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This project has been funded by European Commission.
UNESCO Initiatives Centre is a non-governmental organization established in Wrocław,
Poland in 2004. Initially, the group was associated with the University of Wroclaw; later
became independent. The association works in the following areas: intercultural education, citizenship education, global youth policy, promotion of active participation, tolerance and dialogue. It also works with institutional and business partners, supporting them in
the diversity management, intercultural preparation, staff development path, Open Space
Technology conferences.

Introduction: PR4NGO project

Thanks to the support of European Union youth programme Erasmus + we had an opportunity to organise international course
(May 2015 in Wroclaw, Poland) for youth leaders and non - profit
organisations (NGO) workers from seven European countries. We
shared our experience concerning communication in NGO. This
publication is an outcome of intensive work, discussions, simulations and workshops introduced with non formal education methods. It doesn’t close the process of learning. “PR4NGO: Tips &
Tricks” may be a base for shaping mature communication of non
profit organisations and its actions.

COMMUNICATION
LEADS TO COMMUNITY,
THAT IS,
TO UNDERSTANDING,
INTIMACY AND MUTUAL VALUING.”

- ROLLO MAY,
an American existential psychologist
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• Our way to understand better

What instruments do we use?
• Dissemination vs promotion in Erasmus + projects

Who are we?

• Toolbox of communication

• Getting to know each other
• Branding and rituals
• Idea of storytelling
• NGO TED Talks

With whom we collaborate?
How do we communicate?
Identity, image and brand •
Target groups, Personas •
Introduction to Design Thinking •

Corporate Social Responsibility (CSR) •
City game - Wroclaw’s identity •

Introduction: PR4NGO project

• Our way to understand better
• Know your interlocutor - visit in radio/ tv studio
• Write down your ideas - PR4NGO Tips & Tricks

Unit 1: Importance of communication

•

Evaluation time

•

See U again party!

Unit 1: Importance of communication

thoughts out
of the boX

Why is it worth to do PR job for an NGO?
Profits for you
Speaking out loud about results of your work reinforces your professional profile as a project manager and the success of the project. Last but
not least, it brings you personal satisfaction, because more people know
about your great job. It is the best motivation to improve your work and
undertake another project.

Profits for your organisation
The NGO becomes more acknowledged and appreciated among its
partners, sponsors, target groups. Due to the vital process of sending
information and receiving feedback, non profit activities are more effective and professional. The NGO seems as a trustworthy and responsible
partner for all stakeholders.

Profits for local community
Open communication helps to understand the needs and problems of
community better.
Your are develping projects for people, not only for yourself. You communicate with them what you are doing, how and why. You involve and
engage them in your actions.

“Next to doing the right thing,
the most important thing is to
let people know you
are doing the right thing.”
- John D. Rockfeller,
an American businnes magnate
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10 questions to think while
planning actions:
01.

What do the public think of your organisation?

02.

What is your aim?

03.

Have you been thinking about the
long term consequences of your project?

04.

Who is your competitor ?

05.

Who could support you ?

06.

Is there money that you should not accept?

07.

Why are you involved in this organisation? / in this project?

08.

Can you target too much?

09.

How you will know you have succeeded ?

10.

Is it fun?
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J ungle of words and possibilities
Communication - in the context of Erasmus + programme includes information
and promotion activities aimed to increase awareness and the visibility of the activities carried out under the project.
source: Polish National Agency materials

Public relations is a strategic communication process that builds mutually beneficial relationships between organizations and their publics.
It Includes:
-

anticipating, analyzing and interpreting public opinion, attitudes and issues that might
impact, for good or ill, the operations and plans of the organization;

-

counseling management at all levels in the organization with the regard to policy
decisions, courses of action and communication, taking into account their public
ramifications and the organization’s social or civil responsibilities;

-

researching, conducting and evaluating, on a continuing basis, programs of action
and communication to achieve the informed public understanding necessary to the
success of an organization’s aims. These may include marketing, financial, fundraising, employee, community or government relations; and other programs;

-

planning and implementing the organization’s efforts to influence or change public
policy, setting objectives, planning, budgeting, recruiting and training staff, developing facilities — in short, managing the resources needed to perform all of the above.

Dissemination of the results - in the context of Erasmus + programme it covers spreading the project’s success and outcome widely. It should refer to the cause,
context , methods, time, place, target group. It has to provide solutions both during
the funding period and after it.
source: Polish National Agency materials
In every dissemination there is communication (promotion and information). Not in
every communication there is dissemination of the results. Content makes the difference.
source: Polish National Agency materials

Sustainability of results - in terms of Erasmus + programme, the ability to
continue the project and use its results after the end of funding period. The project’s
results can then be applied and used in the long term, perhaps through commercialization, accreditation or incorporation into daily activities. Not all parts of the project
or the results can be permanent, so it is important to see dissemination and exploitation of results as a progressive process that transcends the duration of the project and
will continue in the future.
source: Polish National Agency materials

Advertising is saying
you’re good.
PR is getting someone else
to say you’re good.

source: PRSA: Public Relations Society of America

Corporate Social Responsibility (CSR) - a long-term approach to business that addresses the needs of communities, people and their employers. CSR
provides frameworks for successful enterprise that is harmonious with its surroundings.
source: http://www.simplycsr.co.uk/definition-of-csr.html

Design Thinking - method of creative action. Design thinking is a humancentered approach to innovation that draws from the designer’s toolkit to integrate
the needs of people, the possibilities of technology, and the requirements for business success.

- Jean-Louis Gassee,

French programmer,
a former executive at Apple
To understand better, watch an animation.

thoughts out
of the boX
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IDENTITY
( mission + vision + factors of recognisability: f.i. logo)
=
internal picture “What do I think about myself?”

+
IMAGE = external reflection “What do people think about me?”
=
BRAND

Creativity
is contagious.
Pass it on.

source: Brand Identity vs. Brand Image, Slideshare , Karen Thompson University of Idaho

FREELANCE COLLECTIVE

Storytelling - It is the art of using words and metaphors to tell to other people
an idea or plan, in a way that stimulates their imagination and moves emotions.
Spinning the story is the ability to communicate in an emotionally engaging way,
captivate the listener in a dialogue that will stay in her/ his memory.
-

it helps people to understand their actions and motivations;
it is a tool for learning, memorizing, understanding the facts and the whole context;
it can inspire, motivate;
thanks to the emotional cargo contained in it, story stays in the memory for longer
than the number or definitions.
source: Story Context as a Social Process By Henry Lagman, 2009

thoughts out
of the boX

Creativity
is contagious.
Pass it on.
- Albert Einstein
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Tips & Tricks for everyone who wants to listen
“Tell me and I’ll forget.
Show me and I might remember.
Involve me and I will understand.”

D esign thinking

- Benjamin Franklin,

• Brainstorm the best possible ideas but also the worst.
• Don’t just work with experts, work with others, because they don’t know what
won’t work.
• Test everything.
• Don’t think about limits, don’t think about ready scenarios - just go with the flow.
• Put yourself in your audience’s shoes.
• Think outside the box, inside the box, even under the box.

one of the Founding Fathers of the United States

M edia relation
• If you are available to the media when they need you, they might be available for
you, when you need them.
• If anything is wrong, the media will find it, so face the music and play it your way.
• The media are looking for a storm or rainbows not another cloudy day.

S torytelling
• Use some ideas to improve your storytelling like: humour, passion, surprise, interaction, sharing personal experiences, empathy with your audience.
• Good stories are about what you are telling people, great stories are about how you
made them feel. People will forget what you told them, they’ll forget what you did
butt they’ll never forget how you made them feel through stories.
• Create your story around your cause, not around your organisation.
• Talking heads are not stories, but talking hearts are great tellers.
• Don’t be afraid to fail. A story is not a public speech, a story is a piece of humanity. So don’t be afraid of stammering or getting too excited about it. That transmits
emotion.
• Use multimedia. Cyberspace is a perfect environment for stories. It has the most
magical campfire around which stories live forever.
• Compelling. Make the link between who’s watching the video and who they are
watching.

P resentations
•
•
•
•
•
•

Using bullet points you may hit the target more precisely.
3 x rehearse = 3 x better performance; 0 x rehearse = 10 x worse performance.
Record or video your voice.
Listen before you speak - get other opinions before you finalise your presentation.
Practice difficult words or just make them simpler - less is more (sometimes).
Follow the routine: introduction + content + summary - tell people what you will say, say it
in details, summarise what you said.
• KISS your audience. Keep it SHORT & SIMPLE.

When something can be read without effort, great
effort has gone into its writing.
- Enrique Jardiel Poncela,
Spanish playwright and novalists
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C orporate social responsibility
If you act like a professional, you should be treated like a professional.
They say you should know your enemies, you should know your business partners
as well.

D issemination
Be exact what do you want to communicate, how, to whom, where and when.
Get your audience involved.
Talk about your work. Everywhere. To everyone. At any time.
Is not only countries that need ambassador, NGO may need them as well.

T arget group
It’s not about you! We all know how passionate we can be as youth or NGO’s
workers, but PR is not about us nor even the cause. To be effective you have to stop
writing about you, your organisation and what you’re doing, and focus every single
word you write on your target audience. Communication is about the public and
their needs. Once you’ll start to understand you public’s behaviour, you’ll connect
with it. That means that writing for the right audiences, at the right time, in the right
way, and using their own language.
Try to talk to everyone at once, and you’ll talk to no-one at all.
Figure it out who your audiences are. Communicating a cause or an idea can be
very challenging because you are willing to reach everybody. To work, you must
talk as targeted as possible. To figure out who your audiences are, think about who
are the most likely to do what you want them to do or who you most need to change
their behaviour.
Think about an individual, not about a group. Start drawing the “Eve / Adam”
of your public target. Give her/him a name, an occupation, hobbies, children (or
not), interests, hopes and desires. You should think about her/his age, gender, social
background and life situation as the audience you’re trying to reach. Consider what
publications she / he is used to read, what social media platforms is using, who is
following or what subject matters is she/ he likely to be more interested in. Try to
adopt the same kind of language and tone as the publication she/he’s used to read
so she/ he can feel comfortable with what she / he is reading.

Always deliver more than expected.
- Larry Page, internet entrepreneur who co-founded Google
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Participants’ choice
INFOGRAPHICS

GIFS, MEMS & ICONS

Tools for data analysis and their visual representation. infographics are a way to
share data in a visual yet discrete form. They are normally picture based in nature
or take up a full page. People use infographics to share trends, to demonstrate and
highlight important statistical information. Infographics are great for sharing important but back size information.
www.canva.com
piktochart.com
infogr.am
easel.ly
visual.ly
venngage.com

Creative use of photographs. Similar to photographic editing, these tools allow us to
be creative with a shorter sequence of still photographs and images. They allow us
to create movement and evoke emotions from a small but targeted use of images.
You can also find useful websites to create an attractive logo, using suitable icons
that add value to your logo creating efforts.
gifmaker.me
gifpal.com
ragegenerator.com
imgur.com/memegen
quickmeme.com
iconmonstr.com
flaticons.net
iconsdb.com

vizualize.me (resume)

SHARING AND STORING TOOLS
These items provide access to storage for individuals as well as groups in real time.
These tools common to the common heading of cloud storage. This type of media
incorporates external storage space where space is a concern for small or medium
sized businesses. Cloud storage is best to use for back up services and collaboration. Many businesses use this method to store and collaborate on documents
video, audio and data.
wordle.net
tagxedo.com
dropbox.com
box.com
google.com/drive

PHOTO EDITING
Changing the characteristic of photographic content. Photo editing has long been
a media exclusive to desktop machines. Modern tools allow access to cloud. See
sharing and storing tools.
www.picmonkey.com
apps.pixlr.com/editor
befunky.com
gimp.org/ or app
Adobe illustrator
Adobe Photoshop
Picsart photo studio app

FREE PHOTOS
Locations to free access of modifiable resources. Many resources on the internet
allow us to save photographs or images. Many of these come with either restriction
of use or require payment for use. This selection of resources guarantees free use
and reproduction with unlimited changes to the original picture.
gratisography.com
unsplash.com
deathtothestockphoto.com
picjumbo.com
foodiesfeed.com
jaymantri.com
splitshire.com
magdeleine.co/browse
getrefe.tumblr.com
stocksnap.io
kaboompics.com
lifeofpix.com
wefunction.com
lockandstockphotos.com
snapographic.com
snapwiresnaps.tumblr.com
pickupimage.com
flickr.com and app
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QUESTIONNAIRES
To create surveys and polls. Data capture and creation have been tools used by sales
and marketing for a longtime. Below we can find tools that are familiar to most of
people. Creating surveys and polls has never been easier.
typeform.com
docs.google.com/forms

PERSONA builder
Building a target persona has always been in the realms of marketing. small businesses
have always had a disadvantage if they have not had formal training with regards to
target audience creation. This application gives the user a hands-on opportunity to create a real living and breathing persona to shape a realistic target for their campaigns.
personapp.io

FONTS
Inspiration for typeface. Font in language have always inspired the imagination. Being
able to find fonts that match your message and logo has always been a challenge for
businesses. Below there is a website that has enough flexibility to allow the end user
to find the appropriate font to match their business needs.
whatfontis.com

PRESENTATIONS, FILMS, MUSIC, ANIMATIONS & CARTOONs
They says that a picture paints a thousands words. Just imagine what an image or an
animation can do! Below there is a selection of animation tools which allow you to
create sophisticated and visual content. At the same time, music adds value, quality
and backdrop to any video animation or cartoon. Below there is a selection of tools
that incorporates audio and music tools that can be aligned into any projects.
haikudeck.com
magisto.com
powtoon.com
wevideo.com
slide.ly
creenr.com
animoto.com
techsmith.com/camtasia.html
dubsmash.com
magisto.com and app
Adobe Premiere
Microsoft PowerPoint
prezi.com and app
spotify.com and app
vevo.com
vimeo.com
pixton.com/uk/collection/Pixton

Unit 5: Toolbox

SOCIAL MEDIA
Every day, we use different tools to communicate. Social media is a tool that allows
us to communicate to a wider audience than any single tool could. Below there is an
extensive list of social media tools and platforms that allow the single user or business
owner to explore their reach in the social domain.
bitly.com
blogger.com
buffer.com
-crossing
eventbrite.com
eclincher.com
foursquare.com
glympse.com
plus.google.com
hootsuite.com
facebook.com
google.com/+/learnmore/hangouts
#Hasthags - for filtering and searching content
instagram.com
janetter.net
klout.com/home
linkedin.com
pinterest.com
slideshare.net
quora.com
reddit.com or any country social news portal
soundcloud.com
tumblr.com
twitter.com/?lang=en
tuenti.com (mainly used in Spanish speaking community)
address.yahoo.com/xobni
goo.gl
youtube.com
wikipedia.com
lockandstockphotos.com
snapographic.com
snapwiresnaps.tumblr.com
pickupimage.com
flickr.com and app
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WEBSITE MANAGEMENT
Portals for creations content templates and web analytics
google.com/analytics
adobe Dreamweaver
joomla.org
moodle.org
goqr.me
wordpress.org
wix.com

PUBLICATIONS
E-news and ezines (electronic magazines)
issuu.com

E-MARKETING
Templates and tools to better organize the dissemination and the creations of newsletters
mailchimp.com

PROJECT MANAGEMENT
Who, how, where and what is someone going to do something, visible world wide.
Below there are online tools supporting you in the arrangements of meetings, workload and tasks.
zoho.com
doodle.com
evernote.com
huddle.com
trello.com
skype.com/en
viber.com
whatsapp.com

CONTENT CURATION
Useful platforms to get inspired while producing your message.
mashable.com
www.quotes.com
recitethis.com
quotescover.com

OTHERS
freebies.org
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Participants’ comments
SEAN McDermott, United Kingdom
I learned about some great new social media tools and lots
of really useful tips & advice about P.R. for NGO’s. I’m a freelance trainer for young people & youth workers and I same
on this course though my links with Inside Out and UNESCO
Initiatives Centre. My projects are about youth participation,
citizenship skill, creative solutions and lots more subjects,
which all be improved by the things I learned on this course! When you find a new
thing in common with an old friend it’s really great. If you discover a connection
with someone new from a different country who speaks a different language it can
be amazing!

TOMMASO Ripani Italy
This training course has been a great opportunity to get an
insight into general PR and communications, as well as into
some specific topics related to NGOs. Furthermore, it allows
me to meet new friends from all over Europe and exchange
my opinions with them. Last but not least, Wroclaw is a stimulating place, young, modern and
lively. My expectations are definitely satisfied.

ALEXANDRA Gabriela Rosu, Romania
I am one of the founders of Young Initiative Association (Romania) and for me this NGO represents my soul’s project.
Our organization has the mission to contribute to the education and the personal and professional development of the
children and youngsters as they are the chance that Romania has to grow. As I am the
PR Officer of the Association, the PR4NGO training course was really inspiring for
from the perspective of European knowledge sharing. I feel that I learned a lot about
communication and branding in the non - profit sector and I am glad that somehow
I regained the motivation to keep doing projects for the kids that are representing the
future of Romania. I am thankful to the UNESCO Initiatives Centre for inviting our
organization to be partners in this project and I really hope that is just the beginning.
In the end, I would like to give a piece of inspiration to the other organizations from
the perspective of PR: try to talk to everyone at the once, and you’ll talk to no-one at
all.

ROY Samuels, United Kingdom
Inside Out is an organization located in Claudy, Northern
Ireland. This NGO is at the sharp end of project work related
to cross community opportunities. Young people up to the
ages of 18 years of age are encouraged to learn new skills,
participate in a variety of training camps and socialise with
other young people, both from other communities as well as
their own.
As a limited user of PR in my organization I needed to take ownership of this aspect
of my learning. Coming on this project gave me the opportunity to both facilitate
learning and share anything of value with the other attendees.
The training was well structured, challenging, thought provoking and was part of an
insightful journey for me. The trainers gave a diverse yet focused look at the material
and an introduction to the concepts not only of PR, but of its relationship with NGOs
and their local, regional, national and European impacts.
One thing that will remain me is - People don’t plan to fail, they fail to plan.

MARA Dorofte, Romania
Before coming to this Erasmus project I looked at PR from
a more informal point of view, knowing that it s about the
particular needs of your target group. I thought I knew my
target group, working at a volunteering and personal development blog in my NGO, but I realised that it’s so much
more to understanding what makes the difference between
good and poorly realised promotion. Moreover, without dissemination, the sustainability of a project can’t reach its maximum. The team work we did during this project
was amazing, more efficient than ever. We created some bond on an intellectual and
personal level, and managed to evade all the problems that we encountered. As I am
also organising a training course for high schoolers, I am mostly looking forward to
promoting this type of informal education and helping them receive content that can
help them evolve and maybe participate on this kind of training in the future. I can’t
emphasize how much I enjoyed the intercultural exchange between different cultures and different NGOs.

BRIGITA Jonaitiené, Lithuania
The time I spent here was really amazing. Despite the fact
that I had a marketing course at my university, I gained some
new and valuable knowledge and skills here. This included
understanding the importance of public relations in NGO’s,
problem solving, using the design thinking method; ways
of creating persuasive and attracting attention public speech, etc. I am sure that all
this would help the students’ organization “MRU investors club” which I am volunteering for.
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GIULIO Platamone, Italy
As a volunteer I had the opportunity to learn about issues
on PR activities. This project was useful because my organization Vicolocorto works well on human side PR, but need
more technical support in online communications.
Also in this project I learned about strategies to use in dissemination activities and
this is great!

KLAUDIA Widz, Poland
I am communication and graphic design student from
Wrocław. I work for Wrocławska Fundacja Filmowa which
is an NGO promoting documentary cinema and young directors, educating any provoking social dialogue.
During PR4NGO project I have learned how to work with
different people constructively. I also gained some skills on public presentation,
how to attract people, how to be informative and how to get and manage feedback.
And what is most important how to disseminate results efficiently.

KAMILA Wierzbicka, trainer
The real issue of NGO sector is not a lack of ideas, but difficulties in spreading it around. NGOs are based on enthusiasm, passion, motivation and team work. If we already have
solutions, we are missing “only” good
communication and attracting attention of the proper groups
of the society. PR4NGO demands more work, more comprehension but in a result
brings only benefits. I can’t express how profitable it was for me to spend time in
such creative circumstances. PR4NGO = NGO4FUN

PIOTREK Dobrosz, trainer
Taking part in PR4NGO was a great adventure for me. Nonetheless I work in NGO for several year this project was one
in alike. Having possibility to talk and share opinion of promotion of youth activities in different organisations made me
realized that this in an extremely important topic.
I found a session about sharing online tools for promotion as one of the most useful. Now we are all well-equipped in bunch of creative apps to pimp our activities
online. A hint for all youth project: don’t forget to share how you have change the
world around you!
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Your ideas might be contagious.
Speak out loud.
Pass it on.
Disseminate.
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