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KASTA MORRELY

The mission

Kasta Morrely NGO

All members and Board of Kasta Morrely are volunteers.

ways of action

example of good 

practices 

active citizenship

 is an international cultural association of human rights 

defense through promotion of competences and qualifications necessary to 

the development of a democratic society. 

 of Kasta Morrely NGO is the promotion of values of democracy 

and European civilization through programs and projects of interest for the 

sustainable development of the community. 

 is specialized in training opinion leaders through cultural 

projects and international trainings. Kasta Morely was established in 2002 as 

an empirical research program for  the conception and legalization of the 

science of two top modern occupations for the first time worldwide.  

To accomplish its purpose and objectives, kasta morrely uses  

of civil society such as:   

• trainings, seminars, debates, conference

• European and international projects

• programs for the development and promotion of authentic art and culture

• multicultural projects 

• programs and projects to promote competences and qualification   in 

cultural and creative industries

• programs to promote Romanian traditions

• cultural-educational programs for children and youth

• programs to defend human rights

• festivals, performances, events and ceremonies etc.

KASTA MORRELY NGO is appreciated as organization 

between 2008 and 2014 for its international training projects that are 

part of the European Program for Training Future Leaders.

KASTA MORRELY advocate for  through dynamic 

partnerships between social actors as a solution to the sustainable 

development of contemporary society.

KASTA MORRELY offers a framework of opportunity for all the volunteers 

who want to value their competences and talent.

European Project organized by 

KASTA MORRELY International Association
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Kasta Morrely organized on 18-29 June 2015 the  

. Partner countries: 

 

was created as a 

response to the necessity of organizations acting in the youth field do develop 

qualitatively, to increase their capacity of work at European level, to train their youth 

leaders and youth workers, to provide activities addressed to the needs of young 

people, to know how to attract qualified staff in the organizations projects, to adapt and 

respond specifically to the needs of young people. 

: 

The project facilitated the exchange information between the promoters on 

activities and non-formal methods of working with young people, making long-term 

partnership between participant organizations and connecting the promoters with 

European networks such as Salto, Eurodesk, Involved Youth Coalition etc.

The participants received specialized  and 

European training “Grow 

your organisation, link it to Europe”

Aims of the project included:

- To develop and improve organizational strategy and plan of activities of the 

partner organizations;

- To support the professional development of staff, trainers and youth workers in the 

partner organizations;

- To train the participants in organizational quality management, of human 

resources, European projects and strategic promotion;

- To improve the participants human resources management and fundraising skills

The training activities were based on non-formal methods mind mapping, role 

play, work-shop, brainstorming, swot analysis, learning in a European multicultural 

context, interactive sessions held by experts.

Themes approached: organizational management, human resources, European 

projects, funding and fundraising, organizational promotion via on-line methods, 

media, dissemination activities and follow-up. 

Czech Republic, 

Denmark, Germany, Italy, Latvia, Macedonia, Poland, Portugal, Romania, Spain 

and Turkey. 

The Project "Grow your organisation, link it to Europe" 

Training Kits Youthpass certificates. 

European Training

Qualification Qualification 
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R
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KASTA MORRELY
International Organization

Funded by
the European Union
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I. Elements of Organisational Management

An organization is a social group which distributes tasks for a collective goal.

There are a variety of legal types of organizations, including: corporations, 

governments, non-governmental organizations, international organizations, armed 

forces, charities, not-for-profit corporations, partnerships, cooperatives, and 

universities.

A corporation is created under the laws of a state as a separate legal entity 

that has privileges and liabilities that are distinct from those of its members. There are 

many different forms of corporations, most of which are used to conduct business.

Government refers to the legislators, administrators, and arbitrators in the 

administrative bureaucracy who control a state at a given time, and to the system of 

government by which they are organized. Government is the means by which state 

policy is enforced, as well as the mechanism for determining the policy of the state. A 

form of government, or form of state governance, refers to the set of political 

institutions by which a government of a state is organized. Synonyms include "regime 

type" and "system of government". States are served by a continuous succession of 

different governments. Each successive government is composed of a body of 

individuals who control and exercise control over political decision-making. Their 

function is to enforce laws, legislate new ones, and arbitrate conflicts. In some 

societies, this group is often a self-perpetuating or hereditary class. In other societies, 

such as democracies, the political roles remain, but there is frequent turnover of the 

people actually filling the positions.

A non-governmental organization (NGO) is a legally constituted 

organization created by natural or legal persons that operates independently from any 

government. The term originated from the United Nations (UN), and is normally used 

to refer to organizations that do not form part of the government and are not 

conventional for-profit business. In the cases in which NGOs are funded totally or 

partially by governments, the NGO maintains its non-governmental status by 

excluding government representatives from membership in the organization. 

GENERAL INFORMATION

ABOUT ORGANIZATIONS
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What is Strategic Planning?

Strategic planning is an organizational management activity that is used to set 

priorities, focus energy and resources, strengthen operations, ensure that employees 

and other stakeholders are working toward common goals, establish agreement 

around intended outcomes/results, and assess and adjust the organization's direction 

in response to a changing environment. It is a disciplined effort that produces 

fundamental decisions and actions that shape and guide what an organization is, who it 

serves, what it does, and why it does it, with a focus on the future. 

Effective strategic planning articulates not only where an organization is going 

and the actions needed to make progress, but also how it will know if it is successful.

What is a Strategic Plan?

A strategic plan is a document used to communicate with the organization the 

organizations goals, the actions needed to achieve those goals and all of the other 

critical elements developed during the planning exercise.

What is Strategic Management? What is Strategy Execution?

Strategic management is the comprehensive collection of ongoing activities 

and processes that organizations use to systematically coordinate and align resources 

and actions with mission, vision and strategy throughout an organization. Strategic 

management activities transform the static plan into a system that provides strategic 

performance feedback to decision making and enables the plan to evolve and grow as 

requirements and other circumstances change. Strategy Execution is basically 

synonymous with Strategy Management and amounts to the systematic 

implementation of a strategy.

The term strategic planning has become very popular in recent years. Many 

non-profit organizations now talk about doing strategic planning rather than long-term 

planning. Yet the difference between the two is not intuitively obvious, nor universally 

agreed upon. Following are typical definitions and explanations of the two terms: 

Long-term planning: The process by which the leaders of an organization 

determine what the organization wants to look like at the end of a specified period of time 

– usually three to five years – then use that vision to establish multi-year goals and 

objectives which describe what the organization wishes to accomplish, and develop 

programs, tasks, and timelines for achieving them. Long-term planning predicts future 

conditions and realities, internal and external, and plans how the organization can 

function effectively within them.

DEFINING LONG-TERM AND STRATEGIC PLANNING

STRATEGIC PLANNING
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Because it involves multi-year projections, it cannot be as specific as short-term or 

operational planning, which generates a work plan with detailed annual objectives, 

tasks, methods, timelines, and responsibilities. However, it tends to be more focused on 

specific objectives and timelines than strategic planning.

Strategic planning: The process by which leaders of an organization determine 

what it intends to be in the future and how it will get there. To put it another way, they 

develop a vision for the organization's future and determine the necessary priorities, 

procedures, and operations (strategies) to achieve that vision. Included are 

measurable goals which are realistic and attainable, but also challenging; emphasis is 

on long-term goals and strategies, rather than short-term (such as annual) objectives. 

Strategic planning assumes that certain aspects of the future can be created or 

influenced by the organization. Strategic planning is ongoing; it is "the process of self-

examination, the confrontation of difficult choices, and the establishment of priorities" 

(Pfeiffer et al., Understanding Applied Strategic Planning: A Manager's Guide). 

Strategic planning involves "charting a course that you believe is wise, then adjusting 

that course as you gain more information and experience" (Wilder Foundation, 

Strategic Planning Workbook). 

Differences between strategic and long-range planning: While closely related to long-

range planning, strategic planning is generally considered to place a greater emphasis 

on strategies – on how the organization will achieve its vision – while long-range 

planning places greater emphasis on determining the vision.

There are many different models and action steps for strategic planning. 

It assumes a cooperative effort between Board and staff, perhaps with a special 

strategic planning committee of Board members and staff taking responsibility for the 

effort. Some of the work can be done in committee, while Board and staff planning 

sessions or retreats are also likely to be required, both early and late in the planning 

process. Typical steps are defined along with some suggested approaches for 

carrying out each step. 

This may be done at a Board meeting with key staff present, or may require a special 

meeting or retreat, including Board, key staff, and some external stakeholders. At the 

session: 

Provide an understanding of what strategic planning is and how it is done; 

Discuss its potential value to the organization, in terms of providing a common 

vision and focus, with agreed-upon goals and strategies; 

1. Agree on a strategic planning process. 

ü

ü

A STRATEGIC PLANNING PROCESS
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ü

ü

ü

Consider the costs of doing strategic planning, in terms of staff and Board time and 

other resources – and what might need to be given up in order to develop a plan; if the 

organization is in crisis or is financially or organizationally unstable, it may be difficult or 

unwise to enter into a strategic planning process until the immediate problems and needs 

have been successfully addressed; 

Consider whether the organization is "ready" for a long-range plan or whether it may 

best focus on a short-term plan, perhaps doing a one-year plan and then undertaking 

longer-term planning at the end of that year; 

If strategic planning seems appropriate, consider what procedures or steps can be 

used to establish and implement a strategic plan; 

Agree upon a process and establish responsibilities for the various steps in the 

process, including at least one day (or several half-days or evenings) devoted to a Board 

and (all or senior) staff planning retreat or a series of planning meetings.

Except for a very small organization, it will probably be desirable to set up a strategic 

planning committee or task force. Choose participants carefully, assuring their commitment 

to the process and their willingness to devote significant time to the planning effort. Usually 

the coordinating group will include a mix of Board leaders and members, as well as senior 

and middle managers. 

Some groups also include a representative of technical and/or support staff. 

Representatives of stakeholders – funders, sister organizations, and allies – and perhaps 

former leaders of the organization or other resource people might also be included. The 

organization may also want to include an outside facilitator or consultant who will assist 

with the process and with preparation of the strategic planning document – or this may be 

done by staff. 

This helps provide an understanding of how the organization relates to its external 

environment. The scan usually includes an external component -- identifying and 

assessing opportunities and threats in the external environment -- and an internal 

component -- assessing organizational strengths and weaknesses. This process is often 

referred to as "SWOT": strengths, weaknesses, opportunities, and threats (analysed at 

internal level and external level).

This may mean specifying "strategic issues" or questions that the organization should 

address, and setting priorities in terms of time or importance. If there is little disagreement 

about issues and priorities, it may be possible to move immediately to the organizational 

vision and then goals.

2. Carry out an environmental scan. 

3. Identify key issues, questions, and choices to be addressed as part of the 

strategic planning effort. 

10



If there is no agreement on general directions and organizational goals, it may be important 

to explore issue priorities and identify critical choices. This might be done in several ways. 

Whatever the method used, the issues discussion should generate some level of agreement 

about issues or choices to be considered and decisions to be made as part of the strategic 

planning process.

 

 – those beliefs or principles that 

guide the organization; these values are shared by Board and staff, strongly held, and not 

easily changed. 

 – your vision for the community; it might be viewed as your image of 

what the community you serve would be like if your values were shared and practiced by 

everyone. Note that this is your vision for the community, not your vision of what the 

organization will look like in three to five years or more (that comes later!). 

– the stated purpose for your organization's existence; it might be viewed as 

your organization's public statement of the contribution it promises to make to help 

accomplish the community vision. 

In some strategic planning efforts, a vision for the organization is developed after a 

vision for the community has been discussed -- with the assumption that a shared 

organizational vision may be dependent upon a shared vision of what society should 

become. Whenever this is done, it is important to agree on where the organization wants to 

be in three to five years (It is often helpful to focus on where you want to be at the end of the 

period covered by the strategic plan).

The vision might describe the organization broadly, in terms of its mix of programs, 

reputation or status inside and outside its primary target community, key accomplishments, 

and relationships with stakeholders; specific descriptions might be included in relation to 

service/target area, program scope and depth, funding, governance, staffing, relationships 

with other entities, visibility, etc. 

It is usually a short step from the vision to goals – sometimes the statements describing the 

vision are essentially goal statements. It is extremely valuable to transform the vision into a 

series of key goals for the organization, preferably in the form of status statements 

describing the organization.

4. Define or review the organization's values, community vision, and mission.

Be sure there is consensus on why the organization 

exists, what goals or outcomes it seeks to achieve, what it 

stands for, and whom it serves. If it has specific mandates 

–things it must do or not do based on its articles of 

incorporation or bylaws, or long-term contracts or grants – 

then these should be clearly defined. Consider beginning 

your strategic planning by agreeing on the following: 

5. Develop a shared vision for the organization. 

6. Develop a series of goals or organizational status statements which describe the 

organization in a specified number of years – assuming it is successful in addressing 

its mission. 

?Organizational core values or operating principles

?Community Vision

?Mission 
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7. Agree upon key strategies to reach the goals and address key issues identified 

through the environmental scan. 

Value – Will the strategy contribute to meeting agreed-upon goals? 

Appropriateness – Is the strategy consistent with the organization's mission, 

values, and operating principles? 

Feasibility – Is the strategy practical, given personnel and financial resources and 

capacity? 

Acceptability – Is the strategy acceptable to the Board, key staff, and other 

stakeholders? 

Cost-benefit – Is the strategy likely to lead to sufficient benefits to justify the costs 

in time and other resources? 

Timing – Can and should the organization implement this strategy at this time, 

given external factors and competing demands? 

8. Develop an action plan that addresses goals and specifies objectives and work 

plans on an annual basis. 

9. Finalize a written strategic plan that summarizes the results and decisions of the 

strategic planning process.

10. Build in procedures for monitoring, and for modifying strategies based on 

changes in the external environment or the organization. 

The major emphasis should be on broad strategies, including current and new 

program, advocacy, collaborative, or other approaches. These strategies should be related 

to specific goals or address several goals. The process requires looking at where the 

organization is now and where its vision and goals indicate it wants to be, and identifying 

strategies to get there. The Board needs to provide a broad view to guide this effort, while the 

planning group or staff can do much of the detailed analysis.

Whatever the specific approach used specific criteria for evaluating and choosing 

among strategies should be agreed upon. They might include such criteria as the following: 

Based on these or other agreed-upon criteria, strategies can be evaluated and 

selected, or prioritized. 

In agreeing upon strategies, the planning group should always consider the need to 

clearly define responsibilities for their implementation. There must be someone or some unit 

within the organization that can take responsibility for implementing the strategy.

Once the longer-term elements of a strategic plan have been developed, it is time to 

ensure a specific work plan to begin implementation. Strategic planning recognizes that 

strategies must reflect current conditions within the organization and its environment. Thus 

it is rare to attempt to develop detailed annual objectives except for the first or perhaps the 

first and second year covered by the strategic plan. However, annual action plans are 

needed. Annual program objectives should be time-based and measurable. The annual 

plan may be a part of the strategic plan or may be an annual addendum to it. 

 

There is no set format, but be sure to include the outputs of each major step.

Be sure progress towards goals and objectives and use of strategies is monitored 

regularly, with strategies revised and annual objectives developed yearly, based on the 

progress made, obstacles encountered, and the changing environment. Look back to see 

what progress has been made in critical success factors. Use the plan as a compass, but not 

an inflexible blueprint for action.

12



Strategic planning is a process which lends itself to a joint Board-staff effort. Often, there is a 
joint Board-staff retreat early in the process, a Board-staff committee to oversee the entire 
planning process, a staff planning session with a strong focus on the action plan, and a Board 
session to review and approve the plan. The retreats are in addition to committee meetings and 
ongoing staff work. The key planning sessions often work best when facilitated by an outsider 
knowledgeable about the organization or about community-based organizations generally. If 
your organization is relatively new, your first strategic plan is likely to be for a three-year period. 
After that, you may want to develop a new strategic plan every five years. Be sure to document 
not only the plan but also the process, so you can improve upon it with each cycle.

Through Strategy are designated all major objectives of the organization in the long term, 
the main ways of achieving with allocated resources to obtain competitive advantage 
according to the organization's mission: 

•refers to the activities of the organization
•involves harmonizing activities of the organization with the environment 
•affect operational decisions on the use of resources

•considers timing activities of the organization with the potential of the resources 

Mission of the organization is the foreshadowing of its state on long term, 
comprehensive enunciation of the core goals, values and concept (philosophy) on the 
organization development and activities. 
• Vision Statement is simply the roadmap for the future.? The direction of the 
organization should be broad to include all areas of impact but narrow? enough to clearly 
define a path.
• Values are the organization's fundamental beliefs in how they operate. Values can? 
provide a guideline for management and staff for acceptable organizational behavior.? 
Often values relate to the organization's organizational culture.
• Goals are broad based strategies needed to achieve your organization's mission.
• Fundamental objectives are designating those objectives that consider long term 
horizons, usually 3-5 years and covers all activities of the organization or its major 
components 
• Strategic options defining major approaches, with implications on the content of a 
considerable part of the activities of the organization on which it is possible to establish 
rational and effective fulfillment of the strategic objectives. 
• Resources strategy include all elements of human nature, cognitive, technical, 
material and economic, which provides the necessary  means to achieve the mission and 
strategic objectives using foreshadowed major options 
• Tasks are specific actionable events that are assigned to individuals/departments? to 
achieve. They, too, should be specific, measurable and time bound.
• Strategic deadlines establish periods during the operationalization of the strategy, 
specifying in general, the starting date and the completion of strategic options 
• Implementation Strategy – once the plan has been outlined, a tactical strategy is built? 
that prioritizes initiatives and aligns resources. The implementation strategy pulls all the? 
plan pieces together to ensure collectively there are no missing pieces and that the plan? 
is feasible. As a part of the implementation strategy, accountability measures are put in? 
place to ensure implementation takes place.
?Monitoring of Strategic Plan – during implementation of a strategic plan, it is 
important to? monitor the success and challenges of planning assumptions and initiatives. 
When? evaluating the successes of a plan, you must look objectively at the measurement 
criteria? defined. It may be necessary to retool the plan and its? assumptions if elements of 
the plan are off track.

ORGANIZATION STRATEGY

Components of the organization's strategy

?
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ORGANIZATIONAL MANAGEMENT

Management is the act of getting people together to accomplish desired goals and 

objectives using available resources efficiently and effectively. Since organizations can be 

viewed as systems, management can also be defined as human action, including design, to 

facilitate the production of useful outcomes from a system. This view opens the opportunity 

to manage oneself, a pre-requisite to attempting to manage others. 

“Definition of Management. Boundless Business. 

Planning determines the main objectives of the organization and resources and the main 

possibilities to achieve them, anticipating future events and actions.

The organization describes all management processes (movement, time, operations, 

works, tasks, etc..) and grouping them into tasks, work teams, departments and their 

allocation of human resources so that  tasks and predicted targets/objectives can be 

properly carried out. 

Coordination consists of all work processes through which are harmonizing decisions and 

actions of the organization human resources and its subsystems 

Training incorporates all work processes which determine the organization's staff to help 

set and achieve the expected objectives, based on motivational factors. 

Directing is the managerial function that initiates action: issuing directives, assignments, 

and instructions; building an effective group of members who are motivated to get involved; 

explaining procedures and making sure that mistakes are corrected. Leading and 

motivating work together in the directing function.

Controlling is about keeping an eye on things. Setting performance standards is the first 

step. The second step is measuring performance, where the actual performance or results 

are determined. Comparing performance is step three. The fourth and last step, taking 

corrective action.

Evaluation can be defined as a set of processes by which the performance of the 

organization, its subsystems and components are evaluated in accordance with the 

objectives and standards set initially to eliminate deficiencies. 

Management functions of the organization

Principles of organization management

Principle of unity of objectives

Principle of ensuring consistency between the 

organization's management system parameters 

with its essential characteristics and  environment 

Principle of balance

Principle of responsibility

Principle of participatory management 

Principle of effectiveness and efficiency 

Principle of communication

14



The organization's management can be defined as all the elements with character of 

decision-making, organizational, informational, motivational, human etc. within the 

organization, through which exercises all management processes and relations in 

order to achieve greater effectiveness and efficiency.

Components: 

The decision-making system of an organization is designated assembly decisions 

assumed and applied, structured according to the system of objectives pursued and 

configuration management hierarchy. 

The methodological-managerial or system management methods and techniques of 

organization can be defined as the set of systems (complex methods), methods and 

techniques used in the design and exercise managerial functions and relations within 

an organization. 

Information system can be defined as a set of data, information, information flows and 

circuits, procedures and means of processing information aimed at the establishment 

and organization objectives 

The organizational system of the organization consists in group's organizational 

elements that provide the framework, splitting, combining and functionality of work 

processes within the organization in order to achieve the expected objectives 

Informal role of every individual in the group is determined by informal authority, 

which means the influence that a component of the organization has because of 

knowledge, skills and experience know-how information and resources they have.

Human resources system in an organization is not only unique subsystem but a 

principal and central sub-system and it operates upon and controls all other sub-

systems. Whatever in the environment affects the organization like economies, social, 

cultural, legal, political, historic, competitors, consumers etc., as whole also affects the 

personnel system. The resources system receives inputs from the organization, like 

objectives and the individual and organizational performance that may be viewed as 

individual and organized output. Both the personnel system and the entire 

organizations operate under the same cultural, economic, social, legal, political and 

other constraints. Hence, greater the effectiveness and productivity of personnel, the 

more will be the effective functioning of an organization.

• decision-making subsystem 

• methods and techniques management subsystem 

• organizational subsystem 

• information subsystem 

• HR subsystem 

Management system of the organization
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Youth organizations like any organization manage through processes around a 
structure. It should be emphasized the word structure should not be equated with formal or 
rigid. The structure may well be formal, traditional and hierarchical, but equally it could be 
designed on a project basis or even as suggested by one participant in a youth 
Organizational Management course as chaotic but effective. Networking also has an effect 
on some youth operation structures. In summary a youth organization may use models 
common in the corporate and statutory sectors or may have designed a unique structure to 
suit its specific national or international purposes. Whatever the structure there should be 
conscious awareness of it.

1.Tall hierarchies 

2. Flat structures

3. Project management structures

4. Network structures 

Common and fundamental questions associated with structure are:

What is the purpose and strategy of the organization?

What internal and external policies affect its work?

How are the various tasks to be divided among the persons concerned?

How much specialization and concentration of tasks is desirable or necessary?

How many establishments or sites are required nationally or internationally to 
implement the policy and strategy of the organization?

How much decision making should be devolved from the centre in large, and 
particularly international, organizations?

Depending on the answers to these question then decisions on the creation or evolution of 
the following may be appropriate. It is important to be aware that divisions between one type 
of structure and another may be fluid rather than rigid. Consider the simple divisions below.

are, as the name suggests, built on a multi layer system and often 
formal basis with high degrees of specialization at both functional and operational levels. 
Such traditional structures are accepted as the form which best fits the military model. Some 
international youth organizations may fit into this description.

 have been a recent response to the downsizing of businesses in 
order to increase efficiency and profitability. Are these appropriate structures in an NGO 
environment? Using the language of advocates of formal structures, flat structures imply 
wider spans of control. Given the use of volunteers the principle may be valid. There are also 
arguments for this structure being most appropriate to the learning and development of staff.

 are designed to be fluid and respond to specific 
and sometimes short term needs. The implication is that teams may be formed for particular 
projects and then abandoned. By implication, individuals may be members of more than one 
project team where hierarchy is subservient to achievement.

Would this principle fit volunteers and paid staff in coordinated activities?

contain some of the elements of a project structure but 
extend to and sometimes incorporate other organizations. The communication 
demanded would therefore be within the organization and beyond it to individuals and 
groups who themselves belong to separate organizations. Networking among youth 
organizations may be formally or informally established but would at least be a structured 
system of organizations with compatible goals and sympathies.

Management structure of youth organizations
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Volunteer management is about ensuring that volunteers contribute to the overall 
effectiveness of the organisation and help it to meet its strategic goals while at the same 
time, find it a rewarding experience.
Each volunteer-involving organisation should aim to have a volunteer management 
programme suitable to its own needs. It should be detailed enough to explain why 
volunteers are involved and how tasks are managed.

Once an organization has made a commitment to involve volunteers and had 
identified specific roles for volunteers, then the next step is to find the right number and 
the right type of volunteers. This involves:

?· Attracting the right people
?· Matching people with the right task

How the organization is organising the recruitment of volunteers will depend on a 
number of factors:

?· The number of volunteers need
?· The sort of roles that are offering
?· What commitment are asking volunteers to make

?· What resources the organization has

1. List with role description which gives an overview of the volunteering opportunity 
and how it fits into the overall work of the organisation; a breakdown of the tasks; what 
time commitment is required; what training is offered

2. Write out a person specification describing the skills and attributes which the 
person needs to fulfil that role

3. Agree who is responsible for supervising the volunteer and what level of support 
will the volunteer have

If the organization is planning a big recruitment campaign it might be worthwhile setting 
up a recruitment group to share the work and include existing in the group.

Recruiting volunteers

Steps of volunteer recruitment:

ii. Volunteers' Management

Introduction to volunteers’ management

Volunteer management is organising volunteer involvement in a systematic way that 
mutually benefits the organisation and volunteer.
In volunteers' management it is needed a volunteer management programme - the plan for 
how good volunteer management happens. It sets out the sequence of activities which 
ensure effective volunteer management. 

Regardless of the structures or size of a 
volunteer involving organisation, volunteer 
management generally follows the cycle:
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What is the organization image?

Also highlight what the volunteer can expect:

Volunteer application forms

Interviews

If the image needs to be improved to attract the right volunteers, start by highlighting 
the positive aspects to volunteering with your organisation, such as the opportunity to:

   be part of an organisation working to
· be part of something that makes a difference
· influence the work of the organisation
· learn new skills or use existing ones
· meet new people
· help your community
· contribute in a way that fits with other commitments

·an enjoyable experience
·being part of a motivated team
·well organised volunteer programme
·option to get involved at different levels

Recruiting the right volunteers for the right roles is 
the key to a having a successful volunteer 
programme. Therefore a well put together 
application form and set of interview questions are 
essential in helping you make the right selection. 

Applications have many advantages over CVs:
· Get tailored information
· Helpful in structuring interviews
· Useful for comparing applications
· Makes it easier to compile statistical data about the recruitment programme
· Gives the applicant an idea of what information is important

In designing the Volunteer Application Form consider:

· Having a template Volunteer Application Form covering the main areas, such as 
personal details, work-life experience, reason for applying, availability, referees

· Adapting the application form to suit the role

· Including background information on the organisation

The purpose:
·To see if the applicant suits the role and the organisation
· To give an applicant the opportunity to see if the role and organisation is likely to 
meet their expectations

Activities to prepare for the interview:

· Decide who is involved in the interviews and agree the style and questioning format
Prepare the persons responsible properly by reading the applicant's form

  Be familiar with the role on offer
  Draft questions that will give the applicant the opportunity to demonstrate their 

suitability for the role
 Predict what the applicant will want to know and have the relevant information ready
  Organise a suitable place to meet

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Volunteer applications and interviews

19



During the interview:

·Start by clarifying the purpose and structure of the interview
·Be clear what the role involves and doesn't involve
·Explain what is on offer to volunteers - training, being part of a team, 

and developing skills. Be specific and have examples at hand.

·Clarify any preconceptions the applicant might have about the role

Evaluating the recruitment process:

Evaluating the volunteer recruitment process may not seem a priority once it's 
over, but the organization will need to do it if the recruitment isn't going well. 
Indicators of this would be: 

·Little or no interest
·Interest, but not from the right people
·People not taking up the offers
·Volunteers starting but not staying

Emphasize the importance of a healthy lifestyle to volunteers in a positive way

Be understanding when volunteers miss a day and be sure to 
recognize their return to the project afterward. 

Meetings provide volunteers a sense of direction 
in the beginning of their service. 

Work hard to ensure that volunteers feel comfortable 
coming to you with questions, concerns and input.

Provide volunteers with clear, accurate, and concise goals from the beginning 
so they have direction and can produce quality results from the start.

Recognize their accomplishments, praise their work ethic and thank them for 
contributing their time to the project or cause. 

Make efforts to build a sense of community among your group of volunteers 
by offering them “extras” when they are not volunteering. 

Remember to offer flexibility to your volunteers as well. 

Lastly, and perhaps most importantly, lead your 
volunteers by example. 

Ø

Ø

Ø

Ø

Ø

Ø

Ø

Ø

A successful interview is one that reaches the right decision.

  How to motivate volunteers

10 tips for keeping your volunteers 
motivated day after day, week after week:

1. Healthy bodies, healthy minds

2. Respect: 

3. Hold regular meetings: 

4. Be accessible: 

6. Be accurate and detailed

7. Praise and recognize accomplishments

8. Build community

9. Be flexible: 

10. Lead by example!: 
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Team building

While all management tasks are 

important, special attention needs 

to be given to team building because 

it is the ability of people to work well 

together that is key to a positive and 

effective working environment.

Volunteer support & supervision

Recognising volunteers' contribution

The task of supporting volunteers and supervising their contribution is core in volunteer 

management. 
The purpose of volunteer support & supervision:

ØTo provide an opportunity to give and get feedback
ØTo review the contribution the volunteer is making
ØTo ensure that the work of the volunteer is in line with 

the aims and objectives of the organisation

Everyone likes to be thanked for the work they do and as 
a manager, it's your job to make sure that the contribution 
of volunteers is acknowledged individually and 
collectively. The more obvious ways this happens are:

ØThanking volunteers at the end of the day
ØKnowing your volunteers by name
ØAcknowledging specific contributions undertaken by a volunteer
ØBeing genuine in your praise
ØHolding special volunteer events

Training is an investment in staff aimed at developing skills and abilities to do the job well. 

The two most common ways in which training happens are:

1. structured training programmes prior to starting work as a volunteer

2. volunteer jobs where the training/learning 

happens by doing the job

where the person is shown 

how to do something

where an expert guides the person

where an expert teaches the person

where the person tries something 

and learns from the experience

The METHODS of learning a new skill include:

Demonstration: 

Mentoring: 

Coaching: 

Experiential: 

Training

Involving Volunteers
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Who manages volunteers?

Having an effective volunteer programme and being an effective volunteer manager 

requires commitment and skill and choosing who has this role is key to the success of 

your volunteer programme.
Below is a list of some of the tasks involved in  and its activities:

The competences required of Volunteer Managers are: Supervision and Human 

Resources, Management and Operations, and Leadership. They include a broad range 

of skills from managing self, managing people, managing projects and programs, and 

leading organizations.

The world needs as many volunteers as possible. After all, we need one another's helping 

hand in order to survive. However, volunteering is different from managing volunteers.
If you have been tasked to lead a group of volunteers, do you know what to do? Keep in 

mind that the overall success of your operations relies so much on your hands. To help 

you out, here are the 10 volunteer management tips:

Delegation is very important when 

you're in a volunteer organization. One of the keys to effective volunteer management 

is the creation of instruction sheets, just in case they completely forget what to do.

managing volunteers
· Ensure that the role of volunteers is understood and valued in the organisation 
· Identify volunteer opportunities 
· Defining volunteer roles 
· Recruit and select volunteers 
· Organise volunteer induction 
· Develop team building strategies 
· Maintain volunteer records 
· Organise volunteer roster 
· Provide one-2-one support for volunteers 
· Carry out volunteer reviews 
· Design volunteer policies and procedures 
· Plan training programmes 
· Deal with difficulties that arise 

· A commitment to the role of volunteers 
· An understanding of volunteer issues 
· Experience in managing or willingness to learn 
· Excellent communicator 
· Good organiser 
· Recognises the importance of team building 
· Ability of identify training needs 
· Creative 
· A motivator 
· Combines efficiency with flexibility 

Volunteer Management Competencies

10 Volunteer Management Tips

The personal qualities and skills of a good volunteer manager include:

1. Don't forget to make some instruction sheets. 
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2. Constantly update your volunteers. 

3. Make them feel welcome.

4. Recognize their hard work.

5. Go for personal request.

6. Provide a good environment for your volunteers. 

7. Develop their task description. 

8. Match your volunteers to their interests.

9. Take advantage of two-month adjustment. 

10. Communicate.

Sometimes certain situations will compel you to 
change previous instructions. 

 Teamwork is an essential factor in a volunteer's 
organization. That's why to ensure that they gets to open up themselves faster and 
cooperates effectively, always make them feel welcome. 

 Volunteering can truly be an arduous task. It can drain you 
physically and emotionally, and your volunteers need all the kind of motivation they can 
possibly get so they can still function properly. Besides providing them with recreational 
activities, you can also give them recognition, probably in the forms of certificates, 
medals, and even plaques 

 You can recruit volunteers by the masses, but it will be very 
difficult for you to assess their commitment to the organization as well as their potential 
contribution to your goals. Thus, ensure that you can spend time to talk to your future 
volunteers one by one. 

What you can do is to give them a 
pleasing environment. 

The only time they can feel satisfied of their work is 
when they know they are accomplishing something. To help them assess how they fare 
with their tasks or that they have truly performed to the utmost, you can provide them a 
task description. 

 It's highly fundamental that you can bring out 
the potential volunteering characteristics and personality of every individual. One of the 
best methods to accomplish this is to match their skills to the volunteer organization or 
department. For example, if you have a business graduate in your list, perhaps you can 
place him in the logistics department. Moreover, you can put your teacher in the training 
division. 

According to studies, volunteers need at 
most 2 months to adjust to the organization. If they feel like they don't belong or can't 
contribute greatly, then they will disappear. You can make use of the period to orient and 
guide them. Most of all, don't forget to stress how valuable they are to the organization.

 Volunteers, whether new and old, still need supervision. Thus, ensure 
that your communication lines are open. If you're not in the field, make sure you have 
provided your volunteers with a number they can reach immediately. Guarantee, too, 
that you can monitor them as often as you can.
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½Spend time planning and organizing

½Set Goals

½Achieve "stage one"--get something done!

½Prioritize your assignments

½Postpone unnecessary activities until the work is done! 

½Identify resources to help you

 Using time to think and plan is time well-spent. In fact, if you fail to take time for planning, 
you are, in effect, planning to fail. If you need color and pictures, use a lot on your calendar 
or planning book. 

 Goals give your life, and the way you spend your time, direction. Set goals which are 
specific, measurable, realistic and achievable. Your optimum goals are those which cause 
you to "stretch" but not "break" as you strive for achievement. Goals can give creative 
people a much-needed sense of direction.

The Chinese adage of the longest journey starting with a single step has a couple of 
meanings: First, you launch the project! Second, by starting, you may realize that there are 
some things you have not planned for in your process. Details of an assignment are not 
always evident until you begin the assignment. Another adage is that "perfection is the 
enemy of good", especially when it prevents you from starting! Given that you build in review, 
roughly draft your idea and get going! 

Identify priorities and approach them in a structured way. 

Postpone tasks or routines that can be put off until your work is finished! This can be the most 
difficult challenge of time management. We always meet unexpected opportunities that look 
appealing, then result in poor performance in preparation for a task. Distracting activities will 
be more enjoyable later without the pressure of the assignment hanging over your head. 
Think in terms of pride of accomplishment. 

Using outside resources can save you time and energy, and solve problems..

III. Time Management

Time management is not very difficult as a concept, but it's surprisingly hard to do in 
practice. It requires the investment of a little time upfront to prioritise and organise 
yourself.

Developing time management skills is a journey

that may begin with information, but needs practice 
and other guidance along the way.

One goal is to help yourself become aware of how you 
use your time as one resource in organizing, 
prioritizing, and succeeding in your objectives in the 
context of competing activities of friends, work, family, 

First answer the question:

 How do you spend your time each day?

Strategies on using time:
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½Use your free time wisely

½Create a simple "To Do" list

½Daily/weekly planner

½Weekly reviews

½Long term planner

Think of times as when walking, riding the bus, etc. and what to do to use it.

This simple program will help you identify a few items, the reason for doing them, a timeline 
for getting them done, and then printing this simple list and posting it for reminders.

Write down appointments, and meetings on a chronological log book or chart. If you are 
more visual, sketch out your schedule. First thing in the morning, check what's ahead for the 
day always go to sleep knowing you're prepared for tomorrow

Weekly reviews and updates are also an important strategy. Each week review your 
assignments, your notes, your calendar. Be mindful that as deadlines approach, your weekly 
routine must adapt to them!

Use a monthly chart so that you can plan ahead. Long term planners will also serve as a 
reminder to constructively plan time for yourself

References:

http://www.skillsyouneed.com/ps/time-management.html#ixzz3oGIG4Dug

http://www.studygs.net/timman.htm
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IV. Risk Management

Risk is the main cause of uncertainty in any organisation. Thus, organizations should 

increasingly focus more on identifying risks and managing them before they even affect 

the organization. The ability to manage risk will help organizations act more confidently on 

future organization's decisions. Their knowledge of the risks they are facing will give them 

various options on how to deal with potential problems.

According to a survey conducted by advisory firm PPB, risk is defined in this manner:

“Organisations face internal and external actors and influences that make it uncertain 

whether, when, and the extent to which they will achieve or exceed their objectives. The 

effect this uncertainty has on the organisation's objectives is risk.”

 are those that are not in direct control of the management. These 

may include – economical fluctuations, political issues, interest rates, weather or 

environmental prlbems, community problems, and so on. 

 on the other hand, may include human resources - staff may not be 

professionally competent, recruitment and selection procedures are not efficient; office 

equipment may be unsafe; informational resources within the organization are incomplete; 

finances may be insufficient to meet operational expenses and others.

Risk management is important in an organisation because without it, an organization 

cannot possibly define its objectives for the future. If an organization defines objectives 

without taking the risks into consideration, there are given chances that they will lose 

direction once any of these risks appear.

In recent years, many organisations have added risk management departments to 

their team. The role of this team is to identify risks, come up with strategies to guard 

against these risks, to execute these strategies, and to motivate all members of the 

organisation to cooperate in these strategies. Larger organisations generally face more 

risks, so their risk management strategies also need to be more sophisticated. Also, the 

risk management team is responsible for assessing each risk and determining which of 

them are critical for the organisation. The critical risks are those that could have an 

adverse impact on the organisation; these should then be given importance and should 

be prioritized. The whole goal of risk management is to make sure that the organisation 

only takes the risks that will help it achieve its primary objectives while keeping all other 

risks under control. 

The preparation of risk assessment forms is a 

more elaborate task and involves more deep steps: 

determining risks, gathering risk data, determining 

the probability and the impact levels of the risks, 

understanding consequences, assigning priorities 

and developing risk prevention strategies.

Risk can come from both internal and external sources. 

The external risks

Internal risks,

Risk management tools:

Risk assessment form 
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Risk matrices
Risk matrices are probably one of the most widespread tools for risk evaluation. They are 

mainly used to determine the size of a risk and whether or not the risk is sufficiently 

controlled.

A risk assessment matrix provides the organization team with a quick view of the risks and 

the priority with which each of these risks needs to be handled. 

Probability of Occurrences  

 

Qualitative 

definition  

Meaning  

  

Value  

 

Frequent  

 

Likely to occur many times (occurred frequently)  

Will be continuously experienced unless action is taken to change 
events  

5 

Likely  

 

Likely to occur some times (occurred infrequently)  

The activity or event expected to occur 50-99% of the time.  

Will occur often if events follow normal patterns of process or 
procedure.  

The event is repeatable and less sporadic  

4 

  

Occasional  

 

Unlikely, but possible to occur (occurred rarely)  

An activity or event occurs infrequently, or irregularly, or 25-50% of 

the time  
Potential for infrequent occurrence. Events are sporadic in nature  

 

3 

  

Seldom  
 

Very unlikely to occur (not known it has occurred )  

An activity or event that occurs intermittently, or 1-25% of time  
Not likely to happen (but could)  

2 

Improbable  

 

A remote likelihood, being almost inconceivable that event will occur  

 

1 

 

Sample of risk matrix
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V. Professional development
    of staff and human resources 

Helping Staff and Members of the Organization to Develop Professionally

One very important responsibility of a supervisor or manager is to help your staff with 

their professional and career development. You can do this by providing opportunities for 

them to develop the knowledge, skills, abilities, tools, resources, and opportunities to be 

successful in their job and career. Examples include providing on-the-job training and 

coaching, giving them performance goals and feedback, asking about and supporting their 

development goals, and helping them write an individual development plan (IDP).

Individual Development Plan

 

Goals 

 

To be achieved 

(from 

performance 
plan) 

 

Skills or 

Competencies 

 

To be learned or 

acquired 

 

Resources 

 

What is needed 

(money, time, 

etc.) 

 

Activities 

 

Possible learning 

opportunities to 

try 

 

Status 

 

(Start/Completed    

Results) 

 

Short-range 

 
Critical within 

present position 

(I Year) 

 

 

 

    

 

Mid-range 

 

Important for 

growth within 
present position 

(2 Years) 

    

 

Long-range 

 

Helpful for 
achieving career 

goals 

(3-5 Years) 

 

 

    

 

Name:    ..................................     Position: .........................

Department:  ..........................     Supervisor ....................

Date: .....................
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Although the primary responsibility for an individual's development rests with the 

individual, the supervisor/manager has an important role in:

·Encouraging

·Supporting

·Removing obstacles

·Providing resources for their development

In the IDP process, the individual staff member should initiate the process and do 

most of the writing of the plan themselves. As a supervisor or manager, you should:

·Meet with them to discuss their plan

·Provide feedback on their goals

·Provide suggestions for development activities

·Help them set realistic timeframes

·Help them troubleshoot potential obstacles

·Schedule periodic (quarterly or semi-annually) meetings to monitor their progress

·Make revisions to their plan as appropriate, and acknowledge results

Supporting the growth and development of your staff is vitally important in helping 

them be as productive and successful as possible in their current role, encouraging 

motivation and retention, and setting them up for career opportunities. It is your job to help 

your staff be the best they can be.

·The individual's goals should be aligned with the organization goals, and the 

organization should be evaluated as well as the individual 

·Ratings should be given based solely on performance 

·A member of the organization's position should not dictate whether they have more 

or less access to the highest level of ratings; supervisors should be able to articulate 

to members at all levels what it takes to achieve excellence, to accomplish major 

goals, and to make unique contributions worthy of the highest level ratings 

·Goals and expectations can be modified during the evaluation period as long as they 

are communicated to, and discussed with, the member of the organization in 

advance of the annual assessment; changes should be made in writing 

·Performance expectations include all outcomes: 

o Impact of member of the organization interactions on collaborators/partners 

o Services and products delivered by the member of the organization 

o Processes used and policies followed 

o Organizational values demonstrated 

           Guiding Principles 
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Phase 1: Planning

Phase 2: Check-in (throughout the performance cycle) 

Phase 3: Assessment 

 

·Phase 1 assumes use of the individual's task description and organization goals as 

the foundation for setting goals and expectations 

·Set SMART goals: 

o S Specific

o M Measurable

o A Attainable

o R Relevant

o T Timely 

·Goals should be achievable in one year; If a goal is multi-year, it should be broken 

down into milestones of a year or less

·Observation: pay attention to your members doing their activity to notice when they 

need help, performance correction, or feedback 

·Coaching: conduct formal and informal coaching on a regular basis 

·Feedback: provide timely, specific, positive and constructive feedback in order to 

help your members be successful 

·Offering support: make yourself available to your staff and ask them what they need 

from you in order to be effective performers 

·The performance assessment summarizes the member of the organization's 

contributions over the entire appraisal period (usually one year); it may occur as 

often as necessary to acknowledge the member of the organization for 

accomplishments and to plan together for improved performance 

·Much of the hard work of appraising performance should be carried out before the 

assessment meeting 

·Hallmarks of an effective performance assessment: 

o A formal performance review should take place yearly, at minimum 

o The review should be in written form 

o The assessment must include member of the organization and other input 

o The review should summarize the year's feedback, documentation and 

progress 

o No surprises!

The Performance Management Cycle
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Supervisors are responsible for:

Supervisor Preparation:

Conducting the Performance Review

 

·Communicating the organization goals to members of the organization 

·Assessing the organization performance as well as individual performance 

·Developing performance expectations with the participation of members of the 

organization 

·Communicating (and documenting) throughout the performance management 

cycle about members of the organization' goals, performance, and development 

·Recognizing and rewarding successful performance throughout the cycle 

·Coaching for improved performance and taking corrective action as necessary 

·Ensuring that members of the organization have the tools, resources, and training 

and development needed to carry out their duties successfully 

 

·Set a date and time in advance that is mutually convenient for both you and the member 

of the organization

·Be sure there is enough time allotted (1 – 1.5 hours) and that it will be free from 

interruptions 

·Select a place that is private and provides a confidential environment 

·Provide the member of the organization with tools for self-assessment and gather 

results 

·Gather documents, including the job description, goals and objectives from last year, 

the prior year's evaluation 

·Consider the member of the organization's areas of responsibility and goals set at the 

beginning of the evaluation period, what he/she has done well and where improvement 

may be needed; what you are doing and what you can improve to support the member of 

the organization 

·Review 360° assessments and member of the organization's self-assessment Prepare 

a draft performance evaluation to go over with member of the organization

The assessment discussion is simply a 

continuation of the momentum established 

throughout the year. The key is to set a tone that is 

open and productive, and to ensure that by the end 

of the discussion both supervisor and member of 

the organization have reached an understanding 

on any issues that require further discussion, time 

lines for completion, objectives that need to be met 

for the next year, and review points.

The Role of the Supervisor
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·Prepare, Prepare, Prepare! 

·Choose the proper setting and set the right tone for the discussion 

·Welcome the member of the organization 

·Review draft together and finalize at subsequent meeting 

·Listen and take notes 

·Maintain good eye contact and attentive posture 

·Reflect back your understanding of what s/he has said 

·Don't interrupt, but ask questions only for clarification 

·Don't be too quick to pass judgment 

·Focus on the expectations that have been set at the beginning of the review period 

·Focus on specific behaviors and results, not personality 

·Ask for the member of the organization's opinions and ideas about how to 

approach work or resolve problems 

·Focus on the future, not on the past 

·Emphasize strengths, as well as areas that need improvement 

·Be candid and be prepared to discuss questionable items 

·Support the member of the organization's effort to improve 

·Set goals, expectations and standards for the next evaluation 

·Agree to meet regularly with the member of the organization during the evaluation 

period 

·Discuss development plans with the member of the organization 

·Summarize the session and end on a positive note

Conducting the Performance Review

COACHING

Definition of Coaching

Benefits of Coaching

There are many definitions for what coaching is 
all about. The dictionary definition of coaching* is:
`"A method of directing, instructing and training a 
person or group of people, with the aim to 
achieve some goal or develop specific skills. 
There are many ways to coach, types of coaching 
and methods to coaching. Direction may include 
motivational speaking and training may include 
seminars, workshops, and supervised practice."

The benefits of coaching is that the individual will be able to improve their work 
performance and skill set by receiving one-on-one training to develop career prospects. 

The majority of coaching is generally delivered within an organization by an 
immediate supervisor or manager. However, many organizations these days employ 
professional external coaches to come into their organization to provide this service.  
Coaches should be willing to listen, observe and support the coachee's ability, knowledge 
and resourcefulness. 

External coaches are trained to deliver specific individual coaching sessions to meet 
the individual needs, following the methods of setting clear standards, goals, use of 
learning, feedback and evaluation.
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Differences between Coaching & Mentoring?

The differences between coaching and mentoring are quite clear:

Generally follows the format of individual guidance that is focused on job performance and 
aimed at one person alone. The coach specifically advises the person on how to tackle and 
perform a particular task, they provide constructive feedback and delegate further similar 
tasks, setting goals or higher-level tasks for the individual to complete. The coach in most 
instances will be an immediate supervisor or manager who will have overall responsibility for 
the department's overall performance. Coaching is about having a positive relationship 
where the coachee respects, trusts and identifies with the coach.

Generally follows the format of generalized advice and guidance of career development. 
Mentoring is about developing a relationship between a more senior and experienced 
mentor and an inexperienced mentee to guide and develop the mentee's knowledge and 
career progression. The mentor generally will be someone who is not your immediate 
supervisor/manager or within your organization can allow the luxury of talking to an 
independent impartial confidante who is not your manager, they will have the ability to listen 
to your issues, afford you the opportunity to vent unrestrictedly and support and assist you in 
achieving your goals. 
However saying this, some organizations who offer mentoring for their employees may 
allocate a mentor within the organization who has similar standing, status and power as your 
immediate supervisor.

Coaching

Mentoring

Youthpass

Youthpass Erasmus+ Programme is a way for participants in the to describe what they 
have done and to show what they have learnt. 

Youthpass is the instrument of validation and 
recognition for the Erasmus+ Programme. 
Through the Youthpass certificate, the 
European Commission ensures that the 
learning experience gained through the 
Erasmus+ Programme is recognised as an 
educational experience and a period of non-
formal learning. 

  

Europass

What is Europass?

Curriculum Vitae

Language Passport

Five documents to make skills and qualifications clearly and easily understood in Europe:

- Two documents freely accessible, completed by European citizens:

·the  helps you present your skills and qualifications effectively and 
clearly. You can create your CV online using tutorials or download the template, 
examples and instructions.

·the  is a self-assessment tool for language skills and 
qualifications. You can create your Language Passport online using tutorials or 
download the template, examples and instructions.

Recognition of competences at European level
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- Three documents issued by education and training authorities:

·the  records the knowledge and skills acquired in another 

European country;

·the  describes the knowledge and skills acquired by 

holders of vocational education and training certificates;

·the describes the knowledge and skills acquired by 

holders of higher education degrees.

- A network of - the first point of contact if you want to learn 

more about Europass

ESCO is part of New Skills for New Jobs, a joint policy initiative carried out in 

cooperation between the European Commission and the EU Member States to foster 

skills development and employability.

ESCO is the only European multilingual classification linking skills and competences 

to occupations which will be available free of charge to all labour market, education 

institutions and other stakeholders.

At European level, ESCO will contribute to improving the services provided by 

EURES, the European Job Mobility Portal and make it possible to develop new services 

such as Match & Map which aims to improve the matching of jobseekers to available jobs.

ESCO will improve information exchange and facilitate co-operation between 

education/training and employment service providers, between public and private 

employment services and between public employment services of different countries. It 

will allow electronic interchange of vacancy information (e.g. with the EURES network) 

and CV's (e.g. between Europass and EURES) as it will be fully compatible with these 

systems and easily understood by major labour market and education actors.

Europass Mobility

Certificate Supplement

Diploma Supplement 

National Europass Centres 

ESCO  - European Skills, Competencies and Occupations
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The European Credit system for Vocational Education and Training (ECVET) is the 
new European instrument to promote mutual trust and mobility in vocational education and 
training. Developed by Member States in cooperation with the European Commission, 
ECVET has been adopted by the European Parliament and the Council on 18 June 2009.

In the context of international mobility but also mobility within countries, ECVET 
aims to support recognition of learning outcomes without extending learners' education and  
training pathways.

The European Qualifications Framework (EQF) acts as a translation device to 
make national qualifications more readable across Europe, promoting workers' and 
learners' mobility between countries and facilitating their lifelong learning.

The EQF aims to relate different countries' national qualifications systems to a 
common European reference framework. Individuals and employers will be able to use the 
EQF to better understand and compare the qualifications levels of different countries and 
different education and training systems.

The core of the EQF concerns eight reference levels describing what a learner 
knows, understands and is able to do – 'learning outcomes'. Levels of national qualifications 
will be placed at one of the central reference levels, ranging from basic (Level 1) to advanced 
(Level 8). This will enable a much easier comparison between national qualifications and 
should also mean that people do not have to repeat their learning if they move to another 
country.

The EQF applies to all types of education, training and qualifications, from school 
education to academic, professional and vocational. This approach shifts the focus from the 
traditional system which emphasises 'learning inputs', such as the length of a learning 
experience, or type of institution. It also encourages lifelong learning by promoting the 
validation of non-formal and informal learning.

The European Credit Transfer and Accumulation System (ECTS) is a tool which 

enables students to collect credits for learning achieved through higher education. ECTS is 

a learner-centred system which aims to increase transparency of learning outcomes and 

learning processes. It aims to facilitate planning, delivery, evaluation, recognition and 

validation of qualifications and  units of learning as well as student mobility. ECTS is widely 

used in formal higher education and can be  applied to other lifelong learning activities.

ECVET is based on:
? Learning outcomes, which are statements of knowledge, skills and competence that 

can be  achieved in a variety of learning contexts. 
? Units of learning outcomes that are components of quali?cations. Units can be 

assessed, validated and recognised.
? ECVET points, which provide additional information about units and quali?cations in 

a  numerical form.
? Credit that is given for assessed and documented learning outcomes of a learner. 
?Credit can be transferred to other contexts and accumulated to achieve a 

quali?cation  on the basis of the quali?cations standards  and regulations existing in 
the participating  countries. 

? Mutual trust and partnership among participating organisations. These are 
expressed in Memoranda of Understanding and Learning Agreements.

The European Qualifications Framework (EQF)

European Credit Transfer and Accumulation System (ECTS)

The European Credit system for Vocational  Education and Training (ECVET)
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European Quality Assurance Reference Framework (EQAVET)

Recommendation

10 selected quality indicators

The Member States and the European Commission are establishing a European 
Quality Assurance Reference Framework (EQAVET) to promote and monitor continuous 
improvement of national systems of vocational education and training (VET).

The European Quality Assurance Reference Framework for Vocational Education 
and Training (EQAVET) is the outcome of a , adopted by EU Member 
States in June 2009, from the European Commission to establish a reference instrument 
to help Member States to promote and monitor continuous improvement of their VET 
systems based on common European references. The aim of EQAVET is to contribute to 
quality improvement in VET and to increased transparency of, and consistency in, VET 
policy developments between Member States, thereby promoting mutual trust, mobility of 
workers and learners, and lifelong learning.

One of the key elements of EQAVET is the  which 
support the evaluation and quality improvement of VET systems across Member Sates.
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VI. Financing and fundraising

General information about the Erasmus+ Programme

Erasmus+ is the EU Programme in the fields of education, training, youth and sport for 

the period 2014-2020. Education, training, youth and sport can make a major contribution to 

help tackle socio-economic changes, the key challenges that Europe will be facing until the 

end of the decade and to support the implementation of the Europe 2020 strategy for 

growth, jobs, social equity and inclusion.

The Erasmus+ Programme is designed to support Programme Countries' efforts to 

efficiently use the potential of Europe's human talent and social capital, while confirming the 

principle of lifelong learning by linking support to formal, non-formal and informal learning 

throughout the education, training and youth fields. The Programme also enhances the 

opportunities for cooperation and mobility with Partner Countries, notably in the fields of 

higher education and youth.

Overall the Programme supports actions, cooperation and tools consistent with the 

objectives of the Europe 2020 Strategy and its flagship initiatives, such as Youth on the 

Move and the Agenda for new skills and jobs. The Programme also contributes to achieve-

through the Open Methods of Coordination -the objectives of the Education and Training 

Strategic Framework and of the European Youth Strategy. This investment in knowledge, 

skills and competences will benefit individuals, institutions, organisations and society as a 

whole by contributing to growth and ensuring prosperity and social inclusion in Europe and 

beyond. The Erasmus+ Programme Guide is drafted in accordance with the Erasmus+ 

annual Work Programme adopted by the European Commission, and therefore may be 

revised to reflect the priorities and lines of action defined in the Work Programmes adopted 

in the following years.  

FINANCING YOUTH PROJECTS

THROUGH ERASMUS+

General objectives of the Erasmus+ Programme

The Erasmus+ Programme shall contribute to the achievement of:

the objectives of the Europe 2020 Strategy, 

including the headline education target2;

the objectives of the strategic framework for 

European cooperation in education and training (ET 

2020), including the corresponding benchmarks;

the sustainable development of Partner Countries in 

the field of higher education;

 the overall objectives of the renewed framework for 

European cooperation in the youth field (2010-2018)

the objective of developing the European dimension in sport, in particular grassroots 

sport, in line with the EU work plan for sport;

the promotion of European values in accordance with Article 2 of the Treaty on the 

European Union3.

?

?

?

?

?

?
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Recognition and validation of skills and qualification

Erasmus+ supports EU transparency and recognition tools for skills and 

qualifications–in particular Europass, Youthpass, the European Qualifications 

Framework (EQF),the European Credit Transfer and Accumulation System (ECTS), 

the European Credit System for Vocational Education and Training (ECVET), the 

European Quality Assurance Reference Framework (EQAVET), the European Quality 

Assurance Register (EQAR), the European Association for Quality Assurance in 

Higher Education (ENQA)–as well as EU-wide networks in the field of education and 

training supporting these tools, in particular the National Academic Recognition 

Information Centre (NARIC),Euro guidance networks, the National Europass Centres 

and the EQF National Coordination Points.

Dissemination and exploitation of the project results

Dissemination and exploitation of results is one of the crucial areas of the 

Erasmus+ project lifecycle. It gives participating organisations the opportunity to 

communicate and share outcomes and deliverables achieved by their project, thus 

extending the impact of such projects, improving their sustainability and justifying the 

European added value of Erasmus+. In order to successfully disseminate and exploit 

project results, organizations involved in Erasmus+ projects are asked to give the 

necessary thought to dissemination and exploitation activities when designing and 

implementing their project. The level and intensity of such activities should be 

proportional to the objectives, the scope and the targets of the different Actions of 

Erasmus+. 

Results achieved in a particular project 

may be highly relevant and interesting also in 

fields not covered by the project and it is up to 

the individual projects to develop strategies 

and methods ensuring that others can easily 

access what has been developed and 

produced.
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The Structure of the Erasmus+ Programme

KEY ACTION 1–MOBILITY OF INDIVIDUALS

KEY ACTION 2–COOPERATION FOR INNOVATION AND THE EXCHANGE OF GOOD 

PRACTICES

KEY ACTION 3–SUPPORT FOR POLICY REFORM

JEAN MONNETACTIVITIES

SPORT

In order to achieve its objectives, the Erasmus+ Programme implements the following 

Actions: 

This Key Action supports:

- Mobility of learners and staff;

- Erasmus Mundus Joint Master Degrees; 

- Erasmus+ Master Degree Loans.

This Key Action supports:

- Transnational Strategic Partnerships;

- Knowledge Alliances; 

- Sector Skills Alliances;

- Capacity Building. 

- IT support platforms, such as eTwinning, the European Platform for Adult Learning 

(EPALE)and the European Youth Portal

This Key Action supports:

- Knowledge in the fields of education, training and youth;

- Initiatives for policy innovation;

- Support to European policy tools;

- Cooperation with international organizations;

- Stakeholder dialogue, policy and Programme promotion. 

The Jean Monnet Activities will support: 

- Academic Modules, Chairs, Centres of Excellence;

- Policy debate with academic world; 

- Support to institutions and associations;

- Studies and conferences.

Actions in the field of sport will support;

- Collaborative Partnerships;

- Not-for-profit European sport events;

- Strengthening of the evidence base for policy making; 

- Dialogue with relevant European stakeholders.
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The budget of Erasmus+

Who can participate in the Erasmus+ Programme?

Participants

The Programme has an overall indicative financial envelope of 14.774billion EU Runder 

Heading 1and of 1.680 billion EUR under Heading 4 of the EU Budget for the seven years 

(2014-2020). 

 

Individuals -students, trainees, apprentices, pupils, adult learners, young people, 

volunteers, professors, teachers, trainers, youth workers, professionals of organisations 

active in the fields of education, training and youth constitute the main target population of 

the Programme. However, the Programme reaches these individuals through 

organisations, institutions, bodies or groups that organise such activities. The conditions of 

access to the Programme therefore relate to these two actors: the "participants" 

(individuals participating in the Programme) and the "participating organisations" 

(including groups of at least four young people active in youth work but not necessarily in 

the context of youth organisations, also referred to as informal groups of young people). 

For both participants and participating organisations, the conditions for participation 

depend on the country in which they are based.

As a general rule, participants in Erasmus+ projects must be established in a 

Programme Country. Some Actions, notably in the fields of higher education and youth, are 

also open to participants from Partner Countries.

The specific conditions for participating in an Erasmus+ project depend on the type 

of Action concerned.

In general terms:

- For projects relevant for the field of higher education, the main targets are: higher 

education students (short cycle, first, second or third cycle),higher education teachers and 

professors, staff of higher education institutions, trainers and professionals in enterprises;

-  For projects relevant for the field of vocational education and training, the main targets 

are: apprentices and students in vocational education, professionals and trainers in 

vocational training, staff of initial vocational education organisations, trainers and 

professionals in enterprises;

- For projects relevant for the field of school education, the main targets are: school 

leaders, school teachers and school staff, pupils in pre-primary, primary and secondary 

education;

- For projects relevant for the field of adult education, the main targets are: members of 

adult education organisations, trainers, staff and learners in adult education;

- For projects relevant for the youth field the main targets are: young people from 13 to 

305, youth workers, staff and members of organisations active in the youth field;

-  For projects relevant to the field of sport, the main targets are: professionals and 

volunteers in the field of sport, athletes and coaches. 
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Participating organizations 

Erasmus+ projects are submitted and managed by participating organisations representing 

the participants. If a project is selected, the applicant participating organisation becomes a 

beneficiary of an Erasmus+ grant. Beneficiaries sign a grant agreement or receive a grant 

decision which entitles them to receive financial support for the realisation of their project 

(grant agreements are not offered to individual participants).Some Actions of the 

Programme are also open to informal groups of young people.

As a general rule, organisations participating in Erasmus+ projects must be established in a 

Programme Country. Some Actions are also open to participating organisations from 

Partner Countries, notably in the field of higher education and youth. 

The specific conditions for participating in an Erasmus+ project depend on the type of Action 

supported by the Programme. In general terms, the Programme is open to any organisation 

active in the fields of education, training, youth or sport. Several Actions are also open to the 

participation of other players in the labour market.

More details on:  http://ec.europa.eu/programmes/erasmus-plus/index_en.htm

I. Important skills to be a good fundraiser for youth projects

·Good communication skills: both verbal and written. Writing creative, persuasive, 
concise and articulate copy will prove effective in persuading people to give. 
Experience of writing online copy is also becoming increasingly important.

·Ability to research opportunities using the internet, phone, CD-ROMs and library 
resources.

·Database and IT skills: managing information is crucial, as the profiles of donors, 
companies and trusts need to be recorded on a database, as well as a record of all 
communications, names of contacts, and their criteria for giving.

·Organisational skills: an ability to manage a number of things at once is vital, as 
fundraising is a fast-paced and challenging role.

·Budgeting: all fundraisers are likely to look after their own budget.

·Relationship building: to encourage a long-term commitment to funding.

·Presentation skills: to schools, local companies, churches, etc.

·Account handling: servicing a donor, ensuring they are happy with their donation 
scheme and are kept well informed of progress and success.

·Opportunism: the ability to spot a potential relationship and act upon it.

·People management: good relations with volunteers are vital. Being able to support 
and motivate volunteers is necessary to ensure they are happy and effective.

·Direct marketing experience: a popular marketing tool. Experience of marketing via 
social networking websites is also useful.

·Enthusiasm and commitment: you must really believe and be committed to the 
cause you are addressing.

FUNDRAISING FOR YOUTH PROJECTS

41



II. DAY-TO-DAY-FUNDRAISING 

Corporate fundraising

Trust, foundation and statutory fundraising

Major donor fundraising

Legacy fundraising

The main streams of income generation can be split into:

· corporate fundraising

· trust, foundation and statutory fundraising

· major donor fundraising

· legacy fundraising

· events fundraising

· community fundraising

· direct marketing/individual giving.

Corporate fundraising involves raising income from the corporate sector, specifically 

through large-scale integrated 'Charity of the Year' partnerships, employee fundraising 

and volunteering, payroll giving and CRM (cause-related marketing) campaigns.

Corporate fundraisers will be expected to build relationships with relevant corporate 

bodies and produce compelling bids and deliver pitches to win new corporate sponsorship 

income. They therefore need to be outgoing and good communicators.

These fundraisers are responsible for income generated through detailed written 

applications to grant-making trusts, foundations and statutory funders (Government).

Such roles involve a high level of research and a deep understanding of specific 

programmes or services provided by the charity. Fundraisers are required to develop and 

nurture relationships with funders through regular reporting and feedback on income 

investment. A high level of attention to detail is required for these roles.

These fundraisers match prospects to relevant projects and strategically plan the level 

and most effective form of approach to engage appropriate prospects and donors on a one 

to one tailored basis and develop strong personal relationships.  Employers look for 

enthusiastic, articulate and appealing characters to fill these roles.

Legacy fundraising involves an in-memorandum donation from lifelong supporters of the 

charity. Fundraisers can nurture and develop face-to-face relationships with individuals or 

ask their supporters to consider leaving a bequest gift in their will. They may approach 

supporters through mailings or adverts.

Legacy fundraisers also manage a wide range of external relationships including 

solicitors, will executors, the family of the deceased, probate offices and co-beneficiaries.
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Events fundraising

Community fundraising

Direct marketing/individual giving

DIFFERENCES BETWEEN PUBLIC 

AND PRIVATE SOURCES OF FUNDING

Public

- Purpose set by legislation

- Focus on functions usually impacting significant groups in society.

- More likely to focus on emerging issues, new needs, populations not yet 

recognized as "special interests."

- Often willing to pool resources with other funders.

- Wide range in size of available grants -- some can make very large awards, others 

are strictly for small local projects.

Private

- More willing source of start-up or experimental funds.

- Full length, complex proposals not always necessary.

- Can be much more flexible in responding to unique needs and circumstances.

- Able to avoid bureaucratic requirements for administering grants.

- Can often provide alternative forms of assistance, i.e., software/hardware 

donations, materials, expertise, etc.

- Fewer applicants in most cases.

- Can generally be much more informal and willing to help with the proposal process.

Fundraising events range widely from festivals and celebrity galas through to sponsored 

sports and running events, entertainments, auctions and cultural events. Such events are 

organised to raise money and awareness of the cause, often building contacts and 

supporter networks for the charities involved.

Events fundraisers usually require experience of working in an events department within a 

charity and must be able to manage limited budgets in order to successfully meet income 

targets. They need to be able to balance working on different projects, and need to be able 

to meet and greet potential donors at the events.

Fundraisers in the community ensure that fundraising activity is implemented and 

managed locally - usually in line with a national and regional strategy.

They support and develop volunteer networks and fundraising groups across their local 

area, ensuring that fundraising events, activities and collections run effectively and are 

marketed and supported in the community.

Charities will use various methods of direct marketing including face-to-face, door-to-door, 

telemarketing, online and direct mail to recruit, acquire, retain and develop income from 

individual one-off and regular givers.

These fundraisers usually have direct marketing experience and work closely with 

agencies to deliver direct marketing campaigns and utilise supporter databases for 

reporting and data analysis. They need to be able to balance being data-literate with 

generating creative and inspirational ideas.

 

ADVANTAGES
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DISADVANTAGES

- Lengthy proposal requirements and complex application, administration and 

compliance procedures.

- Often require institutional cost-sharing and matching.

- Reviewers tend to favor established applicants.

- Sometimes difficult to sell new ideas and high-risk approaches.

- Cost to applicants much higher expensive application and compliance procedures.

- Changing political trends affect security of some programs availability of funds can 

change rapidly.

- Are more bureaucratic.

- Average grant size usually much smaller.

- Priorities can change very rapidly, continuation support can be difficult to predict.

- Applicants have limited influence on the decision making process.

- Information on policies and procedures must generally be researched, can be time 

consuming.

- Less likely to cover all project costs and most do not cover indirect costs.

- Limited staff fewer opportunities for personal contact and/or site visits.

- May not be clear about reasons for rejection hard to improve for 2nd attempt.

 

Fundraising events are a popular form of fundraising. While they can be great 

money makers for an organization, they can also be time consuming and expensive. The 

success of events depends on careful planning.  (Yes, you should have a written event 

plan for every event you hold!)

To help you ensure that your fundraising event is a winner, here are ten major 

components that you must incorporate into your event plan:

Before doing anything else, you must decide what the purpose of your event is. Is this truly 

a fundraising event? Or does it have other goals? Perhaps your organization may be 

hoping to raise money at the event, but the main function of the event is to gain publicity, or 

reach out to a new network. Many charitable events have more than one goal. Figuring out 

the details for your event will depend on knowing what goals you are trying to achieve.

Private

Public

HOW TO APPROACH PUBLIC FUNDERS

- Write approach

- Proving social responsibility and environmental responsibility

- Developing of local society – after we gain the funds to organize them for trainings, 

projects, events to spread the information to promote the funder

- Create solution to unemployment – within the project hiring other specialists

- Youth mobility

- Social inclusion

III. 10 Steps to a Successful Fundraising Event

1. Purpose:
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2. Fundraising Goal:

3. Budget:

4. Leadership:

5. Target Audience:

6. Set – Up:

7. Marketing:

8. Sales:

In conjunction with the event host committee, organization staff, and key 

fundraisers, you must decide what amount of money you plan to raise at the event. If this is 

truly a fundraising event, then everything in the event plan will be geared to raising this 

specific amount of money. The amount you choose should be what you hope to net, that is, 

the amount you plan to raise after expenses are deducted.

Every fundraising event plan should contain a complete budget listing all of the 

expenses that will be required to hold the event. Your budget should include staff, 

invitations, space rental, catering, entertainment, transportation, security, utilities, and 

anything else that will be required to make the event a success. Your budget should take 

into account your fundraising goal, ensuring that you raise that amount above and beyond 

all expenses. Be sure to leave a little extra room in your budget for unforeseen costs.

As part of your fundraising efforts, your event will most likely have a “host 

committee” and one or more “host committee chairpersons.” These people are responsible 

for contributing substantial amounts to the event and encouraging others to do the same. 

The host committee is generally composed of wealthy donors, business leaders, or local 

celebrities. The host committee and chairpersons are not responsible for actually running 

the event, but are integral to ensuring that you reach your fundraising goals.

Who is the target audience for your event? Is this a general fundraiser where 

everyone will be invited? Or is this event geared towards a specific group like business 

people, parents, or young professionals? In short, you must decide whom you will invite to 

your event.

Your event staff should plan the event set-up well in advance. The set-up includes 

all of the particulars of the actual event: Where will it be? Will food be served? Will there be 

entertainment? What kind of dress will be required? What is the itinerary for the event?

Just like a new product, your event needs to be marketed to your target audience. 

You need to convince your supporters that your organization and event are worthy of their 

time and money. Draw up an entire marketing plan for the event. Possible methods of 

“getting the word out” include: using your non-profit's fundraising network, mailed 

invitations, direct mail, phone banks, word of mouth and the event host committee.

Once you market your event, there must be a procedure in place for making the 

actual ticket sales, or accepting donations for the event. You must decide whether there will 

be different contribution levels for the event (such as a flat ticket charge, an extra charge to 

be invited to a V.I.P. reception in addition to the event, etc.). You must decide who will sell 

the tickets, how they will be shipped or delivered, and who will be responsible for organizing 

the incoming information.
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9. Practice:

10. Thank – You:

While you probably won't need a full run-through of your event, it is essential 

that everyone who is working the event know, ahead of time, what their responsibilities 

are, where they should be during the event, and how the event is going to “flow.” If you 

are having a large or unusual event, the key event staff may want to have a practice run 

to make sure that your operation is running smoothly.

One of the most oft heard complaints from contributors to charitable 

fundraising events is, “They never even said 'thank-you'” . Make sure that the 

organization takes the time to send thank-you notes to everyone who is involved in 

your event, including contributors, volunteers, staff and vendors. Keep your donors 

happy… you're probably going to be asking them for another donation sometime down 

the road.

References: 

- http://knowhownonprofit.org/people/your-development/future/fundraising-jobs

- http://ec.europa.eu/programmes/erasmus-plus/index_en.htm - European 

Commission, Education and Culture, Erasmus+ Programme Guide, the EU 

programme for Education, Training, Youth and Sport 2014 – 2020

- http://www.thefundraisingauthority.com/fundraising-basics/fundraising-event/ - 

The 10 Steps to a Successful Fundraising Event, by JOE GARECHT
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“Public relations is a strategic communication process that builds mutually 

beneficial relationships between organizations and their publics.”

Public relations 

Public Relations

Who is a stakeholder?

Typical PR tools include:

·News creation and distribution (media 

releases)

·Special events such as news conferences, 

public performances, campaigns

·Speeches and presentations

·Educational programs

·Annual reports, brochures, newsletters, 

magazines and presentations

·Community activities

PRSA National Assembly

process involves understanding of public attitudes, development of a PR 

plan, and implementation of the PR programs using various tools like personal 

communications, communication with media, online communication and others.

 practice is the deliberate, planned and sustained effort to establish and 

maintain mutual understanding between an organization and its public.

The Public Relations Institute of Australia (PRIA) defines Public Relations (PR) as: “The 

deliberate, planned and sustained effort to establish and maintain mutual understanding 

between an organisation (or individual) and its (or their) publics”.

Put more simply, public relations is about building good relations with the stakeholders of 

your organization and building a good image of your organization.

By building good relationships with your stakeholders you can generate positive word of 

mouth, recommendations and referrals.

Stakeholders are the various groups in a society related to your organization mission and 

objectives and who can have an impact on its performance. These groups may include:

· Beneficiaries

· Staff

· Shareholders

· Strategic partners

· Media

· Government

· Local community

· Financial institutions
· Community groups

Operationally, stakeholders really refer to those groups that your organisation is or should 

be, communicating with.

What are the main public relations tools?

VII. Promotion of the organisation
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What are the key steps in implementing public relations?

Implementing effective public relations activities requires careful planning. The three 

major steps are outlined below:

Setting the objectives – what is it you want to achieve and who do you want to reach? Is it to 

create awareness, to overcome community problems or to create a positive impression?

Deciding on the message and the vehicle – what is the major thing you want to 

communicate and what public relations tools will you use to get the message to its target?

Evaluating the results – did you achieve the desired result and did it lead to a positive 

outcome?

Promotion is a mix of communications designed to convey information about an 

organization and its products/services to beneficiaries/stakeholders. Your promotion 

needs to be persuasive enough to elicit a desired response. 

A Promotional Plan covers all types of communication between the orgnisation (you) 

and your audience of potential or existing beneficiaries/stakeholders.

 

Here are some reasons why organisations should put time, energy and resources into 

promotions: 

- To be visible 

-  To launch or re-launch  

- To create and have a clear identity in your community

 - To increase number of volunteers and members 

- To have more beneficiaries 

- To do more work and have increased impact

- To get more funding and opportunities

- To do marketing

- To increase communication with beneficiaries and stakeholders

For successful implementation of the communications program a systematic 

communications plan is necessary.  A cohesive and proper communications plan will help 

the organisation implement communication programs effectively in terms of achieving 

objectives and costs. As communications is a subset of overall promotion mix, 

organisations have to first formulate a promotion strategy. A promotion plan involves the 

following steps - situational analysis, identifying promotion objectives, creating a 

promotion strategy, implementing a promotion strategy, evaluation and control. After 

developing a promotion plan, organizations should develop a communications plan based 

on the promotion plan.The promotion objective should be tangible, measurable, time 

bound and have a defined target audience.

What is promotion?

What is a Promotional Plan?

Why to do promotion work?

Steps of a promotion plan
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Before developing a promotion plan 

The promotion plan

It is important to be clear about what your organisation is all about, what it stands for, what it does 

and what its identity is.  For this you should identify very clear:

ØWho are you?

ØWhat do you stand for? What do you do?

ØVision

ØValues

ØMission

ØOverall goal

ØImmediate objectives

ØYour organisation's identity

ØElements of identity – logo, slogan, look and sound, service, overall image 

ØObjective of each of your communications/promotional activities 

The basic questions when you do your promotion planning (as part of your strategic planning) 

include:

ØWho do you want to communicate with?, Who is your primary audience/target group? 

ØWhy do you want to communicate with them? 

ØWhat do you want to communicate with them about? 

ØWhat is your key message, and other secondary messages (if any)?

Ø What method will you use to get your message across? 

ØHow will you implement it? 

ØWhat is needed to get your plan into action? 

ØHow much will this strategy cost? 

ØWhat is your budget for this? 

ØHow will you know if you have been successful?

ØHow will you monitor progress and evaluate?

Before you develop a detailed promotion plan, it is useful to:

 1. Understand your context in the community 

2. Understand perceptions about your organisation

3. Understand your organisation's internal strengths and weaknesses, and external 

opportunities and threats (SWOT analysis)

It can be on 2 types of action:

- Communication – a plan that focuses on media and on-line tools to promote your organisation. 

- Activities – a plan that focuses on activities (like events) to promote your organisation. 

Suggested steps in developing a communication plan 

1. Do the foundation/research work. 

2. Be absolutely clear with your reasons of promotion, and how this will support your 

organisational objectives. 

3. More detailed thinking and planning (you can brainstorm or use using thinking tools 

such as freewriting and mindmaps) about your best strategy to achieve your objectives 

and an action plan for each communication strategy. 
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Use different methods of advertising 

·Outdoor

·Magazines / newspapers

·TV / cinema

·Radio

Public relations - using the press to your advantage

·Press launches

·Press releases

·PR events

·Newsletters

Direct Advertising 

·Public campaigns

·Brochures 

·Flyers, leaflets 

Relating to the media

Environmental analysis

the media objectives

a media strategy

preparing and implementing the media plan

Mass media channels are key communication media used by organizations/ 

companies/institutions to promote their message. There are four prominent mass media 

channels – newspapers, magazines, radio and television. Press advertising is suitable 

for image building, information dissemination and public campaigns. 

The media planning process involves deciding the right target audience, selecting 

appropriate media vehicles, and determining the scheduling of the media plan. 

A typical media planning process consists of four key steps - environmental analysis, 

determining media objectives, developing media strategy, preparing and implementing 

the media plan. 

 involves evaluating the internal and external environmental 

factors relevant to the media planning process. This helps the organisation to identify the 

problems and opportunities related to the media planning. 

Next the organization has to determine  that it wants to achieve 

through the implementation of the media plan. There are four key media objectives that 

an organisation can consider – reach, frequency, continuity and costs. 

Based on the environmental analysis and the media objectives, the organisation 

proceeds to develop . Media strategy provides guidelines to be followed 

while implementing a media plan. The development of the media strategy involves four 

key steps, namely target audience decisions, media budgeting, media selection and 

media scheduling. 

The next step is . During this stage the 

organization undertakes media promotion as specified in the media schedule.
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 Newspaper

 Magazines

 Radio

 Television

 Direct mail

 Outdoor

 Ambient

 Online

The medium of newspaper provides various benefits like 

flexibility and timeliness, high credibility, better reach and good 

local market coverage. However, newspapers have some 

limitations like their shorter life, poor reproduction quality.

Another important mass medium that attracts a significant share 

of advertising spending is magazines. The key advantages of 

magazines are longer life span, high credibility, good geographical and demographical 

selectivity, high reproduction quality, and multiple readership. Some of the 

disadvantages that reduce the effectiveness of the medium are the longer lead time, 

high advertising rates, and low reach.

Radio is another mass medium. Radio is considered by many organisations as an ideal 

medium due to its ability to reach specific target groups. Radio has many advantages 

over other media. These include cost effectiveness, flexibility, imagery transfer, mobility 

and captive audience. However, some of the negative aspects of radio caused it to lose 

its prominence. The negative features include creative constraints, being a fleeting 

medium and limited reach.

Television is a powerful promotion medium 

because it creates impact through sight, sound 

and movement. It is considered to be the most 

preferred mass medium by the advertisers. 

The popularity of television as an advertising medium is attributed to various factors. 

These include wide reach, more creative options, and higher impact. The disadvantages 

of this medium include being a fleeting medium, high costs and fragmentation.

This is a broad category covering direct communication with the beneficiaries through 

email, post or fax. It can include newsletters, catalogues and letters. 

This is any type of advertising which is done outdoors, including static advertising such 

as billboards, backs of street benches and bus shelters or mobile advertising displayed 

on buses, trains, taxis or other public transports.

Refers to any form of advertising that occurs in a non-standard medium outside the 

home, and usually where your beneficiaries are likely to be. 

The options for online advertising continue to grow rapidly. They include advertising on 

your website, advertising on other websites, creating links to your website from other 

websites, publishing blogs, social networks and forums.
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For promotion in media you should prepare on:

ØHow to handle interviews for newspaper, radio and TV 

ØHandling media requests for comment 

ØWriting a press statement 

ØWorking with journalists 

ØHandling a crisis 

ØGetting the media interested in your organisation 

Ask yourself: 

ØIs there something unique about what our organisation does or how it does it? 

ØAre you planning to do something that will bring about significant change? 

ØDo you have members, beneficiaries, staff members, board members with an 

interesting story to tell?  

You do newsworthy things 

This may include: 

- doing something new, unusual or extraordinary

- being able to tell an evocative human interest story 

- hosting an interesting event 

- offering a vital service 

- hosting a newsworthy event

- giving an unusual, specific view on something that 

  has happened 

- offering up-to-date statistics 

- offer results of recent research that gives deeper insight into something

You offer support 

This may include offering support to journalists, producers and editors by: 

- understanding the pressure most media workers operate under 

- being able to supply journalists with information very quickly, if necessary 

- helping them network 

- assisting with appropriate photographs or illustrations 

- offering names of people who you think would be useful to interview.

You offer ideas 

If you can offer interesting ideas for stories, with new, unusual angles or interesting people to 

talk to.

Finding a story angle within a topic or issue. It helps to keep your writing to the point, clear 

and interesting. 

The media will be interested in your oganisation if: 
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Communication strategies with media

Press releases 

Key messages and audience 

Speechmaking

Answer more questions: 

ØWho do you need to communicate with to make the event a success? 

ØWhat is the objective of the communication? 

ØWhat do you need to communicate about? 

ØWhat is the best way to communicate with them? 

ØBy when do you need to have communicated with them? 

ØDo you need to do follow up communication? 

ØWhat resources (budget, skills, time, equipment, etc) do you need to successfully 

implement your plan? 

ØWho is going to implement what part of the plan, and who is going to be responsible 

overall for implementation? 

ØHow will you know if our communication was successful?

When you want to get information to the public, you can do so through a press release.  It 

needs to be clear and include all necessary information about your communication topic. 

 It is critical for effective communication that people to receive your message in the way you 

intended. If you are not crystal clear about who you are communicating with, and how to 

phrase your message for that audience/target group all kinds of message distortion can 

occur. 

Whether you are communicating with the media, or communicating with your members: 

ØYour message must be clear and easy to understand and pass on.

ØYour message must be unambiguous – not open to misinterpretation either honestly 

or mischievously. You must also have thought out the implications of your message. 

ØYou must not have too many messages.

 It is really important that you identify, profile and understand who the target group receivers 

of your message are to be. Try to test your message out on someone or some people who 

represent your target group before you go public with your message.

 

This is a great opportunity 

to promote your organisation. 

 

ØAlways work from a brief

ØKnow your objective. What do 

you want people to know, think, feel or do after your speech? As you work on your speech, 

keep asking this question so that you stay on track. This will help you with your focus.

ØKnow why you are giving the speech. It could be to:  motivate, inform,  educate,  

organize,  persuade,  get support for an idea;  what is your reason for giving the speech?

Tips for an effective speech:
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PRESS CONFERENCE

Important steps for a press conference

A press conference is a tool designed to generate news – in particular, hard news that can 

advance the cause of your organization. A press conference is a good opportunity to get 

your activities on TV, radio or in the paper. 

Why should you hold a press conference?

A press conference is an additional media technique, for special occasions.

·You can give more information than in a press release.

·A press conference is interactive; you can answer questions from the press, and 

emphasize points you might not otherwise have a chance to make.

·You can announce an important development, and explain its significant local and 

wider implications.

·When many media representatives are present, it makes your conference seem 

really newsworthy - the media presence itself adds to the importance.

Before you plan a press conference you should be very clear about your goals. 

 

 

Step 2

Select a date, time and location for the press conference. Check your community calendar 

to make sure the date you choose does not conflict with other significant or newsworthy 

events that might draw attention away from your press conference.

Step 4

Distribute the press invitation to media contacts a week before the event. If you have 

existing professional relationships with reporters, send the release to their attention. Follow 

up the distribution with a personal phone call to assess interest in covering the event and 

provide the reporter with background or inside information that will make it easier to cover 

your conference. 

 

Step 1

Decide the topic of the press conference. 

To be successful, the topic or event should 

be newsworthy or of significant interest to 

the general public so that media outlets are 

more likely to send reporters to cover it.

Step 3

Plan the press conference at least two weeks in advance. This will give you enough time to 

write a press release and determine appropriate media outlets to contact. Appropriate 

contacts are those organizations with an interest in covering topics related to your 

particular topic. The press invitation should state the reason for the press conference and 

include information why the event is worthy of news coverage.

Step 5

Make advance arrangements for interested reporters to interview an organization 

spokesperson before or after the conference. Setting a specific time will ensure the 

reporter attends the event. Large press conferences should include a press kit for each 

media outlet in attendance.
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Step 6

Stage the press conference area at least an hour before anyone is expected to arrive. Set 

up seating for the expected number of attendees and test microphones, sound systems 

and lights.

Step 8

Begin the press conference at its appointed starting time, welcome attendees and 

introduce the main speaker or speakers. Speakers should be brief with remarks, highlight 

the key elements of the topic the press conference is about and then open the floor to 

questions.

Step 10

Send personal messages of thanks to media representatives covering your press 

conference the day after the event. This courtesy strengthens your media relations, which 

will be an asset in successfully planning future events.

- Plan ahead. At least two weeks before the event, talk about what you want to do and 
how you want to do it. 

- State a good reason for holding a press conference.

- Decide what message you want to deliver through the media. 

- Set up a good location with the facilities you need of the press conference. 

- Set the date and time of the press conference, taking into account reporters' 
deadlines.

- Check to see that there are no competing news events already scheduled at the time 
of your conference.

- Organize a list of reporters you plan to contact about your news conference. 

- Write and deliver a press conference invitation. 

- Prepare props, posters, banners and a press kit

- Write a press release 

- On the day of the conference, arrive early to situate speakers, organize materials

- Present the information and the message clearly with unambiguous terms that can 
be misinterpreted against you.

- Offer interviews. 

- After the conference hand deliver copies of your news release and statements to 
any reporters who didn't participate at the press conference.

Step 7

Appoint an organization's representative to greet reporters as they arrive for the 

conference and to coordinate photo opportunities and interviews.

Step 9

End the press conference by having an organization's representative step up to the 

podium to signal the close of the conference and thank attendees for coming. An 

organization's representative should be available after the press conference to verify 

information and answer follow-up questions.

Short recap:
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Promotion through social networks

Blogging, LinkedIn, Facebook, MySpace, Twitter, 

YouTube, Pinterest, Instagram, Snapchat

ÜOffer social sharing buttons

ÜHeadlines 

ÜCustomize for the platform

ÜAdd a clean, relevant, awesome image that piques interest and a short, 

compelling description.

ÜImplement open graph tags.

ÜPromote your content on multiple social networks

ÜPromote your content at the best times

Major Social Networking Tools

 , , , , and .

  

.

 

 , ,  .

    

 

 

Important aspects to take into consideration when using social networking:

The first is to make sure that each page on your website has social sharing buttons.

You can add them to your website's template files using the official code provided by 

networks like

Or, for those using platforms such as WordPress, you can install plugins like or 

You should write a title that is worthy of grabbing someone's attention in social media.  If 

not you either need to

- Create better titles  to be more effectively promotable in social media or

- Create a new title to share your content in social media. 

Take advantage of the customizable posting features allowed on the social media platform 

being used.

When people share your content on social networks, most networks will pull a thumbnail 

image from your content to make it stand out in the news feed. If you don't add an image to 

your content, the shares of your content either won't have an image or will have an unrelated 

image from elsewhere on your website.

Finally, you will want to implement open graph tags for your content.

Open graph tags allow you to customize the way that your content is shared on social 

networks like Twitter, Facebook, and Pinterest.

You can find the code you need to implement open graph tags in the developer's support 

pages for and

Or, for WordPress users, you can install plugins like and for 

simpler open graph tag implementation.

Your fans and followers connect with your social pages and profiles for a reason.

with all of your social media audiences. If you just tweet your content, your 

Facebook and LinkedIn only audiences might miss it.

In addition to having audiences who only pay attention to their newsfeeds on certain 

networks, you also might have audiences who are only online at certain times of day. 

Therefore, you might want to consider sharing your content at least twice on the day you 

publish it—once in the morning, and once in the afternoon or early evening.

Facebook Twitter Google+ LinkedIn Pinterest

Socialize

Flare

Twitter Cards Facebook Open Graph Pinterest Rich Pins

JM Twitter Cards Facebook

Share your 

content
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ÜDon't be afraid to post multiple times

ÜShare on the right platform

ÜConcentrate on the platforms where you have 

the highest chance to engage with your audience.  

ÜMonitor your posts

ÜThere are numerous data studies that suggest you can be more effective by promoting 

the same content multiple times in social media.

Monitor and evaluate the impact and feed-back of your posts.

Personal promotion refers to a set of activities directed at the attainment of promotion 

goals by establishing and maintaining direct organization – beneficiaries/target groups 

relationships through personal communication. 

Personal promotion has a unique place in the promotional communication mix. While 

other promotional tools (advertising, public relations, on-line or media promotion) are 

non-personal communication tools, which have mainly one-way communication with the 

target audience, personal communication enables the organization to communicate 

directly with its target groups. 

Personal communication  involves direct 

communication with target groups and prospects to 

obtain an immediate and measurable response.

Short Conclusion

Keep in mind - The more PR you do, greater achievements you may have.

Organisation promotion and public relations are vital to outreach programs, to 

communicate your message in the community, to lead to a stronger organisation and 

partnerships, to get more opportunities, to develop at a larger scale, to have bigger impact. 

Personal Promotion

Developing effective communication

Good communication generally elicits the following four responses:

Attention – It catches the eye or ear and stands out within the community.

Interest – It arouses interest and delivers sufficient impact in the message or offering.

Desire – It creates a desire to learn more.

Action – It spurs an action which leads to achievement of the promotion original objective.
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CONNECTING TO EUROPE

Examples of networks for Youth in Europe

Erasmus+ Programme

EURODESK:

SALTO-YOUTH:

 

 

  

  http://eurodesk.org/

https://www.salto-youth.net/

SALTO-YOUTH.net

www.involved-youth-coalition.com

Eurodesk services

Free access to international mobility information for young people

Eurodesk is all about providing high quality information on mobility opportunities for young 

people through different means:

·deadline reminder

·publications containing EU information for young people (e.g. monthly bulletin, 

newsletters).

·Eurodesk Intranet 

National support and regular meeting opportunities

In each country where Eurodesk is present, national Eurodesk centres offer support to 

Eurodesk multipliers:

·online through the Eurodesk Intranet

·onsite through visits to Eurodesk multipliers offices

·and through national meetings. 

is a network of 8 Resource Centres working on European priority 

areas within the youth field. It provides youth work and training resources and organises 

training and contact-making activities to support organisations and National 

Agencies within the frame of the European Commission's  and 

beyond.

Since 2002 the SALTO-YOUTH centres evolved towards true Resource Centres on 

a specific priority or region.

·SALTO Cultural Diversity RC (UK)

·SALTO Inclusion RC(Belgium-Fl)

·SALTO Participation RC (Belgium-Fr)

·SALTO Eastern Europe and Caucasus (Poland)

·SALTO EuroMed RC(France)

·SALTO South-East Europe RC(Slovenia)

·SALTO Training and Cooperation RC (Germany)

·SALTO Information RC(Sweden/Hungary)

Involved Youth Coalition – European Network To Promote Involvement In The Decision 

Making Process: 

Mision: 

To develop and increase the successful active involvement 

of youth in the decision making process at local, national 

and European level, in all the social spheres.
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Members EUROPEAN NETWORK TO PROMOTE YOUTH INVOLVEMENT IN THE 

DECISION-MAKING PROCESS „INVOLVED YOUTH COALITION” can be all types of 

organisms(NGOs, institutions, authorities etc.) which conduct activities related to youth 

work at local, regional, national or European level.

European Youth Forum

The European Youth Forum (YFJ) is the Platform of Youth Organisations in Europe, 

established by National Youth Councils and International Non-governmental Youth 

Organisations across Europe.

To overcome the challenges faced by young people, the European Youth Forum has three 

main goals:

·Greater youth participation

·Stronger youth organisations

·Increased youth autonomy and inclusion

European Youth Centres – Council of Europe: 

The European Youth Centres (EYCs) in Strasbourg and Budapest are permanent structures 

for the implementation of the Council of Europe's youth policy.

They are international training and meeting centres with residential facilities, hosting most of 

the youth sector's activities. They provide a flexible and modern working environment for 

international activities, with meeting rooms equipped for simultaneous interpretation, 

information centres, audio-visual and computer facilities.
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