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Learning alms and ob]ectives

By reading through this chapter youth workers and volunteers will think about the tar-
get audience of their Cafe Europe and learn to picture where you can find the youngsters
and how to connect with them. Think about what kind of social media you would like
to use and what to keep in mind when you create a flyer.

The learning outcomes will be to open your mind and eyes to see where these youngsters
hang out. How you can find ways to reach youngsters in different areas and pick the
right place to start looking.




Reaching your targetgrou

Reaching the target group can be a difficult task if you don’t know who you are looking
for and where you can find them. When you do find them, it’s important to connect
with them, you can do it yourself or together with stakeholders. To connect with new
youngsters and bring them to your cafe, you need to invest time and effort. That’s why
it's important to work together with other key individuals that know youngsters and
have already built a thrusting bond with them. After that, word of mouth will create a
bigger pool of youngsters that want to join. Create a main group and place them in a
focus group to let them be part of the process and have ownership of Cafe Europe.

Define your target audience

Define what kind of youngsters you're looking for. Think about age, culture, curiosity,
inspirational, open to try new things, entrepreneurial, team players, active, sportive etc.
If you can define what you are looking for in your region it’s easier to plan where you
can find these youngsters.



Common goals

Create common goals with other stakeholders and partners. They will invite youngsters
from their environment to the meetings if these youngsters can benefit from the activi-
ties Cafe Europe offers.

Focus group

Work with groups, individuals, make them feel as they are a part and owner of the pro-
ject. Give the youngsters a voice in what will happen in Cafe Europe. They will become
ambassadors and promote Cafe Europe.

See Cafe Europe’s IO1 Step 1 Tips & Tricks on how to start a focus group.



Community Asset

Local key individuals / in-

fluencers:

Find key individuals who speak
with the youngsters and connect
with them.

Make the key individual an ambas-
sador/part of Cafe Europe.

The closer you get to the youngsters
the easier it will be to connect them
to your project/programme.

An influencer can motivate and in-
spire a youngster to participate. An
influencer is a person who is known
by your target audience and can re-
ach them online or offline. Think of
someone in your region who is well
known or speaks with youngsters.

Local voluntary associati-

ons, clubs and networks:
Youngsters play sport, do certain
cultural activities, go to social spots
to meet up, go to a place for their
faith. Have a look at these places
and see where your target audien-
ce is. What is popular among the
youngsters in your country?

Do you have meet-up places powe-
red by volunteer workers or youth
workers?
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Local institutions:

Talk with schools where your target
audience stays at. See and ask if, for
example, the library is a spot where
they hang out, or parks, police stati-
ons, or whether they hang out at lo-
cal businesses and nonprofits. Each
of those places might contribute to
Cafe Europe.

Physical assets

The locations could be important to
find and engage youngsters if they
already come near or in the buil-
ding.

See 101 Step 3 - Defining your regi-
on for more information on physi-
cal assets.




Communicate with youngsters

You need to connect with youngsters. What are the fields of interest in your region?
What motivates them and is the trend in your region? Cafe Europe can help youngsters
develop in many ways, but it's important to give them an example of what fits in their
mind and learning goals. For example; it’s possible to explore and find out if you can
start your own business or to develop new skills for your (future) job or schoolwork.
Give examples that fit in their everyday life or something that's innovative or on the
news.

Connect with stakeholders

Stakeholders can be really important to find your target group for Cafe Europe. What
are the goals of the stakeholders in your region? See if you can get a common goal so
that you have ambassadors for Cafe Europe or work together at Cafe Europe.

If you want to know more about your stakeholders and to find common goals have a
look at IO1 Stakeholders.



How to create flyers/posters

01.An attention-grabbing head-
line

The first thing that you will see on a flyer
will be the heading, it needs to be clear to
the youngsters so that they understand
what they can do at Cafe Europe. It needs
to grab the youngster’s attention.

02.Visual hierarchy

Use pre-made templates that already
have an established visual hierarchy.
It helps to present the information in a
clear visual way.

03.Balance

Make sure the graphics and text are in
balance. It's tempting to throw all the in-
formation on it, but it could be an over-
kill on information and too messy to get
the right message. Keep it well spaced
and uncrowded.

04.The right typography
Different fonts can create a different look
and feel. Think about what kind of mes-
sage you want to send and what type of
font should be used then. Casual, crea-
tive, businesses like etc

Also have alook at IO1 Step 7 Marketing
communication.




Social Media

You can use social media to reach
youngsters too. Some social media plat-
forms have a high percentage of users. If
you want to pick a social media tool you
can pick the one with the highest num-
ber of users or one which is most actively
used by your target group.

Below is a short summary about the most
popular tools. The age group is based on
the Netherlands and quite similar to the
U.S.

Instagram:

Instagram focuses on pictures and short
videos. It's most popular in the ages bet-
ween 20 & 39.

Twitter:

You could describe it as a microblogging
system. You can send a tweet up to 140
characters long including links. The big-
gest group of users is between 19 and 29
years old.

Snapchat:

Snapchat is a popular messaging app that
lets users exchange pictures and videos
that are meant to disappear after they're
viewed. The largest snapchat age demo-
graphic is 18 to 24 years old.

Facebook:

Facebook is a website that allows users
to create their free profile. You can share
all sorts of things on it. It’s popular with
people between the ages of 20 and 59.

Clubhouse:

Clubhouse is an audio-based app. You
can host online meetings with a closed
or open group.

LinkedIn:

LinkedIn is a social network that focuses
on professional development and con-
nection.

Whatsapp:

Whatsapp is an instant messaging app.
It's a great way to keep in contact with
youngsters and to reach out to them.

Youtube:

Youtube is a video sharing service where
users can watch, like, share and comment
on videos, or upload their own videos.

Tiktok:

Tiktok is a social media app where you
can make short videos and share them
with your followers or the world. The age
group on Tiktok is 15+ and over, howe-
ver, children of ages 6 till 14 also use the

app.
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Sources

Sources:

https://promorepublic.com/en/blog/10-ways-find-audience-social-media/
https://www.smartinsights.com/social-media-marketing/social-media-strategy/
new-global-social-media-research/
https://www.socialdutch.com/en/research/social-media-use-in-the-nether-
lands-2021
https://www.smartinsights.com/wp-content/uploads/2021/07/Global-social-me-
dia-research-platforms.png
https://www.nationalfamilyplanning.org/document.doc?id=696

Extra links

Guide to create a flyer: https://www.canva.com/learn/the-ultimate-gui-
de-to-flyer-design/

More information on Tiktok: https://influencermarketinghub.com/what-is-tiktok/
More information on Instagram: https://searchcio.techtarget.com/definition/Insta-
gram

More information on Twitter: https://esrc.ukri.org/research/impact-toolkit/soci-
al-media/twitter/what-is-twitter/

More information on Snapchat: https://phys.org/news/2018-06-snapchat.htm-
1#:~:text=Snapchat%20is%20a%20popular%20 messaging,disappear%20after%20
theyre%20viewed.&text=Al1%20you%20need%20t0%20sign,Snapchatters%20gra-
vitate%20toward%20silly%20names.

More information on Facebook: https://www.webwise.ie/parents/explain-
ed-what-is-facebook-2/

More information on Clubhouse: https://www.pcmag.com/how-to/what-is-club-
house-app

More information on Linkedin: https://www.businessinsider.com/what-is-linke-
din?international=true&r=US&IR=T

More information on Youtube: https://www.webwise.ie/parents/what-is-youtu-
be/#:~:text=YouTube%20is%20a%20video%20sharing,tablets%20and%20via%20
mobile%20phones.
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