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THE PROJECT
“Involve’em” was a training course held in Viljandimaa (Estonia) during 
the period 02-09.02.2017 which involved 30 youth workers/youth leaders 
from Estonia, Turkey, Spain, Latvia, Sweden, Denmark, Cyprus, Romania, 
Norway, Italy, Netherlands, Portugal and Poland. 

The project aimed to further develop competences of project coordinators 
who are responsible for participants selection, evaluation of their 
learning and involvement of youth leaders in local youth work. The 
training course equipped participants and organizations involved with 
specific tools in order to reach wider spectrum of youngsters, encourage 
them to foster their involvement in their own projects and activities. 

The objectives of the training course were: 

To deeply analyze quality of services provided by the organizations 
and find space for improvement and opportunities for development; 
To create space for sharing experience and techniques of working with 
international projects, selection processes and involvement; 
To provide coordinators with tools and knowledge on organizational 
development, youth empowerment, youth participation; 
To provide and practice tools of situational analysis, need-assessment, 
strategic planning and service design in the NGO context; 
To create a strategy and a support system within the organizations in 
order to raise the level of involvement and boost the impact 
organizations make locally; 
To strengthen cooperation bonds and apply the created strategy with 
partner's undergoing similar restructuring processes. 

INTRO



YOUTH TRENDS
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HOW ARE YOUNGSTERS NOWADAYS?
Society perceives youngsters as individual and self-focused, stressed and materialist, but also as connected, 
entrepreneurial, digital and curious. What is clear is that they have specific characteristics and needs that must be 
taken into account when designing activities for them. 

We know that managing a youth association is never too easy. Besides searching for funds, creating additional 
 resources and developing and holding up a strategy, there is also a big challenge connected with youth 
involvement and being up to date with their interests and needs. In order for our activities to be appealing and 
engaging for young people, we must understand their humor and self-perception. Below you will find a brief 
description of the eight youth trends developed by trendvolwes that we worked with: 
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YOUTH TRENDS

Crypto culture

Lolology

Intox/Detox

New Modesty

Impulse acting

Mix Match

Bad Style Slowcial

As the awareness on privacy 

issues increases, anonymous 

surfing, chatting and browsing 

has become unprecedentedly 

popular. Young people are 

committed to keeping the Deep 

and Dark Web underground, far 

away from the watchful eyes of 

governments and corporations.

In this day and age, 

young people are all 

about enjoying life. More 

so, for many young 

people today, having fun 

outweighs the desire to 

win. Pushing boundaries, 

humour and play gain 

ground as an outlet for 

self-expression.

We have entered the age 

of a ‘lust controlled 

culture’. With today’s 

increasingly blurring 

boundaries, experiences 

have become bigger and 

more extreme. In an 

attempt to 

counterbalance and 

minimize the collateral 

damage, episodes of 

binging are countervailed 

by periods of restraint.

Gradually but slowly, we 

begin to realise that we are 

not as unique as we have 

always thought. Young 

people are increasingly 

putting value on profound 

meaning, but also 

everything ordinary, 

unstyled and unmarketed is 

considered worthy.

The younger generations are the 

quickest in identifying and seizing 

opportunities in today’s economy. 

Their intuition is better trained, so they 

know how to move in a society with 

diminishing structures and an unknown 

future. In their bold and driven hunt 

they find innovative solutions and 

drive things forward. 

Local culture has become 

increasingly diversified, 

converting the Internet into one 

global village. In a playful way 

symbols, rituals, styles, traditions 

and religions that sometimes in 

their original form can severely 

clash, are now vigorously re- 

interpreted and combined.

In today’s survival society, it’s the 

toughest that prevail. The new 

generation is well aware that 

abiding to the rules isn’t beneficial 

when it comes to achieving goals. 

In result, the bad boys and girls are 

exceedingly reigning supreme, as 

they break with the status quo to 

create their own tenets. 

We live amidst 

continuous news flows. 

Yet real focus and real, 

offline contact or in- 

depth research is hard 

to achieve in a world of 

non-stop connectivity. 

Young people’s 

reaction to this is fairly 

facile though. In 

managing this endless 

influx of info, they take 

time to consciously 

slow down, interact 

with one another in 

real- time and to 

ponder on life. 

Source: trendwolves.com

https://trendwolves.com/blog/whats-in-our-european-youth-trend-report
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YOUTH TRENDS



QUALITY OF YOUTH WORK
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                                                   TOWARDS INTERNATIONAL EDUCATIONAL EVENTS  
As youth workers see it, youngsters nowadays use the opportunities to travel and to increase their 

intercultural knowledge. They are open minded, adaptable, brave and they look for fun. They are keen on 

involving people with fewer opportunities and they mostly use games to share and spread their learning. 

Once we went through the main current youth trends, we decided it was time to discuss with project 

coordinators/youth workers the quality of youth work in our countries and in the European reality.

CHALLENGES OF                                                                                    IN THE LONG TERM 
The following factors were identified as the main challenges regarding youth involvement: motivation, both personal 

and from the youth leader, youth worker or mentor; responsibility in the decision making process; feedback and 

recognition for what they do; commitment over time and autonomy in the NGO environment. Other challenges are 

related to the impact on youngsters and their circles of friends with same age and interests; as well as to guide them, 

build trust and "compete" with formal education on the recognition of competences. 

“In most cases, the collaboration consists in sending pictures of the event, together with some sort of review that 

we later on publish in our website. The fact that most participants we send come from other parts of the country 

makes it difficult to keep them engaged.” 

"We try to organize meetings for members and friends, i.e. recently we celebrated the NGO Birthday. 

Some participants are asked to go next time as a group leader and are involved in local projects.” 

“After project dissemination and feedback from participants, the group leader hosts an after-project meeting 

where we explore participants’ profile and get to know how to include them in future projects or any open 

opportunities in the organization.” 

THE REALITY OF YOUTH WORK IN EUROPE

HOW WE DO IT...



QUALITY OF YOUTH WORK
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QUALITY ISSUES DURING  

QUALITY ISSUES DURING 

From the group experience as project coordinators, we concluded that the main quality issues during international 

cooperation of any kind are losing quality over quantity; lack of true meaning or need for the project; participants 

selection; different rules in different NAs; language barriers; not knowing partners personally (only online); bad 

communication and not clear goals, lack of funds, common values and interests of organizations and fear of trust. 

More specifically, different obstacles have been pointed out when developing and implementing Youth Exchanges 

within the Erasmus+ programme: unequal involvement of partner organizations and participants; not motivated 

and/or not prepared group leaders, participants not interested in the topic (”project travelers”); not giving the 

space to the group to contribute; too much free time during working days; lack of learning outcomes; 

games/exercises  without specific  aim or not linked with the project objectives; too much time in country 

groups; not clear agenda and responsibility for every country involved in the YE. 

“Searching for participants might be challenging, especially depending on time of the year and type of proposed activities.

Scheduling among core members of organisation is another issue, since most of the colleagues are working full time and dedicate 

their free time to projects, so quite limited for long term projects.” 

“It is hard to find young people that want to join the projects, to make them realize what an opportunity this is. Also, we 

lack time to recruit participants, time for project applications, funds and volunteers to implement projects.”" 

“The competence and experience in international project writing is inadequate and the resources 

in time and funds are scarce.” 

HOW WE SEE IT...



QUALITY OF YOUTH WORK
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IDEAL   
In order for our organizations to grow and increase their impact at different levels, it is very important that we tackle 

what very often is our main weakness: human resources. As project coordinators, we must have a clear view of the 

participant cycle we want to have in our organization,  which should allow youngsters in our communities to get 

involved and develop both personal and professionally. We identified the following as the "ideal" participant's cycle: 

PARTICIPATION IN 

AN INTERNATIONAL 

PROJECT

INVOLVEMENT IN LOCAL 

PROJECTS/VOLUNTEER 

WORK IN THE NGO 

ACQUISITION OF 

MORE 

RESPONSIBILITIES 

IMPLEMENTATION 

OF OWN 

PROJECT IDEAS

Self development 

levels 

Learning by doing
Building trust and 

acceptance

Leadership



ORGANIZATIONAL MAPPING AS A TOOL
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NGO NEEDS

Over the course of many training courses, this tool has proven to be extremely useful when you want to 

make a reality check and see what kind of situation you are in. Organizational mapping, or semi- 

structured mind map of your NGO normally follow this structure guidelines: 

1. Firstly, write down some fundamental aspects like mission, vision, structure, communication channel, visual identity, 

project portfolio, partner network and many others. 

2. Try to fill these out with honesty and see if all these are clearly set, if they are exposed to the public, aligned with the 

image of your organization and your desired image. 

3. After the picture is finished, it will be easily seen where your NGO is lacking development and which are the strong 

sides, and this map can serve as a basis for strategic and tactical development. 
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NEED ASSESMENT

STRATEGIC NEED ASSESSMENT FOR NGOS
“Need” refers to the gap or discrepancy between a present state (what is) and a desired state (what 
should be). The need is neither the present nor the future state, it is the gap between them. 

Need Desired Results

(what should be)

Current Results

(what is)
100% of students meet the state 

proficiency level in reading. 
30% of students meet the state 

proficiency level in reading. 

- =
70% of students have to 

reach the proficiency level. 

It is a systematic approach that progresses through a defined series of phases:

I 
 Explore  
"What is" 

II 
Gather & 
analyze 

data

III 
   Make   

 decisions 

Prepare a management plan 
Identify concerns
Identify measurable indicators
Consider data sources
Decide preliminary priorities

Determine target groups
Gather data to define needs
Prioritize needs
Identify and analyze causes
Summarize findings

Set priority needs
Identify possible solutions
Select solutions strategies
Propose action plan
Prepare report
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NEED ASSESMENT

Five key strategic choices
1.  Do we give a little help for many or more intensive support for few? 
2. Do we treat the symptoms or try to get to the cause? 
3. Do we provide services or campaign for change? 
4. Do we focus or do we diversify our services? 
5. Do we hold virtuously to our beliefs or are we tempted by new resources? 

TARGET 
GROUPS

To prioritize the needs
To determine the priority of each need, examine both the difficulty to correct the need and the degree of criticality. 
Then, use results to provide data for consideration in setting priorities and moving to solution strategies.  
You can use the table below to conduct your own needs assessment:

NEEDS
ORGANIZATIONAL 

ACTIVITIES 

DIFFICULTY TO 
CORRECT 

CRITICALITY 

Board, members, 
youngsters... 

Of each 
target group

Already existing or needed to 
satisfy those needs

How difficult it is to achieve 
(low, medium, high)

How urgent it is 
1 2 3 4 5

... ... ... ... ...

Source: “Planning and Conducting Needs Assessments: A Practical Guide” (1995) 
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NEED ASSESMENT

WHAT DO WE LACK? HOW TO IMPROVE?
The best way to start improving is to take action, so together with our project coordinators, we 
assessed the target groups of our organizations and their needs:

Organization board/core 

Members 

Local youngsters 

Project alumni

The board or core of organizations needs a clear distribution of roles and responsibilities, effective tools for 
promoting the NGO, recognition and ability to make decisions, appropriate communication channels among it and 
with members/volunteers, development of different activities/services for their members and local youngsters, 
creation of extra funding opportunities and motivation to continue being the engine of the organization. 

Members of the organization who take part regularly in the NGOs activities need to develop their skills, grow both 
personally and profesioanlly, have a clear vision of the NGO strategy and planned actions/activities, feel that they 
are trusted and they have responsibilities within the NGO and be encouraged and empowered to take in new 
activities and develop their own project ideas.

Youngsters from our local communities need to be informed about different training and learning opportunities at 
their reach, to get out of their comfort zone, to be introduced to non formal learning methods, to discover new 
countries and cultures, to improve their language skills and to be motivated to volunteer in the NGO. 

Youngsters who already took part in some learning mobilities need to be encouraged and supported by members 
in the NGO to develop their own small scale activities or projects, to be aware of how they could further assist in 
the development of the NGO, to be engaged in follow up activities and be motivated to continue working.



Rung 1:  young people are manipulated*.

Rung 8:  Young people and adults share decision making.

Rung 7:  Young people lead and initiate action.

Rung 6:  Adult-initiated, shared decisions with young people.

Rung 5:  Young people consulted and informed.

Rung 4:  Young people assigned and informed.

Rung 3:  Young people are tokenized*.

Rung 2:  Young people are decorized*.

YOUTH INVOLVEMENT

IMPROVING AND DEVELOPING OUR NGOS

12

Each youth organization should also think about what kind of role they offer to young people in 
their organization and how it can be developed further. What support measures an organization 
offers to young people to move upwards? Does the NGO consult the target group or it ’s young 
members when tactical or strategic decisions are made? Who initiates activities in the NGO? How 
much space is given to experiment?  

ROGER HART'S LADDER OF YOUTH PARTICIPATION

*Adapted from Hart. R (1992) "Children's Participation from Tokenism to Citizenship.



BRAND AND BRAND CYCLE
NGO BRANDING

Brand is a name, term, design, symbol or other feature that distinguishes or differentiates one provider's product or 
service from those of others.

A brand is not just: A brand is:

a trade mark
a mission statement
a logo/slogan
a product/service
advertising 

point of view
customer value
competetive advantage
 logic and emotion

"Above all, a brand should 
be participatory and social 

with connection to the 
target group and its 

interest." 

THE ROLE OF BRAND CYCLE
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To develop or sustain a brand, we use next brand elements:  

  NAME 

SOURCE: SSIR.ORG

MATERIALS 

  LOGO  SLOGAN  SOUND/MUSIC 

LANGUAGE FONT  COLOR 

PATTERN 

FORM & SHAPE  

PEOPLE MOVEMENTS TASTES 

SCENTS GRAPHICS 

http://ssir.org/articles/entry/the_role_of_brand_in_the_nonprofit_sector
https://ssir.org/articles/entry/the_role_of_brand_in_the_nonprofit_sector


The four principles of Nonprofit Brand I.D.E.A are: 

INTEGRITY DEMOCRACY ETHICS AFFINITY
The organization’s internal identity 
is aligned with its external image 

and both are aligned with the 
mission. We use the word integrity 

to mean structural integrity, not 
moral integrity. 

 
Internally, a brand with high 

structural integrity connects the 
mission to the identity of the 

organization, giving members, 
staff, volunteers, and trustees a 

common sense of why the 
organization does what it does and 

why it matters in the world. 
 

Externally, a brand with high 
structural integrity captures the 
mission in its public image and 

deploys that image in service of its 
mission at every step of a clearly 
articulated strategy. Singh talks 

about brand identity and image as 
“two sides of the coin,” and 

explains that in his experience,
their alignment “allows us to focus, 

to be brave … to speak out.”  

NGO BRANDING

The organization trusts its 
members, staff, participants, and 
volunteers to communicate their 

own understanding of the 
organization’s core identity. 
Brand democracy largely 

eliminates the need to tightly 
control how the brand is 

presented and portrayed. 

The appetite for brand 
democracy among nonprofit 

leaders is largely a response to 
the growth of social media, which 

has made policing the brand 
nearly impossible. 

Alexis Ettinger, head of strategy 
and marketing at the University 

of Oxford’s Skoll Centre for 
Social Entrepreneurship, puts it 
bluntly, “Given the rise of social 

media it would be insane to try to 
single-handedly control the 

brand.” 

The brand itself and the way it is 
deployed reflect the core values of 

the organization. Just as brand 
integrity aligns the brand with 

mission, brand ethics aligns both the 
organization’s internal identity and its 

external image with its values and 
culture. This is about more than being 
known as an ethical organization, but 
extends to the organization’s use of 

its brand in ways that convey its 
values. We heard many stories of 

lapses in brand ethics, such as using 
pitiful photographs of an 

organization’s beneficiaries to 
motivate donors. 

 
Yasmina Zaidman, communication 

director at Acumen Fund, contrasts 
these exploitive images with 

Acumen’s tagline “Seeing a world 
beyond poverty.” Acumen avoids 

“images of poverty that … 
dehumanize the people whom we 
want to actually help,” she says, 

instead promoting images of “pride 
and dignity.” 
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The brand is a good team 
player, working well alongside 

other brands, sharing space and 
credit generously, and 

promoting collective over 
individual interests. An 

organization with strong brand 
affinity attracts partners and 
collaborators because it lends 

value to the partnerships
without exploiting them. “We 

came to view ourselves not as 
being the leader, but as a 

partner of choice,” explains 
Peter Bell, former CEO of CARE. 

 
Organizations with the highest 

brand affinity promote the 
brands of their partners as much 

as or more than they promote 
their own brands, redressing 

rather than exploiting the power 
imbalances that inevitably exist 

in any partnership or 
collaboration.” 

 



GUERILLA MARKETING
NGO BRANDING
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It simply isn’t guerrilla if it isn’t newsworthy. 

                      –  CEO of Renegade Marketing 

Guerrilla marketing is an advertising strategy that focuses on low-cost unconventional marketing tactics that yield maximum 
results.This alternative advertising style relies heavily on unconventional marketing strategy, high energy and imagination.

Guerrilla Marketing is about taking the consumer by surprise, make an indelible 
impression and create copious amounts of social buzz. Guerrilla marketing is said 
to make a far more valuable impression with consumers in comparison to more 
traditional forms of advertising and marketing. This is due to the fact that most 
guerrilla marketing campaigns aim to strike the consumer at a more personal and 
memorable level.

Why guerilla for NGO’s?
• Cheap to execute 
Whether using a simple stencil or a giant sticker, guerrilla marketing 
tends to be much cheaper than classic advertising. 
• Allows creative thinking 
With guerrilla marketing, imagination is more important than budget. 
• Grows with word-of-mouth 
Guerrilla marketing relies heavily on word-of-mouth marketing, 
considered by many one of the most powerful weapons in a marketer’s 
arsenal. There’s nothing better than getting people to talk about your 
campaign on their own accord. 
• Publicity can snowball 
Some especially noteworthy or unique guerrilla marketing campaigns 
will get picked up by local (and even national) news sources, resulting 
in a publicity powerhouse affect that marketers drool over. 
• Fun 
You can easily find volunteers to plan and execute guerilla campaigns 
rather than those who would volunteer to put leaflets in post boxes.  



NGO BRANDING

Examples of Guerrilla marketing for NGOs

SOURCE: WORDSTREAM.COM

Reverse graffiti is when, instead of adding to a surface, marketers remove dirt and grime from a street or wall to create an all-natural 
marking message. Just put a stencil on a sidewalk and then wash the uncovered spaces! 
Creative use of stickers is another great guerrilla marketing tactic that can be very successful when implemented well. 
Flash mobs involve organizing a group of individuals to perform a specific action or task at a pre-determined location and time. In some 
cases participants are hired actors, other times they are simply members of the community who enjoy the randomness of flash mobs! 
Urban Environment. The most successful guerrilla marketing strategies make great use of the spaces around them. Urban environments 
allow for many opportunities to implement clever marketing strategies. 
Stencil graffiti uses stencils to create repeated works of street art. The advantage of stencils is that you can create multiple instances
of your art across many different spaces in a short period of time.  
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Different flyers: flyers containing information about local and international events offered by 
the NGO can be design in the shape of a ticket or boarding pass and be left in train and bus 
stations, inside the actual buses or trains, in airports, etc.
Motivational pictures: creation of the NGO motivational pictures with motivational sentences 
and copyright free images (from internal photo bank and personal collection) that can be shared 
on social networks (Facebook, Instagram, Twitter, Flicker, etc.) in order to raise the visibility of 
the NGO and gather a bigger amount of likes and followers.
Trophy room: creation of a fixed or movable space or platform with pictures taken by 
participants in different projects, souvenirs of different countries, messages, notes, iconic 
flipcharts or other materials with emotional content. Development of an NGO day with activities 
related to sharing of participants’ experiences using all element gathered along the time.

Our ideas
Inspirational event: every few months, organize an inspirational event with speakers and energizers/teambuilding activities in 
a very touristic and well known spot in the city, attracting the attention of the public and transmitting to the participants the 
desired feeling of belonging. Take advantage to hand out flyers with information of the NGO and the event and a hashtag to 
follow. Roll out a carpet and a banner with the name and logo of the NGO. 
NGO bookmark: creation of an original bookmark with basic info of the NGO, Erasmus+ and quotes. The bookmarks can be 
distributed to members and participants and put randomly inside books in public, high school and university libraries. 

http://www.wordstream.com/blog/ws/2014/09/22/guerrilla-marketing-examples


EXPERIENCE EXCHANGE
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SUCCESS LAB
One of the most efficient ways for development is sharing good practices and tools:

Tools

Keyboard shortcut SHIFT+F7:  it opens a pop-up window with synonyms and definition 
of the selected word. Useful while writing applications. Works in Microsoft office.

Piktochart and Canva:  free graphic-design tool website which allows users without 
intensive experience to easily create graphic documents (infopack, partner or 
participants calls, manuals, etc.). Both can be used for free, although for more 
advanced options you wil l  need to pay. However, they have special offers for         
non-profit organizations.

Hootsuite:  platform that unifies different social media accounts and allows users to 
manage publications simultaneously. It supports social network integrations for 
Twitter, Facebook, Instagram, LinkedIn, Google+, YouTube, and many more. The free 
version allows up to 3 different social media accounts. Rest, 10€/month.

Asana:  web and mobile application designed to help teams track their work.  It 
focuses on allowing users to manage projects and tasks online without the use of email. 

Social media targeting: form of online advertising where advertisements are 
distributed to users based on information gathered from target group profiles. 
Facebook Ads, for instance, has developed a targeting technology which allows 
advertisements to reach a specific audience, so users see advertisements on their 
profile page that are tailored to their gender, music taste, or location.

Google Analytics: powerful marketing analytics solutions for your website, apps etc.

Google Alerts: creation of alerts with key words to get notifications on your email 
every time it is mentioned in the internet. Useful for gathering news, stories and other 
content for your social media as well as just to be up to date. Free. 

Click on 

the logo to 

check the 

websites!

https://piktochart.com/
https://www.canva.com/
https://hootsuite.com/
https://app.asana.com/
http://www.google.com/analytics/
http://www.facebook.com/business/products/ads
http://www.google.com/alerts
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Tools
Exposure:  creation of a website with stories. Easy to use, beautiful 
design. Up to 3 stories for free. 

Magisto:  web application and mobile app for automated video editing and 
storytell ing that allows users to edit their videos in a click just by 
uploading a series of pictures and selecting fi lters and background music.  

Lunapic: basic online image editor that allows you to easily add effects 
and fi lters, crop/resize images and set transparent backgrounds.

Personalized questionnaire for selection of participants:  apart from all the standard 
questions included in application form templates, make sure that you include as many 
questions as you need in order to assure an optimal preparation of practicalit ies.

Fundsforngos.org:  different funding opportunities as well as tools for proposal writing 
and other useful info. They also have free webinars sometimes on different topics ( i .e. 
Social media management etc..). 

Teambuilding event with participants before international projects: that includes 
getting to know each other, activities, introduction to the project topic and creation of 
the desired feeling and connexion among participants.

Promotion of additional services as extra funding system: for school, companies or 
municipalit ies connected to facil itation workshops, teambuilding events, search and 
preparation of participants for multicultural and international experiences…

Weekly/monthly meetings with members: to keep track of activities, support and 
encourage one another. Human contact is a positive point in comparison with Skype 
meetings. 

EXPERIENCE EXCHANGE

Know-how

http://www.exposure.co/
http://www.magisto.com/
http://www194.lunapic.com/editor/
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EXPERIENCE EXCHANGE

FAIL FAIR

Number of participants in Youth Exchanges: when selecting participants to go to a Youth Exchange within 
the Erasmus+ programme, make sure that you have the right number. Remember that the minimum number of 
participants per country group is 4 (excluding the group leader). Therefore, if you select 4 but any of them 
has to cancel their attendance, the whole group wil l  be cancelled and the costs for these participants wil l  not 
be covered by the project budget.

Working room and sleeping arrangements:  sometimes it can be challenging to find all-in-one 
accommodations with proper bedrooms and working room. This is why sometimes we rent this two 
arrangements in two different places. If possible, make sure that the distance between the hostel/hotel and 
the training venue is not too long and can be done on foot, or else a lot of time wil l  be dedicated to traveling 
by bus or train and oversleeping your alarm for 10 minutes could mean skipping a whole session due to 
transportation issues. 

Meals schedule, food is important!:  when you host a project, you can have many different ways of 
providing meals. You can hire a cook to prepare meals on the spot, have a catering company delivering food, 
distribute food coupons to participants, etc. Whatever method you use, make sure that meals breaks follow 
the planned schedule. Waiting in l ine at the restaurant or picking up the food 20 minutes later wil l  provoke a 
delay not only in the amount of time dedicated to eat, but also in the next content session and the whole day 
programme. 

Copyright issues:  when adding pictures to your call for participants, motivational pictures or any other 
published images, be very careful to use either your own pictures or from an internal image bank, or from 
websites where you can download copyright free content. Sometimes major problems can come due to 
inappropriate use of internet content and authors might claim their copyright.  

We like to say that mistakes are only learning opportunities, this is why we also shared our 
obstacles or challenges when organizing and implementing international projects:
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"Involve'em" was a training course implemented in Viljandimaa (Estonia) 

with the support of the Erasmus+ programme of the European 

Commission and the Estonian National Agency.


