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YouABLE: ToT Methodology

1. YouABLE: Introduction

This Methodology is developed in the framework of realization of the
CBY project “mYOUth Leaders for SustainABLE Development” [617687-
EPP-1-2020-1-MK-EPPKA2-CBY-ACPALA].

This Methodology, prepared in the framework of YOUABLE project, is fo-
cused on providing the youth with the knowledge about digital market-
ing ‘8Ps’ and Social media tools aimed to generate and increase the
pressure on public authorities and business sector for the implementa-
tion of Sustainable Developments Goals [SDGs]. Also, the project offers
opportunities to youth participants to enhance their skills in line with the
new European Green Deal, respecting's Europe 2020 Growth Strategy
and the EU Youth Policy Cooperation as “skills of the future”.

Special focus is done on exchanging ICT know-how about of the key el-
ements, tools and methods of Digital marketing instruments, especially
through using Social media.

YouABLE ToT Methodology is a mosaic of four modules:

[a] Sustainable Development Goals [SDGs];

[b] European Green Deal

[c] Digital Marketing as contemporary philosophy of working and
[d] Social Media as obligatory tool of our living dalily.

YouABLE ToT methodology intends to disseminate the good practices,
knowledge and entrepreneurs’ know-how to involve participants to be
more aware of the importance of everyone's contribution to saving the
Earth implementing SDGs.

In this context, the project gathers 11 participating organizations from 10
countries: Bulgaria; Finland; Greece; Hungary; Italy; Kazakhstan; Kyrgyz-
stan; Nepal; North Macedonia; and Uzbekistan.

The methodology is published in 12 languages.

With the key methodology's choices outlined and justified, the next step
for trainers is to upgrade the limitations of its design. No research design
or methodology is perfect — there will always be trade-offs between the
“ideal” design and what's practical and viable, given constraints.
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Methodological limitations can vary greatly from trainer to trainer, from
country to country, ranging from common issues such as time and
budget constraints to issues of sample or target group selection bias. For
example, youmay find that you didn't manage to draw in enough re-
spondents to achieve the desired sample size (and therefore, statistically
significant results), or your sample may be skewed heavily towards a
certain demographic, thereby negatively impacting representativeness.

It's important for the frainers to be critical of the shortcomings of our
methodology. There’s no use frying to hide them (your marker will be
aware of them regardless). By being critical, you'll demonstrate to your
marker that you have a strong understanding of research design, so
don’t be shy here.

This YOUABLE training methodology is an opportunity to become an ac-
tive participant in your community’s future, whether you work in the pri-
vate or public sector or for a civil society organisation, as a citizen, youth
worker, teacher, social entrepreneur, concerned parent, pensioner, re-
cent school leaver or university graduate.

If you want to teach SDGs, take part in SDGs education or facilitate
such conversations where you live, this course is for you.

At the same time, don't beat our methodology to death. State the limi-
tations, why these were justified, how you mitigated their impacts to the
best degree possible, and how our methodology still provides value de-
spite these limitations.
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2. Re-design the human presence on Earth

Now is the time for transforming humanity’s planetary impact from pre-
dominantly degenerative to regenerative! It is our generations, those
alive today, who face the task of regenerating the healthy, life-suppor-
ting functions of marine and terrestrial ecosystems everywhere. In doing
so we will create the basis for thriving local communities and vibrant cir-
cular bio-economies.

This is the promise ahead, if we come together across sectorial, national
and ideological divides to collaborate in implementing the United Na-
tions 2030 Agenda for Sustainable Development at the local, regional
and global scale.

It is time to get to work — one community at a time!

Sustainability is not an end point in a journey; it is a community-centred
process of learning how to live sustainably and regeneratively in a par-
ticular locality with its ecological and cultural uniqueness. Everyone in
that place can take the leadership to start or participate in culturally-
creative conversations about how to collaboratively create specific
projects aimed at implementing priority SDGs in their community.

We live in a time when if we just look at the hard science of climate
change we could despair and say maybe it is already too late. But we
don't think that is a way to live into the future. We need to now work mir-
acles because what is likely is unthinkable and unconscionable. We re-
ally need to make the impossible happen.

Regenerative design — creating regenerative cultures — is about build-
ing the capacity of people in place to respond to transformation and
change in ways that create a healthier, more vibrant, more vital system
that can move on into the future.

So regenerative cultures will look different in every place.

They are expressions that come out of the story of place and the poten-
tial that each place has — socially, economically and ecologically. The
core element is basically to work with people and build their capacity to
manifest that potential.
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We are really in a key point in human history.

If we don’t take this window of opportunity of the next two, three, four,
maybe five years and begin a long journey of redesigning the human
presence on Earth — the human impact on Earth from being degenera-
tive and exploitative to being regenerative and collaborative — then
there might not be a future for our species on this planet. So this is literal-
ly about human survival.

We are choosing to be hopeful!

Wel could be distraught and say we don’t have a future but that is not
a way to live into the future. | feel that we are at a point of inflection.
The planetary immune response is kicking in.

Life wants to continue.

We can achieve this — through us, human beings moving into this re-
generative design frame and becoming part of the reGeneration rising
— there is still a chance that we can make it.

We have to start today!
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3. YOUABLE: ToT Activity Focus

The focus of Training of Trainers [ToT] methodology should be the transfer
of solutions to different questions and exercises with respect to the spe-
cific context and activities in the classroom.

Non-formal education working methods and tools will be used through-
out the training creating a productive and inspiring environment and
giving the opportunity to the participants to have to experience what
non-formal mLearning is.

The goals and contents, as well as the planned methodology, should
therefore not be presented to the participants at the start of the course.
Rather, they should evolve from a common discussion between trainer
and participants - the learning steps will be reflected and intensified by
exercises. The participants will be engaged in the design and delivering
small non-formal activities such as team-building games, simulations,
role-playing, storytelling, problem solving and cooperative challenges,
interactive workshops, brainstorming sessions, outdoor activities.

Experience- and practice-oriented methodologies will be used to give
the opportunity to work on complex tasks independently and actively.

By planning and mock-teaching lessons, the participants will reflect both
their own working style and the elements of the YOuABLE modules.

This Methodology give us an opportunity to become an active partici-
pant in our community’s future, whether our work in the private or public
sector or for a civil society organisation, as a community organizer,
teacher, social entrepreneur, concerned parent, pensioner, recent
school leaver or university graduate.

We can take part simply to engage with others in your community to ex-
plore the best opportunities to make a positive difference in collabora-
tion with others. Alternatively, we can take part with the intention to be-
come a multiplier of such conversations by learning how to use the SDGs
Flashcards and the detailed workshop script to facilitate such conversa-
tions and initiate such projects around your community.

If you are a teacher, academic, civil servant or consultant, for example,
taking part in the training will almost certainly contribute positively to
your professional practice.

9
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Worldwide

/80 MILLION ADULTS AND
103 MILLION YOUNG PEOPLE

(ages 15-24) are llliterate!

SDG 04: EDUCATION
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4. YouABLE: Training concept

This Methodology is a training manual for trainers who will conduct a
workshop to train educators at implementing priority SDGs in their com-
munity with the following objectives:

. To introduce background information and basic concepts of
SDGs to workshop participants

. To increase awareness regarding the overarching aim of the Euro-
pean Green Deal is for the European Union to become the world's
first “climate-neutral bloc” by 2050.

. To help participants experience fundamental notions of Digital
Marketing and related learning and teaching methods

. To encourage participants to explore methods and opportunities
through which they may practice Social Media tools in non-formal
and other educational settings

The minimum TOT duration is FOUR days (one day for each module).

The focus of YouAble modules is on practical non-formal teaching activ-
ities. The workshops require participants' active involvement and patrtici-
pation during the whole learning process.

Accordingly, each session consists of lectures, discussions, activities, as
well as reflection and constant dialogue with facilitators and among
participants.

Teacher-trainers may consult this workshop manual but modify the cur-
riculum structure or content if needed.

Depending on the goals of a given training, the duration of a certain
module can be extended, above all, with practical creative activities.
When training trainers/teachers, not only are their own profiles of high
importance, but also those of their students/participants

This guide assumes that the workshop trainers will play the role of a facili-
tator. Facilitators do not merely ‘transfer’ their own knowledge.

They should instead encourage workshop participants to share ideas,
share opinions, and actively engage in workshop activities.
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Training material

The course will work with the YOuABLE modules prepared by the project
partners. Other materials will be produced by the participants, so sta-
tionary such as laptops, smartphones, large flipchart paper, moderation
cards, marker pens, etc. will be needed.

Room equipment

A large room is required for the course, so that small groups can work

together without disturbing each other. Alternatively, the course needs
a second room so that some of the groups can work there.

Internet connection is obligatory.

The main room needs to be equipped with a whiteboard and a com-
puter connected to a projector or large TV for PowerPoint presentations.
We will also need free wall space or pin walls for work with moderation
cards and posters.

Certification & Evaluation

Participants will receive a participation certificate [Youthpass].
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5. YouABLE: ToT participants

The focus on the participant (maximum 30 per training) is a fundamental
and basic element before starting to plan the contents to ensure active
participation. The type of participants of this course will necessarily
change some of the final objectives, but above all, it will change the di-
dactic and content approach of the theme a lot.

Reflecting on Characteristic of Workshop Participants

It is advised to organize the workshop with the characteristics of the par-
ticipants involved in mind (e.g., participant group compaosition, purpose
of participating, their experiences in relevant areas). For example, if the
participants are unfamiliar with one another, it is important to build rap-
port through ‘ice breaking’ activities at the beginning of the workshop,
and so it is recommended to plan a simple activity for introductions.

If participants profiles are university students or professionals with a high-
er proficiency in the target language, the didactic content of "YOUABLE
Methodology" will have a rather high scope, with the possibility of also
investigating more technical and complicated aspects of the SDGs,
Green Deal, Marketing & Social media, including the use of professional
and high-level annexed materials. The lower the student skill level, the
more necessary it will be to rethink the teaching method and the way it
transmits the contents.

Building Relationships with Participants

For a workshop to have strong communication and participation, it is im-
portant for the trainer to produce a collaborative learning experience
with the participants. The trainer should closely communicate with par-
ticipants while treating them in a genuine manner and being sensitive to
their needs. In addition, the trainer must be clear when explaining and
detailing what he or she wishes to convey, work responsibly, and adhere
closely to scheduling.

Competence focus

Competence can be described as the combination of training, skills, ex-
perience and knowledge that a person has and their ability to apply
them to perform a task safely. Other factors, such as attitude and physi-
cal ability, can also affect someone’s competence.

13
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The existing competences of the participants should be integrated into
the course as much as possible. They should be addressed by the meth-
odological approach and used constructively for knowledge transfer.

Individual skills should be supported.

COMPETENCE

EXPERIENCE KNOWLEDGE  SKILLS BEHAVIOR PERFOMANCE GOALS

The participants' skills decisively determine the didactic approach in the
training classroom, the choice of contents (or at least the choice of the
contents to which we want to give greater importance) and the use of
materials.

It is therefore essential that the teacher knows in advance which type of
student they will work with (at least in broad terms: teaching "YOUABLE:
ToT Methodology" in a secondary high school or in universities will be dif-
ferent from teaching it to a class of Public authorities representatives) so
as to start lessons with the right approach in the first lesson.

However, many discoveries only happen in the classsoom after the
course has begun. It is, therefore, necessary to be flexible with the cir-
cumstances, but fortunately, the teaching materials of this curriculum
are meant to be.
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6. Workshop Planning and Preparation

Before beginning the workshop, the facilitator should be familiar with the
guidebooks and course materials, as well as the workshop activities,
time allotment, and discussion questions that participants will engage in.
Sufficient practice will help you handle unexpected situations that may
occur during the actual workshop. Additionally, it is helpful to prepare
necessary materials in advance while reading and studying the refer-
ence materials introduced in this guidebook.

Creating the Workshop Environment

The workshop is based heavily on participant engagement, communi-
cation, and collaboration, so it is important to create a suitable environ-
ment for this.

. At the beginning of the workshop, it is necessary to remind partici-
pants that they are all part of the learning community and en-
courage them to participate actively.

. In order to facilitate active communication it is advised to create
an inviting environment for participants, such as arranging a circle
of chairs to encourage them to be openly engaged in dialogue.

. It is recommended to clearly communicate to participants on the
goals of the workshop and to post those expectations/guidelines
in a easily seen location to serve as a reminder.

. Displaying participants' creations (writing or drawing made
through group works and workshop activities) in the workshop
venue is helpful to set a learning atmosphere.

Identifying Workshop Flow and Being Prepared for Change

The trainer should be mindful of the workshop's flow and respond appro-
priately when necessary. If the workshop proceeds in an unplanned di-
rection (e.g., participant attendance is low, discussions are overheated,
a session is delayed or cancelled), be open with participants. In cases of
delay or cancellation, ask for their reasons and find other methods to
deal with those circumstances (e.g., suggest alternative programs, re-
duce the number of activities if delays occur). If participants are not ac-
tively involved (e.g., growing fatigue, embarrassment, lack of interest),
be sure to identify the cause and respond accordingly.

15
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Cooperation, communication, team building

The social situation and cultural background of the participants strongly
influences their learning process. Therefore the interpersonal relation-
ships between the trainer and the participants should be of great im-
portance. It is important to start the course with a team building ele-
ment and to choose methodologies which support collaboration, loyal
consultation, exchange, and interaction between the participants.

Supporting and intensifying knowledge transfer

The examples and exercises used during the training will refer as much
as possible to the training goal. In this way, we can obtain a workplace-
related training. The trainer works according to the didactical concept
and all participants can reach their cognitive fraining goals: “Awareness
— Knowledge - Understanding — Application — Mastery”.

Differentiation of the group
While all the training participants will be teachers in the context of

SDGs / Green Deal / Marketing / Social media education, there might
be differences in focus, knowledge, expertise and competences.

It is important to identify these differences and to adapt your working
style and methodological-didactical approaches to the different partic-
ipants and technical focus area and institution.

16
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7. YOUABLE Module 1: SDGs

Sustainable development has been defined in many ways, but the most

frequently quoted definition is from Our Common Future, also known as

the Brundtland Report:

"Sustainable development is development that meets the needs of the

present without compromising the ability of future generations to meet

their own needs. It contains within it two key concepts:

1. the concept of needs, in particular the essential needs of the
world's poor, to which overriding priority should be given; and

2. the idea of limitations imposed by the state of technology and so-
cial organization on the environment's ability to meet present and
future needs."

The concept of sustainable development can be interpreted in many

different ways, but at its core is an approach to development that looks

to balance different, and often competing, needs against an aware-

ness of the environmental, social and economic limitations we face as a

society.

Sustainable Development Goals [SDGs]

SDGs, also known as the Global Goals, were adopted by the United Na-

tions in 2015 as a universal call to action to end poverty, protect the

planet, and ensure that by 2030 all people enjoy peace and prosperity.

The 17 SDGs are integrated—they recognize that action in one area will

affect outcomes in others, and that development must balance social,

economic and environmental sustainability.

Countries have committed to prioritize progress for those who're furthest

behind. The SDGs are designed to end poverty, hunger, AIDS, and dis-

crimination against women and girls.

The creativity, knowhow, technology and financial resources from all of
society is necessary to achieve the SDGs in every context.

It's estimated that approximately 700 million people still live on less than
US$1.90 per day, a total of 1.3 bilion people are multi-dimensionally
poor, including a disproportionate number of women and people with
disabilities and 80% of humanity lives on less than US$10 per day. Increas-
ingly, middle-income countries account for a large part of this trend.

17
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Some countries are disproportionately affected by shocks and stressors
such as climate change, disasters, violent extremism, conflict, economic
and financial volatility, epidemics, food insecurity and environmental
degradation. Climate-related disasters have increased in number and
magnitude, reversing development gains, aggravating fragile situations,
and contributing to social upheaval.

If sustainable development focuses on the future, does that mean we
lose out now?

The 2030 Agenda for Sustainable Development [https://sdgs.un.org/
goals], adopted by all United Nations Member States in 2015, provides a
shared blueprint for peace and prosperity for people and the planet,
now and into the future. At its heart are the 17 Sustainable Development
Goals (SDGs), which are an urgent call for action by all countries - de-
veloped and developing - in a global partnership.

They recognize that ending poverty and other deprivations must go
hand-in-hand with strategies that improve health and education, re-
duce inequality, and spur economic growth — all while tackling climate
change and working to preserve our oceans and forests.

In order to make the 2030 Agenda a reality, broad ownership of the
SDGs must translate into a strong commitment by all stakeholders to im-
plement the global goals. DSDG aims to help facilitate this engage-
ment.


https://sdgs.un.org/goals
https://sdgs.un.org/goals
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scenario
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Sustainable Development Goals [SDGs]

Youth will learn about the SDGs and their significance.

Summary of SDGs, also known as the Global Goals, were adopted by all United
the scenario / Nations Member States in 2015 as a universal call to action to end
background poverty, protect the planet and ensure that all people enjoy
peace and prosperity by 2030.
Duration 8 hours = 2 sessions * 4 hours each
In total maximum 30 participants. Working in the group from 10
Short group participants aged from 15 to 30. Selection will be made through a
or participants | process of filing an e-form with basic information. Priority will have
description youth proposed from NGOs and other organization and institution
included in this field of youth work.
Aims of the Mak h £SDGs i
Activity ake youth aware o simportance
After this module, the participants will be able to:
(a) Define and explain the 17 SDGs;
Learnin (b) Describe their targets and interconnectivity;
g , ) A
Obijectives (© Explam what causes the issues which inhibit or slow down sus-
tainable development;
(d) Identify key trouble aspects in the individual countries, and
(e) Addressing and evaluating the progress of the SDGs.
The ability to work independently and in the team; Good interper-
Acquired sonal and communication skills; Good planning and organizational
Skills skills; Initiative and leadership qualities, with the ability to relate to
young people; A non-judgmental attitude.
Materials computer, LCD projector, Wi-Fi (if possible), flipchart; sheets of
paper, pencils, pens, stickers etc.
Non-formal teaching/training and learning methods:
* Communication methods: interaction, dialogue, mediation
Methods * Acti_vity-based methods: experience_, practice, experiment_ation
* Socially-focused methods: partnership, teamwork, networking;
* Self-directed methods: creativity, discovery, responsibility;
* Team Building games and Icebreakers.
This scenario will be tested before and after being carried out.
Pre/Post tests will be prepared (Duration: 5 - 10 minutes).
Evaluation/ Aim of the test is an assessment intended to measure youth workers
Assessment, knowledge& skill pre/post realized non-formal learning activities
PRE/POST tests focused on main ideas:

Define the SDGs and explain how SDGs meets the needs of the
present without compromising the ability of future generations.
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MORE THAN SIX MILLION

CHILDREN STILL DIE
Befory their fifth birthday

SDG 03: GOOD HEALTH
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8. Tools, methodologies and approaches in support of
the implementation of the SDGs Agenda

The Multidimensional Poverty Index

MPI produced by the United Nations Development Programme (UNDP)
and the Oxford Poverty and Human Development Initiative measures
poverty by considering various deprivations experienced by people in
their daily lives, including poor health, insufficient education and a low
standard of living. It identifies the ways in which people are being left
behind by looking into three key dimensions — health, education and liv-
ing standards — through 10 different indicators. The index allows compar-
isons across countries. It looks into disparities within countries disaggre-
gating by age groups, urban/rural areas and subnational regions.

[More detailed http://hdr.undp.org/en/2021-MPI]

The Rapid Integrated Assessment

RIA tool helps to facilitate mainstreaming of SDGs into national and local
plans by assisting countries to assess their readiness to implement the
SDGs. The assessment is a first step in the process of localizing the SDGs.
It reviews the current National and Sub-national Development Plans,
policies and relevant sector strategies, and provides an indicative over-
view of the level of alignment between the plans/strategies and SDG
targets. The tool suggests clear steps for a rapid integrated assessment
of the SDGs, interlinkages across targets and thereby also identify the
potential need for multi-sectoral coordination around the achievement
of specific SDG targets.

The primary target audience for this toolkit is policymakers at the nation-
al and sub-national levels. This includes stakeholders from the govern-
ment (head of state’s office, finance, planning, subnational bodies, sec-
toral ministries, national statistics office).

Other experts and practitioners — in particular from multilateral and bilat-
eral agencies, NGOs and civil society — may also find this toolkit useful
when developing plans to implement the SDGs and in supporting gov-
ernment partners

[See https://www.undp.org/publications/rapid-integrated-assessment]

21
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Leave No One Behind framework.

This framework is a practical framework for national dialogue that gov-
ernments and stakeholders can use to act on the pledge to ‘leave no
one behind’ (LNOB) in a way that enables and accelerates progress to
achieve the SDGs. Five factors are proposed as key to understanding
who is being left behind and why: discrimination; place of residence; so-
cio-economic status; governance; and vulnerability to shocks. The fac-
tors can be applied using a three-pronged approach: to examine the
disadvantages people face in and across the five factors; empower
those who are being left behind (or who are at risk of being left behind);
and to enact inclusive, far-sighted and progressive SDG policies. The
framework is a precursor to an operational guide that will be taken for-
ward systemwide under the auspices of the UN Sustainable Develop-
ment Group.

[See more detailed https://www.undp.org/publications/what-does-it-
mean-leave-no-one-behind]

The International Futures Global Forecasting tool.

IFs is a computable general equilibrium (CGE) model consisting of 12
interlinked modules/systems. It is produced and maintained by the Pard-
ee Center at the University of Denver. The model can be used to pro-
vide analytical insights on the benefits of country reforms, SDG interven-
tions or shocks. As part of UNDP's collaboration with Pardee center, the
model also contains an SDG module allowing the user to track progress
on several SDG indicators and targets from policy interventions. The
model can be applied for both country, regional and global analysis.

[See https://unsdg.un.org/sdg_toolkit/international-futures/]



https://www.undp.org/publications/what-does-it-mean-leave-no-one-behind
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9. YOUABLE Module 2: Green Deal -
a roadmap to sustainable economies

The European Union's (EU) Green Deal is the EU’s main new growth strat-
egy to transition the EU economy to a sustainable economic model.

More details in: [https://ec.europa.eu/info/strategy/priorities-2019-2024/
european-green-deal_en].

Presented in December 2019, the overarching objective of the EU Green
Deal is for the EU to become the first climate neutral continent by 2050,
resulting in a cleaner environment, more affordable energy, smarter
transport, new jobs and an overall better quallity of life.

There are a number of funding mechanisms in place to facilitate the EU
Green Deal, totalling over €1 frillion. This investment will fund the delivery
of the policy reform needed for the EU’'s economic growth and climate
neutrality.

The main elements of the EU Green Deal are: Climate action; Clean en-
ergy; Sustainable industry; Buildings and renovations; Sustainable mobili-
ty; Eliminating pollution; Farm to Fork; Preserving biodiversity; Research
and development; Preventing unfair competition from carbon leakage.

The European Green Deal presents a roadmap for making the EU’s
economy sustainable by turning climate and environmental challenges
into opportunities across all policy areas and making the transition just
and inclusive for all.

The European Green Climate change and environmental degradation
are an existential threat to Europe and the world. To overcome these
challenges, the European Green Deal will transform the EU into a mod-
ern, resource-efficient and competitive economy, ensuring:

e N0 net emissions of greenhouse gases by 2050
e« economic growth decoupled from resource use
« N0 person and no place left behind

The European Green Deal is also our lifeline out of the COVID-19 pan-
demic. One third of the 1.8 trillion euro investments from the NextGener-
ationEU Recovery Plan, and the EU's seven-year budget will finance the
European Green Deal.

23
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Climate change and environmental degradation are an existential
threat to Europe and the world. The European Green Deal will transform
the EU into a modern, resource-efficient and competitive economy.

Transformnr
EU’s ecor
a sustain:

The EU as a
Global leader
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The EC adopted a set of proposals to make the EU's climate, energy,
transport and taxation policies fit for reducing net greenhouse gas emis-
sions by at least 55% by 2030, compared to 1990 levels.

Mobilizing research
and fostering innovation

ing the
iomy for
able future

A European
Climate Pact
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The overarching aim of the European Green Deal is for the European
Union to become the world's first “climate-neutral bloc” by 2050. It has
goals extending to many different sectors, including construction, biodi-
versity, energy, transport and food.

The plan includes potential carbon tariffs for countries that don't curtalil
their greenhouse gas pollution at the same rate. The mechanism to
achieve this is called the Carbon Border Adjustment Mecha-
nism (CBAM). It also includes:

e acircular economy action plan,

e areview and possible revision (where needed) of the all relevant cli-
mate-related policy instruments, including the Emissions Trading Sys-
tem,

e« a Farm to Fork strategy along with a focus shift from compliance to
performance (which will reward farmers for managing and storing
carbon in the soil, improved nutrient management, reducing emis-
sions, ...),

« a revision of the Energy Taxation Directive which is looking closely
at fossil fuel subsidies and tax exemptions (aviation, shipping),

e asustainable and smart mobility strategy and

e an EU forest strategy. The latter will have as its key objectives effec-
tive afforestation, and forest preservation and restoration in Europe.

It also leans on Horizon Europe, to play a pivotal role in leverag-
ing national public and private investments. Through partnerships with
industry and member States, it will support research and innovation on
transport technologies, including batteries, clean hydrogen, low-carbon
steel making, circular bio-based sectors and the built environment.

The EU plans to finance the policies set out in the Green Deal through an
investment plan — InvestEU, which forecasts at least €1 trillion in invest-
ment. Furthermore, for the EU to reach its goals set out in the deal, it is
estimated that approximately €260 billion a year is going to be required
by 2030 in investments.



Topic of

scenario
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European Green Deal

Youth will learn about the European Green Deal - an ambitious
strategy for making the EU's economy sustainable; it outlines and

Summary of . : .
. bolsters major changes across all policy areas to make Europe cli-
the scenario /
background mate neutral by 2050.
he effective implementation of the European Green Deal depends
on the active participation of all parts of society.
Duration 8 hours = 2 sessions * 4 hours each
In total maximum 30 participants.
Working in the group from 10 participants aged from 15 to 30.
Short group . . - .
oy Selection will be made through a process of filling an e-form with
or participants g .
description basic information.
Priority will have youth proposed from NGOs and other organization
and institution included in this field of youth work.

. Make youth aware for overarching aim of the European Green
Aims of the . . e
Activity Deal is for the European Union to become the world's first “climate-

neutral bloc” by 2050.

After this module, the participants will be able to:

a. to understand the goals of the European Green Deal,
Learning b. to engage citizens and all parts of society in climate action;
Objectives c. to increase the public awareness for building Europe a cli-

mate-resilient society by 2050, fully adapted to the unavoida-
ble impacts of climate change

The ability to work independently and in the team; Good interper-
Acquired sonal and communication skills; Good planning and organizational
Skills skills; Initiative and leadership qualities, with the ability to relate to

young people; A non-judgmental attitude.

. computer, LCD projector, Wi-Fi (if possible), flipchart; sheets of

Materials . :

paper, pencils, pens, stickers etc.

Non-formal teaching/training and learning methods:

* Communication methods: interaction, dialogue, mediation
Methods * Activity-based methods: experience, practice, experimentation

* Socially-focused methods: partnership, teamwork, networking;

* Self-directed methods: creativity, discovery, responsibility;

* Team Building games and Icebreakers.

This scenario will be tested before and after being carried out.

Pre/Post tests will be prepared (Duration: 5 - 10 minutes).
Evaluation/ Aim of the test is an assessment intended to measure youth workers
Assessment, knowledge& skill pre/post realized non-formal learning activities
PRE/POST tests focused on main ideas:

Define Green Deal and explain how Green Deal meets the needs
of the present without compromising the ability of next generations.
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In developing countries,

/ IN 100 CHILDREN

WILL NOT SURVIVE
beyond the age of 5

SDG 01: NO POVERTY
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10 YouABLE Module 3: Digital Marketing

Digital marketing is the use of digital or social channels to promote a
brand or reach consumers. This kind of marketing can be executed on
the internet, social media, search engines, mobile devices and other
channels. It requires new ways of marketing to consumers and under-
standing the impact of their behavior.

Any marketing that uses electronic devices and can be used by market-
ing specialists to convey promotional messaging and measure its impact
through your customer journey. In practice, digital marketing typically
refers to marketing campaigns that appear on a computer, phone, tab-
let, or other device.

Digital marketing take many forms, including online video, display ads,
search engine marketing, paid social ads and social media posts. Digi-
tal marketing is often compared to “traditional marketing” such as mag-
azine ads, billboards, and direct maiil.

Oddly, television is usually lumped in with traditional marketing.
Digital marketing creates growth

Digital marketing should be one of the primary focuses of almost any
business’s overall marketing strategy. Never before has there been a
way to stay in such consistent contact with your customers, and nothing
else offers the level of personalization that digital data can provide. The
more you embrace the possibilities of digital marketing, the more you'll
be able to realize your company's growth potential.

Digital marketing lets you communicate with your target groups in real-

time. More importantly, it lets them communicate with you.
Think about your social media strategy. It's great when your target audi-

ence sees your latest post, but it's even better when they comment on it
or share it. It means more buzz surrounding your product or service, as
well as increased visibility every time someone joins the conversation.

Marketing Defined
Here is a formal definition of marketing:

Marketing is a total system of interacting business activities designed to
plan, price, promote, and distribute want-satisfying products and ser-
vices to consumers and business-to-business users in a competitive envi-
ronment, at a profit.
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What is a 4P marketing mix?

A marketing mix comprises the elements an organization might use to
execute a successful marketing plan.

The term was coined in the late 1940s, and Harvard professor Neil Bor-
den used it in his 1953 address to the American Marketing Association.

The 4P Marketing Mix allows you to map out four controllable factors af-
fecting your company profits: product, place, promotion, and price.

By deciding on the mix of these four factors, you can determine the ide-
al way to take a new project or service to market.

What are the 4 Ps?
The 4 Ps stand for: Product, Place, Promotions, and Price.

1. Product: is the tangible good or service that satisfies the target au-
dience’s needs.

Place: refers to where and when the product is available.

Promotions: include advertising, digital marketing, PR, event mar-
keting, direct marketing, personal selling, channel marketing, and
alliances.

4.  Price: consists of the policies regarding basic price, upgrades, dis-
counts, coupons, distributor price, etc.

Benefits of marketing mixes

An effective marketing mix can help your business develop strengths
and limit weaknesses, become more competitive, adapt to the market,
and collaborate with partners. Specifically, a marketing mix can help
your NGO or association answer the following questions:

. Who is your target group?

. What problem do they have?

. What prevents them from solving it?

. How does your project activities solve that problem?

. How does your stakeholders feel about your competitors?
. How do they feel about your project?

. What motivates them to make a participating decision?

As with many things invented more than 60 years ago, the 4P’s have al-
so been updated to reflect the needs of modern businesses.
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What are the 8 Ps?

Instead of a total focus on products, the new 8P’s are flexible enough to
include the role of customer service and adapt to businesses which sell
services instead of products.

Let’s look at the “New 4P’s,” which extend this model to service-based
businesses and a customer-service oriented world.

5. People

Selecting, recruiting, hiring, and retaining the people who will do the job
that needs to be done is among the most important parts of business.

6. Process

As tempting as it is to think of process in terms of your needs, to market-
ers process is in fact what your customers experience. The process issues
that are most annoying for a customer are the process elements which
put the provider’'s convenience ahead of the customer’s.

7. Physical evidence

All the visible and tangible traces of your business that a customer en-
counters prior to buying are the physical evidence.

Advertising, signage, your reception area, your corporate brochure,
even staff clothing are part of the physical evidence of your business.

Use physical evidence to stand out from the competition and create a
strong brand image.
8. Productivity

As with process, this is less about your internal productivity than your abil-
ity to deliver to your customers. Productivity in this regard is always com-
bined with quality — you supply the best quality every time.

The 8 P's (or sometimes 5 P's) are your “marketing mix.”

Note that each element must be consistent with the other!
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IDRI8 Ef DIGITAL MARKETING
scenarios
Digital marketing is the component of marketing that utilizes the inter-
net and online-based digital technologies such as desktop comput-
summary of ers, mobile phones, and other digital media and platforms to pro-
the Y mote products and services. A broad term that refers to the uncon-
scenario / trollable urge to use digital devices such as computers, smartphones,
backaround and gaming systems.

9 Youth workers can use this knowledge to get inspired and create ef-
fective and interesting advertisements for their activities / projects /
products.

Duration 8 hours = 2 sessions * 4 hours each
In total minimum 30 participants.
Short group Working in the group of 10 participants aged from 15 to 30.
or partici- Selection will be made through a process of filling an e-form with
pants de- basic information.
scription Priority will have youth proposed from NGOs and other organization
and institution included in this field of youth work.
Aims of the Make youth aware that the digital marketing should be SMART:
Activity (Specific, Measurable, Achievable, Relevant and Time Related);
The participants will increase knowledge regarding:
° Global reach - a website allows you to find new markets and
trade globally for only a small investment.
. ° Lower cost - can reach the right target group at a much lower
Learning " .
o cost than traditional marketing methods.
Objectives . . .
° Trackable, measurable results - measuring your online marketing
with web analytics
o Social currency - digital marketing lets you create engaging
campaigns using content marketing tactics.
The ability to work independently and in the team; Good interperson-
Acquired al and communication skills; Good planning and organizational skills;
skills Initiative and leadership qualities, with the ability to relate to young
people; A non-judgmental attitude.
. computer, LCD projector, Wi-Fi (if possible), flipchart; sheets of paper,
Materials . .
pencils, pens, stickers etc.
Non-formal teaching/training and learning methods:
1. Communication-based: interaction, dialogue, mediation;
2. Activity-based : experience, practice, experimentation;
Methods ) . .
3. Socially-focused: partnership, teamwork, networking;
4. Self-directed: creativity, discovery, responsibility;
5. Team Building games and Icebreakers.
. This scenario will be tested before and after being carried out.
Evaluation/ . o )
Assessment Pre/post tests will be prepared (Duration: 5 - 10 minutes)
’ Aim of the test is an assessment intended to measure youth workers
PRE/POST ) . . o
tests knowledge& skill pre/post realized non-formal learning activities fo-

cused on main ideas: To learn that marketing mix is the set
of marketing tools that the firm uses in the target market" .
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Not to the internet is

ALMOST HALF OF THE
WORLD'’S POPULATION

Particularly in poor countries.

SDG 17: PARTNERSHIPS
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11. YOUABLE Module 4: Social Media

Social media are interactive computer-mediated technologies that fa-
cilitate the creation and sharing of information, ideas, career interests
and other forms of expression via virtual communities and networks.

Social media have a history dating back to the 1970s.

Some social media sites have potential for content posted there to
spread virally over social networks. In a social media context, content or
websites that are "viral" (or which "go viral") are those with a greater like-
lihood that users will reshare content posted (by another user) to their
social network, leading to further sharing.

Many social media sites provide a specific functionality to help users re-
share content, such as Twitter's retweet button, Pinterest’s pin function
or Facebook's share option function.

Citizens & Businesses community & Public authorities have a particular
interest in viral marketing tactics because a viral campaign can achieve
widespread advertising coverage (particularly if the viral reposting itself
makes the news) for a fraction of the cost of a traditional marketing
campaign, which typically uses printed materials, like newspapers, mag-
azines, mailings, and billboards, and television and radio commercials.
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Social Media Marketing Plan

So now you need to create a social media marketing plan. No easy
task, right? Many of us struggle to iron out exactly what that is, let alone
how to build one from scratch.

Put simply, every action you take on social networks should be a part of
a larger social media marketing strategy. That means every Tweet, reply,
like and comment should all be guided by a plan and driving towards
pre-determined goals.

It might sound complicated, but if you take the time to create a com-
prehensive social media plan, the rest of your social efforts should follow
naturally. Everyone can do this if they approach it correctly.

Learn what a social media marketing plan should include, and follow
our 6-step plan for creating your own:

What is a social media marketing plan?

A social media marketing plan is the summary of everything you plan to
do and hope to achieve for your business using social networks. This plan
should comprise an audit of where your accounts are today, goals for
where you want them to be in the near future, and all the tools you
want to use to get there.

In general, the more specific you can get with your plan, the more ef-
fective you'll be in its implementation. Try and keep it concise and don't
make your social media marketing strategy so lofty and broad that it's
unattainable.

This plan will guide your actions, but it will also be a measure by which
you determine whether you're succeeding or failing at social media.
Step 1: Create social media objectives and goals

The first step to any social media marketing strategy is to establish objec-
tives and goals that you hope to achieve. Having these objectives also
allows you to quickly react when social media campaigns are not meet-
ing your expectations.

Without these goals, you have no means of gauging your success and
no means of proving your return on investment.

Make sure to ask yourself what the goal will look like when completed,
and use that to determine how you will track it.
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For example: For Instagram we will share photos that communicate our
company culture.

We will do this by posting 3 photos a week that will achieve 100 likes plus
10 comments each.

Step 2: Conduct a social media audit

Prior to creating your social media marketing plan, you need to assess
your current social media use and how it is working for you.

This requires figuring out who is currently connecting to you via social
media, which social media sites your target market uses and how your
social media presence compares to your competitors’.

An important part of your social media marketing plan will be to create
mission statements for each social network profile.

These one-sentence statements will help you focus your attention on a
very specific goal you want to accomplish using Facebook, Twitter or
any other social network.

Step 3: Create or improve your social accounts

Once you've audited your accounts, it's time to hone your online pres-
ence. Choose what networks best meet your social media goals. If you
don't already have social media profiles on each network you focus on,
build them from the ground up with your broader goals and audience in
mind. If you do have existing accounts, it's fime to refine them and up-
date them for your best possible results.

Step 4: Get social media inspiration from industry leaders, com-
petitors, clients

One of the most important reasons for being active on social media is
that your consumers already are. That usually means, so are your com-
petitors. That might not be comforting, but it actually means that there’s
a wealth of knowledge already available to you which you can inte-
grate into your social media marketing plan.

Turn to your competitors for inspiration when it comes to what content
types and information get the most social media engagement.

Also, use social media listening to see how you could distinguish yourself
from competitors and appeal to consumers they might be missing.
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Step 5: Create a content plan and editorial calendar
Great content will be essential to succeeding at social media.

Your social media marketing plan should include a content marketing
plan, comprised of strategies for content creation and content curation,
as well as an editorial calendar.

Step 6: Test, evaluate and adjust your social media marketing plan

The most important thing to understand about your social media plan is
that it should be constantly changing.

As new networks emerge, you may want to add them to your plan.
As you attain goals, you may need to adjust them or find new goals for
each network.

New challenges might present themselves that you need to address.
As you scale your business, you might need to add new roles or grow
your social presence for different branches or countries.

This is a plan that is meant to change, so be flexible and open to these
changes.

Rewrite your strategy to reflect your latest insight, and make sure your
team is aware of what has been updated.
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Uefole O.f Social Media
scenario
We all use social media just about every day.
During the this module, focus will be to teach participants what
social media is and how to determine our life.
Summary Exactly, we will:
of the a. Show the importance of social media,;
scenario / b. Promote methods that will help young people to use crea-
background tive social media,;
c. Equip youth workers with adequate tools for using the social
media; and
d. Understand the content of social media tools.
Duration 8 hours = 2 sessions * 4 hours each

Small group or
participants

In total 30 participants.

Working in the group of 10 participants aged from 15 to 30.
Selection will be made through a process of filling an e-form with
basic information.

D ipti ey . .
escription Priority will have youth proposed from NGOs and other organiza-
tion and institution included in this field of youth work.
Aims of the The final aim is the participants understand that social media are
Activity created for humans by humans.
Youth will learn about the using of social media.
After this training courses, youth will be able to: (
a) Define ‘social media’;
. b) Explain what causes social media addiction, including spe-
Learning o ]
Objectives cific risk factors;
c) Describe the signs and physical and behavioral symptoms of
social media addiction; and
d) Identify social media addiction in samples discuss the treat-
ment and options for social media addiction.
The ability to work independently and in the team; Good interper-
Acquired sonal and communication skills; Good planning and organization-
skills al skills; Initiative and leadership qualities, with the ability to relate
to young people; A non-judgmental attitude.
Materials computer, LCD projector, Wi-Fi (if possible), flipchart; sheets of
paper, pencils, pens, stickers etc.
Non-formal teaching/training and learning methods:
* Communication-based: interaction, dialogue, mediation;
* Activity-based: experience, practice, experimentation;
Methods . ] .
* Socially-focused: partnership, teamwork, networking;
* Self-directed: creativity, discovery, responsibility;
* Team Building games and Icebreakers.
This scenario will be tested before and after being carried out.
. Pre/post tests will be prepared (Duration: 5 - 10 minutes)
Evaluation/ . . .
Aim of the test is an assessment intended to measure youth work-
Assessment, . . - -
ers knowledge & skill pre/post realized non-formal learning activi-
PRE/POST . o ) . : :
Tests ties focused on main ideas: define and explain what are benefits

from Social media. But, also see the physical and behavioral signs
and consequences of digital addiction.
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PEACE.
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12. Notes for trainers

This methodology, based on four-day workshops, is intended to intro-
duce to participants the basic questions related to project topics: SDGs;
European Green Deal; Digital Marketing, and Social Media.

Time of realization: Four working days. One working day, i.e. 8 working
hours, per one topic, including lunch and two coffee breaks.

It is advised to organize the workshops with the characteristics of the
participants involved in mind (e.g., participant group composition, the
purpose of participating, their experiences in relevant areas).

Before beginning the workshop, the facilitator should be familiar with the
guidebooks and course materials, as well as the workshop activities,
time allotment, and discussion questions that participants will engage in.

In the new era of learning, technology plays a fundamental role in the
processes of teaching children, adolescents, and youth. There are tools
that faciltate communication between trainers, including youth work-
ers, and students, among other things.

Hundreds of digital education tools have been created with the pur-
pose of giving autonomy to youth workers improving the administration
of academic processes, encouraging collaboration, and facilitating
communication between trainers and learners. There is certainly no
shortage of tech-based tools to use in the classroom:

. Edmodo is a global education network that helps connect all
learners with the people and resources needed to reach their full
potential [https://new.edmodo.com].

. Projeqt is a multi-dimensional digital storytelling tool that has lots of
exciting potential for the K-12 classroom [http://projeqt.com].

. Scratch is a high-level block-based visual programming language
and website as an educational tool for programming. Users on the
site, called Scratchers, can create projects on the website using a
block-like interface [https://scratch.mit.edu/].

. Socrative allows trainers to create simple quizzes that students can
take quickly on laptops — or, more often, via classroom tablet com-
puters or their own smartphones [https://www.socrative.comy].



https://new.edmodo.com
http://projeqt.com].
https://scratch.mit.edu/
https://www.socrative.com
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In the implementation of this module, we recommend using digital tools
(Kahoot [www.create.kahoot.it], Mentimeter [www.mentimeter.com],
and other online quizzes [www.quizzes.com/]) which provide a way to
implement text, images, audio, and video for a greater experience.
Some popular digital classroom tools include Chromebooks, tablets, and
Airtame devices.

For a workshop to have strong communication and participation, the
trainer needs to produce a collaborative learning experience with the
participants. The trainer must be clear when explaining and detailing
what he or she wishes to convey, work responsibly, and adhere closely
to the schedule.

The trainer should be mindful of the workshop's flow and respond appro-
priately when necessary. If the workshop proceeds in an unplanned di-
rection or if participants are not actively involved (e.g., growing fatigue,
embarrassment, lack of interest), be sure to identify the cause and re-
spond accordingly promoting active participation.

When proceeding with the workshop, activities or explanations may
take longer than planned thus leading to delays in scheduling. In those
circumstances, it may be difficult to set aside time for participants to re-
flect on and share what they have learned or experienced during the
session. However, it is necessary to have participants share their thoughts
and experiences to help them gain new insights and deeper under-
standing. Therefore, when facing time constraints, make the sharing
time short but effective.

At the end of the workshop, materials such as presentation materials
and reports are to be shared with participants. This will help participants
to remember what they have learned and to proceed with their follow-
up activities. Sharing advice and their difficulties help promote commu-
nal practice in their fields.


http://www.create.kahoot.it
http://www.mentimeter.com
http://www.quizzes.com/
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12. Teachers’ competencies after ToT

After the training of trainers course, teachers should have (or mature be-
fore the training) solid multi & interdisciplinary competences.

Competences in this document are to be understood as an overall sys-
tem of values, attitudes and beliefs as well as skills and knowledge,
which can be put into practice to manage diverse complex situations
and tasks successfully.

The set of competences is to be seen as a flexible framework to be ad-
justed to various training situations, strategies and contexts for further dis-
cussions and implementation measures”

. Understand and facilitate individual and group learning processes
[Choosing, adapting or creating appropriate methods & Creating
an inspiring and safe learning environment];

. Learning to learn [Assessing one’s own learning achievements and
competences & Identifying learning objectives and pursue them
pro-actively];

. Design educational programmes [Developing an educational ap-
proach based on the principles and values of non-formal learning];

. Cooperate successfully in teams is about and includes
[Contributing actively to the tasks of a team; Readiness to take on
responsibility & Encouraging and involving other team members];

. Communicate meaningfully with others is about and includes:
[Ability to listen actively; &Ability to express clearly thoughts, feel-
ings and emotions];

. Intercultural competence is about and includes [Reflecting ac-
ceptance of ambiguity and change & Willingness and ability to
look at identity, culture and related aspects and dimensions from
different perspectives].

The set of competences is not to be seen as a closed process but rather
as a dynamic and living document, which will keep on evolving, party
through an online wiki and partly through future consultation processes.

Self-confidence, motivation and well-being are important pre-requisites
for a person to be able to act out his/her developed competences.
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Therefore, the set of competences is not meant to be a ‘must-have’ list
of competences each trainer in European youth work should possess to
the same level of excellence, but rather a possible series of training-
related competences, possible support mechanisms, training elements
to consider while develop training courses and training modules, or for a
trainer to consider for his/her further professional development.

The complexity in analysing the competences proposed in the refer-
ence documents lies in the fact that they all belong to a rather specific
approach. They are part of a competences development framework,
which varies very much depending on the target group, the youth work-
ers and the young people those training address and — once again, the
working context. Therefore and on top of supporting the development
of training modules, this proposed set of competences should be seen
as an opportunity to further develop one’s competences. The latter cer-
tainly calls for risk-taking and for addressing personal challenges. It can
also open the doors to peer-support and peer-review, to (self) assess-
ment, to a ‘trying-out’ process, and to working on personal and profes-
sional development. There is no such thing as a ‘perfect trainer’ and this
is not the aim of such document. Using the set of competences would
therefore mean adapting it to the context of use.
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14. Summary

Now is the time for transforming humanity’s planetary impact from pre-
dominantly degenerative to regenerative! It is our generations, those
alive today, who face the task of regenerating the healthy, life-
supporting functions of marine and terrestrial ecosystems everywhere. In
doing so we will create the basis for thriving local communities and vi-
brant circular bio-economies.

This YOUABLE training methodology is an opportunity to become an ac-
tive parficipant in your community’s future, whether you work in the pri-
vate or public sector or for a civil society organisation, as a citizen, youth
worker, teacher, social entrepreneur, concerned parent, pensioner, re-
cent school leaver or university graduate.

This methodology intends to promote and disseminate the good prac-
tices, knowledge and know-how involving participants to be more
aware of the importance of everyone’s contribution to saving the Earth
implementing SDGs using Social Media.

YOUuABLE ToT Methodology is a mosaic of four modules:

[a] Sustainable Development Goals [SDGs];

[b] European Green Deal

[c] Digital Marketing as contemporary philosophy of working and
[d] Social Media as an obligatory tool of our living daily.

Accordingly, each session consists of lectures, discussions, activities, as
well as reflection and constant dialogue with facilitators and among
participants.

The minimum TOT duration is four days (one day for each module). De-
pending on the goals of a given training, the duration of a certain mod-
ule can be extended, above all, with practical creative activities.
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The focus on the participant (maximum 30 per training) is a fundamental
and basic element before starting to plan the contents to ensure active
participation.

The existing competences of the participants should be integrated into
the course as much as possible. They should be addressed by the meth-
odological approach and used constructively for knowledge transfer.

Individual skills should be supported. Experience- and practice-oriented
methodologies will be used to give the opportunity to work on complex
tasks independently and actively. The participants will be engaged in
the design and delivering small non-formal activities such as team-
building games, simulations, role-playing, storytelling, problem solving
and cooperative challenges, interactive workshops, brainstorming ses-
sions, outdoor activities.

While all the training participants will be teachers in the context of
SDGs /Green Deal /Digital Marketing / Social media education, there
might be differences in focus, knowledge, expertise, and competences.

The examples and exercises used during the training will refer as much
as possible to the training goal. In this way, we can obtain a workplace-
related training. The trainer works according to the didactical concept
and all participants can reach their cognitive fraining goals: “Awareness
— Knowledge - Understanding — Application — Mastery”.
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