United for Social Transformation:
Training materials




This eBook has been created in the framework of the Erasmus+ European Youth
Together project “UNITED FOR SOCIAL TRANSFORMATION".

It is a project co-funded by the European Union
Project organisations:

Asociacion Iniciativa Internacional Joven (Malaga, Spain)
Inclusion, Ciudadania, Diversidad y Educacién - INCIDE (Malaga, Spain)
Asociacija Aktyvistai (Kaunas, Lithuania)

Comune di San Venanzo (San Venanzo, Italy)

Development Perspective (Drogheda Louth, Ireland)

Associacao de Artistas Urbanos e de Transformacao Social (Lisbon, Portugal)

Translation of the e-Book: Iniciativa Internacional Joven

Desing of the e-Book: Maria Dolores Corbacho Rodriguez

The European Commission support
for the production of this publication
does not constitute endorsement of the
contents which reflect the views only of
the authors. The European Commission
and the European Education and Culture
Executive Agency (EACEA) cannot be
held responsible for any use which may
be made of the information contained
therein.




Online Training Course

Face-to-face Training Course




o [Pl
JiEENEEEEEEEEE
HREEEEEE NN




INTRODUCTION




This e-Book is one of the main results of the project “United for Social Transformation ", which is
a 24 months European Youth Together project co-funded by the European Union in the frame of
the Erasmus+ Programme.

European Youth Together is an action that falls under the Key Action 3, which provides support to
policy cooperation at European Union (EU) level, and targets organisations working with young
people at grass-root level which want to establish partnerships across borders, to create networks
run in close cooperation with young people and to contribute to and promote the EU Youth Goals
and the EU Youth Strategy 2019-2027. This action is also addressing the impact of Covid-19 on
youth and the promotion of solidarity, inclusiveness, digital skills and green lifestyles. Taking that
into consideration, we have successfully applied for this two-year project that starts in June 2022
and finishes in May 2024.

The main aim of the project “United for Social Transformation” is to promote the
active participation of young people in democratic life, through the development of
skills and competences and the creation of participatory proposals for a more inclu-
sive, active and sustainable Europe.

The main ohjectives of the project are:

To promote the active participation of young people so they can contribute to the social trans-
formation of their communities;

To empower young people through the development of their key competences, mainly critical
and creative thinking;

To build a space for debate and reflection among young people, youth workers, political lead-
ers and experts, developing collective proposals for social transformation;

To exchange ideas, experiences and good practices on the current situation of youth in Eu-
rope;

To create a network of organisations from five European countries to promote the construc-
tion of a more active, inclusive and sustainable Europe.
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From June 2022 to May 2024, six organisations from five European Union countries (Ireland,
Italy, Lithuania, Portugal and Spain) are carrying out different activities that are contributing to the
achievement of the project’s objectives.

Asociacion Iniciativa Internacional Joven (Spain)

It is an NGO from Malaga created in 2003 with the aim
of contributing to the comprehensive development and
improvement of the quality of life of citizens, especially
young people. The organisation works at local and in-
ternational level in the following areas of intervention:
(1) Participation and Volunteering; (2) Culture of Peace

and Interculturality; (3) Gender Equality; (4) Sport and
Healthy Life; (5) Art and Creativity; (6) Personal Devel-
opment and Entrepreneurship.




Inclusion, Ciudadania, Diversidad y Educacion - INCIDE (Spain)
Itis an organisation founded in 1990 to ensure that inclusion,
citizenship, diversity and education are tools for people's de-
velopment. Its mission is to achieve the full development of
citizenship, promoting a plural, democratic and secular ed-
ucation and defending values based on freedom, justice,
equality, social solidarity and tolerance. It intervenes in dis-
advantaged neighbourhoods with children and young peo-
ple in vulnerable situations through educational projects.

Asociacija Aktyvistai (Lithuania)
It is an association founded in 2013 to contribute to the per-
sonal and professional development of people and socie-
ty, in general, and of youth, in particular, through activities
based on non-formal education. The main topics they work
on locally and internationally are healthy living, sustainable
development, environmental awareness, promotion of hu-
man rights, promotion of volunteering, promotion of sports

activities and social entrepreneurship.

Comune di San Venanzo (italy)

Comune di San Venanzo is one of the eight municipalities
of the Middle Tiber River Valley, in central Italy. It is located
in a rural area and it has about 2,200 inhabitants. The mu-
nicipality promotes social inclusion, the right to education,
culture and training at all levels, volunteering, active partic-
ipation in European citizenship, sustainable development,
protection of the environment and cultural heritage. It has
a Youth Council that advises and stimulates the creation of
youth policies.




Development Perspectives (Ireland)

It is an NGO founded in 2009 with the mission of addressing
poverty, inequality and climate change through transforma-
tive education and active global citizenship in order to build
an equitable, fair and sustainable world. Other activities it
carries out are related to the promotion and awareness of
the Sustainable Development Goals (SDGs), intercultural-
ity, human rights, global leadership and the promotion of
debate through critical thinking and the empowerment of in-
formed action..

Associacao de Artistas Urbanos e de Transformacao Social -
ARUTS (Portugal)

AAUTS is an association founded in 2019 by a group of ur-
ban artists, event promoters and teachers to create artis-
tic-educational environments that foster the integral devel-
opment of young artists and raise awareness of the power of
art as a tool for empowerment, inclusion and innovation. Its
main activities include workshops, production of music and
performances, interventions in public space, development
of networks and activities for education in values.

ORGANIZATIONS




The project started with a diagnosis on the impact of Covid-19 on Youth in Ireland, Italy, Lithuania,
Portugal and Spain in four relevant areas: intra and interpersonal relationships, life projects, healthy
living and environment and active participation. The results have been collected in an e-Book, called
“The Impact of Covid-19 on Youth. Challenges and Opportunities’, that is available in five different
languages (English, Italian, Lithuanian, Portuguese and Spanish).

Afterwards, professionals from all project organisations created the contents and materials for an
Online Training Course in which young people from different countries participated.

Among the participants of the OTC, some young people also had the opportunity to attend a face-to-
face Training Course that was organised in Spain.

This e-Book gathers all the materials that have been used to train young people in the Online Training
Course and in the face-to-face Training Course. We invite you to discover and use it, in the hope that
it can inspire more young people to become active in society, through the development of their skills
and competences, and more professionals in the field of youth to acquire new knowledge and design

new materials that address the needs of young people and promote their participation in democratic
life.
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"UNITED FOR SOCIAL
TRANSFORMATION™

One of the main pillars of the project “United for Social Transformation” was the crea-
tion of an interactive and engaging learning environment that equipped participants
with the skills and knowledge needed for active participation in democratic life, in this
case an Online Training Course [0TC). The course included tailored content and access to
experts, and a comprehensive curriculum designed to foster social transformation and
empower young individuals to make a positive impact in their communities. The topics
covered during the OTC were divided into four modules:

Self-knowledge and Emotional Intelligence;

Sense of initiative/entrepreneurship and creative thinking;
Green Life and Sustainability;

Critical Thinking and Active Participation.

o=

The main objectives of the OTC which were addressed throughout the modules include:

@ To develop the key competences of participants to contribute to their empowerment
and active participation in society;

@ To strengthen participants' emotional education through increased personal aware-
ness, understanding and seli-regulation of their emotions;

@ To improve the sense of initiative, entrepreneurship and creative thinking in young
people from five countries;

@ To contribute to the creation of an environmentally sustainable lifestyle where young
people act as agents of change for environmentally sustainable development;

@ To provide participants with tools for the development of critical thinking and active
participation in society.

The OTC started with an online meeting where participants had the opportunity to in-
troduce themselves, learn more about the project, meet the team of professionals and
experts from the project organisations, find out how to access the materials and resolve
any questions they might have.

The four modules, together with an introduction and a closing section including a fi-
nal assessment, were available on an online learning platform called Chamilo. The OTC
through the Chamilo platform was easy to use, and upon logging in displayed a per-




sonal agenda, or a general schedule for participants to follow and complete the OTC in
a timely manner. Additionally, an overview of the OTC content could be seen under the
tab "my courses", making it easy to visualise progress of the course and access course
materials.

The overall structure of each module included a video presentation with a short expla-
nation of the materials, an introduction, the content divided into different sub-modules,
a self-reflection on the main learning acquired in the module, the bibliography and ad-
ditional resources for participants to deepen the topics and broaden their knowledge.
In addition, participants had the opportunity to participate in four webinars, one for
each module, with activities and practical exercises to put into practice some of the
knowledge acquired or to learn more in detail about some of the tools or resources pre-
sented in the modules.

The OTC finalised with a face-to-face evaluation meeting held in each project country
where young participants could evaluate the training and validate all acquired and/or
improved competences with the professionals of the partner organisations.




United for social transformation
MODULE 1. SELF-KNOWLEDGE AND

EMOTIONAL INTELLIGENCE

INTRODUCTORY VIDEO

https://www.youtuhe.com/watch®v=TrcP19cEQng


https://www.youtube.com/watch?v=TrcP19cEQng
https://www.youtube.com/watch?v=TrcP19cEQng

MODULE 1. SELF-KNOWLEDGE AND
EMOTIONAL INTELLIGENGE

INTRODUCTION

This module named “Seli-knowledge and emotional intelligence” aims to offer tools for reflection and personal
knowledge in order to improve your social relationships, develop self-confidence, reduce stress and anxiety,
develop resilience and emotional intelligence among others. We believe that in order to participate actively in
society it is very important that we first get to know each other, who we are, how we feel, what our values and
principles are, in order to then introduce ourselves and play an active role in society.

Hereafter, you will find basic information and practices that we hope will be useful. At the end of this module
you will find links and resources in order to further develop these themes.

Imagen de pch.Vector en Freepik




1.1. PRINCIPLES OF SELF-AWARENESS

According to Navarro (2009) self-awareness is the ability to respond to the question "who am 17" and refers to
the knowledge we have about ourselves. Itis specific to each person and is a consequence of oneself. Although
we identify and evaluate ourselves, it is not easy to have a clear perception of our self-concept. This personal
disposition establishes our self-esteem. Of all the judgements that we submit ourselves to, none are as impor-
tant as the one we make of ourselves.

People with a limited self-concept often feel uncomfortable with their physical appearance, have an excessive
desire to please others, feel as if they are victims of circumstance, have difficulty expressing their feelings, give
excessive interest or little importance to their clothing and look to please others. On the other hand, people
with a healthy self-concept trust themselves, are not afraid to be separated from other people, feel confident in
the face of change, are not afraid of criticism and take responsibility for their own actions.

According to Gallardo (2009) self-awareness is a cognitive grouping composed of three aspects: affective, cog-
nitive and behavioral.

(Self Image): ideas,
thoughts, heliefs, opinions
about one’s own personal-




negatives. Garries the

feelings ahout the good
and the had that we

perceive in ourselves.
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Stress,
purpose and decision to
act in a continuous and
reasonable hehavior.
Effort to obtain respect for
ourselves and others.




As we grow and with the passage of time, we gather information about ourselves from distinct perspectives
and points of view. Some of these are:

Information about our feelings and Illllll!lhls;

Although our actions in public can give us information about ourselves, our thoughts

and feelings are even more important. That is because our thoughts and feelings are

less influenced by what other people think and do and are more authentic. For example,
someone may act well-mannered and behaved in public, but inside they feel a great need
to scream. Itisimportant to pay attention to our thoughts and feelings to understand who
we really are. ’

-

Information about our hehavior.

When we want to know ourselves better, we can observe how we act, as well as think
about how we feel in different situations. But we don’t just discover our self-concept, we
also actively build it. We can influence how we see ourselves by visualizing ourselves,
succeeding at something, etc. It is important to remember that we are more likely to
believe in our self-image when we do things that motivate us internally and not just for
external rewards or pressures that can make us feel less motivated. ’

S 8




/lwnat do we mean by

seli-esteem?
|
4

This subject has a somewhat
complex definition, which is
why we are going to show two
definitions from two different
authors to make it clearer.
According to Mejia, Pastrana
y Mejia (2011) seli-esteem IS
the perception that we have of
ourselves, which includes feel-
ings, thoughts, hehaviors and
lessons that we have learned
throughout our lives.

According to Naranjo (2007
itis process that unfolds over
time while we interact with
other people throughout our
lives. This enables our personal
growth due to the acceptance
and importance giventousin
our environment.

As we have been seen, self-concept and self-esteem are closely related to ourselves and with the image we have
of ourselves, whether positive or negative. This self-perception is developed through: thoughts, affections and
perceptions of ourselves. That is why self-esteem is constantly changing, as it changes according to our state of
mind with ourselves. Because self-esteem can change, we may have high self-esteem in one moment and low
self-esteem in the next, depending on the situation.




Well, as we have seen, self-esteem is usually related to the perception that a person has of
themself, both positive and negative.

This perception and concept of oneself is generated through:

THOUGHTS AFFEGTION PERCEPTION

Therefore, self-esteem is a changing and dynamic concept, that is, if we change the concept,
perception and affection we feel for ourselves, our self-esteem will oscillate between high and
low self-esteem.

HIGH SELF- ESTEEM

DYNAMIC AND
CHANGING
CONCEPT

LOW SELF-ESTEEM




They are more insecure, sensitive, and
indecisive people, they are affected hy
what others may think, making them
change or ahandon their desires. In ad-
dition, they find it difficult to be asser-
tive, that is, to he ahle to express their
opinions, feelings, attitudes, among oth-
ers, in the right way. This low concept
and value can sometimes affect our
performance, decision making, confi-
dence in our ideas.... and they even try
to help other people, or please themto
feel that external valuation that they are
unable to feel for themselves. The lack
of confidence in their ideas means that
they often do not put them into practice
and if they make mistakes they feel it
as a failure, which reinforces their low
self-esteem.

They are people with confidence in
their abilities to perform various tasks,
capable of making decisions and he-
ing consistent with the risks they may
entail. The higher our esteem, the hetter
we perform in different tasks, the more
prepared we feel, the more enthusiastic
and eager we are to share our energy
with others. They tend to accent the
perceptions and criticisms that others
make without heing affected by them or
without it affecting their seli-esteem.
They are assertive, active, resolute
people... They trust in their ideas and
put them into practice, seeing mistakes
as opportunities.




After seeing these two types of self-esteem, we consider that being more active, creative, and to
have a high self-esteem is very important for our well-being and makes us feel better.

Well, let's see how we can improve and strengthen our self-esteem and self-confidence.

According to psychologist Efrem Martinez, in order to have a high
seli-esteem we have to reflect and exercise at three levels

Self-concent, (thinking) Self-affect, (feeling)
the image | have of myself, positive affective

physically, intellectually, experience with myself,
emotionally, ..what| how | feel about myself,
helieve and think of myself what things | say to myself,
in positive terms. how | treat myself.

Self-efficacy, (acting)

how | impact the world,
what opinion others have
\ \ of me and if the concept
and valuation | have of
N myself is reflected in the
N relationships, situations

A and experiences I live.

There must he

coherence and positive
feedhack hetween these
3 concepts in order to
have a high and healthy
self-esteem.




‘ People with high self-esteem are people that are sure

of themselves and have the ability to live and enjoy a
healthy and balanced lifestyle, maintaining a positive
attitude when faced with challenges. Having high
self-esteem means having a positive image of oneself,
which is necessary in order to face life with a positive
attitude, to bring out the best of one’s personality and
to be fully independent. (Badia, 2019)

People with low self-esteem find it difficult to appreciate
the characteristics that make them special. When a
person has low self-esteem, they often think that they are
not good enough and that they don’t have the necessary
skills to function correctly at work or in relationships.
Still, the majority of people tend to think that low self-
esteem is not that important, but the truth is that it can
cause more problems that need to be addressed in a
timely manner. (Villa, 2022)




The dialogue that we have with ourselves is an important aspect of our self-esteem and self-con-
cept, which is why the way we talk to ourselves is very important, as it helps define us. If we talk
about ourselves with love and respect, as a person that we love the most, we will reinforce our
self-esteem. On the other hand, if we do it with disdain and criticism, we hurt and self-sabotage
ourselves, which can damage our self-esteem.

Negative internal dialogue makes us feel bad, sours our mood and increases the likelihood of emo-
tional problems. Additionally, it makes us behave ineffectively and censors us in our social rela-
tionships, which creates a vicious circle that causes us to feel bad about the world and ourselves.
Therefore, itis important to talk to ourselves in a positive and loving manner in order to feel better
and be more effective in our relationships with others. (Familia, s.f)

Having discussed the importance of having a positive internal dialogue, here are some
guidelines on how to write positive self-phrases that work:

Write them down in first person,
using the present tense and
positive language.

Make them hrief and simple, S0
that they will he more effective.

An affirmation is an expression that
contains a very strong feeling. The
more feelings it contains, the more

it will he engraved in our mind.

Imagen de pch.vector en Freepik




PRACTICAL EXERCISES

1. SELF-ESTEEM

We will now reflect on how your self-esteem is and give you some
suggestions in case you need to improve and/or strengthen it:

Seli-concept: think of positive qualities/characteristics that you helieve about
yourself, it would he good if you can make a list of at least 10 positive charac-
teristics of yourself, you will surely have many more ... Do this exercise until
each time you make the list more quickly and with more positive characteris-
tics.

Seli-affection: reflect on how you talk to yourself, how you say things to your-
self, what emotions you feel when you look in the mirror, ... if you see that the
way you treat yourself and what you feel ahout yourself is not very nice, it's
time to change it. Saying nice and pleasant things to yourself is the heginning
to improve and strengthen your self-esteem, stand in front of the mirror for a
few minutes a day and say nice things to yoursel.

Self-efficacy: you are going to ask people close to you, what is the concept /
image they have of you, tell them to focus on the positive and at all levels, phys-
ical, intellectual, emotional, talents, etc.. Reflect if between your self-concept
and what others think of you, there are similarities or on the contrary they are
very different.




2. THE MIRROR

For a few minutes during the day stand in front of a mir-
ror, ideally in your underwear. Look at yourself, stopping
to observe each part of your body, from the top to bottom.
Notice those expressions that you have that you don’t like
and identify the part of your body that makes you feel inse-
cure and reflect.

Initially only negative thoughts will come to mind, but then
we will ask that voice in our head to go away. We will then
try to look at ourselves again, but this time with a sweeter,
more positive approach.

3. AFTEB n Bnn nnv Imagen de storyset en Freepik

This tip is oriented to those days that we feel low, that have been hard, and thus we need to
pamper ourselves.

At the end of the day, when we get home we will take a bath, wear our
favorite and most comfortable pajamas, have our favorite hot or cold
drink, listen to a playlist/podcast or watch our favorite series/movie that
appeals to us. We will take a pen and paper and write everything posi-
tive that happened during the day, as even on terrible days good things
happen.

4.VIDEO

To continue, | suggest you watch the following video in order to see and reflect on the statement
made and the answers of the attendees.

Imagen de storyset en Freepik

Four pillars for a good self-esteem. To my Adolescent Self. S2.E5: Self-esteem

https://www.youtube.com/watch?v=mT8qVzEhiEA



https://www.youtube.com/watch?v=mT8qVzEhiEA

9. REFLECTION

66

"Sometimes | would like to give my opinion but | stay
silent because | am scared of being wrong or that

people will laugh at me."

Do you agree with this statement?

Why?




1.2. EMOTIONAL PERGEPTION

In order to develop the capacity and competency to regulate our emotions, we have to learn how
perceive and express them. Thus, it is necessary to learn the guidelines that we will present, which are
based on emotional intelligence.

Before we begin this topic, it is important to know that there are authors that believe there is not just
one way to define intelligence, but rather multiple.

Gardner (1998) defines intelligence as the capacity to solve problems or create valuable products.

Logical-Mathematical Intelligence: It is the capacity to use numhbers
effectively and to relate them appropriately.

sical Intelligence: It is the capacity to perceive, discriminate, Tt
nsform and express musical forms and includes sensitivity to ' X
rhythm, pitch and timbre.

Kinesthetic Intelligence: Itis the ahility to use your hody to express
ideas and feelings and the hand-eye coordination to make and
transform things.




Intrapersonal Intelligence: Refers to our ahility to understand and

regulate our internal sphere, such as emotions and the focus of our
attention. This intelligence iIs highlighted in people that recognize
their feelings and emotions and, additionally, reflect on them.

Interpersonal Intelligence: Itis in charge of warning us about others, more
than what our feelings perceive. This permits us to interpret gestures,
ohjects, words..\Values the capacity to empathize with others.

We already know what intelligence is and the recognized types of intelligence, according to Gardner,
but Do we know what feelings are? Feelings are indications that are body creates to help us under-
stand ourselves and to make correct decisions. For example, feeling fear when crossing the street in
traffic is a signal to keep ourselves safe. (Buckloh, 2011).

Feelings are the result of mental processes that occur right after experiencing an emotion. Feelings are
created when the brain processes the emotions and the person discovers the mood it creates. (Edito-
rial Sanrai, 2022).

We could say that feelings are the sum of an emotion and a thought. Emotions can be understood as
the bodily responses that we feel in the face of certain external stimuli that allow us to adapt to situa-

tions related to people, places, things...




We can find two groups when we talk about emotions: Basic and complex emotions.

According to Ekman (2005) BASIC emetions are those sensations that are produced natural-
ly, such as:

Surprise: Response to something unex-
pected, new or strange. When a stimulus
appears that a person didn't anticipate.

This emotionis usually accompanied with
a feeling of uncertainty and not knowing
what to think.

Disgust: Intense displeasure towards

something that seems repuisive to us.




Joy: Positive emotion thatis directly relat-

Sadness: Negative emotion that is char-
acterized by low mood and reduced cog- °

nitive and behavioral activity.

Anger: Feeling that arises when someone
is faced with frustrating or aversive situa-




According to Pinedo Cantillo & Yanez-Canal (2020) GOMPLEK emotions are those that arise from
basic emotions and manifest in situations that involve contact with some stimulus that produces
them. We can divide them in 3 types.

Social emotions: Corresponds to the responses of individuals who are part of
society to a given situation. This means that as long as there are other people
who can understand these types of responses, these emotions will he given
meaning.

Aesthetic emotions: Includes the ways in which each person responds to
aesthetically related stimuli. This can include art, love, literature, music, etc.

Moral Emotions: When we refer to this complex emotion, we say thatitis aphysical
reaction that people show in in the face of certain norms imposed by society.

Some of these complex emotions are: compassion, shame, frustration, boredom, anxiety, admira-
tion, jealousy, ridicule...

According to Fernandez-Berrocal & Extremera Pacheco (2002) feelings are an alarm system that
tells us what we are like, what we like and what happens to us. Good perception indicates know-
ing how to interpret our feelings and emotions, label them and experience them. With the ability
to recognize our feelings, we lay the foundations to learn how to control ourselves, to moderate
our reactions and to not give in to impulsive or wild behavior. Now, being aware of emotions
means becoming competent in multiple aspects: perceiving our emotions, but also the emotions
of others in social situations and events.

Once we know what feelings and emotions are, let’s learn what emotional regulation is, as this
concept is especially related. Emotional regulation is the capacity to manage emotions appropri-
ately, Bisquerra (2020). This implies being aware of the relation between emotion, cognition and
behavior; having good coping skills; the capacity to manage one’s emotions...

Regulating emetions goes beyond indulging in emotions that make us feel good and trying to
avoid or hide those that we do not like or are not pleasant. Emotional regulation involves perceiv-
ing, feeling and experiencing our emotional state without feeling overwhelmed or burdened by it,
so that it does not affect our ability to reason. We must then carefully and consciously decide how
to use this information in accordance with our social and cultural norms, in order to achieve clear
and effective thought, not based on outbursts or irrationalities.




Below you will find a valuable tool
that can he very useful to recognize

and self-regulate your emotions. Itis
called Mod Meter and allows you to
see what your energy level is and what
your feelings are like, the result will he
exactly what emotion you are feeling
at the moment.




PRACTICAL EXERGISES

Having commented on the importance of emotional regulation in
our lives, I'm going to present a few exercises for you to practice and
reflect on your emotional regulation.

1. IDENTIFY AND RE-EVALUATE NEGATIVE
THOUGHTS.

Note your negative thoughts and question their veracity. Challenge
your irrational or exaggerated beliefs and replace them with more real-
istic and balanced thoughts. This can help you change your perspec-
tive and regulate your emotions in a more effective manner.

2. EMOTIONAL JOURNAL.

An emotional journal is a tool where you can record your
emotions, thoughts and experiences over time. It allows
you to reflect and become aware of your emotional states,
so that you can identify patterns, triggers and changes in
your emotional well-being.

Here is how to make an emotional journal.
1.Choose a notehook.

2. Describe your emeotions: Write about how you have felt
during the day. ldentify and name the emotions you ex-
perienced, such as joy, sadness, anger, anxiety, etc. Be
specific and detailed when describing your emotions.

3. Record your triggers: Identify events, situations or
thoughts that trigged your emotions. What occurred before you felt a certain way? This will help you
better understand the factors that influence your emotional state.

4. Reflect on your thoughts: Examine your thoughts associated with your emotions. Is there a pattern
of negative or distorted thoughts you can identify? Observe how your thoughts can affect your emo-
tions and vice-versa.

9. Add additional details: In additions to emotions, you can add other relevant details. For example,
you can write about your interactions with other people, significant events or any other information
that you believe is important to understand your emotions.

6.Be honest: Remember that your emotional journal is for your personal use and you will not be judged
by anyone else. Be honest and do not censor yourself when describing your thoughts and emotions.
This will allow you to better explore and comprehend your emotional state.

1. Review and reflect: Every once in a while, take time to review and reflect about what you have written
in your emotional journal. Observe the patterns that arise, your emotional tendencies and the chang-
es over time. This will provide you with valuable insight about your emotional well-being.






https://www.youtube.com/watch?v=K_FNekMemvQ

WHAT | HAVE LEARNL...

@Goncepts such as seli-knowledge, intelligence, and
emotional regulation among others;

@Tools to reflect on our personal knowledge and to know how to
improve it;

@The importance of how we talk to ourselves;
@Tools to regulate and improve our emotions;

@The different types of emotions that exist and what
characterizes each one of them.




ADDITIONAL RESOURCES

@Reflection

B https://www.youtube.com/watch?v=WjqiU5FgsYc
W https://www.youtube.com/watch?v=Wp2a4G81P68
W https://www.youtube.com/watch?v=D900OXCu5XMg

@Emotional Intelligence

B https://asantelim.files.wordpress.com/2018/05/daniel-goleman-emotion-
al-intelligence.pdf

B https://www.researchgate.net/publication/344209640_Emotional_Intelli-
gence

@Emotional Regulation

W https://www.moodcafe.co.uk/media/15343/ER_handout_Final_16_
June_2016 %20pdf.pdf

B https://www.youtube.com/watch?v=Uew5BbvmLks
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United for social transformation
MODULE 2. SENSE OF INITIATIVE/ENTREPRENEURSHIP AND

CREATIVE THINKING

INTRODUCTORY VIDEO



https://www.youtube.com/watch?v=Xodm0r9Iz3I
https://www.youtube.com/watch?v=Xodm0r9Iz3I

MODULE 2. SENSE OF INITIRTIVE/

ENTREPRENEURSHIP AND CREATIVE THINKING

INTRODUGTION

In this module, we will guide you to develop a spirit of initiative and inspire you to become an entrepreneur, to
know yourself, and what your values are.

We will help you identify your passions and guide you in developing ideas that arise from that passion and your
skills, to create a product or a service and something of value through action, as well as to know who you are,

and how you should be as a leader.
We will inspire you to think creatively and how to create the visual identity of a brand.

An entrepreneur is a person who uses problem solving techniques to find new opportunities. It is someone who
ACTS on an opportunity to create something of WALVE, and the key word in this description is AGT!

Nothing is achieved, no value is created, unless you take AGTION.

EMPATHY, INSPIRATION, PASSION and RCTION!

[Source: https://creativeinquiry.lehigh.edu/sites/creativeinquiry

.lehigh.edu/files/Ikigai_FlowChart-01.png]




2.1.WHAT'S AN ENTREPRENEUR?

Entrepreneurship is a way of thinking and acting that focuses on identifying opportunities,
basing actions on analysis, and is led by a passionate person or team.

Entrepreneurship is everywhere. It's a problem-solving technique and a way of thinking in
which a problem, a desire or a need of a group of people is identified as an opportunity.
That opportunity is then addressed through the practice of acting with available resources,
limiting risk through understanding oneself, available assets and the relative environment,
recognizing the unknown, and learning from the successes and failures of the action or
actions undertaken.

Traditionally, there has talk about how this is achieved through the development of a new
company. However, entrepreneurship and Entrepreneurial Thinking and Action can be ap-
plied to any existing situation to create new innovative solutions to various problems and
situations. Entrepreneurship is led by people with the skills described above; these people
are called entrepreneurs.

What you need to hecome an entrepreneur

Qualities like passion, tenacity, vision and self-confidence

A great idea that people will pay money for

A plan of success

Consistent execution of the plan




Source:https://www.thebalancemoney.com/thmb/Eqgx_kY8Uet-4HpEyUtdjYLCitw=/750x0/
filters:no_upscale():max_bytes(150000):strip_icc():format(webp)/entrepreneur-what-is-an-
entrepreneur-1794303_FINAL-f3a8538a19334426a7f9e0b04fdbad39.png




2.1.1.Being an Entrepreneur

An entrepreneur is a person who uses problem-solving techniques to look for new opportunities. It is
someone who acts on an opportunity to create something of value, and the key word in this descrip-
tion is ACT! Nothing is achieved, no value is created unless action is taken.

Moving from idea to action is not always a simple process. That's why this module aims to show you
how to create something of value by taking action and inspiring you to become an entrepreneur. We
will help you identify your passions and guide you in developing ideas that emerge from that passion

and your skills.

@ Do your research
@ Have a clear vision

@ Be prepared to work
hard

@ Be patient

@ Stay focused

..4
@ Believe in yourself

@ Get help when you need
it

@ Be flexible
@© Persevere

@ Enjoy the ride




2.1.2. Am | an Entrepreneur?

WHAT ARE ENTREPRENEURS NOT? WWHAT ARE ENTREPRENEURS 9

Have an appetite for risk Entrepreneurs have a low appetite for risk.
Instead, they are adept at reducing and
spreading risk.

Visionary Entrepreneurs often start without a sharply
defined goal or vision.

Foresee the future Entrepreneurs distrust projections,
extrapolations, studies, etc. that purport to
predict the future.

Creative Entrepreneurs create new businesses that
satisfy needs, but the product or service
is not necessarily original. Entrepreneurs
don't just suddenly have an idea--they can
use the method of thinking, acting, and
learning to come up with innovative ideas.
Self-confident, determined, over- Entrepreneurs may exhibit some of these

controlling, decisive, and confident qualities at times but no more than anyone
else.

The entrepreneur is that passionate individual or part of the team.

An entrepreneur can have a variety of core values and any of the leadership styles. The best
thing an entrepreneur can do is to be self-aware of how they operate by understanding their
personal values and style.

An entrepreneur will be able to leverage their strengths and compensate for their weaknesses
by either careful moderation or consulting with people that are stronger in those areas.

Itis important to know what the entrepreneur that you want to be looks
like so that you can reference this later when you may he questioning




2.1.3. Knowing Myself

This part is focused on developing your business idea by getting to know yourself and your surround-

ings better.

Be honest
with yourself

Find the
things which
make you

happy

Which types
of people you

\

Why do you
wantto bea

admire or sur-
rounded with

Find your
goals

better person




2.14. My Values

Core values are those qualities that are most important to what you do. Whether you realize it or not,
it is your core values that influence the decisions that you make every day.

For example, if you have a core value of integrity, it will influence your decision when you are present-
ed with an opportunity to copy your friend’s homework. This integrity would influence you to not
cheat this way but to instead complete your own work, even though you might not realize exactly
why you would say no.

CREATIVITY CURIOSITY

Playing in Endless inquiry
the magic

HONESTY HUMILITY
Speaking from Noone
experience to defend

HUMOR
There is no
self to take

seriously

SIMPLICITY
Tenderly walking
on this moving
planet

RESPECT
Honoring every
heing

INTEGRITY
Aligning body,
speech and

TRANSPARENCY thought

Nothing to hide




Understanding why you do the things you do and why you value what you do will help you realize
what matters most to you and what you can and will do well.

Clarity Fulfillment Personal Growth Self-Realization
Commitment Fun Partnership Sensuality
Communication Holistic Living Physical Appearance Service
Community Humor Power Spirituality
Connecting to others Integrity Privacy Trust

Creativity . Professionalism Truth

Curiosity Intimacy Recognition Vitality
Emotional Health Joy Respect Walking the Talk
Environment Leadership Romance Other:
Excellence Loyalty Security

Family Nature Self-Care

Flexibility Openness Self-Expression

Freedom Orderliness Self-Mastery

Friendship

Source: https://global-uploads.webflow.com/5fa4aac1f837ef-

5fa264e521/61686226ced3e95d98b10b21_Core%2BValues%2BList.jpeg

2.1.9. Finding My Passion
What is Passion?

Passion is an intense desire or enthusiasm that drives and defines a person.
Your passion will help you identify entrepreneurial opportunities based on the things that you know
and love.

Many people start businesses/projects based on what they know or are willing to learn. That thing they
know or are willing to learn, in many cases, is their passion. When someone has a passion, we say they
are passionate. We believe this motivation is one of the primary factors of a successful entrepreneur.

People can be passionate about all kinds of subjects from learning in school to helping others, to
solving problems, etc... A person’s passion is something that they wouldn’t want to live without if they




had a choice. Having a passion for the activities that you do, can help you do them better - because
you're motivated.

It is important to recognize how your day-to-day
experiences, your knowledge, and what you are
passionate about can impact who you are as an en-
trepreneur. Building a business around your passion
means that you can share that passion with others,
and be happy about the work that you do. You know
a lot and do a lot of different things, probably with-
out ever realizing it. The following exercises will help
you think about the things you do and how they de-
fine who you are. It will also help you identify those
things that you love to do - your passions.

It's great to know what your passions are but it is

really important to continue to engage in activities

that will help you to develop your passions more. As

a student, son or daughter and community member

you have many commitments and responsibilities

in your life. It is important that you maintain those

responsibilities. It is your free time that you can control - the time when you are not working to keep
up with those commitments and responsibilities. You must examine how you spend your free time
when you have options to choose different things. The calendar that you filled out at the beginning
of this section will help you to realize how much of your free time you might be able to dedicate to
learning more about those things you think you are passionate about.

Source: https://jessicaabel.com/wp-content/
uploads/2016/05/grow-your-passion.png

Those who truly excel, often find a way to link their passion with what they do in their lives. What
does that mean for you? The best way to truly excel at something is to find a profession where you
can practice your passion every day. It may take you a while, years even, to gain the experience and
background you need to do what you want to do, but having a goal in mind will help you shape your
activities, even early in your life. For example, if you want to be a math teacher, you can’'t become one
tomorrow, but you can decide you will go to university and that you will pursue your public speaking
skills. It’s important that you continue to seek out new interests and keep learning. What you have
identified as your passion should shape the opportunities you choose to pursue. While we can't al-
ways do something we love, we can find something we love in everything we do.




PRACTICAL EXERCISES

1. MY PASSION

Summarize some of the opportunities your skills and passions may
provide you in developing a business. In this chapter, you've identified
the things that you are good at and the things that you are passionate
about. Think back to the core values you identified.

Are your core values and the things you like to do consistent with each
other?

2. ENTREPRENEUR

Reflect on.... what is an entrepreneur to you?




-0
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I 2.2. HOW TO GENERATE NEW IDEAS

In this lesson, we will consider what you know about the people, needs and wants of your commu-
nity to help you identify potential business opportunities.

Area
of
Opportunity

2.2.1. Knowing My Community

A social group of any size whose members reside in a
specific locality.
A good position, chance, or prospect, as for
advancement or success.
Something that is needed to improve the guality
of life in the community.

Something that is thought to be true and may or may not
he true.




MY COMMUNITY

Imagen de <a href="https://www.freepik.es/foto-gratis/concepto-red-abstracto-arreg-
lo-naturaleza-muerta_16234499.htm#query=my%20comunity&position=26&from_view=-
search&track=ais">Freepik</a>

The previous lessons have helped you
get to know your values, passions,
and skills. Knowing yourself requires
knowing who you are, what you care
about, and what you have access to.

Now it is time to do the same with
wnat dﬂ your community.
| know?

‘.......

Knowing your community is about

understanding how your values, pas-

sions, and skills match with the needs
or wants of your community.




The first step s lisiening.

Even though you may have lived in your community for a long time, you may be surprised by the
new things you will learn when you listen closely to those around you. This lesson will challenge
you to really listen and engage with different people in your community in order to identify an
area of opportunity where you could have a positive impact on your community.

Knowing a community means understanding their needs.

Source: https.//open.library.okstate.edu/app/uploads/sites/154/2016/06/steps-of-listening-1-
2048x552.png

How do you understand the needs of your community?

Every need that exists is an opportunity for your business to fulfill that need. This is why it is so im-
portant to have a thorough understanding of your community and the area of opportunity you are
addressing. In this lesson, you will think about what else you still need to learn, how you will obtain
this information, and then actually go get it.

One of the best ways to understand the needs of the community and how to best address those
needs is to ask those who are most affected: the people of the community. Do this through interview-
ing them both formally and informally and then analyzing their responses to refine your statements
of areas of opportunity. Before each interview, think about what questions you want to ask. During
the interview, take notes, sketch, or even take pictures. After the interview, circle key insights you
learned from the interview.

After completing all the interviews, you will want to go back through your notes and identify com-
mon themes or trends from your interviews. You will take all the information you have captured and

group it into categories that make sense.

This will be important as it will help you define a strong area of opportunity for a product or service.




There are three main methods to learn about people in your community:

A great way to start learning
is by observing. You will be
surprised by what you learn.

Asking questions is another great
way to get specific answers.

® Askthe person you are
interviewing to tell you stories
that reveal their reactions in
situations.
® Always ask “Why?” even when
you think you know the answer.
® Don't suggest answers to the

This can be a great way to try
to understand what things are
like from someone else’s point

of view. When asking questions
and observing, you are still
very much looking at your
community through your own
lens. Trying to do something
that your community does can
force you into their shoes.

questions you are asking: let

the person you are interviewing
speak first.
® Make sure your questions are
not “yes or no” questions: all
should be open-ended allowing
the person you are interviewing
to share as much as they like.

PRACTICAL EXERCISES:
1.YOUR COMMUNITY

Answer the questions below about your community to collect informa-
tion that will be helpful to you in the future. If you do not know the an-
swer to each question, make your best guess or ask those around you
and summarize their answers.

What is the name of your city or community?

About how many people live there?

Whatis a place where many people come together in your community?
What is a popular store?

What is a popular sport, activity or game?

How do most people travel?

Where do people go to school?

Where do people work? What is a common business?

Is there anything else that is significant to remember about your com-
munity?




2. THE 9 WAYS

The 5 whys is a tool that seeks to discover the root cause of a problem from their symptoms. In
practice, it consists of asking five or more times why there is a problem until it reaches a satisfac-
tory reason that explains the underlying root of the problem. It is important that this technique is
carried out as a team and with the people involved in the investigated problem. It also helps with
the generation of insights and it is fundamental to the stage of ideation.

Source: https://b1879915.smushcdn.com/1879915/wp-con-
tent/uploads/2022/03/111-5-Why-problem-solving.
png?lossy=0&strip=1&webp=1

Based on your current knowledge: what might he the needs of your community?

Here are some common community needs to help you start thinking: education, food, housing,
entrepreneurial spirit, transportation, energy, water, waste, sense of community, clothing, com-
munication, health, unemployment and underemployment. Be specific about whose need you
think it is and where the need takes place.

3. PROBLEM DEFINITION MATRIX

This tool helps you or your team to re(think) the problem through different questions and points
of view.

At this stage the goal is to analyze the information and experiences acquired in the previous step
and delimit the problem. It is the point in the process where we understand what we are trying to
solve and it is essential to obtain insights and creative ideas in the next step.




Source: https://www.slideteam.net/media/catalog/product/cache/1280x720/p/r/problem_and_domain_centric_innova-
tion_matrix_slide01.jpg

Good/High =3

Average / Medium =2
Poor/Low =1

Problem Statement:
“How can we ensure that...?”

Likeli- Ease of
hood of imple-
solving menta-
the tion
prob-
lem
state-
ment

Expected Total
impact
on JTBD

Source: https://media.cheggcdn.com/media/2d5/2d50d0dc-db05-

4e13-bb49-65e9adbb7473/php8mdaBt



2.3. FROM IDEAS TO ACTION

ldeate:
Positioning:

2.3.1.Where do ideas come from?

Great ideas can come from many different places. They can come from random thoughts about a top-
ic, a desire to attempt something new, or the drive to create something better for others. The cycle
of turning these thoughts into a vision, and visions into a reality, is a process which may take many
attempts and much thought.

Developing a business idea can be very intimidating even for the most driven individual because of how
uncertain it can be that you have the “right” idea.

Although it may seem difficult to come up with a great idea, the following section will help you to
identify potential opportunities, and give you a number of approaches to use to generate a good idea
for yourself and your community.

When trying to be creative and think of new ideas remember that there really is no such thing as a
“new idea."Innovation and breakthrough concepts are the result of a new connection between already
known ideas. So when you are trying to be creative, one of the best ways to start is by looking inside
yourself and at the needs in your community--you may find new connections that could result in a
product or service idea with great potential.

MODULE 2. SENSE OF INITIATIVE/
ENTREPRENEURSHIP AND CREATIVE THINKING




This lesson will expose you to two different ideation processes.

These processes are not guaranteed and not designed to work every time. For exam-
ple, you may find that brainstorming worked well one day hut did not work another
day. Itis important to try each of these ideation methods out hecause they might lead
to different insights. Although some of these processes might not work for you this
time, they may he heneficial to know in the future.

There are other ways to create and generate these ideas, and these exercises will
hopefully help you to develop your own approaches.

Ultimately, each method is just trying to help you look at the world in different ways
so that you might see a connection you did not see hefore.

As you hegin your ideation process, here are some general guidelines to follow that
may help you:

Source: https://www.nsuchaud.fr/wp-content/uploads/2016/07/4bf73999-c8ab-4d54-bb82-1cf07ecb4b00-original.png




Don't judge your ideas too harshly. When you first start to brainstorm, it is important to not judge
your ideas at the same time that you are generating them. If you are too critical when you are
thinking of new ideas, you will most likely become stuck hecause you will feel like no idea you
think of is worth writing down. Don't become constrained hy your own judgment or the judgment
of others. Make sure idea generation and idea evaluation are two separate steps.

Everyone can he creative. Sometimes it is easy to think that there are people who are creative
and people who aren't creative, hut really anyone can he creative! It is all about trusting a cre-
ative process, doing lots of research, and finding ideation methods that work for you. Trust that
you will gain insight from each ideation method you will try in this lesson--if you don't, you might
miss out on creative ideas you could have come up with!

It takes time. Be cautious of ideas that you think of right away. Sometimes it is tempting to cling
to the first idea that we think of, but it is likely that those ideas are created hased on surface
knowledge of a problem and may not be the hest. Be open to new insights! Really investigate the
need you are trying to solve and get to know the people who are involved. It takes time to do this
kind of research. Be patient.

Identify the problem you are trying to solve. Really great ideas aren’t useful to people in your
community if they are not solving a real problem.

One way to get past your surface understanding of a situation and to get down to the real problem is
by continuing to ask “why?” When you ask why people act the way they do or think the way they do,
you may realize that the problem you thought you were trying to solve really isn’t a problem and that
there is a much more interesting, less obvious problem that needs to be solved. Hopefully because you
have taken time to get to know your community in previous lessons, you will have already developed
an understanding of the real needs of people in your community. Use those need statements as you
move forward into ideation.

Brainstorming is a method to generate a large quantity of ideas in a short period of time. First you need
to choose one of the need statements you created to use as a framework.

All of the ideas you generate should focus on solving this need. Next, you need to set a time for how
long you will brainstorm.

MODULE 2. SENSE OF INITIATIVE/
ENTREPRENEURSHIP AND CREATIVE THINKING




BRAINSTORM

It is important to remember not to criticize or critique any of the ideas you generate while brainstorm-
ing...even the ones that seem impossible. It is important to just let your creativity flow! The focus of this
exercise is quantity not quality of ideas.

Evaluating your ideas: Now that you've developed some ideas, you now need to evaluate them.

Evaluation will allow you to remove some ideas in order to focus on the good ones. In this evaluation
method, you need to classify your ideas into three separate categories:

“Ground” ideas “Sky” ideas are “Horizon”: it is the space in

- ! between the ground and the sky.
are the most hasic wild and crazy Ideas that fit into the “horizon”

solutions you ideas that you category are ideas that you can

can come up with can reach for but see hut that you can't get to

i ight away. Th hievabl
but are not very are too ditficuit to e, not 100 basic and not 100

innovative. obtain. unrealistic. You can make a plan
togetto.

After mapping your ideas into these categories, you can begin to brainstorm ways to move ideas up
or down into the “horizon.

You can think about ways of making “sky” ideas more realistic and “ground” ideas more innovative.




Source: https://images.squarespace-cdn.com/content/v1/57398f4ee-
3214090077a53e0/1539765553753-GXA5JNQJEWLPURDMWORO/Ac-

tion+Learning+Centre+Creative+Thinking?format=1000wg




Map out different ideas that have come to you. Once you have mapped all the ideas, identify ways to
move them up or down the "horizon". Choose three ideas from the "horizon" of your idea map that
you think have the most potential. Briefly summarize each of your ideas:

Now that you have three solid ideas that you think have potential, it is time to refine and develop
those ideas.

There are many different ways to go about this but two of the best ways are by acting out your idea
and getting feedback from people in the community whose need you are fulfilling.

Try It Out

A great way to derive new ideas is by physically getting up and experiencing your product or service
solution.

This requires setting up an experience, complete with necessary tools and people, and physically
“testing” it. Your goal is to focus on the way you interact with your environment and the choices
you make while in it. When you are physically acting out an idea, it is easier to get in your customer’s
shoes and generate ideas you might not have realized by talking or drawing.

When you are developing all of your ideas, it is important to remember that they are only opinions




unless you actively go out into the community and do research.

You should have already done some research when you developed need statements through in-
terviews with people in your community. Since then you have developed ideas to fulfill those need
statements and it is time to gather feedback on those ideas.

A great way to minimize the probability of failure is by checking your ideas against reality.

(.....

One of the best ways to obtain feedback is by conducting surveys and interviews with people from
your intended market. When preparing for interviews with people from your community, it is impor-
tant to remember that while you want to capture unexpected insights from your potential custom-
ers, you also need to do some preparation to help start those valuable conversations.

Here are some topics that you may want to develop questions for and discuss:

« Show your idea. If you have a product idea, you may want to make an example of your product
to show to the person you are interviewing. It does not need to be real but could be made out of
paper or recycled materials or could even be just a drawing. The point is not to show exactly what
your product is with all the details and features, but rather to show the overall concept. Show them
the product and ask them how they would use it. If you have a service idea, you may want to have
your customer re-enact the experience with you. Bring important objects to help you set the scene.
In either case, don’t jump in right away if your customer is using your product or experiencing your
service in a way you didn’t predict. Instead, observe what they do and ask them to tell you about their
thought process.

-Talk about your idea. What do you like about it? What don’t you like about it? What attributes of your
product or service are most important to the customer?

+Ask ahout solutions they use alreaty. Do you use something similar already? If so, what? When do
you use it? What do you like about it? What don’t you like about it?

-Ask ahout the purchasing process. If you already use something similar, how did you find out about
it? Where did you buy it? How much did you pay? Did you purchase it? Did someone purchase it for
you? When conducting the interviews, there are some techniques you can use to make sure you are
obtaining useful feedback.

*Encourage storytelling. One of the best ways you can gain insights about your customer and their
needs is by listening to stories. Encourage the people you are interviewing to tell you stories about
the problem you are trying to solve or stories about products or services they have used in trying to
solve that problem.

-Learn from negative feedhack. if someone gives you negative feedback, don’t be upset. Ask why they
don't like it or wouldn’t use it. This can often lead to the most incredibly useful insights!.




« Don't just stick to the guestions you have preparetl. Don't be afraid to let the person you are inter-
viewing move the conversation in a direction you didn't expect or plan. Think about how the answers
to these questions will help you to make decisions about your product — you might need to change
the questions you ask as you go.

-Look for what is not obvious. Look for the details that are not so obvious—what do they wear, how
do they act, what is their age, gender, attitude on life, habits, etc. This will help you organize your
feedback based on demographic and different sub-groups.

Look for inconsistencies. Make note when the person you are interviewing says one thing but then
does something else. Noticing these inconsistencies can lead to great insights.

-Be okay with silence. You may feel a need to fill in every silence with questions and more explana-
tions of your product or service idea. Instead, give pause for the person you are interviewing to talk.
Remember that you are there to hear what they have to say, not to tell them what you already know.

Take notes. Make sure to record the answers that you receive from each person, and use additional
pages in your notes section if necessary. It may be helpful to write down the person’s name and all of
their answers separately so that you can quickly reference who gave you each answer.

2.3.2. How to create a plan
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Source: https://cdn.mos.cms.futurecdn.net/uCHnQ3mD-
p2FbJYBVS8cmtb.jpg




2.3.3. ldea Feasibility

Now that you have three solid, well-developed ideas it is time to see which idea has the most po-
tential and can actually be put into action. There are many factors that you should consider when
making this decision to ensure you pick the idea that is most feasible for you to start given who you
are and what resources you have available to you. Once you have picked one idea to continue to de-
velop, it is time to refine your idea.

v

While you have likely thought about this before, it will be important to first formally identify how
exactly your business added-value and how it is positioned in the context of competitors. This is
important because you may realize that the added-value of your idea has already been satisfied by
a competitor. If this is the case, it may be time to go back to the beginning of this lesson and brain-
storm more ideas.

Knowing your business’ added-value is also critical as you begin to make decisions about how to op-
erate your business.

To identify your business’ value-added, start by defining the potential customer served by the idea
and the need the idea will address. Then, identify how their experiences change from before your
product or service exists versus after its implementation through creating “before” and “after” draw-
ings. You can include in your drawings what you think your customers will say or do.

‘.....

After you have your pictures, determine if you think there is enough of a difference between the
before picture and the after picture to justify your business. After understanding your business’ val-
ue-added, it is important to understand how that translates into your business’ position in the con-
text of your competitors.

(.....

One way to do this is by mapping out how your competitors add value through a positioning map.
To create a positioning map, first identify two dimensions which are important and relevant to your
business or industry. Place those dimensions on the graph. Then graph where you think each of your
competitors lies and why.

This is a great way to check and make sure the product or service you offer is not already offered by
someone else.




BENEFITS OF A FEASIBILITY STUDY
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2.3.4. Swot Analysis

Now that you understand you business’ core value-added and you understand how you are positioned
compared to your competitors, it is important to recognize the strengths, weakness, opportunities,
and threats of the positioning you have chosen.

Helpful to achieving the Harmful to achieving the
objective ohjective

st Opportunities Threats

The SWOT Matrix is a tool aimed at evaluating the internal and external environment of the team be-
fore implementing the idea of the paper, that is, before starting the prototyping.

SWOQOT stands for Strengths, Weaknesses, Opportunities and Threats. Through this technique, the team
must evaluate whether the chosen solution is able to succeed either by internal conditions (strengths
and weaknesses) or by external conditions (threats and opportunities).

Conducting a SWOT analysis isimportant because part of picking a position in a competitive landscape
means that you cannot be everything to everyone and that you will have weaknesses and threats.

Having weaknesses or threats doesn’t mean your idea is bad. Instead, it is important to be aware of
them so that you can work towards minimizing them and make the most of your strengths and oppor-
tunities.




PRACTICAL EXERCISES

1. GENERATING GREAT IDEAS

We invite you to reflect on your business ideas and the “thinking” that
led up to it. You could reflect on the values, skills, community needs
and relationships that contributed to your idea.




2.4. INNOUVATION AND CREATIVITY

The literature on innovation usually relates it to creativity, but they are differ-
ent realities. Creativity precedes the innovation that is its result. According to
Chibds et al. (2013) "creativity refers more to internal processes of creation itself,
to the elaboration of ideas and projects, to causes, while the term innovation re-
fers more to results, products or effects of creativity". (CHIBAS et al., 2013, p. 18).

Creativity represents the process of creating ideas. In a way, it is the inspiration
that allows us to create new solutions. Innovation is the ability to convert these
ideas into something applicable, giving them meaning and value within a giv-
en context. (MANUAL OF BUSINESS CREATIVITY, 2010, p. 8).

2.4.1.Vlisual identity

Defining Your Brand

The most powerful way to communicate who you are as a business is by building a strong and thought-
ful brand.

Every part of your brand, whether it be the logo or the colors you use on the flyer, should be decided
based on what you know about the people whose need you are meeting through your product or
service.

Your brand identity is like your business’ personality.

For example, a business that sells a soda product might have a fun or “bubbly” personality, so you
might create a mascot or icon that demonstrates that characteristic or character. If your goal is qual-
ity, then you may have a more expensive product and your messaging should reflect its benefits
instead of its price.

While defining your brand is a crucial first step, it is then necessary that you consistently use that
brand in all your messaging. That means if you use a logo, always use the same logo, in the same for-
mat, whenever it is printed. If you use a slogan, make sure it is always written in the same way. As you
plan for advertising or special promotions, make sure that it is consistent with your image.




Source: https://burlingtonpress.com/wp-content/up-
loads/2020/02/5-branding-questions-to-ask-to-define-
your-brand-identity.jpg

Developing your brand

Draw what images, colors, sounds, textures, smells, or words your product or service idea makes you
think of. Circle those which you think best communicate your business. Then, based on what you have
circled, develop guidelines for your brand identity. What colors, logo, slogan, or images should you
use to communicate your business? These guidelines are important as you will reference these as you
make decisions about communicating and promoting your brand.

2.4.2. Communicating Your Brand

There are many different ways you can communicate your brand but you will probably only make use
of a few of them or maybe none at all. It really depends on what is most in line with your brand identity.
To communicate your brand you can use brochures, fliers, and other handouts.

Producing brochures or fliers is a great way to provide the most information about your product in one
document. Flyers are usually one page in size and can be one-sided or two-sided. There is less room
for great detail on a flyer than in a brochure, so you must choose the most important and significant
information to include.

Whether you are making a flyer, brochure, or some other handout, it is important to make sure you
have a clear message and goal before you start making it.

Before you start, consider these elements:




e Who will read the brochure?
o How will the readers get the brochure?
o Whatdoyouwantyourreaderstolearnfromyourbrochureand dooncetheyhave that information?

When considering the use of printed materials, you must keep in mind what it will cost to produce and
distribute these items. Printed materials almost always require some form of word-processing software
if you plan to create your piece on a computer, a resource for copying or making many copies of the
same document, and a large quantity of paper. Although this may seem like it will cost too much when
you are first starting-up, be creative about finding resources for these items. Maybe you know some-
one who can supply you with ink or paper at very low prices, or you can trade services with someone to
help you mass produce the items. You should also consider how and where you would distribute each
type of printed materials. Community events and public areas are great places to share your informa-
tion at no cost to you (after printing costs.) You should always find out if you are allowed to display or
distribute material in a given location before doing so.

Packaging.

If you are going to be selling a product that requires packaging (a box, wrapping, bag or other package
type to keep your product in), be sure that your design is consistent with your brand identity.

Packaging can be as simple as a square box, or it can stand out with improved resalable elements, recy-
clable materials, or provide some sort of lasting quality beyond the product’s own characteristics that
can be beneficial to customers.

Make it stand out.

Your choice may be as simple as an attractive color or image, or may be as complex as designing a
container that can withstand reuse. If you are going to create a unique package for your product, you
should focus on making sure that it is using the least amount of materials possible (while still commu-
nicating your brand and protecting the product) so that it is low-cost and consuming less of the earth’s
resources.

It will also be important to think about how your packaging is different or improved from that of your
competitors.

Today, companies are increasingly using the Internet to market their products and services. At a basic
level, the web could be used to communicate with your customers and market new product offerings
and price information to them.

You could collect email addresses of your customers or even prospective customers. You may choose
to use their email addresses to send out weekly or monthly information about your business to them.
Be sure not to over-communicate, and only email them when you have valuable information that you
think they would be interested in learning.




\/

What communication methods you decide to use really all depend on your brand identity.

Word of mouth is developed when people become aware of your business, have an interaction and
then share their experiences with others. Word of mouth can be positive or negative. This means that
ensuring a positive experience for your target customers is crucial, especially in businesses that offer a
service. Good quality and good service are some ways to generate positive attention. Get your custom-
ers to talk about you. You can do this through networking, and playing a role in highly visible events.
Tie yourself into a community organization that does something to improve the quality of living in
your area, and people will associate you and your product with the good ethics and behaviors of those
people and organizations

Networking.

Networking is the act of developing new relationships, with the goal of creating new opportunities. It
can take place anywhere; such as in your own community with people you interact with on a day-to-
day basis, at trade shows or with people who are involved in your business like customers, friends of
customers and people to whom your employees are connected. Don't ignore a seemingly small dis-
cussion, it could lead to a new customer! Use any opportunity in a highly visible public setting to talk
about your business to anyone who might be interested.

Every experience counts! Engage with your community.

Do something unexpected. Using non-traditional, unconventional methods of marketing that are cap-
tivating and gain your customer’s attention, while also building awareness of your business or brand
can be a great way to get your business known in the community. Most often, these methods are
exceptionally creative and resourceful ways of sending a message or grabbing your target’s attention.
The key ingredients are time, energy and imagination, rather than large budgets or excessive use of
resources. Essentially, the goal is to generate a buzz about your business or brand, which will then be-
come widely known. Typically, this method of promotion is spontaneous and often interactive.
Another example would be rewarding a repeat customer by giving them a discount for every third
purchase they make. The message you send with your reward program should remain consistent with
your brand, giving too much away could affect the perception of quality and it could set an unreason-
able expectation for lower prices in the mind of your customers.

Newspapers, Magazines & Community Publications.
Do you read the newspaper regularly? Can you think of a well-known popular publication in your com-
munity? Chances are that these publications sell space in their issues to companies and brands who

want to advertise their products or services.

Determine if your target market reads these publications before moving forward with this method.
Print ads may be a great way to market your product to a larger audience. You must very carefully ana




lyze the cost of advertising, as not all forms are inexpensive. But with creativity, you may be able to
find cost effective ways to advertise.

Can you think of specific events or organized activities where you might have the opportunity to
participate and promote your business for free? What kind of unconventional methods could you
use to promote your business?

Think of a situation that might capture your target's attention in a spontaneous way that will have
them wanting to know more.

Where and when would this event happen? What materials or resources might you require to accom-
plish your method? Will you need a team to help you accomplish this effort?

Local advertising

Collect a few printed publications from your neighborhood and find out who the publisher or editor
is. Inquire with that person about their advertising rate. You should gather information from two or
three publications that tell you how much it would cost per size of ad and number of times it is pub-
lished. It might be worth comparing the price of your local newspaper, to prices of other newspapers
near the area which might allow for negotiating or getting a better price.

Based on your own cost estimates, can you afford any of these ad spaces in your marketing plan?
Does your church or community center publish a weekly newsletter or other informational docu-
ment?

Find out if they offer free or very low cost space for small businesses to advertise and think...
Who reads these publications? Does it make sense for you to advertise this way based on your target
market?

2.4.3. Promotion strategy

Now that you have thought about different options for promotion, it is time to make decisions about
your promotion strategy. When you first start your business, how do you plan to promote your brand
and attract those first customers? How much will the different elements of your promotion plan cost?

Pricing dictates how your product price compares to the prices of competitors’ products. If your price
is more expensive, you might want to focus on marketing the benefits of your product. In addition,
for such products you might offer an initial discount, coupon, or sample to influence your custom-
ers’ buying decision. Price promotions should be short term, for specific periods of time and should
achieve specific goals (such as attracting new customers or encouraging them to try new products.)




Profit

When entering a market, the following are some pricing strategies:

Price Skimming: High initial price for Penetration Pricing: Low price
higher initial margins, and then lower compared to competitors initially

prices overtime. This helps to gain quick market share
hefore competitors

Remember that your price is set based on the important factors above. Sometimes, depending on your
business, you may have to engage in negotiations of your price when someone is trying to get you to
sell your product or service for less money. Remember the factors such as cost, competitors and target
market if you consider lowering your price in those situations. Also, as described earlier in this chapter,
word of mouth is a powerful tool. This means that if someone shares that you lowered your price for
them, news of that will travel and other customers will expect the new lower price. Be careful in your
negotiation!

It is also important to consider where you will sell your product or service and why. Indeed, you should
reflect on the connected between the location where you are selling your product and the location
where your product is made.

Being able to share your husiness plan with others in a way that generates their interest is very impor-
tant!

More often than not, you won’t have to convey all of the information in your business plan, but you
may also only have a very short amount of time to convey what is most important and/or impres-
sive about it. One way to do this is through what is called an ELEVATOR pitch.

A pitch usually consists of a simple, three-minute or less presentation that explains the market
potential and how your business model will capitalize on it.

(....

Because this presentation is so brief, you want to include only enough detail to make investors
interested and highlight why your business idea is superior.

Be as concise and straightforward as possible but bring passion and energy to the idea so that
others are inspired by you.




There are areas that you should cover in your elevator pitch as well as guidelines for its delivery:

The Need

® What is the need?

® Who has the need?

® Who is the target market? How big is this market? Is it growing?
® How is this an opportunity?

Product or Service Solution

What is the product or service?

How does your product or service address the need in a way that no one else does?
Mention who your competitors are and how your solution is different

How will you make a profit?

What is your business model?

IOXOXOROXO,

® How much do you project that you can make? How did you arrive at this projection?
You will want to reference totals from your Pro Forma Income Statement.

® What do you need to get started financially, socially, and otherwise? You will want to
reference totals from your Schedule of Start-Up Costs.

® How and when do you plan to start your business? What is your action plan?

Audience Call to Action

® What can the audience do to help you get started?

® Do you have immediate needs (e.g., capital, equipment, expertise, word-of-mouth
advertising, etc.)?

® How can the audience fulfill these needs and get involved right away?

Total presentation time: 3 minutes or less

Presenter immediately captures the audience’s attention

Presenter speaks loud enough for everyone in the room to hear

Presenter speaks clearly and slowly enough for audience to understand

Presenter has an effective and memorable closing

Presenter is confident

Visual aids are used effectively (if applicable) when making your elevator pitch, using visual aids
may help you reach your objectives by emphasizing the key information you present. Pictures and
diagrams, for example, are used to raise the audience’s level of understanding by clarifying your
message and creating excitement. Other examples include drawings, charts, graphs, and props:

(OXOROXOXONOXO;

O Identify what you want to accomplish with your visual aids first

O Keep visual aids simple and brief — do not overload them with too many words or
graphics

O Make sure that they can be understood by everyone in your audience




O Ifinformation does not increase learning or understanding, do not include it
O Do not allow visual aids to take your attention away from the audience

O Reference all borrowed material

Writes and practice your pitch on three different individuals

\l

Ask each of these individuals for feedback on your pitch. Each time you make your pitch, try to focus on
different suggestions mentioned on the previous page.

PRACTICAL EXERCISES

1. SHARING YOUR IDEA

Who do you plan on sharing your rocket pitch with? Why, how, and when?

2. MARKETING YOUR BUSINESS.

*How will you make your target market aware of your product?

*What are the forms of communication that your target uses most often?
*What communication tools will you choose?

*Where will your target market learn about, see and purchase your prod-
uct or service?




2.9. LEADERSHIP

2.5.1. What is leadership?

Leadership is the ability of an individual or a group of people to influence and guide followers or
members of an organization, society or team. Leadership often is an attribute tied to a person'’s title,
seniority or ranking in a hierarchy. However, it's an attribute anyone can have or attain, even those
without leadership positions. It's a developable skill that can be improved over time.

Leaders are found and required in most aspects of society, including business, politics, religion and
social- and community-based organizations. Leaders are seen as people who make sound and some-
times difficult decisions. They articulate a clear vision, establish achievable goals and provide follow-
ers with the knowledge and tools necessary to achieve those goals.

An effective leader has the following characteristics: self-confidence, strong communication and

management skills, creative and innovative thinking, perseverance, willingness to take risks, open to
change, levelheaded and reactiveness in times of crisis.

Source: https://www.careeraddict.com/uploads/article/60191/leadership-successful.jpg




2.5.2. Why is leadership important?

Leadership plays a central role in the success and direction of a husiness.

‘....

Organizations depend on successful leaders to communicate its mission, vision and goals, unite team
members around those goals and then achieve them. These capabilities are especially important in
times of crisis.

Hard decision-making is often required for the success and evolution of a business. Businesses often
depend on leaders with high competencies and emotional intelligence to make tough decisions and
solve problems. This level of trust and success often leads to positive, productive work environments
that encourage teamwork, employee well-being and strong work cultures that are attractive to top
talent.

Strong leadership is critical to an organization's competitiveness because it drives change and inno-
vation. The best leaders keep an eye on the changing direction of their industry, promote new ideas,
boost morale, increase engagement, create connection, inspire trust, create a positive organizational
culture, and bring in innovative thinkers.

Source: https://imageio.forbes.com/specials-images/imageserve/632944fe138ed-
ae0637a03a3/0x0.jpg?format=jpg&width=1200




2.5.3. Leadership theory

How people become leaders and what makes a great leader have been the subject of study for cen-
turies. The 19th century was dominated by the Great Man Theory, which stressed that leadership is a
unique, natural skill and that great leaders are born to the task.

The following are some of the many leadership theories advanced in the 20th century:

Traittheory dates to the mid-20th century and it centers on the idea that some people are horn with
certain personality traits that make them great leaders, such as integrity and self-confidence.
Situational leadership is where the leadership style is adjusted based on the readiness or skill-lev-
el of followers in a given Situation.

Contingency theory posits that effective leadership depends on having the right leader for the
right situation.

Transactional leadership Is an approach where leaders reward or punish followers to achieve re-
suits.

Transformational leadership is where leaders appeal to followers’ values and emotions to trans-
form the way they think and approach their work or life.

Behaviorist theory encompasses how a person's leadership skills are developed and trained as
products of their environment.

Behavioral theory is where a leader models certain hehaviors, setting a good example for others
to follow.

Functional theory is leadership hased on a collection of people’s hehaviors and group dynamics,
not individuals.

Path goal theory is where leaders set goals and smooth the path to those goals to motivate and
drive performance.

©@ ©®© ©®© ®© © 0 ©®© 0 @

2.5.4. Leadership vs Management

The terms leadership and management are used interchangeably, but they aren't the same con-
cept. Leadership roles involve creating and articulating a vision and inspiring others to want to
work toward that vision. But leaders might not be skilled at or involved with the day-to-day man-
agement of the work needed to turn that vision into a reality.

Management is the oversight of the tactical steps required to complete the work and achieve
the objectives. Good managers excel at articulating the steps required to complete tasks and
holding people accountable for doing assigned work. Leaders can be good managers and good
managers can be good leaders. Very often, managers are put into positions where they need
to exhibit leadership characteristics, such as motivating and aligning employees to goals. Like-
wise, leaders often must take on management tasks, such as holding employees accountable
for an organization's goals and vision.

Some specific differences between leaders and managers include the following:




Establish a long-term vision, goals and objec-
tives

Achieve organization's vision, goals and ob-
jectives

Motivate and align employees to goals

Assign tasks to employees and hold them
accountable

Ask long-term, big picture analytical ques-
tions, such as "what" and "why"

Ask process questions focused on achieving
short-term objectives, such as "how" and
llwhenll

Can have any title, though often part of the
C-suite; their positions and responsibilities
aren't always executive

Have specific job titles and fixed responsibil-
ities

Authority based on qualities

Position-based authority

Focus on vision

Focus on processes

Operate relatively independently

Operate within the organization

Focus on innovation

Focus on structure

Consider the big picture

Consider the details

2.9.3. What makes a great leader?

Several attributes separate good leadership from great leadership, including the following:

o Strong, realistic visions

o Clear and effective communication

« Adaptability, flexibility and creativity
o Honesty

« Patience

« Resiliency

« Emotional intelligence and empathy
o Integrity

« Collaboration

« Passion

o Fairness

o Cultural awareness

» Intelligence and expertise

» Strategic and visionary decision-making

o Persuade, motivate, empower and inspire




Great leaders inspire people, motivating them to do what it takes to achieve the leader's and organi-
zation's goals. Former U.S. President Dwight D. Eisenhower articulated this idea when he said, "Lead-
ership is the art of getting someone else to do something you want done because he wants to do it."

2.5.6. Leadership styles

The following leadership styles are among the many commonly seen in business and other organiza-
tions:

* Affiliative leaders foster positive group dynamics.

 Authoritative leaders provide clear direction and require compliance.

* RAutocratic leaders maintain complete control and decision-making powers.

 Charismatic leaders use sociable and charming personality traits to persuade followers.

 (Coaching leaders teach and motivate others to reach goals.

 (Coercive leaders force people to follow instructions whether they want to or not.Command and con-
trol, also called hureaucratic leaders, establish strict rules and regulations.

- Democratic leaders focus on compromise and group consensus; they include others in deci-
sion-making.

 Innovative leaders foster creativity and adaptability.

« laissez-faire leaders take a hands-off approach.

« Pacesetter leaders use emotional-leadership styles to drive employees to achieve goals at a high
rate.

 Transactional leaders use a system of rewards and punishment.

< Servant leaders focus on serving the needs of the group and the greater goodl.

- Situational leaders adapt their style to different situations and people.

- Slrategic leaders use different management styles to develop adaptable strategies.

 Transformational leaders motivate others to grow hoth professionally and personally.

Transformational leadership

characteristics

« Ability to embrace change /R ,J

« Emotional intelligence

- Adaptability m
« Inspirational team player - .

« Ability to encourage
participation 1 j
and communication ", q
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Source: https://cdn.ttgtmedia.com/rms/onlineimages/
cio-transformational_leader-h.png




2.9.1. How to hecome a hetter leader

The workplace has changed dramatically over the last few years, with the increase of remote work
and the growing importance placed on employee touchpoints, such as diversity, equity and inclusion.
There are several leadership qualities that can be refined to help individuals become better leaders:

Become more seli-aware. Great leaders know their strengths, weaknesses and effects on the people
they lead. They set a good example and model good hehavior. One way to hecome more seli-aware is to
seek feedhack from those people.

Refine communication skills. Leaders should be effective and clear in their communication; they must
also he good listeners. Communication should be hased on openness, honesty and transparency. This
involves setting clear goals and expectations and giving regular feedback to employees.

Connect with team members. Connections build trust, understanding and honds that are critical for
successful leadership. The hest leaders should get to know the personalities and capabilities of their
team members.

Encourage growth. The hest leaders encourage their own, their colleagues’ and their employees' or fol-
lowers' personal and professional growth. Encouraging growth strengthens honds and trust hetween
leaders and team memhbers, and increases what teams can accomplish.

Be open to change. Change is inevitable in business; being open to it and encouraging new ideas and
perspectives from team memhbers can help leaders hecome more effective.

Develop positive attitudes. Responding to negative situations and problems with positive approaches
and encouragement is a great way to model and improve problem-solving skills.

Seek out growth opportunities. Great leaders look for opportunities for continuous improve
ment and education. This can involve attending conferences, finding a mentor and reading hooks on

2.5.8. How to hecome an effective leader

Source: https://cdn.ttgtmedia.com/rms/onlineima-
ges/how_to_become_an_effective_leader-f.png




PRACTICAL EXERCISES

Here you have a question to reflect on the lesson:

What are the characteristics that a good leader should have, and what
is their function?







WHAT | HAVE LEARNL...

@What it takes and how to be an entrepreneur;

@Various steps on how to generate an idea, and how to
transform an idea into action, i.e. create an innovation;

@What heing a leader means, and how to be a good leader;
@How to create a brand, all the steps to promote your brand,

where and when to promote your product, and how to create a
short and effective speech for your brand or product.




ADDITIONAL RESOURCES

m Entrepreneurship

https://youtu.be/9ualor3pvcA
https://www.youtube.com/watch?v=IJjILQu2xM8
https.//www.youtube.com/watch?v=gFYBqZnFQ6w
https://www.thebalancemoney.com/entrepreneur-what-is-an-entrepre-
neur-1794303
https://www.sumup.com/en-gb/business-guide/becoming-an-entrepreneur/

m Design Thinking

https://www.youtube.com/watch?v=-hyVVdFobhU
https.//www.youtube.com/watch?v=_rOVX-aU_T8&t=4s

m How to generate news ideas

https://www.youtube.com/watch?v=mtn31hh6kU4
https://www.youtube.com/watch?v=L1kbrlIZRDvU
https://www.youtube.com/watch?v=-OMJINQIZzA
https://www.youtube.com/watch?app=desktop&v=jYdANpGcEqC4

m Turn ideas into innovations (justdo it)

https://www.youtube.com/watch?v=FXJUDyqobbM
https://youtu.be/dZTiD3g4C1A
https://youtu.be/K_vblziTtd8
https://youtu.be/R3RM-TQoJQ8
https://www.youtube.com/watch?v=zS0n-CaV5ks




https://www.youtube.com/watch?v=AX2IruYvv2s

m Leadership

https://www.youtube.com/watch?v=610zhSrgsd8
https.//www.youtube.com/watch?v=R2qu_j6GAG8

Innovation and creativity

How to create a great brand name
https://www.youtube.com/watch?v=rzbXht7MJVM
m Mind Map Diagram

https://www.youtube.com/watch?v=AEtizD_B50Q&t=110s
https://www.youtube.com/watch?v=01WhjPh3ZQ4

m Rocket pitch
https://www.youtube.com/watch?v=r-iIETptU7JY
https://www.youtube.com/watch?v=Frlfes1L7NI
https://www.youtube.com/watch?v=P2LwWuF7zn9c
m The mom test

https://youtu.be/Hlaljzhan78

https://youtu.be/mmmOccYPIiU
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SUSTAINABILITY

INTRODUCTORY VIDEO

https://www.youtuhe.com/watch2v=i6xwSmjdcyM



https://www.youtube.com/watch?v=i6xw5mjdcyM
https://www.youtube.com/watch?v=i6xw5mjdcyM

MODULE 3. GREEN LIFE AND

SUSTRINABILITY

INTRODUCTION

The 21st century brings many new and old challenges, and they bring an uncertainty that people must over-
come. Climate change, the depletion of natural resources, COVID-19 and war are potential threats to glob-

al health. Understanding how these concerns affect people's well-being is an important research question
(Barchielli, et al., 2020).

There are many environmental problems, and in this chapter, we will examine them and the effect they have:

ENVIRONMENT
PROBLEMS

Loss of biodiversity




3.1. POLLUTION

Environmental pollution has been one of the main concerns of science and the general public over the past
decades. Pollution can be divided into four types: ail, water, soil and noise.

AIR POLLUTION

3.1.1. Air Pollution

WATER POLLUTION

NOISE POLLUTION SOIL POLLUTION

Becoming a major health problem that
affects millions of people worldwide.

WHO estimates that 2.4 million people die
each year due to air pollution.

Mixture of particulate matter (e.g. PM2.5,
PM10), gases (e.g. carhon monoxide ICO],
nitrogen dioxide IN021, ozone [03], sulphur
dioxide [S021), organic compounds [e.g.
polycyclic aromatic hydrocarhon [PRHI),
and metals (e.g. lead).

© Research on air pollution is increasing.

@ Inaddition to physiological and environ-

mental impacts, psychological (affective,
cognitive, hehavioural), economic and
social impacts also need to he reviewed.

(Sierra-Vargas & Teran, 2012) (Lu, 2020)



3.1.2. Water pollution

@ Water pollution occurs when unwanted
materials enter in to water, changes the guality
of water and harmful to environment and human
health.

@ One of the major environmental problems in the
world.

@ Persistent toxic substances can he allocated
into two types:

O Persistent organic pollutants. Properties:
m high bioaccumulation properties.

m contain carcinogenic and mutagenic factors;
m have strong endocrine interference.

O Hazardous substances (e.g. heavy metals, petrochemicals, pharmaceuticals,
nanomaterials, pesticides, and herhicides).

m Appear in water during industrialization and urbanization.
m Endangering wildlife and human health.

© Universal solvent, water is a major source of infection.

@ 80% diseases are water horne.

© Drinking water in numerous countries does not meet WHO standards.

@ 3.1% deaths arise as a resuit of the unhygienic and poor guality of water.

(Speight, 2020) (Feng, Yu, Xiao, & An, 2020)




3.1.3.Soil pollution and soil degradation

®

Soil is the most important resource for plant
growth and human survival, supporting agricultur- al
production and human habitation.

Caused by irrational anthropogenic actions, soil receives a
large amount of hazardous and toxic materials:

O toxic metallloidls;
O organic contaminants;

O emerging contaminants with uncertain hazards and toxicity, (Li; Han, Liv, & Wang, 2022)

@ Contaminants pose a potential risk to soil ecosystems, food safety and human heaith.

@® The hehaviour of pollutants in the environment is very complex and the spatial heterogeneity of the

soil environment.

Highly efficient, low-cost, and environmentally friendly soil remediation techniques need to he
established instantly.

Figure 2. Impacts of soil pollution on soil ecosystem
services (FAO and UNEP, 2021).




3.1.4.Noise pollution

@ Noise pollution refers to an increase in natural
environmental noise levels due to sound-emitting
human activities that can have harmful effects on
humans and animals.

© The most common anthropogenic noise is traffic of all
kinds: cars, trucks, airplanes, and ships.

® Humans can experience immediate or delayed hearing
damage from excessive acoustic exposure, and direct
damage can be temporary or permanent, resulting in Sabbekoorn, 2019) (Gupta, Gupta
temporary or permanent deafness. Jain, & Gupta, 2018)

® Moderate levels of anthropogenic noise can cause irritation, chronic stress, sleep disturbances,
impaired speech understanding, delayed cognitive development, decreased precision work
performance, wound healing and even increased risk of heart failure.

@ Indoor and outdoor environmental noise pollution has heen shown to he a serious health hazard
with increasing adverse effects on fetus, infants, children, adolescents and aduits.

@ Obsolete motor vehicles, machinery, increasing traffic, congested residential areas, overcrowded
educational institutions and workplaces, unregulated commercial and industrial noise have
hecome a source of acoustic pollution with long-term disability.




PRACTICAL EXERCISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ide-
as. When we talk about pollution, it is very important to reflect
on the subject and draw our own conclusions.

1. What comes to mind when you hear the word ‘pollution’?

2. What do you get most angry about when you think ahout
pollution?

3. What simple, everyday thing could help reduce pollution most?




3.2. GLOBAL WARMING

Since the mid-19th century, human activities have increased the amount of greenhouse gases such as
carbon dioxide, methane and nitrous oxide in the Earth's atmosphere, leading to an increase in average
temperatures. Since then, the average global surface temperature has increased by 0.6 °G, while SNOW
cover and IC@ COVeF have reduced. Sea levels are reported to have risen by an average of 10-20 cm and
ocean temperatures have augmented.

Soil degradation The decrease in the productivity Desertification Loss of hiodiversity
of agricultural land

Ecosystem Ocean acidification Destruction and depletion Reduction of fresh
degradation of the stratospheric ozone water resources
layer




All of these affect human health, causing non-communicable diseases such as injuries during natural
disasters, malnutrition during famines, and increased mortality during heat waves due to complica-
tions in patients with chronic diseases. The direct effects of natural disasters also affect mental health,
and although too complex to quantify, a link between climate and civil violence has even been iden-
tified.

In the 20th century, halogenated aliphatic hydrocarbons were widely used for commercial and indus-
trial purposes. However, these volatile organic compounds can be carried into the stratosphere, where
they are easily photolyzed by ultraviolet radiation to release chlorine atoms. A catalytic chain reaction
of chlorine atoms will lead to depletion of stratospheric ozone. Under the Montreal Protocol on Sub-
stances that Deplete the 0zone Layer, first established in 1981, production of these so-called ozone-de-
pleting substances has been phased out according to several schedules.

The emission of halogenated volatile organic compounds will not only deplete stratospheric ozone,

but also contribute to global warming, meaning that these so-called greenhouse gases have a high
potential to absorb infrared radiation reflected from the Earth's surface.

A carbon footprint is the total amount of greenhouse gases (including carbon dioxide and methane)
that are generated by our actions.




WHAT CAN YOU DO TO REDUCE YOUR CARBON FOOTPRINT?

)=<<  Install Solar
o) | qanels and
switch to Green

@ Choose,
@ Reusable, Ditch
Single-Use

&

A\ |
* Shop Second & 7 Reduce Food
Waste

Replace C==p [rain Tram, Thermostat to

Bus, 20°C in Winter &
Halogen .
Lights B“‘:l:'r:‘a“‘ 95°C in Summer

(Wadhwani, 2022)

PRACTICAL EXERGISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ideas.
When we talk about global warming and carbon footprint, it is very
important to reflect on the subject and draw our own conclusions.

1. What are the potential consequences of glohal warming?

2. Do you think you have a large or small carbon footprint?

3. What can people do to reduce their carbon footprint?

4.1s your government doing enough to combat glohal warming?




Acid rain or acid precipitation is a broad term that includes any form of precipitation with acidic com-
ponents such as sulphuric or nitric acid that falls wet or dry from the atmosphere to the ground. It can
be rain, snow, fog, hail or even acid dust.

Acid rain was one of the most important environmental problems during the last decades of the 20th
century. It became a game changer, both scientifically and politically. For a while, especially in the
1980s, acid rain was considered one of the big-

gest environmental threats of the time.

Acid rain occurs when sulphur dioxide (SO2)
and nitrogen oxides (NOX) are released into the
atmosphere, carried by wind and air currents.
SO2 and NOX react with water, oxygen and oth-
er chemicals to form sulphuric and nitric acids.
They then mix with water and other substances
before falling to the ground.

The major sources of SO2 and NOX in the at-
mosphere are:

» Burning of fossil fuels to generate electrici-
ty. Two thirds of S02 and one fourth of NOX
in the atmosphere come from electric power
generators.

* \Vehicles and heavy equipment.

During the Cold War, when there was almost no communication between East and West, acid rain
broke the ice and created the conditions for scientific and political cooperation that led to the signing
of the United Nations Economic Commission for Europe (UNECE) treaty, the Convention on Long-range
Transboundary Air Pollution, signed in 1979. Emissions of all major air pollutants have been significant-
ly reduced, and Europe's emissions of the most important acidifying compound, sulphur dioxide, have
fallen by 80% or more since 1980-1990. However, acid deposition and acidification problems still exist,
but at lower pressures, and liming has decreased accordingly.




PRACTICAL EXERCISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ideas.
When we talk about acid rain, it is very important to reflect on the
subject and draw our own conclusions.

1. Why does acid rain occur?
2. How we can reduce air pollution and creation of acid rain?




3.4. DEFORESTATION

Deforestation is linked with augmented atmospheric CO2 and changes in the surface energy and
mass balance, which can lead to local and global climate change. Deforestation accounts for up
to 17% of global greenhouse gas emissions each year and contributes to global warming. This is
because trees absorb greenhouse gases and carbon dioxide in the atmosphere.

Forestation and deforestation not only affect the carbon cycle and atmospheric CO2 concentra-
tions, but also affect local and global climate through changes in the surface energy balance (i.e.
changes in albedo, evaporation fraction and surface roughness).

Agricultural land occupies about 38% of the Earth's surface. Population growth and the associ-
ated increase in agricultural land are the main causes of deforestation today. Although the rate of
deforestation has slowed over the past decade, the loss of forested areas is expected to continue
into this century. Forested area in the Amazon Basin, home to the largest rainforest on Earth, by
2050 can be reduced by around 50%.

PRACTICAL EXERCISES:

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ide-
as. When we talk about deforestation, it is very important to re-
flect on the subject and draw our own conclusions.

1. How does deforestation impact the environment and wildlife?
2. Have you ever done something against deforestation?

3. Have you ever realized that you take part in destroying the
rainforest?




3.9. OVERPOPULATION

Humanity is facing unprecedented population growth, as has never before occurred through recorded
history. The overpopulation caused by it has important implications both for humans and the planet
Earth and threatens both our existence and that of the planet.

In1965-1970, the world's popula-
tion was growing hy 2.10% per year.
Today, itis increasing hy 1.10% per
year, yet hecause of the now vastly

greater base number this means
over 80 million people every year,
more than 219,000 people every day,
or 9130 people every hour, are heing
added to the planet Earth.

There is no doubt that human ingenuity and cooperation can increase human resilience. But even
so, human well-being will continue to depend on the outside world, including resources such as
food and water. Humans are neither computer ciphers nor caged mice. This means that while a
given area can theoretically tolerate higher human densities than it does, the reality of human evo-
lution in distinct groups separated by culture, religion, and language means that this theoretical
maximum will rarely be reached. A certain degree of unused carrying capacity can be seen as a
desirable buffer between different groups, vital to reducing tensions and preventing conflict.

We are failing to confront the population explosion (Butler, 2004)




PRACTICAL EXERCISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ideas.
When we talk about overpopulation, it is very important to reflect
on the subject and draw our own conclusions.

1. What do you think of ‘one child per family policies to curh popula-
tion growth?

2.Is population growth a concern in your country?

3. What would happen in the world if there was a population explo-
sion?




3.6. NATUTRE RESOURCE DEPLETION

Currently, resource depletion in developing countries is three times higher than in the late 1990s.

This has happened because the population of many developing countries has doubled and many
people are using natural resources to meet their social and economic needs.

However, this involves
environmental costs that
should be
Depletion of natural re-
sources has created many
global environmental
challenges.

PRACTICAL EXERCISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ideas.
When we talk about natural resources, it is very important to reflect
on the subject and draw our own conclusions.

1. Why would it he important to conserve or protect natural resourc-
es?

2. What do you think would happen to the earth if you used more re-
sources than the earth could make?




3.1.L0SS OF BIODIVERSITY

Biodiversity loss can be defined as the process by which host species disappear from local assemblages
due to changes in ecological parameters.

These changes can be sudden, such as droughts, fires, floods, and windstorms, or long-term, such
as nutrient eutrophication, climate change, and land-use change. We contrast this with hiodiversity
gradients, which are not related to biodiversity loss, but arise from the way different communities as-
semble based on existing environmental filters, or from ecological drift, including changes in latitude,
elevation, environmental heterogeneity, or habitat size.

Drivers of biodiversity gradients associated with biodiversity loss:

Biodiversity underpins ecosystem functions that are essential to human health and well-being. But
biodiversity is disappearing at an unprecedented rate, which threatens the health and well-being of
all people.

PRACTICAL EXERGISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ideas.
When we talk about biodiversity, it is very important to reflect on
the subject and draw our own conclusions.

1. Why is hiodiversity important to the planet? Is it under threat?
2. How does climate change impact biodiversity?

os



3.8. GREEN AND CIRGULAR EGONOMY

Climate change and environmental degradation pose a threat to the development of the current and
future world. In order to promote the more sustainable use of natural resources, the Government sup-
ports sustainable business practices to achieve these objectives. In this respect, the European Com-
mission has developed a growth strategy (“European Green Deal”) that “will transform the Union into
a modern, resource-efficient and competitive economy, where by 2050 there is no net greenhouse gas
emission, economic growth is separated from resource use and no one and no place remains aban-
doned".

In 1966, Bolding proposed to organize the economy as a circular system to ensure sustainable devel-
opment. The system, however, was formalized by Phillips and Turner in 1989 and is largely based on
the so-called 3Rs: reduce, reuse, and recycle. This new economic model was created to defeat the tra-
ditional model based on the principle of "take, produce and discard", also known as "linear economy".
Comparison between circular economy versus linear economy features:

CIRCULAR ECONOMY LINEAR ECONOMY

Biodiversity destruction

Lack of corporate social responsibility from compa-
nies and stakeholders




Recycling

use of garhage,

improving effi-
ciency, and collab-
orating, a circular
economy can help

decrease emis-
sions while saving

money

Waste Residue Recycling

Collection Reuse & Repair

Green Economy (GE) is defined as economic operations related to the production, distribution, and use
of goods and services that contribute to the long-term growth of human well-being for future gener-
ations while avoiding significant environmental risks and ecological scars. In a GE, employment and
income growth is driven by public and private investment in economic activities, infrastructure and
assets that reduce carbon dioxide emissions and pollution, increase energy and resource efficiency,
and prevent the loss of biodiversity and ecosystem functions.

The three Main areas for the current work on GE are:

1] Advocacy of macro-economic approach to sustainable economic growth through regional, sub-re-
gional and national fora;

2] Demonstration of Green Economy approaches with a central focus on access to green finance, tech-
nology and investments.

3] Support to countries in terms of development and mainstreaming of macro-economic policies to
support the transition to a Green Economy.

Focusing on Circular and green economy is promising for future research, and would allow us to better
understanding the environmental and social challenges posed by a fast-growing economic develop-
ment.

o,



PRACTICAL EXERCISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ideas.
When we talk about circular economy, it is very important to reflect
on the subject and draw our own conclusions.

1. From environmental side, what advantages circular economy has
comparing to the linear one?

2. Do you know any company who uses circular and/or green econo-
my in your city/country? If yes, what are they doing?




3.9. URBAN SUSTAINABILITY

The European Commission defines urban
sustainability as the opportunity to solve
the problems of urban and urban areas,
indicating that a balanced city itself offers
many possibilities.

The world's urban population has grown
rapidly, and generally, cities have brought
economic development and comfort to
their residents. In latest decades, urban
areas have expanded faster than their
population, indicating an unsustainable
level of land use, especially at the expense
of agricultural land.

M From the 1950s to the 2000s urban
areas stretched by 80% in the EU-25
countries, while the urban population in-
creased by only 35%.

WHY IS IT IMPORTANT TO CARE ABOUT URBAN SUSTAINABILITY?

Population growth and rapid urbanization pose several challenges to meet the needs of housing,
transport infrastructure, and food and water security.

The environmental problems caused by this should not be forgotten either. Environmental prob-
lems in urban areas include changes in hydrological processes associated with reduced water in-
filtration and groundwater recharge, increased runoff and peak discharge, and water quality deg-
radation. These changes in hydrologic behaviour are increasing the need to manage the growing
flood hazard, but also water supply concerns, since urban areas account for 60% of residential
water use.

Given the concentration of people and assets, urban floods often result in loss of life and destruc-
tion of property, pollution of drinking water, and spread of diseases (e.g., gastrointestinal illness-
es).

Such problems arise, particularly in poor neighbourhoods. Pollution, distress caused by traffic
congestion, noise, and the artificial living environment in isolation from nature adversely influ-
ence the health of urban dwellers.

®



ENERGY SHORTAGES (enhanced by urban use
of 60-80% of all glohal energy produced)

WASTE MANAGEMENT

Environmental

prohlems in AIR POLLUTION [urban emissions of

urhan areas greenhouse gases, which comprise more
than 70% of glohal emissions

SOIL DEGRADATION (sealing, compaction,
erosion, and contamination)

LOSS OF BIODIVERSITY

In order to overcome some
health threats and mitigate
pollution problems, the
establishment and expan-
sion of green spaces (such
as parks and green belts,
it means areas of greenery
around urban centres) in
cities have been proposed.
Incorporating nature into
urban areas aims to protect
and restore the capacity of
ecosystems to provide ser-
vices and support people's
safety and security, there-
by mitigating the effects of
global change and increasing urban resilience. However, the conflict between urban development and
environmental protection is far from resolved, so creating a physically liveable environment is one of
the main challenges facing humankind today.

0,



RESULTING

It is estimated that Demand for water,
70% of the world's — energy, and food may
population will live in increase by more than
cities by 2025 50% from 2015 levels

Accomplishing urban sustainability was one of the main Sustainable Development Goals of the United
Nations in 2015 (SDG 11:‘Sustainable Cities and Communities’), and has since been strengthened by
the United Nations Development Programme's New Urban Agenda, nevertheless planning in both ur-
ban sprawl and compact cities are key goals for sustainable development, especially given the typical
fragmented governance structures and lack of effective funding mechanisms.

3.9.1.Urhanization and sustainable planning

By focusing on specific aspects of the urban environment, they have created a new attitude to the
sustainability of urban transport in large cities. The increasing focus on quality of life requires good mo-
bility and safe traffic circulation, which requires balancing accessibility conditions with environmental,
economic and social sustainability aspects (Figure X). The accessibility, distribution, and availability of
urban parks are extremely important for urban planning. Conversely, in some cities, such as llam, Iran,
there is a huge unevenness in the spatial distribution of green spaces, as most urban areas suffer from
a lack of greening, especially in the city centre.

The three dimensions of sustainable development are:

(Londorio-Pineda, Cano, & Gémez-Montoya, 2021).




3.9.1.Water quantity and quality aspects

Existing water problems are intensified by quick urbanization, as urban development and land cover
changes disrupt the hydrological cycle in cities. Numerous rapidly urbanizing regions face water prob-
lems such as floods, water shortages and water quality depletion. Urbanization impacts and feedbacks
on natural resources, local hydrology, ecosystems and their services can be measured by coupled so-
cial-ecological system modelling.

Urban development and related activities (e.g. traffic, industry) are responsible for large amounts of
pollutants in soils, substantially changing their natural properties and reducing their functions and
ability to provide ecosystem services. At high levels, contaminants in soil and plants can be hazardous
to humans and cause direct (e.g. skin) or indirect (e.g. ingestion) health effects.

Urban areas are also responsible for the production of waste, which poses major problems for munici-
palities handling waste. Further efforts are needed to develop effective recycling strategies and reduce
waste production.

Numerous issues related to waste generation rates, disposal facilities, treatment costs, and their inter-

relationships can be uncertain and affect the optimization process. Fuzzy stochastic method has been
widely applied to remove this uncertainty.

3.9.4. Air quality and urban heat island

Land use and urban forms have an impact on carbon emissions.

PRACTICAL EXERGISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ide-
as. When we talk about being sustainable, it is very important to
reflect on the subject and draw our own conclusions.

1.What factors are considered when determining whether a city/
community is sustainable?

2. How can a city or community become sustainable?

3. Do you consider that your city is sustainable? If yes, why?




3.10. SUSTAINABLE BUSINESS MODELS (SBM)

Business models can be a valued framework to help organizations
make changes towards sustainability. A business model demonstrates
the process of running a business and helps to understand the drivers
of the company's goals. Integrating innovation into business models
would be beneficial for sustainability innovation. SBM can be a way
to strengthen business in the fight against global sustainability. The
goal of business model innovation is to find new ways to help organ-
izations run their business by increasing profits and creating value.

SBM has three unique features that make them different from conven-
tional business models.

i. Generate value for multiple stakeholders, society, and the environment.
II Foresee non-financial forms of value, such as social and environmental values.

ili. Consider value destroyed to realize the negative effect on society and environment (e.g. depletion of re-
sources or social dislocation), and value uncaptured (e.g. reusable components of damaged tools).

These characteristics separate SBM from traditional profit-oriented business models, meaning that their
competences are different from other types of business models.

There are diverse main characteristics and elements of the SBM concept, in this example nine main char-
acteristics, which are measured in the proposed SBM include sustainability, circular economy, value chain,
information technology, core values, value creation, organisational values, performance management, and
stakeholder engagement, which need to be integrated into a holistic business model.

The key features and elements of the SBM concept are:
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Primary activities

Participation
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Communication

STAKE- ' SUSTAIN-

HOLDER ABILITY . Dependability +  Innovation
. Reliability : gfeat"’“l{
. Loyalty . ompassion
INFOR- . Commitment . Motivation
+ Hardware MATION . Open-mindedness °*  Positivity
«  Software ) .  Consistency +  Optimism
s“stal“ahle cnn! . Honesty M EespeCt
H +  Efficiency : ourage
. P
PERFOR- Business Model VALUES erseverance
ceni mance © Key Features
. ervice
. Business manage- . :/'I“a“:'alt g
ment . anufacture
Qualit VALUE . Intellectual
" Productivit CIRCULAR ) (oncani-  CREATION S
Effici Y ECONOMY . Social and relationship
. ciency SATIONAL . Nature
. Design for the future Employee and public
. Collaborate to create fet
joint value sarety
join R . . Environmental
. Rethink the business . Responsibility
model ) . Profitability
. Prioritise regenerative . Drive for results
resources
. Preserve and extend

what is already made
. Use waste as a resource




PRACTICAL EXERCISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ide-
as. When we talk about sustainable business models, it is very
important to reflect on the subject and draw our own conclu-
sions.

1. What main characteristics and elements of the SBM concept
do you remember?
2. How do you know if a business model is sustainahle?




3.11. EQUITABLE AND SUSTAINABLE ENTREPRENEURSHIP

The current entrepreneurship literature on ecological sustainability is relatively young and fragmented,
and scholars do not yet agree on the definition of this phenomenon. The literature offers several signs

mn

of the concept of ecologically sustainable entrepreneurship: "sustainable entrepreneurship”, "ecopre-

mn nmn

neurship", "ecological entrepreneurship/environmental entrepreneurship’, "green entrepreneurship”.

Sustainable entrepreneurship can be defined as "focusing on the preservation of nature, life support
and community, in pursuit of perceived opportunities to create future products, processes and ser-
vices for benefit, where benefit is generally understood as economic and non-economic benefits to
individuals, the economy and society".

Another definition is "the integration of conservation and development to safeguard that changes to
the planet actually ensure the survival and well-being of all people”.

Entrepreneurs play an important role in the development of sustainability. Not only do they meet the
sustainability requirements set out in legislation to become more environmentally friendly, but they
also consider both environmental and social aspects in their core business strategies to take advan-
tage of opportunities to eliminate damage to the natural environment.

Future entrepreneurs need to be competent in sustainable entrepreneurship, which consists of vari-
ous sub-competencies related to systems thinking, diversity, foresight, norms, actions, interpersonal
competence and strategic management. Entrepreneurs need the ability to recognize sustainable busi-
ness opportunities that arise from market imperfections and the expertise to take advantage of these
opportunities.

Systems thinking
(ahility to identify, analyse, and cleverly comhine the different firm domains)

Foresight thinking
(ability to understand and predict the impact that decisions could have on environmental, social,
and economic issues, and is generally combined with creativity, opportunity recognition, and
innovativeness)

Normative hehaviour
(ability to map, apply, and reconcile sustainability values and targets related to the way the
world should he)




Embracing diversity and inter-disciplinary
(the ability to involve stakeholders and recognize the legitimacy of their views in deci-

sion-making on environmental, social and economic issues)

Interpersonal
(ability to motivate and make collaborative sustainahility activities informal, i.e., communica-

Action
(ahility to he actively involved in responsihle actions to improve the sustainability of systems)

Strategic management
(ahility to design projects and implement interventions towards sustainable development
practices)

Part 1: https://www.youtube.com/watch?v=iBCxg-MeLl0



Part 1: https://www.youtube.com/watch?v=iBCxg-MeLI0

Part 2: https://www.youtube.com/watch?v=wdWbpNRVefl

PRACTICAL EXERCISES

We propose you a practical exercise in which you have to read
the question and answer according to your experience and ide-
as. When we talk about being a sustainable entrepreneur, it is
very important to reflect on the subject and draw our own con-
clusions.

1. Do you think you have what it takes to be a sustainable entre-
preneur? Why?

2.Can you add something more what is important to he a sustain-
able entrepreneur?



Part 2: https://www.youtube.com/watch?v=wdWbpNRVefI



https://www.youtube.com/watch?v=NAkkeITVV1s

WHAT | HAVE LEARNL...

@ The main environmental issues (glohal warming, acid rains, de-
forestation, overpopulation, loss of biodiversity, natural resources
depletion, and pollution types (air, soil, water, and noise), what are
the main causes of them, and importance for human health and
environment;

@ Definitions and differences hetween linear and circular econo-
mies and why the latter one is more ecofriendly;

@ The definition of urban sustainability and main reasons why itis
important to create sustainable cities. Moreover, what toes it take
for a city to he sustainable, and how is it formed;

@ Important characteristics and elements to create sustainable
husiness model;

@ What qualities are necessary to he a sustainable entrepreneur.




ADDITIONAL RESOURCES

Short video about the greenhouse effect: https.//www.youtube.com/
watch?v=SN5-DnOHQmME

What Acid Rain Does to Your Body: https://www.youtube.com/watch?v=IIXZGJ4QF9E
Impact of deforestation on climate: https://www.youtube.com/watch?v=Nc7f5563azs
m Green and circular economy

Explaining the circular economy and how society can rethink progress:
https.//www.youtube.com/watch?v=zCRKvDyyHmMI

m Business and sustainahle development - can they help each other?
https://www.youtube.com/watch?v=Rht4d4GdYbM

m The most sustainable cities (Pellegrino, 2022)

Which cities have the most thriving urban environments and which care for the planet
first? This idea is at the heart of the Arcadis Sustainability Cities Index: to implement it,
the Arcadis overall ranking is based on three elements:

* Planet (Ecological)

 People (social)

* Profit (economic)

In 2022, the TOP 3 most sustainable cities were: Oslo (Norway), Stockholm (Sweden)
and Tokyo, Japan.

Oslo, Norway: https://www.dw.com/en/oslo-city-of-the-future/video-60500918
Stockholm, Sweden: https://www.youtube.com/watch?v=AyaSQiGG85Y
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United for social transformation
MODULE 4. CRITICAL THINKING AND ACTIVE

PARTICIPATION

INTRODUCTORY VIDEO



https://www.youtube.com/watch?v=AirVlSXUu6U
https://www.youtube.com/watch?v=AirVlSXUu6U

MODULE 4. CRITICAL THINKING AND ACTIVE

PARTICIPATION

INTRODUCGTION

We begin this module with a proposal. Take a few minutes to write a response to the following
questions:

@ How do you define critical thinking?

© What does Active Participation (aka Active Citizenship)
mean to you?

@ How do they relate to each other?

@ Choose one topic you are passionate ahout to apply the
following learnings of active participation and critical
thinking to as your case study for this module. You can
use a novel idea that you are curious about or a project or
activity you are already engaged in.

Critical thinking is a process that proposes to analyse, understand or evaluate the way in which
knowledge that seeks to interpret and represent the world is organised, Niebles et al. (2019). ltis,
therefore, the ability to analyse and evaluate the consistency of reasoning.

At a time like the present in which social and political participation of young people has declined
significantly, Cortes et alt. (2021), participation through social networks and the virtual world has
grown. A lot of information is available here, generating fake news, hoaxes and confusion aimed
at creating prejudices, stereotypes or hate speech that affects part of the population. Young peo-
ple are also victims of this information, both as objects of it and as perpetrators by taking sources
and news that are not correct or are manipulated.
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We are the first generation to have the entire world
as our context

Dickens' novel "A Tale of Two Cities" begins with the sentence "It was the best of times, it was
the worst of times". We live in a confusing time in which young people have the whole world as
their context, being able to access information about almost anything, but they do not always
have the resources and skills to differentiate between what is correct information and what is
false or altered in order to manipulate. Society talks to us about normality and being normal
when that is not what is normal.

This is a consequence of the liquid modernity Bauman spoke of, whose changes are so
accelerated and intangible that we do not have time to adapt to them in order to grasp them. For
thisreason, itis necessary to propose a new model of education that leads young people to adopt
critical thinking that facilitates active participation with a valid and reasonable argumentation.
We need to know in order to rethink everything. As Alvin Toffler said

"The illiterates of the 21st century will not he these who cannot reai
and write, but those who cannot learn, uniearn and relearn".




Today's world requires critical citizens and this means a challenge for teachers, because
education is no longer only focused on students memorising different concepts, but they must
know what to do with these concepts so that they can understand, interact with their social
environment and make decisions in accordance with the situations they are presented with.
"Critical thinking, then, means developing as well-rounded citizens, who will be able to approach
situations, problems and challenges in a comprehensive manner, not just with any information,
not without first reasoning about the different possible ways, and the consequences of each
one, and being truly responsible". (Today's World Needs Critical Citizens, 2018).




4.1. STAGES OF CRITICAL THINKING

The different phases of critical thinking have to do with the development we go through in order to
evolve within our idea of generating our own responses to the information received. Among these
phases we would have:

Adonting the attitude of a critical thinker. Here it is important that we allow more infor-
mation to come in and in greater depth. We need to be able to open up our interest
in looking for different points of view on a piece of information and also be critical of
our own search and assess how well it has been carried out.

Recognise and anticipate harriers or hiases to critical thinking. What limits or blocks
us from thinking clearly and accurately? There are barriers arising from human limi-
tations, others from language use, others due to failures of logic or perception, and

others due to psychological failures. Some examples are:

Confirmation bias

We seek information that
validates our own ideas and
beliefs

Knowing all the information and
trying to put ourselves in the
opposite position.

Memory bias

Memory tends to fill in gaps,
sometimes with situations
or information that have not
happened

Knowing limitations and focusing
more on accurate facts than on
what we are unsure about

Ignorance

We don't know the information
or don't have the data to position
ourselves

Try to know as much as we need
to know to get a rough or total
picture.

Prejudices or personal biases

We accumulate prejudices about
certain topics and issues that
condition our information and
thinking

Try to focus on facts, sources of
information and reasoning.

Physical or emotional barriers

Our physical limitations and
those that depend on our mood
or emotion of the moment,
condition how we evaluate a
situation

Try not to make decisions in the
heat of the moment, or when we
are tired, angry or limited by some
issue.
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Obstacle
Ambiguity

than one meaning

The expression or word has more

Ask for clarification so that there is
no confusion.

Slang or technical language

Using very technical language
that can make it more complex
to understand what has been
expressed

Knowing limitations and focusing
Ask for clarification or try to
understand what is being said by
looking for information

Closed expressions

When expressing in a way that

avoids questioning the arguments

Try not to close expressions or
speak in a way that does not seem
to be telling an absolute truth.

Emotional content

Language is used with
expressions or words that
condition in an emotional way,
generating positive or negative
feelings.

Separate emotions from
language. Try to concentrate on
reasoning

Gibberish

Use of confusing language to try
to disorient

Search for facts within that
language.

Evasiveness or beating around
the bush

Using language that seems to
lead in one direction but is so
open-ended that it allows you to
say the opposite as well

Trying to see the facts as they
are without being misled by the
twists and turns you put on the

message

Value judgments

Giving opinions as if they were
facts

Trying to go to the facts and
not to what the person thinks of
them.

Superstition

Connecting several facts that are
not really connected

Seeing the difference between
cause and effect without looking
for unnecessary relationships

Argumentum ad ignorantiam

Something is true because it has
not been proven false

We must see the arguments and
know that they can be contrasted.
If you do not have enough
information you should not make
value judgments.

Circular reasoning

Assume as true something that
you are trying to prove

Recognize when something is
assumed to be true when it has

not been proven.




Serial illusion

Believing that events that are
random occur in clusters

Trying to see probabilities
and that things can happen in
isolation

Forer effect

Accepting vague descriptions
that we believe apply to ourselves
(Example: horoscopes, palmistry
predictions)

Try to recognize the succession
of arguments and whether they
make logical sense.

Non sequitur

The reasons given for an
argument are not correlated

Try to recognize the succession
of arguments and whether they
make logical sense.

Pareidolia

Association or recognition of
facial expressions and common
objects with confusing images

Try not to look for the first
association that comes to us. See
alternative explanations

Domino effect

An argument makes us believe
that one negative effect will
lead to another and so on

See the logic of the arguments
and whether they can really
happen one after the other.

Barriers due to psychological or sociological fauits

Ad hominem

Criticize the person making the
argument and not the argument
itself

Advice

Focus on the argument and not
who is making it. Be attentive to
the information

Appeal to authority

Trying to make a statement valid
because the person making it is
respected, known or admired

Know that the veracity of the
arguments is more important
than the person making them.

Exercise: search and find some examples of fallacies, biases in Youtuhe videos
to learn how to distinguish them.

® https://www.youtube.com/watch?v=nKI5GpYO0tOA

® https://www.youtube.com/watch?v=ybcvixivscw

® https://www.youtube.com/watch?v=Kho5KvPBDSw
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Identify, recognise, construct arguments. This involves looking for the reasons that

support a conclusion, and there may be several of each in the argument.

To recognise and construct arguments we can follow three types of models, and they can even be

combined:

We have different arguments that support a conclusion.
Example:

Argument 1. No one has the right to take another person's life.

Conclusion: The death penalty should be abolished.
A

Argument 2. if there is a miscarriage of justice, it cannot be fixed after execution.

One argument supports two different conclusions.
Example:

Argument: The crisis has lowered tax revenues.

A

Conclusion 1. Conclusion 2:

Spending needs to be reduced Taxes need to be increased




An argument supports a conclusion which is, in turn, an argument of another conclusion.
Example:

Forma/Argument: Indiscriminate use of antibiotics is harmful because
it creates resistance in patients.

v

Conclusion/Argument: Indiscriminate use of antibiotics
should be controlled.

v

Conclusion: Physicians should only prescribe antibiotics in
the presence of bacterial infection and report their appropriate use.

Exercise: We raise an issue in a group and look at possible arguments and
conclusions with the three models: convergent, divergent and serial.

Evaluate the sources of information. \We have to assess that the arguments are not
based on false or erroneous information because then the argument will also be
false or erroneous. Therefore, it is important that we can check that the data we
are starting fromis correct. Therefore, we must ask ourselves several questions:

A. Is the source of
information sufficiently
qualified or trained to
give such informationon a

particular subject? B. Is the source recognised

as accurate or truthful?

C.Is the source likely to be
untruthful?

D. Is there any reason
why it is not a suitable
source?




9.Evaluate the arguments. For this to be true, everything that is taken as true must
have a basis that is either true or does not need another argument to be true.
The arguments have to be relevant and sufficient and, of course, no information
has been left behind, i.e. all the reasoning is there and nothing has been omitted.

If we take all these steps into account, we can reach an accurate idea that the information we
have received is adequate and we can take it as good. From there, we can use the arguments to
support it and generate conclusions.

PRACTICAL EXERGISES

We propose some activities that may be of interest to you:

1. THE RETICULAR ACTIVATING SYSTEM

“A part of our brain called the reticular activating system helps us filter
our experience so we are not overwhelmed by the 100000s of things
available for us to process at any given moment. It refines our awareness
sothat we become very perceptive to certain things, and don't see others.

This is often how synchronicities occur in our lives. We become more
aware of something and suddenly we start to see it everywhere. So,
what we choose to focus on grows in our awareness.”

A. WATCH THIS SHORT VIDEQ: Inattentional Blindness-How Many Passes
https://www.youtube.com/watch?v=z-Dg-06nrnc%20



https://www.youtube.com/watch?v=z-Dg-06nrnc%20
https://www.youtube.com/watch?v=z-Dg-06nrnc%20

B. ANSWER THESE QUESTIONS:

® What did you notice when you followed the instructions of the video?

® What did you not notice?

® Why did you notice some things and not others? What influenced this?

® What influences the information you pay attention to and the information you ignore in
everyday life?

Let us reflect on the connection between this video and the RAS. Our RAS filters information based
on both value and threat. It determines what information to prioritize for conscious awareness based
on its perceived relevance and importance to our goals and survival. For example, if we are hungry,
our RAS may prioritize information related to food, such as the smell of a nearby restaurant or the
sight of a grocery store. Similarly, if we perceive a threat, our RAS may prioritize information related
to that threat, such as the sound of an approaching predator or the sight of a warning sign.

The RAS is constantly scanning our environment and filtering information based on its perceived
value or threat, which can influence our thoughts, emotions, and behaviors.

The video provides an example of our RAS in action. Most people, when they first view the video will
not see the moonwalking bear. It seems inexplicable to miss this rather odd incident. However, the
instructions in the video primed viewers by instructing them to count the number of passes by the
white team. That, therefore became the valuable information.

Our RAS can be manipulated by a variety of external factors, such as media, advertising, and
propaganda. These external factors can influence the information that we are exposed to and the
way that our brains process that information, ultimately impacting our beliefs and behaviors. For
example, advertisers may use catchy slogans or visual cues to grab our attention and prime our RAS
to focus on their products. Similarly, propaganda can be used to reinforce existing biases or create
new ones, manipulating the way that we perceive the world around us. However, it's important to
note that we also have some control over how our RAS is influenced, as we can actively choose what
information we expose ourselves to and how we interpret it.

2. INVISIBLE BIAS

Source: https://www.edsurge.com/news/2019-09-04-everyone-has-invisible-bias-this-lesson-shows-stu-
dents-how-to-recognize-it

WRITE OR TYPE OUT THE FOLLOWING PASSAGE AND COMPLETE THE BLANK AREAS IN YOUR OWN WORDS:




All children are capable of , but we cannot

except all students to when far too many are

stairwells with broken handtrails and missing
steps, tripping and falling as they to keep up,
while others are up on elevators. Equitably
funded schools run by educators, buttressed

by strong local, state and national educational
that center the entire context of students’ lives, will be the ones to improve
the academic of America’s most economically
children. They demand multiple solutions, deep

investiment and political

QUESTIONS:

® Why did you choose the words you have chosen?
® What has influenced you to choose these words in your opinion?

Note: this passage is taken from an article written for The New York Times by Prudence Carter
in 2016 (Source: https://www.nytimes.com/roomfordebate/2016/09/14/is-school-reform-hope-
less/poor-schools-need-to-encompass-more-than-instruction-to-succeed). The actual text
from the article can be found below:

“All children are capable of success, but we cannot expect all students to achieve when far too
many are climbing stairwells with broken handrails and missing steps, tripping and falling as they
work to keep up, while others are zooming up on elevators. Equitably funded schools run by vi-
sionary educators, buttressed by strong local, state and national educational policies that center
the entire context of students’ lives, will be the ones to improve the academic mastery of Amer-
ica’s most economically vulnerable children. They demand multiple solutions, deep investment
and political will".

Having read the text:

® Are there any differences between the words you have chosen versus the original text? Please
describe any differences.

@ If there are differences, how much has it affected the actual story?

® What biases do you have that affected the words and general tone of your story compared with
the text of the original author.
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4.2. ATTITUDES FOR CRITICAL THINKING

In order to carry out critical thinking, the person must have a series of attitudes based on giving im-
portance to the different needs mentioned in the previous point and which allow them to overcome

the phases.

According to the company lberdrola, the capabilities of a person with critical thinking are:




Critical thinking requires an attitude based on the following premises:

al To have an open mind.

h] To raise healthy doubts.

d) Confidence in reason.

el Intellectual perseverance.

g High motivation.




PRACTICAL EXERCISES

To understand how to improve critical thinking look at this video:

https://www.youtube.com/watch?v=vNDYUIx-
NIAA



https://www.youtube.com/watch?v=vNDYUlxNIAA
https://www.youtube.com/watch?v=vNDYUlxNIAA
https://www.youtube.com/watch?v=vNDYUlxNIAA

4.3. TECHNIQUES AND STRATEGIES FOR THINKING

In order to carry out critical thinking we need different actions that we have already mentioned
above. Sometimes we just need to leave behind certain barriers, as we have seen, and draw appro-
priate conclusions based on reasonable arguments but, other times, we need to use a series of tech-
niques that allow us to identify valid arguments and use them in the right way.

Image by pressfoto on Freepik
Asana recommends 7 steps to build a good thought process for decision making:

1-- ldentify the problem. We must know what is happening and why, we must also he aware of what we
are assuming in the face of these events and, ahove all, how we think we can solve the problem.

v

2.- Research. Once we have a general iea of the problem, we can gather relevant information from

various sources that are as responsible as possible. We try to have arguments that are not biased hy
lack of data. o

v
3.- Determine the relevance of the data. We cannot he satisfied with the data that we get from any
source but we have to know if it is reliable, if it is important information and if it is up to date.



https://asana.com/es/resources/critical-thinking-skills

v

4.- Ask questions. At all times we have to ask ourselves ahout the process, whether we are taking the
right steps and even whether we are doing it right or whether, for some reason, we are getting hiased
information.

v

9.- Find the hest solution. Establish a proper connection hetween cause and effect with the data you
have gathered to reach an objective conclusion or even several conclusions if necessary.

v

6.- Present the solution. A good communication of the conclusions must he made, taking into account
the data and showing the sources, the arguments and how we have heen associating them to reach
these conclusions. o
v

1- Analyze your decision. Even with the conclusions and decisions taken, we must analyze if we have
heen right and if we can provide a solution to the initial prohlem.

In order to work on critical thinking in the classroom, we can use activities that allow us to
create, evaluate, analyse, apply, understand and remember, as shown in the following table:




Albert Einstein told us that "education is not the learning of facts, but the training of the mind to
think". That is why education in those strategies to be followed in training to develop and improve
critical thinking is so important. One of the best-known studies, 8 Science-Based Strategies For Criti-
cal Thinking by Lee Carroll and Terry Heick, offers the following strategies, which we will analyze later.
Outside of science, people are quick to label those who question currently accepted theories as con-
trarians, trolls and charlatans. This is partly because people are sometimes unaware of how science is
advancing. It is somewhat taken for granted by students that science is something already discovered
and closed, something fixed that cannot be discussed, however, the very definition of science already
tells us that there can be different approaches and that everything that is known is so as long as a
better explanation or a more acceptable solution is not found.

The eight strategies are:

Font: Teachthought

Challenge all assumptions. \We need to challenge all assumptions. To do this,
we will need to carry out role-plays, reading, project work, small group activities.
For this strategy, we propose a role-play in which we take on the defence of one
position and the opposite position in a group debate on different topics, at the
suggestion of the facilitator.
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Picture by Freepik

Suspending judgment. We must avoid preconceived ideas in order to see things
from a new perspective, without fear of looking for new data even if they contra-
dict ourownideas. To work on this point in the classroom, we propose a game of
searching for data that corroborate the contrary idea that we defended in point 1.

Revising conclusions hased on new evidence. By carrying out the previous exer-
cise, it is very likely that we have found data and information that lead us to new
ideas or arguments. This is how we break the confirmation bias.

Emphasizing data over heliefs. In science, "beliefs" matter less than facts, data
and what can be supported and tested. Developing beliefs based on critical rea-
soning and quality datais much closer to a scientific approach to critical thinking.
Seeing people, beliefs and data as separate is not only rational, but fundamental
to this process.
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The neverending testing of ideas. \We test ideas, we evaluate with everything we
have discussed in the previous points and whether those ideas have barriers or
the data are good. We keep testing.

The perspective that mistakes are data. Mistakes also lead us to conclusions and
therefore they can happen and we have to learn from them.

Picture by Freepik

Serious consideration of possihilities and ideas without (always) accepting them.
According to Carrol and Heick "As valuable as it has proved to explore contro-
versy in science, some students may not be able to get their heads around (one
of) Aristotle's famous quote on education: "It is the mark of an educated mind to
be able to entertain a thought without accepting it".

Look for what others have overlooked. Revisiting old data or past debates to see
what is going on is an interesting way to take up arguments and come up with
new solutions. It is also a quick way to learn to think critically.




PRACTICAL EXERCISES

There are some interesting ways and exercises to work on strategies
in a practical way that can be done in groups and work or learning
spaces. Here are some of them:

1. DESIGN THINKING

According to Harvard Buisness School:

“Design thinking is a mindset and approach to problem-solving and innovation anchored around
human-centered design. While it can be traced back centuries—and perhaps even longer—it
gained traction in the modern business world after Tim Brown, CEO and president of design
company IDEQO, published an article about it in the Harvard Business Review.

Design thinking is different from other innovation and ideation processes in that it's solu-
tion-based and user-centric rather than problem-based. This means it focuses on the solution
to a problem instead of the problem itself.”

[https://online.hbs.edu/blog/post/what-is-design-thinking]

In context

Design thinking is a frame work that straddles the intersection of critical thinking and active par-
ticipation. It helps us to think with empathy, clarify our inquiry and questions, generate ideas
and potential solutions and then move into action by developing a prototype or test. This is a
dynamic process. After the test, we may return to any of the prior stage to apply our learnings
and refind our process. While it was first developed by product designers this generative tech-
nology is now being used by people in all types of sectors across society and is a powerful tool
for Active Citizens.

Stanford d.school Design Thinking Process

Mockups
Storyboards
Keep it simple
Fail fast
Iterate quickly

Ideate
Interviews

Shadowing ° :
Seek to understand

Non-judgmental Pl'llllmme

Mockups
Understand imped-
iments

 *What works?

Role play

Iterate quickly

Share ideas
All ideas worthy
Diverge/Converge
“Yes and” thinking
Prioritize

.

B
Personas
Role objectives
Decisions
Challenges
Pain Points

[https://infocus.dellemc.com/wp-content/uploads/2017/05/Stan-
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ford-Design-Thinking-Process.jpg]




We invite you to apply the design thinking process to your case study idea. Keep it simple. If
you can actually do this process in real life allow yourself to dream into it and explore. If you can
actually speak to other people about your issue then do. This is a playful practice run for your to
explore this methodology. Allow yourself to release any idea of perfectionism and just have fun
with it.

See below for resources for aural and visual learners.
Whatisit?

Empathize - Listen to the people who are affected by the problem you are concern about. How do
they feel? what is their struggle? Interview them, seek to understand in a non-judgmental way

Image source https.//www.psychalive.org/wp-content/up-
loads/2017/01/Empathy.png

Key Tool - Active Listening

Active listening is a communication skill that involves going beyond simply hearing the words that
another person speaks but also seeking to understand the meaning and intent behind them. It re-
quires being an active participant in the communication process.

[https://www.verywellmind.com/what-is-active-listening-3024343]
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Here's brief video on how to become active listener:

https://www.youtube.com/watch?v=0eHxNdlyo7g&ab_chan-
nel=EmeroyBernardo

Another talk on Animal communication can offer us a deeper insight into what it means to
truly listen in our lives and ecosystems to the more-than-human world.

https://www.youtube.com/watch?v=Q65aJNkpKfc&ab_channel=Find-
hornFoundationEvents



https://www.youtube.com/watch?v=0eHxNdIyo7g&ab_channel=EmeroyBernardo
https://www.youtube.com/watch?v=Q65aJNkpKfc&ab_channel=FindhornFoundationEvents 

Considering your case study: Who do you need to listen to? How can you do that? (i.e. conduct inter-
views, etc.)

Define - Based on your active listening during the interview process you can now begin to define
the problem that you are trying to solve. It can be helpful to notice the verbs and activities that
people reference in their projects.

https://static.vecteezy.com/system/resources/previews/002/210/458/large_2x/de-
fine-the-problem-red-gradient-concept-icon-vector.jpg ]

Considering your case study: what is the core problem you are passionate about addressing (as it

Ideate - Now only focus on the problem statement and let yourself get creative thinking about
as many potential solutions that could address it. Share your best ideas with those who you are
trying to help and listen to their feedback
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https://www.pngitem.com/pimgs/m/267-2676299_sunrise-over-clipart-png-down-
load-design-thinking-ideation.png ]

Considering your case study: use the De Bono's hats process explained below to support your ide-

Prototype - What have you learned? what do you think would best address the issue now?
Develop a prototype with your best idea and prepare it for testing.

https://cdn-icons-png.flaticon.com/512/2421/2421379.png |




Considering your case study: Apply the prototype questions to your case study. What can you
develop?

Test- Now try it out with your actual users and hear what they have to say. All feedback is helpful
so encourage honest feedback even if it means they don’t like your product. Listen to the
feedback and then return to the prototype or ideate stages to refine your solution.

https://www.pngkey.com/png/detail/335-3350580_testing-system-testing-icon.png
I

Considering your case study: can you test the prototype with those who you empathised with in the

Forvisual and aural learners: Watch this video to learn more about Design Thinking

https://www.pngkey.com/png/detail/335-3350580_testing-system-testing-icon.png

]



https://www.pngkey.com/png/detail/335-3350580_testing-system-testing-icon.png

A helpful resource to deepen into to design thinking and hone your facilitation

D. School Starter Kit: https://dschool.stanford.edu/resources/dschool-starter-kit

2. DE BONOS HATS

Edward de Bono's Six Thinking Hats is a method for group brainstorming and decision making
that employs six distinct modes of thinking represented by different coloured hats. Each hat rep-
resents a different perspective or approach to thinking about a problem or idea. The white hat rep-
resents facts and information, the red hat represents emotions and feelings, the black hat repre-
sents critical thinking and judgment, the yellow hat represents positivity and optimism, the green
hat represents creativity and new ideas, and the blue hat represents organization and process. By
using all six modes of thinking, groups can approach problems from multiple angles and arrive at
more well-rounded and effective solutions.

PROCESS

FACTS

FEELINGS

THEBONO'S SIX THINKING HATS

BLUE HAT

Thinking about thinking
What thinking is needed?
Organizing the thinking
Planning for action

CREATIVITY

W H ITE{HAT

Information and data

Neutral and objective

What do | know?

What do | need to find out?
How will I get the information
I need?

BENEFITS

RED HAT

Intuition, hunches, gut
instinct

My feelings right now
Feelings can change
No reasons are given

CAUTIONS

4

GREEN HAT

Ideas, alternatives,
possibilities
Solutions to black hat
problems

YELLOW HAT

Positives, plus points
Why an idea is useful
Logical reasons are given

BLACK HAT

Difficulties, weaknesses,
dangers

Spotting the risks
Logical reasons are given



1. Think of your case study example

2. Look at the problem from the perspective of each of de Bono’s thinking
hat making notes.

3. Evaluate the pros and cons and select the idea that you think will be
most effective in solving the problem.

NOTE: THIS IS A PRACTICAL MODEL FOR PROBLEM-SOLVING AND ORGANISING
ACTION IN GROUPSETTINGS

QUESTIONS:

® What hats were easiest for you to generate ideas from? What were most difficult?
® What hat did you enjoy wearing most? This will shine a light on your preferred role during
problem-solving processes.




4.4. ANALYZING AND DECIDING ON YOUTH PARTICIPATION

In order to carry out critical thinking we need different actions that we have already mentioned
above. Sometimes we just need to leave behind certain barriers, as we have seen, and draw appro-
priate conclusions based on reasonable arguments but, other times, we need to use a series of tech-
niques that allow us to identify valid arguments and use them in the right way.

Indicators and definitions are sourced from the Measuring Active Citizenship in Europe report
by the European Commission and Center for Research and Lifelong Learning, CRELL (Hoskins

& Jesinhaus, et al. 2006). The source of data chosen by the authors was the European Social
Survey

Definition of Active Citizenship

Robert Putnam states that “active citizenship” is strongly related to “civic engagement” and that
it plays a crucial role in building social capital (i.e. the institutions, relationships, attitudes and val-
ues that govern interactions among people and contribute to economic and social development).
He considers that the pursuit of shared objectives provides a way for people to experience “reci-
procity” and thus helps to create webs of networks underpinned by shared values. The resulting
high levels of social trust foster further cooperation between people and reduce the chances of
anti-social conduct (Putnam 2000).

“Active Citizenship for Democracy” (Hoskins, 2006):

Participation in civil society, community and/or political life, characterized by mutual respect and
non-violence and in accordance with human rights and democracy.

INDICATORS based on this definition:

Participation in civil society

Participation in community

Participation in political life

Mutual respect at micro (family/friends/community), miso (local organisations) and macro (institu-
tional/governance) levels of society - present or ahsent?

Levels of felt and actual trust as miso, micro and macro levels of society - present or ahsent?
Non-violence - levels of engagement with non-violent and peacebuilding practices - awareness of
and/or practise

Awareness of and adherence to human rights

Awareness of and engagement with principles of democracy

Intercultural values

ONOROMENOXORERONONOXO;
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Forms and aims of social capital (Grootaert & Van Bastelaer, 2002: 4)

Active citizenship is understood in the very broadest sense of the word “participation” and is not re-
stricted to the political dimension. It ranges from cultural and political to environmental activities, on
local, regional, national, European and international levels.

It includes new and less conventional forms of active citizenship, such as one-off issue politics and
responsible consumption, as well as the more traditional forms of voting and membership in parties
and NGOs. The limits of active citizenship are set by ethical boundaries. People’s activities should
support the community and should not contravene principles of human rights and the rule of law.
Participation in extremist groups that promote intolerance and violence should therefore not be in-
cluded in this definition of active citizenship.

Intercultural understanding is one of the key competences of active citizenship. This is supported by
the European Commission’s Expert Group on Active Citizenship, which placed intercultural compe-
tence as the highest priority of all competences for active citizenship.

source https://media.istockphoto.com/vectors/hand-holding-
white-board-banner-with-minimal-icon-human-rights-of-
vector-id9317897562k=6&m=931789756&s=170667a&w=0
&h=sfTOj_dNIzXZSOUVWa5cvyPZz_vn-J6tyBuvknkz_F4=




Conflict resolution and communication skills for the active citizen

No matter what problem you are trying to solve, active participation means engaging with other
people and our communities.

Human are complex and dynamic. We have many feelings, emotions, ideas and opinions. We mess up,
we do things wrong, we hurt each other and make mistakes. However, we also care, love, dream of a
better future and try our best to make that a reality.

To help us get there it is so essential that we have clear healthy communication skills and conflict
resolution strategies.

Conflict is a healthy, natural and normal part of any system. The more we can hold and engage with
conflict, in a healthy and robust way, the more resilient our communities become and the greater our
capacity to be with the challenges and realities of life becomes.

These are many modalities for clearer communication and conflict resolution that you can learn much
more about if you choose. For now, here is a flavour of two:

1. Non-Violent Communication
by Marshal Rosenburg

Intro Video - A language of life
https.//www.youtube.com/watch?v=8sjA90hvnQ0&ab_channel=BigldeasGrowingMinds

Learn the hasics of NUC with Marshall Resenburg /:tps://www.youtube.com/watch?v=8sjA90hvnQ0
The non-violent communications practice includes three steps.

@ ldentify your feeling
® Whatneed is associated with that?
® Make a clear request, using | language

Before trying this out for yourself take a look at this feelings inventory here:
https://www.courts.ca.gov/partners/documents/2011SRL3gNVC.pdf

And the needs inventory here:
http://changingminds.org/explanations/needs/cnvc_needs_inventory.htm

Exercise
® Inthis moment, what are you feeling?

® What do you need in relation to that feeling?
® Canyou make a request or someone to help that need to be met?
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2. Restorative Practise

Intro for Restorative practice - 1i:ps://www.youtube.com/watch?v=_obyZY4Xzal&ab_channel=IIRP-
GraduateSchool

More on RP with this Ted Talk: Restorative Practices in Schools Have Power to Transform Communi-
ties | Liz Knapp | TEDxMcMinnville https://youtu.be/quKa7C-wxZk

When a conflict arises it can be helpful to reflect on these 6 questions, either independently o
together:

Restorative Practise Questions

what happened?

what were you thinking at the time?

what have you been thinking since?

who has been affected and in what way?
What could have been done differently?
What do you think needs to happen next?

OXOJXOROXOXO]

Use these as journaling prompts to reflect on a time you experienced a challenging group dynamic
or relationship that inhibited your capacity to be an active citizen.

Image what conflicts could arise in your case study. With your example, apply the RP questions and
see what outcome could be reachedl.

And finally, we would like to add a contribution from a recent study on the importance of youth
activism in social networks. According to the study by Cortes et alt (2021), “The importance of
youth participation today has become a topic of great interest for social research since young
people’s environmental and communication systems are strengthened by the interrelationship
that occurs through social media and the virtual world. In this sense, the current youth gener-
ations are considerably defined by a permanent hyperconnectivity state that maximizes their
socialization potential through social media and instant messaging applications. However, this
hyperconnectivity tends to be negatively perceived, with criticism focusing on the time young
people dedicate to non-educational or productive activities. According to the Youth in Spain Re-
port of 2019, there are approximately seven million young people in Spain, of which 78% use
social networks to participate in social movements, 9% in social-oriented associations, and 5%
in political parties. This might lead us to believe that young people are not particularly interested
in participating in social movements. Nevertheless, research legitimizes this low participation
and apathy based on young people’s disinterest in politics or party membership. However, many
social movements generate interest in youth. They participate directly through social media and
virtual platforms, with a high purposeful involvement and communication rate.”
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4.3. PARTIGIPATION MODELS

Some useful participation models include:

This model emphasizes informed deliberation and public discussion,
where citizens come together to discuss, dehate, and make decisions on public policy issues.

This model involves citizens in the decision-making process of allo-
cating public funds.

This model focuses on building grassroots networks of people to iden-
tify and solve community problems.

This model empowers citizens to report on and share news and information
from their local communities.

This model combines community service with academic learning to encour-
age civic engagement and social responsibility among students.

These models can help create a more engaged and active citizenry, leading to hetter decision-
making and stronger, more resilient communities.

Specific participation models for young people:

s



Youth Councils: These are organized groups of young people who represent
their peers and work to influence local decision-making.

Youth Parliaments: These are similar to youth councils but are more structured
and often involve mock parliamentary debates and decision-making processes.

Youth-led Research: This involves young people conducting research on issues
thatareimportant tothem and then using their findings to advocate for change.

Youth-led Campaigns: This involves young people identifying issues that are
important to them and then leading campaigns to raise awareness, advocate
for change, or take direct action.

Youth-led Social Enterprises: This involves young people setting up and running
their own businesses or social enterprises to address social or environmental
issues in their communities.




4.6. TOOLS FOR ACTIVE PARTICIPATION

Some useful tools include:

Community Organizing:

Civic Education:




PRACTICAL EXERCISES

Considering your case study:

® What tools can be applied to your problem solving process?

Having now completed this module:

® What are your key learnings?

® Have they changed how you are approaching the problem area you are passionate
about?

® What is one solid action you will commit to going forward from this learning?






https://www.youtube.com/watch?v=kDupvJbIAes

WHAT | HAVE LEARNLI...

@ The definition of critical thinking as a process that proposes to ana-
lyse, understand or evaluate the way in which knowledge that seeks
to interpret and represent the world is organised.

@ The different phases that we must contempiate in order to carry out
this critical thinking:

1. Adopting the attitude of a critical thinker.

2. Recognise and anticipate barriers or biases to critical
thinking.

3. Identify, recognise, construct arguments.

4, Evaluate the sources of information.

5. Evaluate the arguments.

@ To achieve this critical thinking, we must start from the following
premises:

A.To have an open mind.
B.To raise healthy doubts.
C.Intellectual humility.
D.Confidence in reason.

@ The techniques and strategies for critical thinking would he hased
on:

1. Identify the problem.
2. Research.

ss)




1. Determine the relevance of the data.
2. Ask questions.

3. Find the best solution.

4. Present the solution.

5. Analyze your decision.

© Throughout this process, we have engaged in discussions, reflection
and awareness of our own hiases in order to critically analyse our
ideas and how to convey them with appropriate and informed argu-
ments.

@ What active participation means to each of us, starting from the defi-
Nition that "Participation in civil society, community and/or political
life, characterised by mutual respect and non-violence and in ac-
cordance with human rights and democracy".

@ Two forms of communication aimed at active citizen participation,
namely:

- Non-Violent Communication.
- Restorative Practise.

@ The following models of active participation that we have analysed
and learnt ahout have heen:

— Deliberative Democracy.

- Participatory Budgeting.

— Community Organizing.

- Citizen Journalism.

- Service Learning.

- Youth Councils.

- Youth Parliaments.

- Youth-led Research.

- Youth-led Campaigns.

- Youth-led Social Enterprises.
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ADDITIONAL RESOURCES

https://innovaciondocentetecsup.blogspot.com/2018/04/el-mundo-de-hoy-
requiere-ciudadanos.html

https://innovaciondocentetecsup.blogspot.com/2020/02/desarrollar-el-pensam-
iento-critico-10.html

https://www.iberdrola.com/talento/que-es-pensamiento-critico-como-desarr-
ollarlo#t:~:text=Desde % 20una % 20perspectiva%20m % C3%A1s % 20moder-
na,news %2C %20especialmente % 20relevantes %20en % 20la

https://es.wikipedia.org/wiki/Pensamiento_cr%C3%ADtico#Pasos_del_pen-
samiento_cr%C3%ADtico

8 Science-Based Strategies for Critical Thinking de Lee Carroll and Terry Heick Sci-
ence-Based Strategies For Critical Thinking (teachthought.com]

Centre for Non-Violent Communication 1t:ps.//www.cnvc.org/

Design Thinking d.school Starter Kit t/ps://dschool.stanford.edu/resources/
dschool-starter-kit
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FACE-TO-FACE
TRAINING COURSE




After the Online Training Course came to an end, partner organisations choose three participants who
successfully completed the OTC to participate in the face-to-face Training Gourse of the project. The
Training Course took place in Malaga (Spain) from the 11th to the 14th of September and it was host-
ed and facilitated by the project coordinator, Iniciativa Internacional Joven, with the collaboration of
INCIDE.

The main ohjectives of this Training Course included:

® To improve young people’s key competence, in particular digital competence, in order to contrib-
ute to their active participation in society;

® To provide young participants with tools to search for information and use reliable, verified and
free content on the web;

® To promote youth empowerment and participation through the creation of digital videos;

® To validate the competences acquired and/or improved by the participants during the OTC.

15 young people between 18 and 30 years old and 2 young people between 13 and 18 years partici-
pated in the Training Course, together with 3 members of Iniciativa Internacional Joven team in charge
of the training.

In the field of non-formal education, the trainer has a role of facilitator, being the person in charge of
creating an atmosphere of trust, where the participants are motivated, open to share their own knowl-
edge and experiences. He/she also has a guide/leader function, where through questions and reflec-
tions he/she makes the participants become aware, empathise and reach conclusions that form the
basis of the learning. The main methodological principles that inspired us in this Training Course were:
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Learning by doing;

Knowledge from the group creation;

Development of key competences.

The trainers prepared a 4-day programme of activities for the participants divided into different ses-
sions:

Presentation of team, participants, course and programme of activities;
Reflection on the Online Training Course;

Panel of experiences;

Conceptualization;

Basic principles for video recording;

Tips for recording with your mobile phone;

Introduction to YouTube Studio;

Tips for obtaining reliable and verified information;

Basic principles for video editing;

Erasmus+ and other EU Programmes;

Recognition, Validation and Certification of Competences;
Final Evaluation.

@OOOOOOOOOO®

During the Training Course participants also had the opportunity to visit Malaga city centre, to ex-
plore Lagunillas neighbourhood and to attend a public presentation of the project on 12th September
where they were able to share their ideas and experiences with members of local organisations.
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PRESENTATION OF THE TEAM, PRRTICIPANTS, COURSE AND
PROGRAM OF ACTIVITIES

To create trust and allow partici- o © © © © © ©¢ ©¢ ©¢ ©¢ © @ ©¢ @ o o o
pants to get to know each othere®
better we started with some ice 4
breaking games. Indeed, when the
participants do not know each oth-
er or they have just met, it is very ®
important to provide them a safe ¢
and fun space to know basic infor-
mation about the rest of the group.
After the welcoming and presenta- ®
tion of the team, participants had to e
go, one by one, in the middle of the
circle and their name, where they
come from and what they like to ®
do in their free time. After this first ®
ice-breaking game the trainer test-
ed the participant's memory and they had to try to remember all the names of the members of the
group. To make it easier, she also proposed a second game where participants had to arrange them-
selves alphabetically in a circle without speaking. Finally, in order for participants to get to know each
other better and interact directly, we gave them a piece of paper with some questions and they had to
find and write down the names of other people in the group.

WRITE THE NAMES OF 2 OTHER PEOPLE WHO...

1. Have the same eye colour as you:

2. Have ever visited your country:

3. Speak the same languages as you:

4. Have the same colour of clothes as you:

5. Have the same hobby as you:

6. Have pets:

7. Have experience as influencer/YouTuber:

®



The next part of this session was the presentation of the project organisations. As we explained in
the introduction, the project “United for Social Transformation” involves six different organisations and
each participant of the Training Course belongs to one of them. Therefore, divided into small groups
according to the organisation, participants prepared a short creative presentation of their organisation
by answering the following questions:

Afterwards, in order to balance the participants' knowledge on the project and the previous phases
already developed, Iniciativa Internacional Joven team briefly presented the most important features
of “United for Social Transformation” and the schedule of the Training Course, which consists of a mix
of activities and techniques.

Finally, to end this session, participants had to reflect on their expectations and contributions, writing
each of them on a different post-it note that had been analysed by the trainer to give the group a gen-
eral feedback on what they expect from this Training Course and what they can contribute to it.

s,



REFLECTION ON THE ONLINE TRAINING COURSE

In order to enable participants to reflect on the content of the modules of the Online Training Course
(OTQ), an activity was carried out in four small groups. Each group had to reflect on one module of the
OTC and reflect on the following questions:

What did you find most interesting in this Module?
What have you learned?
Do you consider this knowledge useful to be able to contribute to social transformation?

What did you find most interesting in this Module?

Do you consider this knowletge useful to be able to
contribute to social transformation?

After the discussion in small groups, participants shared the main important points and conclusions
in the big group, such as the need to engage in intimate and personal self-discovery to better under-
stand ourselves and our emotions. We also discussed the importance of addressing environmental
issues, adopting a more sustainable perspective and the consequences of not changing certain habits.
Furthermore, we explored how to put dreams and ideas into practice to embark on entrepreneurial in-
itiatives. Finally, we delved into the impact and importance of developing a critical and active mind-set
to face and understand various social changes and issues that affect us all as a community.
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PANEL OF EXPERIENCES

During this session a Spanish YouTuber from Malaga,
FJ, shared his experience with the participants. He was
a rapper that was uploading his videos to his YouTube
channel and he became known for participating in rap
battles. After appearing in a video of another youtuber,
specialised in video games, commenting on a rap event,
he decided to focus his channel on reacting to and stud-
ying the mental process of freestylers and their behav-
iour when approaching a battle, in particular the details
and gestures that can be decisive in a result or can gen-
erate different types of feelings.

Thanks to YouTube and the videos he uploaded, he start-
ed to be hired as an MC (host - presenter) at rap events,
thus strengthening his role in the field of communica-
tion, and he has also been invited on radio shows. Al-
though he is currently not so active on his own YouTube
channel, he makes many videos for other brands and
companies in which he comments and discusses differ-
ent rap battles and contests and he is also the host of
many of them. He is considered to be a voice of author-
ity in commenting on rap battles.

For FJ, YouTube is a free and unlimited platform where

he could create the content he wanted, with the tone he wanted and with the times he wanted. Cre-
ating videos in Spanish has opened many doors for him because the content can be seen by many
people not only in Spain but also in Central and Latin America, which is where a youtuber can really
succeed or not.

He also gave the participants very interesting suggestions and advices:

You need to be consistent and persistent;

It is important to create a loyal community of followers who watch the videos, comment on
them and ask questions.

Do not compare success with the number of views. In some cases, videos or playlists with a

lower number of views have heen more relevant in terms of building a loyal community;

Focus on only one type of content, o not cover or talk about everything;

Be natural, close to the audience and fresh;

The specific programme you use to edit your videos is not so important, it is more important to
feel comfortable and know how to get the most out of it.




CONCEPTUALIZATION

Influencers are individuals who have created profiles on one or more social networks for the pur-
pose of sharing interesting and engaging content to a specific audience. They can become well-
known and highly creative figures who establish emotional connections with their followers. This
is because they not only create content, but also understand their audience, know how to com-
municate with them and know their interests. They can collaborate with organisations to provide
product reviews or other marketing strategies in exchange for compensation, thus participating in
advertising campaigns.

There are different types of influencers that are defined by both the number of followers and the
level of credibility and interaction they have achieved with their followers.

« NANO INFLUENCERS: profiles with between 1,000 and 10,000 followers. They are peo-
ple who have just started their activity, but who already have a solid community with
whom they interact. In general, they are not media figures with a track record in com-
munication and therefore, it is more difficult for them to increase their number of fol-
lowers.

» MICRO INFLUENCERS: profiles with between 10,000 and 100,000 followers. Their level
of influence and reach is greater and they are people to whom brands pay more at-
tention and consideration. They tend to develop a specific topic and the size of their
audience allows them to be closer to their followers.
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» MACRO INFLUENCERS: profiles from 100,000 to 1,000,000. They are people who coex-
ist in the online and offline world because they are visible on television, events, films
and series.

» MEGA INFLUENCERS: people with 1,000,000 followers or more. Their level of influence
is high (which is not easily reached) and brands tend to look for them constantly to
collaborate.

 CELEBRITIES: they are part of the category of mega influencers. Their work generates
the recognition of millions and they transfer that popularity to their own networks. They
have the widest reach of allinfluencers and often validate and strengthen brands. How-
ever, they generate less interaction (and of poorer quality) and their cost is extremely
high. These can be footballers, models, actors, singers, etc.

* NICHE INFLUENCERS: although they do not have a large number of followers, they have
a community that they can influence because of their specific niche. For example, a
builder or a chef.

* PROFESSIONAL INFLUENCERS: they are specialists in an area of expertise, which has
captivated their follower base. They have a high engagement, as the people who fol-
low them trust their word and recommendation.

» BRAND ADVOCATE: users who do not have a large number of followers, but they are
very loyal to a particular brand. This makes them good ambassadors to attract new
customers or people interested in specific products or services. Their content is very
organic.

» EVERYDAY INFLUENCERS: their audience is very close, for example their friends, col-
leagues, family or neighbours. This type of influencer can be anyone who has be-
tween 1,000 and 5,000 followers, but has a high level of influence and credibility. They
are usually people who recommend products and services that they consume them-
selves, so their followers trust their posts.

FOUR MAIN SOCIAL NETWORKS:

INSTAGRAM: Instagram is a popular social media platform that primarily revolves

around sharing photos and videos. ‘Instagrammers’, also known as influencers,

focus their activities on the platform, often emphasizing the publication of stories,

although there is an increasing trend towards live videos and reels. Nowadays,

most digital marketing campaigns are placing their bets on Instagram due to its

predominantly young user base, with more than half of its users being under 35
years old. Among them, 13.9% are women aged between 18 and 24 years old.

TWITTER/X: Twitter is an online social networking platform used for sharing and dis-
covering information, news, opinions, and content through short messages known
as 'tweets.' Tweeters, also known as Twitter influencers, are users who have built
dedicated and engaged audiences on the platform by focusing on specific topics
and delivering high-quality content. Their level of influence varies depending on
their reach and authority within their chosen field. Twitter's user base is particularly




strong among individuals aged 25 to 49. Of its over 330 million worldwide users, 70% are men,
and 30% are women.

YOUTUBE: YouTube is an online video platform that enables users to upload, view,

share, and comment on videos. Youtubers are content creators who produce vid-

eo content and publish it on the YouTube social network. They typically handle all

aspects of video creation, from scripting to recording, editing, and publishing. They

often cultivate highly dedicated communities of followers, making them a valuable

type of influencer due to the effort they put into their work. YouTube boasts the larg-
est audience among social media platforms, spanning an age range from 16 to 45 years old. Of
this demographic, more than half are women.

TIKTOK: TikTok is a social networking platform and mobile application dedicated
to the creation and sharing of short, creative videos. TikTokers, often referred to
as influencers, typically fall within the age range of 12 to 22 years old. They are the
latest entrants in the influencer marketing landscape. With over 800 million users
worldwide, TikTok stands out as the social network with the youngest audience,
primarily comprising individuals aged 10 to 29, representing Generation Z. Nota-
bly, approximately two-thirds of users under 18 are female.

When is the hest time to post on social media?

There are statistics, such as the one in the previous picture which is provided by Adenion GmbH,
which can give us suggestions on when it is better to publish in specific social networks and how
often, however it is true that there is not a single best time to post for everyone. You can find your
own best time to post on social media by posting often and measuring performance. Here you
have five useful tips:

Look at when your audience is most active online;
Look at your top-performing posts from the past;
Post in your audience’s time zone, not yours;
Check out the competition;

Test, optimise, and change your post times.




BASIC PRINCIPLES FOR VIDEO RECORDING

Before starting to record a video, there are important aspects to take into consideration in order to
ensure the success of your video production:

1. Clothing: depending on the type of video you are recording and the audience it is
aimed at, you have to choose the appropriate clothing. Use neutral colours and try
to avoid patterns. Pay also attention to the colour of your background as you must
avoid using the same shade or colours: look for contrast.

2. Background: To prevent viewer distraction, especially if you will be recording
yourself speaking, try to have a smooth (single-tone) background or choose a lo-
cation with minimal visual clutter.

3. Lighting: Ensure there is good, well-distributed lighting so that everything is clear-
ly visible. Avoid shadows.

4. Acoustics: Steer clear of noisy environments, external sounds, and potential dis-
ruptions from other people.

9. Language and posture: Strive for simple, clear, and concise language. Maintain a
natural posture and don't be too stiff or overly gestural.

6. Script: Prepare a script outlining what you want to talk about or record. You don't
need to memorise it word for word; it's simply to follow a structure. It is essential
to know what you want to convey, the impact you want to have on your audience.
In script preparation, it is also important to determine which resources you need
and gather them, as well as organise your content materials.
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With these considerations in mind, there are also other technical aspects that must be taken into
account to ensure organisation and the achievement of the objectives we want to achieve with
our video:

SCRIPT:

A script is a written document that serves as the basis for the creation of a video or audio-visual
project;

It outlines the sequence of events, dialogue, actions, and other essential elements necessary to
convey the intended message or story;

A script can be used for various purposes, such as films, television shows, commercials, corpo-
rate videos, and documentaries;

It typically includes scene descriptions, character dialogue, and any special instructions for the
production team.

TYPES OF CAMERA ANGLES:

Wide Shot(WS): a shot that captures abroad view of the scene,
often used to establish a location or show the relationship
between characters and their environment;

Medium Shot (MS): a shot that frames the subject from the
waist up, providing more focus on the characters and their
actions;

Close-Up [CV): a shot that zooms in on a specific detail, such
as a character's face or an object, to convey emotions or
highlight important elements;

Extreme Close-Up (ECU): a shot that gets extremely close to
a subject, often capturing only a portion of the face or an
object, emphasising fine details;

Over-the-Shoulder (0TS): a shot from behind one character,
showing their perspective while also revealing the charac-
ter they are looking at over their shoulder;
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Bird's Eye View: a shot taken from a high angle, looking
down on the scene, which can provide a unique perspec-
tive and emphasise the spatial relationships between el-
ements;

Low Angle: a shot taken from a low perspective, looking up
at the subject, often used to make characters or objects
appear more powerful orimposing;

Dutch Angle (Obligue Angle): A shot where the camerais in-
tentionally tilted to create a disorienting or dramatic effect
commonly used in thriller or suspense genres.

USING ZOOM IN VIDEO SHOTS:

@ ZLoom In (Telephoto): zooming in involves changing the focal length of the camera lens to make
the subject appear larger and closer in the frame. This can emphasize details or expressions;

@ loom Out (Wide Angle): zooming out decreases the focal length, making the subject appear
smaller and showing more of the surrounding area. It can be used for context or to create a
sense of space,;

@ loom Effect (Zooming In and Outd: this involves smoothly zooming in or out during a shot to create
adynamic and engaging visual effect. It can convey a sense of urgency, surprise, or change in
perspective;

@ loom Speed: the speed at which you zoom in or out can influence the mood of the shot. Slow
zooms are often used for contemplative or dramatic moments, while quick zooms can add
energy or tension.

Remember that the choice of camera angle and zoom should align with the storytelling goals and
the emotional impact you want to achieve in your video project.




TIPS FOR RECORDING WITH YOUR MOBILE PHONE

Itis no longer necessary to use large equipment. Learning to utilize the tools we have at hand can
help create engaging, clear, and high-quality videos. Therefore, by exploring the 'Settings' option
on mobile phones, we can adjust camera resolution, audio recording options, lighting and other
settings that help make shots look much more professional.

To achieve better resolution when recording a video with our phones, we should follow some very
simple steps using the phone's built-in tools.

The first step is to go to 'Settings', select 'Camera’' and change the Villeo re-
cording mode to 1080p at 60 FPS, which will ensure higher resolution and a
cleanerimage. If the 60 FPS option is not available, you can use 30 FPS. Also
activate the camera’s grid lines (GRID) to check if the image is centred when
capturing. Don't forget to record with the rear camera, which has much better
resolution.

The most important aspect is the audio; it is recommended to use an external
microphone that can be connected to the phone for better sound quality.

When recording a video, be aware of the lighting. Make sure that the recording

location is well-lit and visible. If you are recording outdoors, it is advisable to

shoot early in the morning, when you can achieve good lighting without intense brightness and
harsh glare.

If you need to shoot a long video, consider splitting it into different parts. This will make it easier to
edit and assemble the video later.




INTRODUCTION TO YOUTUBE STUDIO

YouTube Studio is the platform, provided by the video-sharing plat-
form YouTube, which allows creators to upload new videos, to control
their presence on YouTube, to personalise their channel and to quan-
tify their engagement.

When we publish a video on our YouTube channel we must take into
account some tips and steps to follow to be able to share our videos
more effectively

Video Title: it should be creative, engaging and contain relevant keywords related to the topic
being discussed;

Tags: this pointis crucial, as you can add all the relevant and necessary keywords related to the
video's content. These tags will help make the video discoverable and focused;

Target Audience: YouTube requires clear identification of the intended audience for the video,
as well as whether the video is suitable for viewers under 18 years old;

Description: it should be clear, concise and directly related to the video's content. The descrip-
tion helps viewers understand what the video is about and piques their interest;

Category: YouTube offers various categories, so you should choose the one that best fits the
content of your video;

Thumbnail: this is a key point because it serves as a visual hook for the audience. An attractive
thumbnail can attract more viewers;

RAudio: while it is important to pay close attention to the video's audio quality, it is also crucial
to clarify that if you use external audio or music in your content, it must be free of copyright to
avoid legal issues;

Explore the tools: In general, YouTube provides a range of tools and settings that can enhance
the experience of sharing a video on the internet.




TIPS FOR OBTAINING RELIABLE AND VERIFIED INFORMATION

In this session, participants could go deeper into an aspect that was also mentioned in the
part of the Module 4 of the OTC related to the”Stages of Critical Thinking”.

Fake news or disinformation is not arecent phenomenon and it has been part of media history
long before social networks. However, fake news in its modern form is different because of the
speed at which it is spread and the magnitude of its influence.

Let’s clarify some concepts:

@ FAKE NEWS: News content published on the internet that aesthetically resembles actual legiti-
mate mainstream news content, but that is fabricated or extremely inaccurate;

@ DISINFORMATION: Information that is false or inaccurate, and that was created with a deliberate
intention to mislead people;

@ MISINFORMATION: Information that is false, inaccurate, or misleading. Unlike disinformation,
misinformation does not necessarily need to be created deliberately to mislead. Misinforma-
tion is sometimes used to refer exclusively to inaccuracies that are accidental;

© HYPERPARTISAN NEWS: News content that is not entirely fabricated, but which covers events that
actually occurred with a strong partisan bias.

VERIFICATION IS ALMOST
NEVER FOOLPROOF

ITIS MORE TO LOOK FOR CLUES AND
GATHER CORROBORATING EVIDENCE

According to Shaydanay Urbani from Brown University, whether you are looking at an eye-
witness video, a manipulated photo, a sock puppet account or a meme, the basic checks you
have to run on them are the same:
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FIVE PILLARS OF VERIFICATION

1. ORIGIN: Are you looking at the original account, article or

piece of content?

This is a first check to determine whether you are looking at the original piece of content, rath-
er than areproduction

The original image or video contains important information that copies or screenshots will not
have

Let's imagine that | have received an email with a screenshot of a Spanish newspaper's web-
site about an earthquake in Morocco. Although the screenshot has not been manipulated, this
is NOT the original content, it is a reproduction. As it is a screenshot | should check directly
on the newspaper's website if it is true or not and not take it for granted because it could have
been easily manipulated.

Not manipulated screenshot Not manipulated screenshot

2. SOURCE: Who created the account, uploaded the article,

or captured the original piece of content?

Itis important to determine who wrote or created the original content

USE CERTAIN SOURCES ONLY TO JUMP-START ADDITIONAL RESEARCH

Wikipedia




Online forums
Individual blogs

For example, Wikipedia offers a large volume of information, but because its entries are cre-
ated in a collaborative effort involving many different users, their reliability can vary widely. In
some cases, users deliberately place incorrect information on the site; in others, well-inten-
tioned users inadvertently introduce inaccuracies. For these reasons, you can use Wikipedia
as a starting point for further research, but not as a source on its own. Like Wikipedia, sources
such as individual blogs, online forums, and chat rooms can be used to prompt additional re-
search, but should not be considered reliable sources of information.

3. DATE: When was it created?

Finding the correct date for when the content was written or created can help in identifying the
reliability, truthfulness and correctness of the content

For example, if someone sends me a link to a news story saying that some existing public
transportation lines in my city will be closed next Saturday and Sunday, | should read the arti-
cle carefully. In doing so, | can notice that the days mentioned are not weekend days and that
the article was published and updated in a previous year so it is out-dated.

Reposting old news stories doesn't mean they are relevant to current events

4. LOCATION: Where was the account established, website

created or piece of content captured?

Some basic questions that you should ask yourself and reflect on are:

Does it make sense that the account holder was in the identified location?

Did the account holder mention the location in other posts or stories?

Are there any events and circumstances in the content that might show up in news articles?
Do the clothing, foliage and/or weather make sense with the location and news?

Social media platforms allow users to tag a particular location, but it can be easily manipu-
lated. The best way to verify the location of a post is to independently search for it on a map
or satellite image. Google Image or other applications can help us perform a reverse image
search to discover if the image or photograph has been used or uploaded to other websites, to
locate the source of an image, to find the creator of the content or to obtain more information
about it.
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5.MOTIVATION: Why was the account established, website created
or the piece of content captured?

Motivations behind certain kinds of content can be many and varied (money, power, etc.) and
they can affect how we view the larger news story

Some basic questions that you should ask yourself and reflect on are:

@ Is the source of the image or video an accidental eyewitness?
© Whatis the profession of the person who is filming or posting it?
@ Does the person/organisation hehind the article have any leverage/advantage?

THE MORE YOU KNOW ABOUT EACH PILLAR, THE STRONGER YOUR
VERIFICATION WILL BE.

Some tips and actions to take:

Check the domain;

Check Quotes;

Look for biases: Does the article seem to lean towards a particular point of view? Does it link to sites,
files orimages that seem to lean to the left or right? The articles may not tell you the whole story;
Check for more evidence: Look to see if the story is on other news sites that you know and trust;
Distinguish opinions from facts: editorials, letters to the Editor, Opinion, Comments, etc. are opinions
not facts;

Think what might be missing;

Look for fake images;

Think before you share;

Develop a critical mind-set.
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By following these guidelines and fostering a culture of critical thinking and media literacy,
individuals can become better equipped to navigate the information landscape on the internet
and mitigate the spread of misinformation.




BASIC PRINCIPLES FOR VIDEO EDITING

Basic tips for video editing:

1. Storyhoarding: Plan the sequence and structure of your video before start-
ing the editing process. A clear plan can save time and make editing more
efficient;

2. Organise your files: Keep your video clips and resources organised in fold-
ers to easily locate and access them during editing;

3. Trimming and Cutting: Remove unnecessary or irrelevant parts of the foot-
age to maintain viewer engagement. Use precise cuts to keep the video
concise;

4. Transitions: Add smooth transitions between clips to create flow and con-
tinuity in your video;

9. Audio Enhancement: Pay attention to audio quality. Adjust volume levels,
add music, or use audio effects to enhance the viewer's experience;
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6. Text and Titles: Use text and titles to provide context, information, or em-
phasise key points. Ensure text is legible and complements the video;

1. Effects and Filters: Use effects and filters to add style and visual interest to
your video, but use them sparingly to avoid overdoing it;

8. Export Settings: Understand the best export settings for your platform and
audience. Different platforms may have specific requirements;

9. Save Versions: Save multiple versions or drafts of your project as you edit,
allowing you to experiment with different approaches and easily revert if
needed;

10. Feedhack: Seek feedback from others to get different perspectives on
your video's quality and message.

From his experience and continuous use of various editing software’s and apps, FJ shared
several tips and highlighted three important points:

1. Cuts: cuts can work effectively when used during moments of silence or when you want
to create intrigue around something that has heen sait;




2. Transitions: Transitions help create effects for changing topics or emphasising points.
Video editing software provides various types and options to choose from. It is a good idea
to complement transitions with sound effects.

3.Image Resizing: Essentially, constantly adjusting the zoom according to what is heing
discussed can add dynamic visual elements to your video.

Other useful tips and recommendations:

Using yellow subtitles with black horders: yellow subtitles with black borders can enhance
readability and accessibility for viewers;

Adding images in .png format: using .png format images with transparent backgrounds can make
your visuals appear seamless and professional;

Ensuring sound quality: Pay special attention to sound quality, as many people consume video
content on their mobile devices using headphones;

Relevance of added content: anything you add to the video, as long as it is related to the content
of the video, can help to make the video more dynamic and attention-grabbing;

Platform-specific considerations: Keep in mind that videos are consumed on various platforms
and social networks, each with different size requirements. It is recommended to create
templates for each platform to streamline the editing process;

Exporting the video: it is ideal to export videos in mp4 format to ensure good quality. Videos
should be 1920x1080 in size to view in HD and should be saved at 29.97 frames per second,
which refers to the video's quality and speed.




ERASMUS+ AND OTHER EU PROGRAMMES

Before starting, it is important to reflect on the following question:
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They are more recent than you imagine. They were taken during the Second World War.
Indeed, only 80 years ago Europe was at war.

A new Europe was born through the process of European integration.

Increasing mutual knowledge between young people from different countries contributes to
the maintenance of PEAGE.

57



HISTORY OF EUROPEAN PROGRAMMES

In 1963 France and Germany, two of the protagonists of the Second World War, signed the “Elysée Trea-
ty”, a Franco-German friendship agreement that established the Franco-German Youth Office (FGYO)
to strengthen ties between German and French youth and to deepen their understanding about one
another through cultural exchange. The main idea beyond these exchanges is that a better under-
standing and knowledge of people from the other country will make a new war more difficult.

Afterwards, the Council of Europe established in 1972 the European Youth Foundation (EYF) to provide
financial and educational support for European youth activities. In 1972 the council also founded the
first European Youth Centre in Strasbourg, a training, education and meeting centre to implement the
Council of Europe’s youth policy.

The Eighties is an important decade because several European level schemes were established to en-
courage mobility in the field of vocational training, education and youth. From the mid-1990s onwards,
a process of reunification of the different existing programmes began, culminating in the creation of
the Erasmus+ Programme in 2014.

When we speak about EU Programme for young people we also have to take into consideration the
bigger political framework behind of all of this:

EU YOUTH STRATEGY

The EU Youth Strategy is the framework of the European Union youth policy cooperation for 2019-
2027. 1t is based on the Council Resolution of 26 November 2018.

Its primary goals are to tackle existing and upcoming challenges young people are facing all over




Europe, providing a framework of objectives, principles, priorities, core areas and measures for youth
policy cooperation for all relevant stakeholders.

Core areas of the youth sector:

EU YOUTH GOALS

It is a vision for a Europe that enables young people to reach their full potential, identifying cross-sec-
torial areas that affect their lives and pointing out which challenges need to be tackled.

1. CONNECTING EU WITH YOUTH: Foster the sense of youth belonging to the Europe-
an project and build a bridge between the EU and young people to regain trust and
increase participation.

2. EQUALITY OF ALL GENDERS: Ensure equality of all genders and gender- sensitive
approaches in all areas of life of a young person.

3. INCLUSIVE SOCIETIES: Enable and ensure the inclusion of all young people in so-
ciety.

4. INFORMATION AND CONSTRUCTIVE DIALOGUE: Ensure young people have better
access to reliable information, support their ability to evaluate information critically
and engage in participatory and constructive dialogue.
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5. MENTAL HEALTH AND WELL-BEING: Achieve better mental well-being and end
stigmatisation of mental health issues, thus promoting social inclusion of all young
people.

6. MOVING RURAL YOUTH FORWARD: Create conditions which enable young peo-
ple to fulfil their potential in rural areas.

7. QUALITY EMPLOYMENT FOR ALL: Guarantee an accessible labour market with
opportunities that lead to quality jobs for all young people.

8. QUALITY LEARNING: Integrate and improve different forms of learning, equipping
young people for the challenges of an ever-changing life in the 21st century.

9. SPACE AND PARTICIPATION FOR ALL: Strengthen young people’s democratic par-
ticipation and autonomy as well as provide dedicated youth spaces in all areas of
society.

10. SUSTAINABLE GREEN EUROPE: Achieve a society in which all young people are
environmentally active, educated and able to make a difference in their everyday
lives.

11. YOUTH ORGANISATIONS AND EUROPEAN PROGRAMMES: Ensure equal access
for all young people to youth organisations and European youth programmes,
building a society based on European values and identity.
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ERASMUS+

It is the EU Programme in the fields of education, training, youth and sport.

To support, through lifelong learning, the educational, professional and personal
development of people in education, training, youth and sport, in Europe and be-
yond, thereby contributing to sustainable growth, quality jobs and social cohesion, to
driving innovation, and to strengthening European identity and active citizenship.

ELIGIBLE COUNTRIES

EU MEMBER NORWARY LIECHTENSTEIN TURKEY
STATES ICELAND NORTH MACEDONIA SERBIA

MEMBER STATES AND THIRD COUNTRIES ASSOCIATED TO THE PROGRAMME

They fully take part in all the Actions of the Erasmus+ Programme

2

WESTERN NEIGHBOURHOOD SOUTH
BALKANS EAST MEDITERRANEAN RUSSIA

COUNTRIES

+ OTHER THIRD COUNTRIES NOT ASSOCIATED TO
COUNTRIES THE PROGRAMME

They take part in certain Actions of the Erasmus+ Programme.

The third countries not associated with the Programme are regrouped according to the EU’s ex-
ternal action instruments. The regions from 1 to 4 take part in certain Actions of the Erasmus+
Programme, whilst the other regions, from 5 to 14, can take part in very limited actions of the Pro-
gramme.




STRUCTURE:

KEY ACTION 1: Learning mobility of
individuals
The Actions supported under this Key

Action are expected to bring positive and
long-lasting effects on the participants and

participating organisations involved, as
well as on the policy systems in which such

activities are framed.

KEY ACTION 3: Support to policy development
and cooperation
Key Action 3 provides support to policy

cooperation at European Union level,

therehy contributing to the development

of new policies, which can trigger

modernisation and reforms, at European

Union, and systems’ level, in the fields of
education, training youth and sport.

KEY ACTION 2: Cooperation among
organisations and institutions
The Actions supported under this Key Action
are expected to contribute significantly to the
priorities of the programme, to hring positive
and long-lasting effects on the participating
organisations, on the policy systems in
which such Actions are framed as well as on
the organisations and persons directly or

indirectly involved in the organised activities.

JEAN MONNET ACTIONS
The Jean Monnet actions contribute to
spreading knowledge about the European
Union integration matters and they
offer opportunities in the field of higher
education and in other fields of education
and training.

PRIORITIES:

INCLUSION AND DIVERSITY
Promotion of equal opportunities and
access, inclusion, diversity and fairness.
Participation of people with fewer
opportunities. Accessible and inclusive
activities.

PARTICIPATION IN DEMOCRATIC LIFE, COMMON
VALUES AND CIVIC ENGAGEMENT
Support for active citizenship and ethics,
development of social and intercultural
competences, critical thinking and
media literacy. Raising awareness on and
understanding the EU context in the world.

ENVIRONMENT AND THE FIGHT AGRINST
CLIMATE CHANGE
Environmental-friendly approach,
incorporation of green practices, discussion
and learning ahout environmental issues,
greener ways of implementing project
activities.

DIGITAL TRANSFORMATION
\irtual cooperation and experimentation
with virtual and biended learning
opportunities. Use of online official
platforms to work in a collaborative way.
Support to digital transformation




OTHER EU PROGRAMMES

The European Union (EU) provides financial support and funding for a range of projects that cover
areas such as social inclusion, employment, development, education, sport, etc. Non-govern-
mental and civil society organisations may be eligible for funding, provided that they are active
in EU policy areas and their projects have a clear European added value, whilst young people
have to possibility to learn in an international environment in the framework of formal education-
al system and non-formal education, improving their competences and encouraging their active
participation and citizenship.

Besides Erasmus+ Programme, in the framework of this Training Course, we selected other two
that we consider can be interesting.

EUROPEAN SOLIDARITY CORPS

It is the EU initiative which creates opportunities for young people to volunteer in projects in their
own country or abroad that benefit communities and people around Europe.

To enhance the engagement of young people and organisations in accessible and
high-quality solidarity activities as a means to strengthen cohesion, solidarity, democ-
racy, European identity and active citizenship in the Union and beyond, addressing
societal and humanitarian challenges.

Built on the
achievements of 2018: Approval
European Voluntary

Launched in

of the Legal
Service and EU Aid S 2l framework

Volunteers
initiative

The European Solidarity Corps implements four actions structured into two strands:

1. Participation of young people in solidarity activities;

2. Participation of young people in humanitarian aid related solidarity activities.




In the framework of this Training Course we are going to focus on one of the actions of the first
strand: VOLUNTEERING PROJECTS.

an collaborate with an organisation, supporting
its activities between 2 and 12 months (in some
cases: 2 weeks and up). It is free of charge for
volunteers and they can volunteer abroad or in
their country, individually or in groups.

Individuals between 18 and 30 years old (not older

than 30 at the starting date of the activity). Young

people express their willingness to participate by

registering on the European Solidarity Corps Portal

and they are involved in the Programme through
certified organisations.

Young people must be legally resident in one of the
following countries:

EU MEMBER STATES + Iceland, North Macedonia, Liechtenstein, Turkey,

Norway, Albania, Bosnia and Herzegovina, Kosovo, Montenegro, Serbia,

Armenia, Azerbaijan, Belarus, Georgia, Moldova, Ukraine, Algeria, Egypt,

Israel, Jordan, Lebanon, Libya, Morocco, Palestine, Syria, Tunisia and
Russia.

HOWTO
JOINIT?

WATCH THE VIDEO:



https://www.youtube.com/watch?v=SkLNL4a819E&t

ERASMUS FOR YOUNG ENTREPRENEURS

It is an initiative of the European Union, financed by the European Commission, to support new
entrepreneurs to acquire relevant skills.

To facilitate exchanges of experience, learning and networking for new entrepreneurs
by working alongside an experienced entrepreneur in another country.

HOST ENTREPRENEUR NEW ENTREPRENEUR

Launched

in2009

The programme encourages the participation of aspiring or new entrepreneurs and experienced
entrepreneurs that must have residence in one of the following countries: EU Member States,
Albania, Armenia, Bosnia-Herzegovina, Iceland, Kosovo, Lichtenstein, Moldova, Montenegro,
North Macedonia, Norway, Serbia, Turkey, United Kingdom and Ukraine.

Erasmus for Young Entrepreneurs is run locally by support organisations (e.g. Chambers of Com-
merce and Industry, start-up centres, incubators etc.). These local contact points are selected by
the European Commission and guide entrepreneurs throughout the exchange. You can find local
contact points here: https://www.erasmus-entrepreneurs.eu/page.php?cid=5

Based on the success of Erasmus for Youth Entrepreneurs, we can also find Erasmus for Young
Entrepreneurs Global, which is financed by the European Union as well, in order to facilitate busi-
ness exchanges between European new entrepreneurs and experienced host entrepreneurs in
Canada (Ontario, Quebec, British Columbia), Israel, Singapore, South Korea, Taiwan and the
USA (NY State, California). In the frame of this programme, the exchange can last between 1-3
months but it is also a win-win collaboration whereby both entrepreneurs can discover new mar-
kets or business partners, as well as different ways of doing business.
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RECOGNITION, VALIDATION AND CERTIFICATION OF COMPETENCES

In December 2006, the European Framework for Lifelong Learning was established. It structures
learning from European programmes into key competences.

A key competence is developed, when you acquire through a learning process the knowledge to
do something, the ability to perform it and the attitude to carry it out.

In non-formal education it is very important to recognize and validate the competences that have
been acquired in the learning process in which you have participated. The certification of these
key competences has been very important to give recognition to non-formal education, both in
the academic and in the working world.

In the framework of the European Educational Mobility Programmes we find several tools for the
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RVCC. The main ones are:

@ Youthpass: this tool is used in the framework of European projects in the field of youth;
@ Europass: this tool is used in the framework of European projects in the field of education.

In 2018 the Council of the European Union adopted a Recommendation on Key Competences for
Lifelong Learning, which identifies eight key competences:

1) LITERACY COMPETENCE: the ability to use reading, writing, and other forms of communication for
various purposes.

2] MULTILINGUAL COMPETENCE: proficiency in multiple languages, enabling effective communication
and understanding in diverse linguistic contexts.

3] MATHEMATICAL COMPETENCE AND COMPETENCE IN SCIENCE, TECHNOLOGY, AND ENGINEERING: the capabil-
ity to apply mathematical concepts and scientific knowledge, including technological and engi-
neering principles, in problem-solving and decision-making.

4) DIGITAL COMPETENCE: proficiency in using digital tools and technologies to access, manage, eval-
uate, and create digital content.

9) PERSONAL, SOCIAL, and AND LEARNING TO LEARN COMPETENCE: skills related to self-awareness, self-reg-
ulation, interpersonal relationships, teamwork, and the ability to learn independently and adapt to
new situations.

6) CIVIC COMPETENCE: understanding of and active engagement in democratic processes, as well
as an awareness of societal and political issues.

T) ENTREPRENEURSHIP COMPETENCE: the ability to identify opportunities, take initiative, and create val-
ue, including a sense of risk management and creativity.

8) CULTURAL AWARENESS AND EXPRESSION COMPETENCE: the capacity to appreciate and respect cultural
diversity, express oneself creatively, and engage in intercultural dialogue.

These competences are designed to foster well-rounded and adaptable individuals equipped with
the skills and knowledge needed for personal development, active citizenship, and successful
participation in society and the workforce.




FINAL EVALUATION

Although we can find many definitions for evaluation, in our experience as trainers in the framework
of non-formal education, we understand that evaluating is not putting a grade or commentary as a
conclusion or final qualification of an educational activity.

To evaluate is to make a judgement of the value of the learning process and all the factors that have
influenced us to achieve the learning objectives proposed for a specific educational activity.

To maintain the principles of dynamism, active participation and group creation we have carried out
two games that allowed us to make a collective and individual evaluation of the group learning:

1.Participants had to go in the middle of the circle and one by one they had to answer two questions:

What did you like the most about the Training Course?

What would you propose to improve the Training Course?

After giving their answer, the other © ® ® @ @& & & & & o o o o o o o
participants had to move closer if they
agreed with the answer or move away if
they did not.

2.Participants had to take the post-it
notes that they wrote on the first day of
the Training Course with their expecta-
tions and contributions and stick them
on the top of the cardboard if they felt
they had met their expectations or con-
tributed to the Training Course as ex-
pected, while they had to put them on
the bottom of the cardboard otherwise.

After these games, the participants were called up one by one to receive their diploma as a symbol
of successful completion of their Training Course and ended the session by filling in a Google Form
questionnaire.
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CONCLUSIONS




It is always a challenge to create educational materials that can be used to train people from dif-
ferent countries, ages, languages and backgrounds, but we consider that we have achieved our
objective.

During the learning process carried out in the framework of this project, participants could im-
prove and acquire new knowledge, skills and attitudes for their comprehensive development, at
personal but also professional level.




We could verify and validate it during the Face-
to-Face Training Course where participants
could put into practice their competences
and create their own videos with contents and
messages related to the topics of the Online
Training Course and of the project following
the tips and suggestions provided by experts
and trainers.

Indeed, participants, divided into small
groups, created three videos, one explaining
the consequences of Covid-19 and how peo-
ple can look for help and support, another fo-
cused on happiness and the last one about
environment and sustainability. These videos

have been uploaded to the YouTube Channel of the project (www.youtube.com/@unitedforso-
cialtransformation) where young people, with the support of professionals in the field of youth,
will create more resources and videos. Participants and other young people will also have the
opportunity to present, in small groups, their participatory proposals for a more active, inclusive
and sustainable Europe in national Contests. The group leader of the most voted proposal from
each country will travel to Brussels and present it to political representatives at local and Europe-

an level.
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