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Cafe Europe has the goal to build a 
strong, fertile, social and business gro-
wing ground for youngsters. We are a 
meeting place for social and commerci-
al activity for every young person. From 
youth migrants and refugees to native 
youngsters, they are all welcome to de-
velop their social skills, learn more about 
foreign cultures, expand their network 
and gain working experience. The cafe 
serves as a place to gain work experien-
ce, but also to provide a space to sell, for 
instance, second-hand clothing, crafts 
or paintings. This brings youngsters the 
opportunity to build their own portfolio 
and CV to reach up to employment in 
other areas.

Newcomers will be encouraged to take up 
projects together with native youngsters, 
like organising an event or work together 
on a business plan. Besides the business 
side of the meeting place, the cafe will fo-
cus on integration, learning the local lan-

Introduction

Roadmap to your cafe

guage and customs, preparing the youth 
for education or work. A strong focus 
will lie on what the youth can do, instead 
of what they can’t.

So, how do you start a Cafe Europe? This 
hand guide helps you with the very first 
(and last) steps. It all begins with enga-
ging your (local) community. Where 
to find relevant stakeholders? How do 
you recruit youth workers and volun-
teers? How do you reach out to the target 
group? Furthermore, topics such as plan-
ning, defining your region, educating 
the volunteers, facilities, promotion and 
sustainability will be discussed in detail. 
This sounds like a lot of information, and 
it is. 

That is why we have set up these topics in 
a logical structure. In this way, you can 
easily read everything step by step or you 
can use it as a reference later.

This guide sets out in 8 steps how you 
can set up your own Cafe Europe. 

Step 1: Engaging your community
Step 2: Planning your process
Step 3: Defining your region
Step 4: Educating your volunteers
Step 5: Equipment in your Cafe
Step 6: Promote your Cafe Europe
Step 7: Opening your Cafe Europe
Step 8: Sustainability in your Cafe

In the next chapters you can find more 
information for each of the steps.  
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Recognising the importance of part-
nerships is not difficult but understan-
ding how to build these partnerships 
is important. Partnerships with other 
organisations take time and effort, but if 
organised well, they can help Cafe Euro-
pe achieve its goals more effectively and 
with fewer resources.

Type of partnership 

Partnerships may be based on a com-
munity, a region, a state, or even the na-
tion as a whole. Regardless of their size 
and structure, they exist to create and/or 
support efforts to reach a particular set 
of goals.

Some common types of partnerships 
are: 
• Community-based: Think of organi-

sations working alongside you on the 
front lines of your community. Local 
non-profits may find that your values 
fit well with theirs, even if you are 
offering different types of services. 

• Government-based: Local govern-
mental institutions may also be good 
partner organisations to explore. In 
particular educational institutions 
may be excellent partners and pro-
vide access to the populations your 
organisation serves. Your govern-
ment might also offer data about the 
local population that might be useful 
for your Cafe Europe.

Engaging your community

Learning aims and objectives

Identify opportunities for forming 
strategic partnerships with other organi-
sations in your community and identify 
priority target populations for outreach.

Learning outcomes

Stronger partnerships with other or-
ganisations working with youngsters; 
Expanded access to a wider range of 
resources for youngsters; and enhanced 
support for vulnerable youngsters.

To successfully start Cafe Europe, it’s 
important to build partnerships in 
the region. One of the reasons behind 
this is that you don’t need all experti-
se ‘in-house’. There may be partners in 
the region that work towards the same 
goal. The term partnership and related 
terms such as collaboration, coalition, 
network, task group, workgroup, coo-
peration, and others, are used to descri-
be a wide variety of relationships and 
structures. For purposes of this chapter, 
partnership refers to a group of orga-
nisations with a common interest who 
agree to work together towards building 
Cafe Europe. Working with partnerships 
can also strengthen the support system 
for migrant and native youngsters in the 
region, as they learn to work together 
and know how to find each other. 

“The greatness of a community is most accurately measured by the compassionate “The greatness of a community is most accurately measured by the compassionate 
actions of its members.” – Coretta Scott King actions of its members.” – Coretta Scott King 
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• Faith-based: Local religious com-
munities are often regarded as im-
portant resources for a community. 
Often there are willing volunteers in 
these communities. Take into con-
sideration the background of your 
participants and for what purpose 
the partnership is. 

Partnerships that decide to work to-
wards supporting the goals of Cafe 
Europe might even decide to start a Cafe 
Europe non-profit organisation together.

Evaluating potential partners 

There are some things to consider when 
strategically choosing partners to ensure 
that the potential partner will assist in 
advancing your Cafe Europe. Below you 
will find questions to guide your thin-
king process when assessing potential 
partners. 

Organisation Type
• Think about what type of organi-

sation would be most beneficial to 
pursue. Is it a nonprofit? Is it reli-
gious (in nature)? Is it large or small? 
Describe the organisation. 

Target Audience
• What audiences are you trying to re-

ach and who would be most helpful 
in reaching that audience? 

Benefits and Challenges
• What benefits would this organisati-

on provide? What are the drawbacks? 
• Is this organisation or individual 

well-regarded in the community? 
Connecting yourself with an organi-
sation that has a bad reputation may 
hurt your position in the communi-
ty.

Goals, Aims and Outcomes
• What does each organisation want to 

accomplish by working together? 
Purpose
• Which kind of organisational rela-

tionship is necessary to accomplish 
those goals? 

Quality
• Is there sufficient trust and commit-

ment to support these kinds of relati-
onships? 

Resources
• Are there resources available for this 

kind of organisational relationship, 
such as time, skills, client understan-
ding, financial resources, communi-
ty support, commitment, health and 
human resources? If not, can those 
resources be accessed? 

Compatibility of values
• How do the organisation’s values fit 

with yours? You will find managing 
a partnership much more difficult if 
your mission and goals do not align 
with each other. List your organisa-
tion’s values and your potential part-
ner’s values and see where they align.
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Knowing your community makes it 
possible to tailor your communication 
appropriately. First, choose which key 
communities your message will focus on. 
You will need different messages for dif-
ferent groups and different channels and 
methods to reach each of those groups. 
Next, consider whether you should di-
rect your communication to those whose 
behaviour, knowledge, or condition you 
hope to affect, or whether your commu-
nication needs to be indirect. Sometimes, 
for instance, to influence a population, 
you have to aim your message at those 
to whom they listen – clergy, commu-
nity leaders, politicians, etc. Sometimes 
policy makers are the appropriate target 
group, rather than those who are directly 
affected. These are only a few of the many 
possible ways to identify your audience. 
Once you’ve done that, it will give your 
organisation ideas about how to reach 
them.

For example when you focus your target 
group on Students the key individuals 
you can consider are:
• Director
• Teachers
• Social Workers
• Dean
• Board members

With the same example you can use the 
following examples as ideas of engage-
ment:
• Being participant
• Doing an internship in the organisati-

on that starts Cafe Europe.
• Brainstorm in the start-up phase.
• Building a network of youngsters. 

Create a map of stakeholders/
partners
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Tips & tricks for focus groups

Purpose of starting a focus group
A focus group gives insight into topics 
related to the project. It gives opportu-
nities to talk, discuss and brainstorm to 
get multiple perspectives on how to start 
Cafe Europe.
Besides discussing topics, focus groups 
give insights into the way youngsters and 
stakeholders collaborate, how they com-
municate and how they get along (Eel-
derink, 2020). Within focus groups, you 
can observe the above-mentioned chal-
lenges and successes.

What’s in a name?
Focusgroup, Thinkthank, team …?? You 
can give your group various names. Your 
goal and focus need to be clear. Choose a 
name that will fit your target group, or let 
them choose a suitable name.
Cafe Europe as a community-driven pro-
ject stimulates the participation of youth 
and other stakeholders. Partners (resear-
chers) who lead focus groups of partici-
pants, will be stimulating youngsters to 
climb the ladder. Working towards step 
5: ‘co-creation’ stimulates ownership and 
responsibility among youngsters and 
other participants. When the Cafe Euro-
pe’s are being physically set up, the roles 
of participants can grow.

When to start a focus group? 
A focus group is helpful in different 
stages of the project. Before the project 
starts you can immediately start your 
orientation with topics or challenges of 
Cafe Europe. During the project, the fo-

‘The most powerful people on earth are focus groups.’ - William j. Clinton‘The most powerful people on earth are focus groups.’ - William j. Clinton

How to start your focus group?
Characteristics:
• Participants: 4 – 10
• Homogeneous – duo involvement - 

heterogeneous (Eelderink, 2020)

The focus group of Cafe Europe will be 
heterogeneous. Even though we’ll be 
starting with two main groups, these 
groups can change during the process. 
This depends on which themes peop-
le will be jointly working on. etc. Make 
sure participants are involved in making 
decisions.

Two key candidates for focus groups are:
1. Youngsters: native and newcomers 
& youth workers/volunteers
2. Stakeholders

cus group starts discussing more detailed 
topics. At the end of the project, a focus 
group can be helpful in evaluating the re-
sults (Eelderink, 2020). 
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Selecting participants
• Make sure the participants you invite 

are intrinsically motivated
• Approach youngsters yourself, 

or use the snowballing technique 
(youngsters asking other peers). A 
one-on-one intake is recommended. 
It helps introducing the project befo-
re the focus group meetings will start.

• Search for data on the newcomers 
population in your area. Creating a 
circle diagram helps getting a diverse 
group of representatives

• Make sure there will be diversity in 
age, gender, (cultural) background, 
talents, level of education, and more…

A stakeholder analysis is an important 
tool in assessing the organisations you 
will need to reach out to. Studying ‘ca-
tegories of possible partners’ can help to 
create a local map. Possible categories of 
stakeholders are:
• Partners
• Press/media
• Local government
• (Social) entrepreneurs
• Interest-groups
• Locals

An alternative way to determine possible 
partners is to brainstorm about related 
topics/questions regarding the project. 
Analysing these topics/questions will 
lead to relevant local organisations or 
people. Questions to ask in the search for 
suitable partners:
• Which possible locations regarding 

Cafe Europe are interesting?
• If you need financial support, who 

would you ask?
• What local businesses would be wil-

ling to share their knowledge con-
cerning self-sufficiency?

Location: make sure you select your lo-
cation based on the needs of your focus 
group. Pay attention to the ambience of 
your location, the set-up of chairs and 
tables, stationery, cultural customs and 
‘energizers’ (youtube inspires you) to cre-
ate a familiar atmosphere for your target 
audience. Topics can be discussed with 
the focus group, or possible in smaller 
subgroups
• Facilitators
* Two persons are recommended 
• Your introduction is vital, first im-

pression counts:
* Introduce yourself
* Explain the purpose of the project
* Explain why the involvement and 

opinions of participants are more im-
portant for this project

* Explain what you will do with the 
outcome of the sessions

* Participation is voluntarily and parti-
cipants can quit whenever they want

* There are no bad or good answers
* Ask permission if you want to take 

notes or record sessions (taking no-
tes is important in order to share your 
outcome with all international part-
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ners) (Eelderink, 2020)
• Make sure the opinions of all partici-

pants are noticed
• Prepare and practice if you feel inse-

cure about leading the focus group
• Planning: make planning with your 

focus group when and where you will 
meet for a longer period

Questions
Alternatives for focus groups are one-on-
one interviews. The same questions can 
be used for a questionnaire. Depending 
on the number of participants an online 
questionnaire is recommended becau-
se life interviews are more time-consu-
ming. Processing their data is also more 
complex.
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Planning your process 
“Make sense, the words will come” - Lewis Carroll“Make sense, the words will come” - Lewis Carroll

Aims and objectives

This chapter focuses on the planning pro-
cess, which is important for a successful 
set up of Cafe Europe. Attention shall be 
paid to the necessary steps to be planned 
by the founder and operator of Cafe Eu-
rope before the start of the preparatory 
work in terms of establishment, definiti-
on of programme content as well as, time 
schedule, capacity and cost. Lewis Car-
roll’s quote refers to an idea that makes 
sense of our actions and becomes a goal. 
Planning is a necessary step to achieve 
the objective. The most important issue 
to consider from this perspective are the 
following steps. 

Getting Started - Setting a Stra-
tegy 

The strategy is seen as a long-term plan of 
activities aimed at achieving an objective. 
It means that strategy sets out the process 
to achieve the stated objective i.e. to esta-
blish and operate Cafe Europe, a meeting 
place for local and migrant youth. Befo-
re setting a strategy, we should be clear 
about ‘who we are’ (in relation to Cafe 
Europe). This means having formulated 
our mission and, furthermore, what we 
want to achieve in the long term, i.e. to 
formulate a vision. A strategy in this con-
text means the path we choose.

As already mentioned, the strategy tells 
us which way to build Cafe Europe. We 
will have to choose, for example, whether 
we start from step zero or take advanta-
ge of an existing youth club where Cafe 
Europe will operate within a certain 
time frame and will make use of existing 
equipment and facilities. It is important 
to determine the content of the project, 
whether it will only be a meeting place or 
will be part of a small business activity, 
the sale of small art objects, lectures, job 
club etc.

Any strategic decision usually relies on 
the outcome of an analysis that maps our 
strengths and weaknesses, external op-
portunities and threats, as well as the po-
tential risks and interests of all groups of 
people concerned. The starting point is 
to analyse the current situation in which 
we find ourselves, both in relation to the 
external surroundings and in terms of 
the internal pages and their layout. An 
appropriate method seems to be SWOT 
analysis. SWOT analysis focuses on ana-
lysis and assessment of the current state 
(internal factors) and the current situati-
on of the surroundings (external factors).
Strengths and weaknesses are identified 
in the internal environment. The exter-
nal environment cannot be influenced 
and exists independently and identifies 
opportunities and threats.



11

By setting a strategy it is important to 
clarify the specific parameters of both 
the objective and the procedure (path-
way), including the resources used, and 
to describe everything specifically. After 
this, we will be helped by answering the 
questions below and recording the ans-
wers to these basic questions. 

What - is an answer to the question of 
what we want to achieve, and thus our 
goal (measurable parameter) 
Why - definition of the problem, the 
need (see survey) 
For whom - target group youth 
How - procedure, activities 
When - deadline to reach the goal, time-
table 
For how much - budget, costs, sources of 
funding 
With whom - people, the definition of 
responsibility

Planning

„A good plan is an essential prerequisite „A good plan is an essential prerequisite 
for success“ (author unknown)for success“ (author unknown)

To achieve the stated goal, it is impor-
tant to have a plan in which we describe 
everything we need to do. An example of 
such a plan is a plan under the PRINCE2 
project management methodology.  

PRINCE2: “The project plan is a state-
ment on how and when the project ob-
jectives are to be achieved by defining 
the main products, milestones, activities 
and resources needed to implement the 
project”.

• Why? 
On what grounds is the project imple-
mented? What problem or deficiency 
should the project solve? Why do we 
need to put resources and effort into im-
plementing it? Eg. There is no meeting 
place for local youth and young migrants 
• What? 
What is the aim and output of the pro-
ject? What are the main products or out-
puts of the project? Eg. Cafe Europe is a 
place for informal youth meetings but 
offer regular events twice a month (lec-
tures, sittings, language courses, a bazaar 
of small art objects) 
• Who? 
Who will be involved in the implemen-
tation of the project? And what will be 
the responsibility of the individual parti-
cipants in the project? How will the par-
ticipants in the project be organised? Eg. 
Non-profit organisation „Europe for the 
young“, part-time coordinator, volun-
teers.
 • When? 
What's the project schedule? What are 
the significant milestones during the im-
plementation of the project? What is the 
timeline of the project and when will be 
especially important points, known as 
milestones, complete? 
Eg. Cafe Europe will start operations 
from August 1, 2021. 

A clear planning on resources, time and 
costs are important to achieve the goal. 
The premise of a good plan is to define 
all the necessary actions to do to achieve 
the goal. 
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Time scheduling and timetable

The Gantt diagram is used for schedu-
ling, it displays the duration of each acti-
vity and milestone indicating key events. 
At the same time, it graphically displays-
these activities in a time schedule.

Examples of activities to open Cafe Euro-
pe and that have to be taken into account 
are:
• Defining space requirements for Cafe 

Europe (location, size, equipment)
• Finding space and renting
• Space adjustments
• Equipment purchase and installations
• Programme and operating schedule 

preparation
• Recruitment of staff and volunteers
• Staff training 

The scheduling of activities and their 
distribution over time is captured in the 

picture shown in the Gantt diagram. A 
number of tools can be used to create a 
Gantt diagram, such as Microsoft project 
or other Project Management Software.

As a follow-up, the milestone used to 
control the achievement of the project 
progress is also important in planning.
A milestone is defined as a definite ma-
jor event in the course of a project's pro-
gress, a moment when the project is veri-
fied and measured as to what part of the 
results has been completed and whether 
the project is on schedule. The milestone 
is marked in the schedule. In the prepa-
ration and opening of Cafe Europe, the 
rental of the available premises, which is 
a prerequisite for the launch and opening 
of Cafe Europe and the promotion of the 
various events that will take place there 
may be considered a milestone.

Cost planning (budget)

Successful implementation of the pro-
ject is based on realistic cost calculation. 
This means the financial expression of 
the project covers all necessary costs. We 
need to know the answer to the questi-
on of what the total cost will be. Which 
is essential for  a realistic determination 
of the costs of remuneration for workers, 
necessary purchases of equipment and 
materials. But also the services that will 

be necessary to provide (rental, energy, 
internet, promotion). We can use bot-
tom-up and top-down methods for op-
timal cost settings as well as a balanced 
budget. The method presents a detailed 
calculation of the cost of all planned ac-
tivities over a given period of time and 
consequently their possible reduction in 
terms of the availability of resources and 
their limitations. The resulting costing 
document is the budget, an example of 
the budget shows the following picture.
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Cost category Unit Number P r i c e /
u n i t 
(EUR)

Total

1. Personnel costs

1.1 Coordinator (0,5) month 12 1 000 12 000

1.2.1 Expert 1 hour 30 20 600

1.2.2 Expert 2 hour 50 20 1000

2. Equipment

2.1 Furniture (table/chairs set) piece 30 40 12 000

2.2 Computer, printer set piece 1 1100 11 000

3. Rent and services

3.1 Rent of room (50 m2) month 12 600 7 200

3.2 Services (electricity, internet, 
etc.)

month 12 150 1 800

Total: 45 600
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Defining your region
Learning aims and objectives

The following guide is drawn from the 
local research the consortium imple-
mented to potential participants and 
stakeholders, through a questionnaire, 
which included questions on the locati-
on, layout and management of the Cafe. 
The objective of this guide is to facilitate 
the establishment of Cafe Europe by lis-
ting the aspects that need to be conside-
red when deciding on a location.

Learning outcomes
Using the knowledge from this chapter, 
an organisation or individual will have a 
detailed list of aspects to consider when 
establishing Cafe Europe, in regards to 
its location, as well as suggested methods 
of selecting the appropriate amenities in 
a location.

Public Transport 

Perhaps the most important aspect, sin-
ce many of the participants will not have 
their own transport. The location should 
be selected on the basis of being near 
some form of public transport, prefera-
bly one which is accessible to everyone.
The ideal way to tackle the public trans-
port aspect is to choose a location with 
the most amount of public transport al-
ternatives as possible. This will allow all 
participants to choose the mode that 
suits them the most. Areas near the city 
center tend to fulfill that requirement, 
which means that they are ideal candi-
dates for finding a suitable location. 

Alternatively, if the participants are all 
from a certain area, Cafe Europe can be 
established there. Another factor to con-
sider are public transport timetables. It is 
important to ensure that the participants 
have a way to and from the Cafe, as so-
metimes schedules may change throug-
hout the day. 
Prior to the selection of the location for 
Cafe Europe, a checklist should be made 
including the following:
1.Total alternatives of public transport
2.Routes to and from the participants‘ lo-
cation
3.Timetables of available public trans-
port
4.Cost of transport
5.Safety of transport, especially at night.

Location Accessibility

Accommodations should be available for 
all forms of disabilities. Below is a list of 
accommodations for specific cases:
• Cognitive Disability: Try to work with 

pictorial depictions of instructions or 
products as much as possible to aid 
people with cognitive impairments. 
Photographs are the ideal way to do 
this. When it’s not possible to stan-
dardize, make sure a possbility with 
photos is available when neccessary.

• Visual disabilities: Objects and object 
placement that is not easily detecta-
ble with a white cane should be avoi-
ded. These include chairs and tables 
embedded in the walls or hanging, 
without ground support, arching ob-
jects and plants, and unstable objects 
that can be easily knocked down.  
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• Auditory and speech disabilities: All necessary information around Cafe Europe 
should also be written. This will facilitate navigation (for example to the bathroom) 
as well as ordering (through a menu). 

• Motor Disabilities: The location selected should be accessible to all. Steep slopes, 
stairs and insufficient pedestrian space should be avoided. Ideally, Cafe Europe 
should be at the ground floor or, if elevated, have a ramp. If at a higher floor, an ele-
vator should be available, with enough space to fit a wheelchair. 

Additionally, the outside of your facility should not have uneven ground, slippery tiles 
or gravel, as it can greatly impair the accessibility of people with impaired walking abili-
ty. When allocating space within Cafe Europe, room should be left for people in wheel-
chairs to move freely. Tables should also be set in a way that allows for people in wheel-
chairs to comfortably sit at them. 

Commercial Interest

If the goal is to set up a functioning Cafe  
Europe or any other “business-like” ven-
ture, the location should at the very least 
have some amount of people passing by, 
in order to have a chance to gain cliente-
le. When selecting locations, the total vo-
lume of people crossing the area should 
be taken into account. At the same time, 
other cafes and similar businesses around 
the area should also be considered, since 
that could drive people away.

On the other hand, areas with elevated 
commercial interest have two disadvan-
tages:

1. They cost more to rent space.
2. They have considerably more 
competition.

Effectively, an area where there are not 
a lot of alternatives should be chosen, 
and ideally, an area where there are other 
youth facilities working. Examples are 
public libraries, open work spaces for 
young people, study areas, social support 
facilities. These specific examples will 
more likely provide an increased num-
ber of possible visitors to Cafe Europe, 
without the financial and competition 
burden brought by highly commercial 
areas.
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Safety

The safety of the area should be taken 
into consideration, as it’s an important 
factor both when recruiting participants 
and when trying to get clients. It is also 
important to ensure the wellbeing of par-
ticipants.

Areas considered for the establishment 
of Cafe Europe should be visited at night 
prior to the final decision, in order to en-
sure ample lighting and assess the num-
ber of functioning stores and establish-
ments around the area, which means that 
there are people there at night. 

This aspect poses a risk as the safety of 
an area directly correlates with its rent 
costs. It’s important to avoid unsafe areas 
in order to reduce the cost of Cafe Eu-
rope, which is why the above actions are 
necessary. Once again, it is preferable to 
combine the Cafe Europe initiative with 
an existing youth initiative, if possible, 
as mentioned above in the “commercial 
interest” section. This will keep the bud-
get low, while also ensuring an increased 
modicum of safety.

Maintenance and potential ris-
ks

Health regulations.  
Running any kind of establishment that 
involves serving food or drinks requires 
different permits in different countries. 
This is predominantly the case whenever 
money is exchanged, and the establish-
ment is officially a food or drink distri-
butor. Permits are much less strict if the 
cafes are set-up with no money exchan-
ges and are officially work-spaces instead 

of shops. If permits are sought by the 
participants or the consortium, then the 
participants will need to participate in 
special classes and acquire the necessary 
qualifications, which vary per country 
but center around rules of hygiene.

Cleaning. 
Cleaning of the establishment should be 
undertaken by the participants, and it 
is something that should be made clear 
during initial recruitment and training. 
On top of it being a professional skill, it 
is also a requirement for the proper pro-
gress of the project, as any sanitation risks 
could result in official complaints, which 
in turn could impede progress. Cleaning 
includes both the area and the utensils/
devices used. Specific workshops should 
be considered for this skill.

Security. 
Considering there will be valuable items 
in the Cafe (such as coffee machines or 
other devices), security should have 
a clear protocol, with the participants 
being responsible for safekeeping their 
common area. The proposed plan can be 
found further bellow.

Consumable acquisition and disposal. 
Acquisition of consumables should be 
discussed prior to the Cafe’s opening, 
with cost and sustainability as its main 
focus points. If Cafe Europe is not projec-
ted to generate income, then consumable 
acquisition may be difficult to achieve in 
the long term, especially past the end of 
the project. It is therefore suggested that 
some form of compensation/donation be 
in place to mitigate that problem. 
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Additionally, disposal of waste materi-
al should be done in a sustainable and 
environmentally friendly way (both ac-
quisition and disposal plans are detailed 
below).

Shifts and rotations. 
Participants should be responsible for 
designing their own workplan with shifts 
and rotations. At first, this may require 
supervision, but the goal should be for 
participants to become an independent 
unit and work without assistance, unless 
necessary. Creating a workplan and coor-
dinating the staff is a skill that is essential 
and will be included in their training.

Security Plan.
Having a “Clocking in” plan with signa-
tures, which will include the time in and 
out and an inventory checklist at the be-
ginning and end of each day, where one 
person will be responsible for taking 
inventory and confirming that specific 
items are in place, combined together 
will increase security. Moreover, it wil-

las track participation and improve the 
organisation. Specifically, inventory will 
be taken at opening and an hour prior to 
closing. Additionally to security, inven-
tory will facilitate in placing orders for 
materials.

Income and sustainability. 
Without income, steady acquisition of 
materials will be impossible, especially 
after the end of the project. On the other 
hand, money transactions require offici-
al permits, paperwork and a legal entity 
to be in charge, which is not possible for 
this project. To mitigate that, it is propo-
sed that we include a donation option for 
customers, through which they can do-
nate whatever they want to Cafe Europe, 
and all the proceeds will go to maintai-
ning it.
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Educating your volunteers
Learning aims and objectives

By reading through this chapter, youth 
workers and volunteers should develop 
an understanding of the importance of 
team building and team bonding, why we 
should invest in these, the required skills 
and competencies and tips about how to 
build effective teams.   

Using the knowledge gained in this chap-
ter, youth workers and volunteers will be 
able to develop an understanding of how 
to define roles within teams, enhance so-
cial relationships and get teams working 
together better through collaborative tasks.

 “None of us is as smart as all of us.” - Ken “None of us is as smart as all of us.” - Ken 
BlanchardBlanchard

Introduction

Many of us are likely to have been part of 
a team or group at some point in our lives. 
We may have participated in the local neig-
hbourhood or school projects, played in a 
sports team or become a part of a team in 
our professional environment. While some 
people get a real buzz out of working with 
others and collaboration suits them well, 

some prefer to play solo. For the lone 
players, it may take time and effort to get 
along in a group. It is not always neces-
sary for everyone to work closely with 
others in a team, however, the ability to 
function effectively in a team is very im-
portant in today’s workplaces and in life 
generally. 
It is crucial to encourage full and equal 
participation of each and every member 
in teamwork to ensure inclusiveness and 
cohesion. If everyone in a team invests 
equally in achieving the overall goal and 
become aware of their interdependency, 
change happens for the better.

Team building or team bon-
ding? 

Though team building and team bon-
ding go hand in hand and are continuo-
us processes, there is a distinction. Yes, 
they both serve to enhance a team, but in 
different ways. They differentiate in the 
desired outcome. While bonding a team 
is primarily about investing in shared 
experiences that help build social cohe-
sion and shared team identity, building 
a team focuses on investing in the mem-
bers skills to create more efficient and 
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effective ways of working. Thus, where 
team building is a strategically planned 
activity usually with a particular objec-
tive such as problem-solving, ensuring 
effective communication or conflict ma-
nagement, team bonding happens or-
ganically. In addition, a team building 
activity could achieve elements of team 
bonding, whereas a team bonding activi-
ty may not necessarily achieve the results 
intended for team building. 

Making the right sort of investment in 
team bonding and team building at the 
right time and according to the needs of 
your team is essential. Although we can 
apply both team building and team bon-
ding to both newly formed and existing 
teams, team building is the first step. We 
unite members into a group with a com-
mon aim before connecting them and 
strengthen their relationship by helping 
team members get to know one another 
and establish bonds.          

Why does team bonding matter? 
Team bonding activities aim at strengthe-
ning the relational side of a team. Bon-
ding is important as the positive flow-on 
effect of investing in shared experience 
helps the team build trust, ease commu-
nication, enhance the team’s effectiveness 
and boost confidence and morale.

The principles of team bonding   
Where team building may need intrica-
te activity planning, team bonding hap-
pens organically, often, though not ne-
cessarily, outside the workplace. It uses 
fun and friendly connection experience 
rather than carefully planned and struc-
tured activities to strengthen the relati-
onship between the members. It is a con-

tinual process to help cultivate the team 
spirit in the members.                        

Examples of team bonding activities
Team bonding often happens naturally, 
for example, they happen when people 
chat at coffee break/lunch in the work-
place, grab drinks or share meals after 
work, spend time together at karaoke 
evenings or have casual Friday evening 
meetings after work. One effective tool to 
help people find out things they have in 
common with everyone else in the group 
is to let team members share their life 
and/or work experiences. Team picnics, 
taking up voluntary work as a team, run-
ning for charity, collecting food, engaging 
in culinary team activities where team 
members cook and donate to people in 
need, setting up a musical band, exerci-
sing together, taking part in fundraising 
activities all help bonding a team. 

Encouraging team bonding is a smart 
move for people working together. When 
done right, team bonding activities help 
cultivate greater bonds, establish a perso-
nal connection which in turn will lead to 
trust and better productivity.  

Activity:  For more team bonding activi-
ty types visit: https://teambonding.com

See Sources for further resources of team 
building exercises!
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Encourage bonding that feels natural

Focus on strengths rather than weaknes-
ses

Encourage social events preferably outsi-
de the workplace

Communicate every day, every way

Keep in mind that team members are 
different on many levels 

Ensure you have regular team bonding 
activities in order to make it a part of 
your team’s mindset 

Creating awkward, embarrassing and 
risky team bonding activities in a stilted, 
artificial environment 

Making members feel ashamed by in-
dicating their mistakes. When a failure 
occurs, make sure that the team learns 
from them instead

Activities that do not engage all team 
members and can be regarded as silly, 
pointless and a waste of time

Questions that violate personal space or 
privacy 

Allowing stereotyping to thrive & fester 
in the team

Organising ‘’one size fits all’’ kind of ac-
tivities

AvoidDo’s
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Team building in a nutshell

“If you want to go fast, go alone. If you “If you want to go fast, go alone. If you 
want to go far, go together.” – African want to go far, go together.” – African 

ProverbProverb

Why invest in team building?  
Because efforts for team building can 
pay off more than we might expect.  
Team building helps members improve 
skills across different aspects of team-
work, such as communication, delegati-
on, trust and collaboration. It also helps 
members get to know one another better, 
find out more about the people in their 
team, what they like or dislike, what their 
passions are and grow supportive and 
appreciative of one another.  

How to build an effective team 
1. Set S.M.A.R.T goals      
                                                         
      “A goal without a plan is just a wish.” “A goal without a plan is just a wish.” 

—   Antoine de Saint-Exupéry—   Antoine de Saint-Exupéry
Setting good goals is fundamental to ef-
fective team building and should be in-
corporated into all team building activi-
ties. SMART goal setting helps the team 
channel all their efforts towards new 
achievements and stay motivated along 
the way. The first step in setting SMART 
goals is to identify your team’s needs and 
set clear individual and team goals accor-
dingly. While setting goals, get your team 
members involved in activity planning 
and define expected outcomes, possible 
achievements and failures! 

Questions for self-reflection
• Think about your personal 

experience in a team you 
have been a part of from 
your childhood:  What have 
you enjoyed the most about 
teamwork?

• Were there any challenges 
that needed improving?

• What did you discover as 
your strongest points and 
the weakest?

Team building is knowing how to help 
individuals work as a cohesive and coo-
perative group by using daily interaction, 
resources and activities. In an effective 
team, all members provide input towards 
achieving the set goals and defining how 
to reach them.



22

2.Clarify roles & responsibilities  
Clarifying roles and responsibilities from 
very early on is essential to help team 
members and the team leader define ro-
les and responsibilities clearly, identify 
gaps and overlaps and make plans for de-
aling with them and avoid unnecessary 
discussions, dissatisfaction and conflict.

The Responsibility Matrix (RACI chart)
The Responsibility Matrix is the simplest 
and most effective tool to clearly define, 
communicate, and document roles and 
responsibilities. It enables teams to know 
exactly who is responsible for a specific 
task, who is accountable, who needs to 
be consulted, and who must be kept in-
formed at every step, which will signifi-
cantly improve the chances of the success 
of the team.

Use the RACI chart template to define 
roles and responsibilities of team mem-
bers: https://docs.google.com/docu-
ment/d/1ypam8-mSM0S19y00zrDWm-
wHD5rEJtMvaE5FNTu03iMA/edit 

3. Acquiring team building skills
People have to learn to work in teams. 
Building a team requires members to 
have and/or learn interpersonal skills to 
negotiate disagreements, manage con-
flicts and work productively. The absence 
of even a single one of these skills may 
result in the team/group crashing down. 

Team building skills and qualities are 
crucial not only for work but for all life’s 
areas. Like other interpersonal skills, ac-
quiring team building skills is a lifelong 
learning process and no one ever ceases 
to be a learner, as all of us look, speak, 
think or feel differently on many levels 
including cultural and personal. That is 
why they need to be learned, nurtured 
and practised and throughout life. 
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4. Problem solving

‘‘If I had an hour to solve a problem, I’d ‘‘If I had an hour to solve a problem, I’d 
spend 55 minutes thinking about the spend 55 minutes thinking about the 

problem and 5 minutes think-ing about problem and 5 minutes think-ing about 
solutions‘‘ - Albert Einsteinsolutions‘‘ - Albert Einstein

The problem solving process is impor-
tant in team building as it can help team 
members pinpoint a problem in the 
teamwork when/if it occurs, figure out 
why it happens, what they need to do, 

what tools and re-sources they have at 
their disposal to determine how to fix the 
problem and even when to seek outside 
involvement. We need a problem solving 
mind and skills to handle difficult and 
unexpected situations in teamwork, de-
termine the source of a problem and find 
an effective solution. See the basic Pro-
blem Solving Process Table below!

Steps       Explanation Skills needed

Step 1: Identify the 
problem!

A problem occurs when that what 
has actually happened is different 
from what is expected!

Problem recognition
Active listening,
Communication,
Research, 
Understanding topic

Step 2: Define the 
causes of the pro-
blem!

State the problem clearly. Ask 
‘’why?’’!

Data analysis

Step 3: Generate a 
possible solution!

Brainstorm! Come up with as many 
ideas as possible. Do not judge any 
of the ideas at this stage!

Creativity,
Brainstorming,
Forecasting

Step 4: Choose the 
best solution!

Make the decision! Evaluate 
whether the solution is aligned with 
your desired outcomes.

Data analysis,
Decision making,
Prioritsing

 Step 5: Implement 
the best solution!

Develop an action plan and carry 
out changes.

Communication,
Team building,
Troubleshooting,
Leadership, 
Trustworthiness,
Management

Step 6: Monitor the 
feedback

Catch errors! Check and verify if 
the solution is applicable.

Active listening, 
Data analysis, 
Communication, 
Decision making,
Flexibility 
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5. Activities and tools for fostering groups
In order to stimulate the fastest possible 
transition of the group through the group 
dynamics phases, certain activities- e.g 
ice-breakers, trust-building games, acti-
vities for joint reflection, debriefing, dis-
cussion are used for introduction, sha-
ring and getting closer.
            
Watch the playlists with a video de-
monstration of different improvisation 
and team-building methods, energi-
zers, games: https://www.youtube.com/
playlist?list=PL3S9BpP_Ds324NuxrwB-
BUYVCXOHeYksI7        

‘Guess my skills’- Team building acti-
vity for new groups: https://www.sal-
to-youth.net/tools/toolbox/tool/guess-
my-skills.2262/
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Learning aims and objectives

By reading through this chapter, Cafe 
Europe initiators should develop an un-
derstanding of the importance of crea-
ting an inclusive environment based on 
the needs of the target group. 

Using the knowledge gained in this chap-
ter, Cafe Europe initiators will be able to 
create a socially inclusive Cafe Europe 
environment and will gather practical 
tips and skills on how to involve the tar-
get group in the proces. 

Introduction

In prior steps of this manual, initiators 
can read about involving the target group,  
defining the region and picking a locati-
on. But what will the actual Cafe Europe 
look like? What do you offer? This chap-
ter will help initiators, youth workers and 
volunteers with this process. 

An important part of Cafe Europe is sup-
porting young people in finding (back) 
their strength and control over their life. 
The development of an inclusive en-
vironment offers a great opportunity to 
involve the target group, for the follo-
wing reasons: 
• It gives them the opportunity to com-

municate their needs for the environ-
ment.

• It gives them the opportunity to ex-
plore and practice with different skills 
and talents in a supportive and safe 
environment with a practical assign-
ment. These skills often translate to 

Equipment in your Cafe
real life situations. 

• It gives them responsibility over the 
development of something that is in 
their interest. Working towards a goal 
asks for an entrepreneurial mindset 
and collaboration with people with 
different backgrounds.

• It gives the initiators of a Cafe Europe 
different (cultural) perspectives and a 
team with diverse talents. 

In the chapters below we have created 
an overview of things to consider when 
setting up the facilities and decoration of 
a socially inclusive Cafe Europe environ-
ment. Initiators can use the knowledge in 
prior steps in this process too. 

Explore the needs of the target 
group

In order to explore the needs of the target 
group there are some tips and tricks that 
might help. It can be beneficial to meet 
each other in person and create a safe 
environment for the participants whe-
re they feel free to share their ideas and 
needs for the location. To get the creative 
process started it helps to offer inspirati-
on and show possibilities. 
Some ideas:
• Show participants one or two best 

practices.
• Involve the participants in what you’-

ve been investigating, what the reason 
for initiating Cafe Europe is and also 
your plans to create it together with 
them! Be clear on what you need help 
with, but leave room for others to 
contribute.
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capacity, providing different forms of sit-
ting (classic tables, study tables, beanbag 
chairs,  etc.). The goal is to create a Cafe 
which can attract different kinds of parti-
cipants, ranging from students who want 
to study there, to groups of friends that 
want to just talk, to people who want to 
work on their own. 

Another aspect mentioned by many po-
tential participants is the availability of 
WiFi, which seems to be a necessity. A 
WiFi connection will facilitate both the 
participants and potential customers. 
WiFi should be password-locked and 
made available only to particpants and 
customers.

Location: Medium-sized space with mo-
dern and minimalistic decorations. Ac-
cessible and close to public transport. If 
participants all come from a certain area, 
then the cafe should be in that area, un-
less it’s too remote. More about selecting 
a location can be read in step 3 of this 
handbook.

Equipment: Varying seating options, 
which include classic tables and chairs, 
long table with seats, couch/sofa opti-
ons, beanbag seats, stools and a bar. Cof-
fee-making equipment (Espresso machi-
ne, filter coffee machine, cups, glasses, 
utensils, mixer, icebox), juice machine, 
washing equipment (sink, sprinkler).  
WiFi modem and connection.

Materials: Coffee powder, sugar/sweete-
ners, tea bags, fruits (for juice), bottled 
water, biodegradable cups and straws, 
napkins, cloths, soap, chlorine mix, mop 
and bucket, plastic gloves, aprons. All of 
the above will need to be restocked.

• Explore people’s needs by asking them 
to imagine and represent the space of 
their dreams. Inspire people to share 
their ideas with the rest of the group 
to start the discussion. Not everyo-
ne is verbally strong. Initiators can 
bring papers, magazines to cut ima-
ges from, pencils and blank papers 
and use mood boards for participants 
who want to show their ideas without 
words. 

The step above is important because 
every region and individual participant 
might have different needs for Cafe Eu-
rope. Some might want to develop their 
entrepreneurial skills, learn new skills, 
have a place to show what they have been 
working on or just have a place to work 
and meet new people. Keep in mind dif-
ferent cultural and religious backgrounds 
too. The decoration and facilities of the 
cafe are there to serve the needs of the 
potential participants, not the other way 
around. 

Decoration and internal ameni-
ties

During the research phase we discover-
ed that many participants considered in-
ternal design to be more important than 
the size of the space. Most participants 
mentioned they preferred more mini-
malist and simple decorations, and that 
they considered smaller and local Ca-
fes to be preferable to large commercial 
chains nowadays. Ultimately, this means 
that the decorations inside Cafe Europe 
should be simple and focus on providing 
a “local independent business” feeling. 
This can be achieved by spacing out se-
ats instead of streamlining for maximum 
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Set common goals
 
When the needs of the potential partici-
pants have been identified, Cafe Europe 
initiators can continue with the next step: 
Setting common goals for Cafe Europe. 
One way to do this is to grab a big flip 
over and write the goals down with the 
team. Writing goals down ensures that 
everyone is working towards the same 
goal(s). It also gives the team another 
moment to discuss their wishes.
To make sure your goals are clear and re-
achable, each one should be S.M.A.R.T. 
More on setting goals can be read in step 
4 of this handbook. 

Creating revenue: It’s possible to crea-
te revenue with your Cafe Europe. Dif-
ferent countries have different laws for 
selling products. More information on 
these laws often can be found at the 
chamber of commerce or similar institu-
tions. Creating revenue can be done by 
the participants by exhibiting and selling 
art or selling food and drinks etc. These 
options should be accounted for when 
decorating your location.

Divide tasks between those in-
volved 

“Coming together is a beginning. “Coming together is a beginning. 
Keeping together is progress. Working Keeping together is progress. Working 

together is Success.” - Henry Ford.together is Success.” - Henry Ford.
When needs and goals have been defin-
ed, it’s time to divide the tasks between 
the team. Decorating and facilitating 
Cafe Europe calls for different skills and 
talents. Between the team of initiators 
and within the focus group there are ta-
lents. Some of these talents might have 
already become clear in prior steps of 
starting Cafe Europe. For example: Cre-
ating a schedule, choosing suitable co-
lours, managing food and beverages, 
writing things down. These might seem 
like small things, but dividing tasks ba-
sed on the talents of a team is a great way 
to keep everyone motivated and working 
towards the goal of decorating and facili-
tating your Cafe Europe. One way to do 
it: 

1 Create a list of tasks that need to be 
done with the team. 
2 Ask people what they want to work on. 
People tend to choose those things they 
feel confident in doing. 
3 Reflect on the tasks. (For example 
weekly)

Depending on the needs and wishes of 
your Cafe Europe location, resources 
might be needed. For example: Who is 
going to pay for the location? For the food 
and beverages? Sometimes it’s possible to 
arrange these things through sponsoring 
or working together with partners with 
mutual interests. (See step 1: Engaging 
your community). 
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Creating a list of required resources helps 
to get an overview. More information on 
this important step can be found in the 
final chapter of this handbook.

Create an employment schedule

How often will your Cafe Europe open? 
Who will be there to receive guests? The-
se questions can be answered by creating 
an employment schedule. An example 
can be found here:

Test and evaluate the Cafe Eu-
rope environment

Facilitating and decorating your Cafe Eu-
rope is a cyclical process. When all pre-
vious steps have been met, initiators can 
choose to test the environment. One way 
to do this is the Plan Do Check Act me-
thod. You can read more about it here: 
https://kanbanize.com/lean-manage-
ment/improvement/what-is-pdca-cycle 

The PDCA Cycle is an evidence-based 
method that can be used to improve your 
Cafe Europe location in a systematic way. 
For the readability of this handbook, the 
writer has chosen to keep this summary 
short as there is a lot of information 
available on this subject. 

10:00 11:00 12:00 13:00 - 
15:00

15:00 - 
16:00

17:00

Monday Week ope-
ning. Share 
to inspire 
each other.

By: 
Person a

Individual 
coaching 
for the par-
ticipants

By: 
Person b

Lunch 
together

By: 
Person a 

Workshop

By: 
Person 
a + b

By:
Person 
a + b

Day 
closing: 
What 
have you 
learned 
today? 

By: 
Person c

Tuesday
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Learning aims and objectives

This chapter aims at providing an under-
standing of the importance of the promo-
tion of Cafe Europe as well as providing 
suggestions and tips on how to effectively 
promote the Cafe Europe.

By reading through this chapter, Cafe 
Europe initiators should have the practi-
cal knowledge on ways to promote their 
initiative in order to attract a wider au-
dience. 

Introduction

It may seem obvious, but promotion of 
the cafe is very important. You might be 
convinced that your cafe is the best meet-
ing place ever, but how should somebody 
else know that too? 

Below you can find all sorts of activities 
that might contribute to raising the awa-
reness of the cafe and its objectives. The 
more people get to know about the cafe, 
the more likely it is that the news of the 
opening will end up at the target group. 
However: be precise in how you spread 
the news: because the aim is to reach the 

Promote your Cafe Europe
target group, and not all irrelevant peo-
ple. 

Creating a logo

“A logo doesn’t sell, it identifies‘‘ -  Paul “A logo doesn’t sell, it identifies‘‘ -  Paul 
RandRand

One of the most important steps is the 
creation of a logo for your Cafe. By not 
having a logo you miss an opportunity to 
make your Cafe “stuck” in the minds of 
your audience. Usually, the “golden ru-
les” when creating a logo are:  
1. A logo grabs attention: Since attenti-
on is valuable these days, creating a logo 
that grabs attention can work to your ad-
vantage.
2. Makes a strong first impression: A 
well-designed logo can raise the interest 
of the public and invite them to learn 
more about the place. 
3. It‘s the foundation of your Brand Iden-
tity: Colours, tones and fonts determine 
the story you want to tell, and the logo 
sets the stage for this story.
4. It‘s Memorable: An aesthetically good-
looking logo triggers positive recall about 
your Cafe Europe.
5. It Separates you: Your logo is a way to 
distinguish yourself from other places. It 
is a way to make your Cafe unique.
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Social Media Account 

The number one step should be commu-
nicating your mission on social media. 
Social media is a great way to effectively 
promote your mission since you can fo-
cus primarily on your target group and 
present your goals and ambitions to the 
students.  
You need to create a social media ac-
count that reflects the mission statement 
and everything that you have outlined on 
your website. You can even create event 
calendars to let volunteers know when 
and where they are needed or post photos 
and videos on social media telling a more 
compelling story about the work you are 
doing and the people behind your cause. 
It is very important to keep your social 
media account active since this will be 
your most immediate way of contacting 
your target groups.

TIPS: To achieve the above goal, you can 
create a Facebook page where you will 
keep everyone interested updated and set 
up an effective Facebook ad campaign. A 
social media campaign is a coordinated 
marketing design to reinforce informa-
tion or sentiments about a product or 
service through a social media platform. 
You will run an ad about Cafe Europe 
and you will try to narrow your audience 

to students and specifically to migrants 
and refugees’ students.

Creating a Website 

Having a website is a powerful marketing 
tool that presents your Cafe to the people 
and can boost your popularity. By having 
a website, you have access to a platform 
that you are in control of and where you 
can help create the identity that you want. 
The website can include exclusive content 
that is not available on your social media, 
so you can attract even more people. For 
example, young workers of the Cafe can 
write their own stories and experiences 
on your website and create something 
like a blog that keeps updated with new 
content regularly. 
By creating a website there is no limit to 
your sphere of influence since everyone is 
going online and the website has a global 
reach. Your website can also be your on-
line portfolio. People will also be availa-
ble to contact you through your website’s 
information and you will be able to ans-
wer them directly. 

Some popular platforms to create a free 
blog or website are:
• Blogger  •    Wix
• Weeby  •    Wordpress
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Europe’s goal. When possible, special 
guests can be invited, such as:
• Local artists
• Young immigrants
• Representatives from local public au-

thorities

Getting an endorsement from a 
public figure

Getting a celebrity, notable VIP, or lea-
der in their field to give your Cafe Euro-
pe a short testimonial or endorsement is 
a great way to boost your publicity and 
promote your goals. It is very essential 

Creating a promotional video 

Promotional videos are a top form of on-
line mass communication preferred by 
internet users. A good promo video seeks 
to bring the conversations to a more per-
sonal level, to spark curiosity and raise 
the interest of people. What is more, you 
can create event videos and FAQ videos 
for the promotion of your Cafe Europe. 

You can find more on how to create a 
promo video here: 
https://www.youtube.com/watch?v=-N_
mqEDghDA&ab_channel=Biteable 

Podcasts

Since this project is about young people, 
you can also create a podcast, a popular 
way among youngsters to help reaching 
out to even more people. A podcast is a 
series of audio episodes. These episodes 
are audio files that can be uploaded on 
the internet available for everyone to lis-
ten to.
By creating a new podcast episode every 
one or two weeks, you will be able to in-
form everyone about your recent activi-
ties and future plans. These podcasts can 
be used as a way for participants to share 
their experiences and promote Cafe

to choose the correct endorsers becau-
se choosing the wrong person can have 
a negative effect on your Cafe’s reputa-
tion. You should ask potential endorses 
to write something about activities and 
maybe attend some of them. 

A great way to get their attention is to 
contact them on social media and show 
them your activities or invite them in 
your podcasts. You can also gather a list 
of names and contact information of pu-
blic figures that may be interested in your 
activities and inform them about every-
thing you do.



32

Activities

 “Focus on the journey, not the desti- “Focus on the journey, not the desti-
nation. Joy is found not in finishing an nation. Joy is found not in finishing an 

activity but in doing it.”- Greg Andersonactivity but in doing it.”- Greg Anderson
By implementing some activities and 
hosting events with food, free merchan-
dise and entertainment you can appeal 
many more people into your cafe. The 
more people you can attract to those 
events the more people are going to stick 
around and become regular volunteers. 

Art and craft activities have always been 
a favoured medium to stimulate and de-
velop creativity within students. These 
types of activities promote cooperati-
on between the participants and leads 
them to achieve a common goal. It will 
also strengthen the relations between the 
participants. You can suggest to partici-
pants to think of a slogan or other phra-
se to use on the poster. After the posters 
are created, they can arrange for a place 
where they can be displayed, perhaps on 
the cafe’s walls or at the entrance of the 
building.

Open Days with Local Artwork
Organising an open day in collaboration 
with some established organisation or 
combining it to an initiative in this field 
promoted by the city or the region is the 
best way to attract more visitors to your 
Cafe Europe. For example, handmade 
gift projects for all ages can be created so 
people can get some souvenirs, while lo-
cal artists can be called to participate and 
present their art and crafts. This kind of 
event can take place at the weekend so 
people of all ages can participate, and it 
will be promoted through your social 

media, website, the creation of posters 
and leaflets. 

Music events

“Music is the shorthand of emotion.” - “Music is the shorthand of emotion.” - 
Leo TolstoyLeo Tolstoy
To organise a successful music event, you 
can contact singers and artists that can 
participate in your event, or even crea-
te a karaoke party. Music is an excellent 
way to attract people and bring them to-
gether. 

To make this activity work: 
• You can engage artists that will par-

ticipate to spread the word. Artists 
usually have a fan base where they 
can address and invite people to Cafe 
Europe.     

• Another way you can attract more 
people in the long term is to live 
stream the event to your social media 
platforms. 

• The event can be uploaded to online 
listing sites and be promoted through 
the help of posters, flyers, social me-
dia campaigns and word of mouth.     

• A concert poster is essential. It is an 
opportunity to grab people’s attenti-
on. You can put it up for free in tons 
of relevant places. 

• You also must get your artwork right. 
Most of the methods to promote a 
music event involve something visu-
al. If people see an unprofessional gig 
poster or advert, it is natural to draw 
the conclusion that this event will be 
unprofessional. Artwork doesn’t have 
to cost a fortune; young participants 
can help and create something catchy 
to guarantee your success.
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Information days
Cafe Europe will help refugees and mi-
grants to find areas of interest for them 
to get involved. Finding areas that reso-
nate with young people can help them 
get involved, especially if it is something 
that involves peers. Cafe Europe will be a 
place where young people can get active-
ly involved, so they see others in certain 
roles and understand that they can do 
the same kind of things. By contacting 
local businesses and organisations you 
can ask for their help and arrange some 
information days about their sector. This 
way, participants will have the opportu-
nity to learn more about a specific sector 
and broaden their connections. 

Community Outreach Program
In order to create a partnership between 
communities and Cafe Europe, an outre-
ach activity focusing on immigrants and 
refugees will be held. Outreach is the ac-

tivity of providing services to any popu-
lation that might not otherwise have ac-
cess to those. It is a way to fill the gap in 
the services provided by mainstream ser-
vices and often carried out by non-pro-
fit, non-governmental organisations. 
Individuals immigrating to countries of 
Europe, come from diverse backgrounds 
and have varying levels of language abi-
lity and involvement with European so-
ciety prior to their arrival. Upon arrival, 
some immigrants, migrants or refugees 
may speak the local language and have 
prior participation in the social, political 
and/or economic system, whereas other 
immigrants may have none of these ad-
vantages. Young workers and volunteers 
can help those less advantaged people to 
adapt to the new environment and provi-
de them with all the necessary informati-
on they may need to merge with society.
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Word of Mouth

 “Word-of-mouth marketing is the best  “Word-of-mouth marketing is the best 
form of Free promotion‘‘ - Bernard Kel-form of Free promotion‘‘ - Bernard Kel-

vin Clivevin Clive
Cafe Europe’s participants should con-
stantly spread information about the 
Cafe‘s goals and the activities that take 
place. Spreading information and opi-
nions from one person to another via 
conversations is a great and immediate 
way to promote Cafe Europe and bring 
more people together. Youngsters invol-
ved should not be afraid to do the dis-
semination and promotion process by 
themselves, since it‘s in their own inte-
rest to promote the Cafe Europe project. 
They can start talking with their family, 
friends, colleagues and fellow students. 
Participants can gradually inform more 
and more people about the Cafe. Tho-
se people will inform their own friends 
and family and so on. The trick to this 
method is to promote Cafe Europe in an 
interesting way. This may sound difficult, 
but since the Cafe will be doing so many 
activities, finding something intriguing 
to share should be a piece of cake. 

Combine Forces

‘‘Growth is never by mere chance; it is ‘‘Growth is never by mere chance; it is 
the result of forces working together.‘‘ - the result of forces working together.‘‘ - 

James Cash PenneyJames Cash Penney
There are a lot of similar mind organisa-
tions and projects that Cafe Europe can 
join forces with and collaborate towards 
a single cause. Youngsters are likely to se-
arch for like-minded people and connect 
with them to further expand their acti-
vities and their popularity. For example, 
you can collaborate with a local theatre 
group that primarily exists of migrants 
and create a theatrical performance to-
gether that both delivers a message and 
increase your reach. Collaborations with 
other people that have some common 
goals can be beneficial to both parties. 

To further expand your activities, parti-
cipants can join different initiatives that 
try to resolve problems that go hand in 
hand with your beliefs. For example, you 
can contact the NGOs dedicated to assis-
ting migrants and ask them if there is any 
way you can help, or even create a new 
project combining your forces. 
Several organisations fight poverty and 
exclusion; they reach out to the poor, 
homeless and migrants of any form. 
Youngsters can ask them to visit Cafe 
Europe and talk about their efforts, sha-
re their stories and give advice. Cafe Eu-
rope’s participants can, thereafter, try to 
publicize their concerns to their soci-
al media and website and if possible, to 
help them with their activities. This kind 
of collaboration expands the contacts of 
young people and promotes both organi-
sations.
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Learning aims and objectives

Using the knowledge gained in this chap-
ter, Cafe Europe initiators will be able 
to organise a socially inclusive kick-off 
event for their Cafe Europe location ai-
med at the region’s specific needs. 

By reading through this chapter, Cafe 
Europe initiators should have inspiration 
and a practical overview of the steps ne-
cessary for the opening of a Cafe Europe 
location.

Introduction

Opening your Cafe Europe is an impor-
tant moment. There are several steps to 
consider when planning a kick-off event. 
The first opening of your Cafe Europe is 
a one time opportunity that can set a cer-
tain standard for what your initiative is 
going to mean for (people in) the region. 

Define goals and objectives for 
your kick-off event  

It’s important to have a clear goal for 
your kick-off event. Goals can be: rea-
ching as many participants as possible, 
getting funding, reaching volunteers, re-
aching youth workers or a mix of these. 
New Cafe Europe locations might have a 
different starting point, some might al-
ready have funding, some might already 
have participants. One thing they have 
in common is that setting a clear goal for 
your event helps to plan the process ac-
cordingly. A goal for your kick-off event 

Opening your Cafe Europe
could be: 
During the kick-off event we’re going to 
inspire 20 potential Cafe Europe partici-
pants, 10 stake holders, 20 volunteers, 5 
youth workers and 3 potential funders to 
commit to Cafe Europe by leaving their 
contact details. 

As can be read in step 5, formulating 
goals using the S.M.A.R.T. method helps 
making goals reachable. From the exam-
ple goal above, a number of actions can 
be drawn that require measurable action. 
I.E. If you want to inspire 5 youth wor-
kers to commit, you have to reach out for 
them in the process ahead. In some ca-
ses it may be better to organise separate 
kick-off events, depending on your goals. 

Establish a budget   

Organising an event with a big budget 
might seem better than organising it 
with zero budget. Although it’s true that 
it’s easier to just order food and drinks 
through a local restaurant and pay for it, 
organising it without a budget gives you 
other opportunities. Initiators can esta-
blish partnerships with other organisati-
ons that might want to sponsor, and that 
way commit to the project. In step 10 of 
this handbook, initiators can read more 
about getting sponsoring and funding. 
It might seem obvious, but be sure to 
make an overview of the costs you want 
to make for the kick-off event and how 
you’re going to fund this. 
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Develop event branding
 
Obtaining guests for your event is some-
thing that should be taken seriously. Of-
ten events are being organised with gre-
at effort, but little time goes to inviting 
the guests. This means that you’re not 
reaching all the people that you could 
have reached. Developing a branding for 
your Cafe Europe Kick-off helps to re-
ach guests. Making the branding recog-
nisable from the kick-off and onwards 
can help your Cafe Europe location to a 
flying start. This starts with a recognisa-
ble logo and colours. Make sure branding 
is in line with the goal of your event. You 
might need different materials to reach 
participants than to reach potential fun-
ders. Besides, having materials reflecting 
the demographic of your target audien-
ce might help. Thus, don’t put pictures 
of only natives or only migrants on your 
communication materials if you want to 
reach a diverse target group. 

Create and inspire your team. 

Earlier in this handbook (step 4 and 5)  
the importance of having a committing 
team that does tasks that fit their talents 
has been described. This is also impor-
tant in the process of organising a kick-off 
event that is socially inclusive. Working 
in a team with different (cultural) back-
grounds offers fresh and new perspecti-
ves that are important for your kick-off 
event. Inviting potential participants 
(from the focus group) to share their ide-
as and work alongside you in this process 
helps to organise an event that is attrac-
tive for the participants themselves. Who 
knows better what’s interesting than the 
participants themselves?! It also offers 
another practice opportunity for the par-
ticipants and it creates commitment to 
your Cafe Europe.

Choosing a date, time and loca-
tion 

When choosing a location for your event, 
make sure it’s accessible for everyone you 
want to invite. Other things to consider: 
Travel time, parking, wardrobe, hosts to 
welcome guests. Also make sure to com-
municate these things in the invitation to 
the guests. 

When choosing a date and time, keep in 
mind the agenda of your guests. Picking 
a date and time might seem difficult as 
different types of guests have different 
agendas. Reaching out for some poten-
tial guests and asking them about a sui-
table time might help this process. Also 
keep in mind various religious holidays 
and times in the day. 
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Confirm speakers, sponsors 
and exhibitors

If you want to reach participants, youth 
workers, stakeholders and potential fun-
ders, you need to make sure guests are 
enthusiastic about the programme. A 
method that has proven to get potenti-
al Cafe Europe participants to an event 
is working with role models. Role mo-
dels are people that are regarded as an 
example, someone to learn from for a 
certain group of people. Asking your fo-
cus group about who they see as role mo-
dels might be a good starting point. For 
example, role models can be people who 
have found their way in the country of 
the Cafe Europe location. Hearing about 
how they found their way, what (entre-
preneurial) skills and mindset was neces-
sary to find their way can inspire others! 
Make sure the speakers suit the goal of 
your kick-off event. 

Plan your programme  

When organising an event for Cafe Eu-
rope, working with a script can help to 
make sure and check whether everything 
regarding the programme and the event 
has been thought of. Giving potential 
Cafe Europe participants a role during 
the event creates another opportunity 
for them to learn new skills, show their 
talents in a safe environment and show 
guests what Cafe Europe is really about! 
Go through the script with those invol-
ved before the event, to make sure eve-
ryone is aware of their tasks before and 
during the event.

Below you can find an example script for 
Cafe Europe Kick-off event.

Time What? Where? Who? Extra info.

15.00 Everyone present Main entrance All members of 
the organisation 
and helping hands

Wear ap-
propr i ate 
clothing

16.00 Doors open Cafe Europe loca-
tion

John and Achmed Bring the 
guest list

16.15 Opening speech Central stage Gabe

16.30 etc. 

17.00 Closing words Restaurant

To prepare: Glass of water for 
the speakers,
Wardrobe, Etc.
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Select tech tools 

Let’s be honest: Nobody wants to see a 
presenter read out loud from a power-
point presentation. Choose tech tools 
that suit your target audience best. Wor-
king with lots of text, while some people 
in your audience don’t speak the native 
language yet, might not be the best solu-
tion. Having a video of a role model sha-
ring their story with images often creates 
a better image of what you’re presenting. 
Ask your focus group about new tech 
tools and ideas and you might be surpri-
sed what they come up with! Working 
with your potential participants once 
again offers initiators the chance to be 
innovative. 

Create a plan for your marke-
ting and promotion 

As described in step 5, reaching your tar-
get audience requires effort. Depending 
on the target audience you can reach out 
to organisations and networks. For youth 
workers: Think about social care facili-
ties, educational institutions, community 
centers. For participants: Find networks 
and places where your target group 
gathers. Use your focus group and their 
network to find other participants. Make 
sure to be clear on what participating in 
the event or project can bring them. Why 
should they join? What can they learn 
from it? Sharing stories of other succes-
sful role models can motivate partici-
pants to join your event or project. 

Don’t forget all the Social Media chan-
nels. Younger people aren’t on Facebook 
as often as you might think. You can ask 
your focus group for input on what So-
cial Media they use. They can also help 
with making content, videos, posts etc. 
Yet another opportunity to learn! Think 
about how much text you’re going to use, 
making content visual often works best. 
Next to this the most important tip: Net-
work, network and network. 

Determine your measurement 
 
When is your event successful? Depen-
ding on your goal you can decide the 
type of measurement. The example in 
step 1 of this chapter is easy to measure, 
because it’s quantitative data. You can see 
how many people left their contact de-
tails. But you can also make a checklist.

After the event, sit down with organi-
sers to talk through the event and eva-
luate how to make improvements for 
upcoming events for your Cafe Europe. 
Another way to evaluate your event is to 
ask guests to leave feedback. This can be 
done by creating a document where they 
can leave ‘open’ feedback or have speci-
fic points where you want feedback on. 
Feedback can be asked when leaving the 
event or by emailing them after the event. 

You can use Google Docs to create feed-
back forms, share them with your parti-
cipants and get overviews of the answers. 
This might also come in handy later in 
the project! More info at: https://www.
google.nl/intl/nl/forms/about/
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Learning aims and objectives

Using the knowledge gained in this chap-
ter, Cafe Europe initiators will be able to 
improve the sustainability of their Cafe 
Europe location. 

By reading through this chapter, Cafe 
Europe initiators should have inspiration 
and practical knowledge on how to enga-
ge their community, raise awareness and 
find sponsors.

How to Engage Your Commu-
nity?

Nowadays it is more important than ever 
for any new business or social enterprise 
to build a community. A community is 
a condition of sharing or having certain 
attitudes and interests in common with 
others. Community engagement depends 
on the benefits for the members consti-
tuting it. The most important element of 
any community is – unsurprisingly – its 
members. So, keep in mind that a succes-
sful community is almost entirely about 
them, not about you. People love to talk 
to each other about things that matter to 
them and this is something you should 
always encourage. Make it easy for mem-
bers to tell their stories, share their ex-
periences and grow their passions. The 
more your members feel that they are 
being heard, listened to and valued, the 
more likely they are to remain on your 
platform. Here are some techniques to 
start community engagement and more 
importantly, to keep it going.

Sustainability in your Cafe 
Community engagement is both a sci-
ence and an art. You can leverage soci-
al science to understand what motivates 
people to participate. But you also have 
to feel out what your community needs 
at any given time. Do they need positivi-
ty? Do they need a challenge? Or some-
times, do they just need to be left alone 
for a couple of days? 

Rituals
Think about any big, long-lasting com-
munity and you’ll find several rituals in 
play. Rituals are powerful because they 
help your members create a habit of par-
ticipating and the members know what 
to expect. This will also make your life 
easier as a community builder because 
you’ll have content that you don’t have 
to think too much about each day/week/
month. You can consider the following 
things to start a joint ritual: 
• Weekly new member welcome: Wel-

come every new face in the group
• Promo day: Give your members a 

chance to promote their work and ac-
complishments

• Meetups: Get everyone together in 
person regularly

Stories
Get individuals to tell stories. People 
adore sharing themselves with others. If 
you become a leader for this type of com-
munication between people, you will 
capture the emotions of your audience 
like no other. You get bonus points if you 
provide a large audience for the true per-
formers in your ranks.
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Responsive Community Leadership
Make sure that you respond to the people 
that take the time to respond to you and 
be a responsive community engagement 
leader. There is nothing more emotional-
ly satisfying than receiving encourage-
ment and understanding from a leader of 
a social circle. If you want to emotionally 
engage your audience, become emotio-
nal right along with them (in a positive 
way).

Stay Grounded
It is easy to become irrelevant once your 
network begins to grow a little. You may 
start to think that you must cater to a 
wider spectrum by glossing up your 
image. What ends up happening is that 
you try too hard and people begin to see 
through you. Your community audience 
is growing because of what you are al-
ready doing. All that you have to do is 
keep doing it. Keep your story and posts 
grounded. The same posts that engage 10 
people deeply will engage 1,000 people 
deeply.

Keep it fun
If you find it difficult to find appropriate 
materials to discuss, you can always fall 
back on entertaining and educational 
content. It is sometimes good to break up 
the monotony with a light-hearted story 
that everyone can get into. Entertaining 
content is also much easier to relate to on 
a large scale.

How to Raise Awareness? 

To reach as many people as possible, 
tailoring each idea to suit your fundrai-
ser. Keep in mind that when your cau-
se is worthwhile, raising awareness for it 
doesn’t have to be expensive. It’s all about 
engaging people with the right ideas.
 
Share stories
Nothing can be more believable than 
people who are campaigning and suppor-
ting a cause that they have experienced 
first-hand or through a loved one. This 
is especially true for causes that support 
medical and health research, emergency 
response, and environmental protection. 
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Share your story online, accept speaking 
engagements should you be invited, or 
speak out during meetings. You will lend 
credibility and strength to your cause.
Your small way of supporting your fa-
vourite cause can have a positive impact 
if you’re consistent and honest. Have you 
found your means to help? Do it today 
and start building awareness so that it 
can be turned into action in the near fu-
ture.

Fundraising events
A fundraising event can help receiving 
more attention and donations. That could 
be something you organise alone or you 
could be a part of a larger event organi-
sed by others, such as an art exhibition 
or a sporting event. Organising events 
where people meet can help build a real 
community around your goal. 
For example a group of students deci-
ded to organise a volleyball tournament 
at their university to raise money for Off 
the Record, a charity dedicated to mental 
health. With this simple event, they were 
able to reach their fundraising goal.

Educational events
Make your skills available in a one-off 
workshop or as part of a series of related 
workshops. During the event, you can 
talk about your cause and connect with 
like-minded people. Useful skills to con-
vey include creating a resume, teaching 
how to give a presentation or an intro-
ductory course to Adobe Photoshop.

Be consistent
The way to make your goal easily recog-
nisable is to keep your image and text 
consistent. Always use the same image 
or logo as your profile picture and always 

call for the same action.

Social media awareness 
Create accounts for your cause on Face-
book, Twitter, Instagram, and YouTube. 
Start engaging with people and related 
communities. Try sparking thoughtful 
conversations about your cause by asking 
questions or giving feedback. 
For the playful, creative types – why not 
start a campaign that grows through en-
gagement? Remember the ALS Ice Buc-
ket Challenge? Take inspiration from 
this viral campaign that’s as informative 
as it is fun. This particular campaign has 
been effective not only in raising aware-
ness but also in generating funds for ALS 
research. It doesn’t have to be as far-rea-
ching, but it should be relevant to your 
cause. You can’t start an awareness cam-
paign by focusing on just the fun part 
and forgetting about what your cause is 
really about.

Other valuable content
Are you or one of your volunteers or 
youngsters an expert in something? Find 
a way to tie that to your cause and offer 
your donors something of value. Think, 
for example, of instructional videos or 
other manuals. Make sure the design in-
cludes your logo and is consistent with 
your other marketing materials.

Informational pamphlets
Informative flyers, printed or digital, 
are a great way for people to learn more 
about your fundraiser. Gather important 
information about your goal and put it 
into text that piques people’s interest. Ask 
local businesses if you can leave leaflets 
for people to take with them.
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Your Government Officials
Do you need further support and in-
fluence? Approach your government of-
ficials and ask if they can be part of your 
advocacy, too. Your local leaders and re-
presentatives are prime examples. They 
don’t even have to sign up as members, 
though that’s certainly a plus. As long as 
they understand your advocacy and why 
it’s worth supporting, they can aid your 
campaign. They can help you gain con-
nections to relevant institutions that can 
promote your organisation and provide 
additional funding.

How to find sponsors?

Are you looking for sponsors for your 
non-profit event? Not sure how to begin? 
Well, let’s start with the definition: “Cor-
porate sponsor: A for-profit company 
that provides money (or goods or servi-
ces) to a non-profit organisation’s event 
or programme in exchange for publicity, 
visibility and goodwill among consu-
mers. They typically pay for their spon-
sorship out of the marketing budget, phi-
lanthropy budget or general profits.”

Defining a corporate sponsor is less chal-
lenging than actually securing one. But 
when you do find the right corporate 
sponsors for your fundraising events, it 
can have a huge impact on your event’s 
success. Even in this current climate of 
virtual events, it’s possible to find the 
right sponsors and offer them significant 
ROI on their support and investment.

Local businesses
Local businesses work hard to build good 
street cred and a positive identity in their 
community. They know that the way lo-

cals perceive them and their overall re-
putation is critical because locals are ty-
pically their main target market, even if 
they’re a business that has a website with 
e-commerce. Enlisting local businesses 
as sponsors for your non-profit event 
is a win-win-win: You get their support 
and they get the public relations, plus 
you both get the benefit of lifting each 
other up in your local community. So, 
start with listing several local businesses 
you could approach for sponsorship or 
cooperation, starting with the ones that 
make the most sense for Cafe Europe.

Companies with a crossover to you
Whether they’re local or not, the best 
sponsors have a mission or values that 
align with your nonprofit’s mission and 
values. For example, a local humane 
NGO might have a pet supply store for a 
sponsor. A food bank might approach a 
grocery store to be a sponsor. A local Ha-
bitat for Humanity chapter might part-
ner with a hardware store. Or you could 
take this another way: Look at your top 
donors. Do any of them or their family 
members own a business? That’s another 
good opportunity to explore. Just think 
about possible natural connections and 
logical connections when forming your 
partnership.

Similar fundraising events by other busi-
nesses 
Chances are those businesses might be 
more apt to say yes, so pay attention not 
only to other non-profit events in your 
area, but the companies sponsoring them 
as well. Right now, of course, virtual or 
digital events are the norm as most things 
have moved online due to the pandemic, 
but that doesn’t mean you have less to 
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in with your potential sponsor’s busi-
ness and what they offer.

• Talk about your audience’s demo-
graphics and how (if applicable) they 
overlap with that particular business’ 
target audience’s demographics.

• Tell your story: How did your orga-
nisation begin? How has it grown? 
Who have you helped? What impact 
have you made in the community? 
The more ties you can create between 
your nonprofit’s story and a potential 
sponsor’s story, the more likely that 
business will think of you as a natural 
organisation to partner with.

Finally, tell each particular potential 
partner what you can offer in return for 
their support—and try to make it specific 
to that business. Put on your sponsor hat: 
What would you want to hear if you were 
the decision-maker for that business?

When a business agrees to sponsor an 
organisation, they want to build their 
brand image. Create a sense of goodwill 
with their current and potential custo-
mers. Appeal to people who value social 
responsibility and want to buy from busi-
nesses that are making a positive impact 
on society.

offer a potential sponsor. In fact, if you 
get creative, you may offer more than the 
other non-profits they’ve sponsored. The 
website of your facility is very suitable for 
that use. Some suggestions:
• Create a sponsor page with short 

blurbs and pictures for each, details 
on what they are sponsoring and a 
link to their websites and contact info.

• Create a video about your sponsor 
and add it to your registration page 
or use it to tease your event on Insta-
gram or Twitter and to promote your 
sponsor’s role in your upcoming vir-
tual event.

• Feature a guest blog post on your re-
gistration page (or even on your regu-
lar blog).

• Include your sponsors’ logos and 
messaging in all your email, direct 
mail and social media messages about 
your event.

Let your sponsor use one of your social 
media platforms to talk about their com-
pany. For example, schedule them for a 
24-hour Instagram takeover or a Face-
book Live to demo a product or service.
Consider all your platforms, including 
your largest (your website, of course) and 
how you could leverage them to benefit 
your sponsors in ways they probably ha-
ven’t even considered.

Creative asks for sponsoring 
Most of your sponsorship requests will 
likely be via phone and email rather than 
in-person meetings right now, but be sure 
you’re not just throwing a cookie-cutter 
message out to every potential sponsor. 
Find ways to make your request some-
what customized:
• Describe what you do and how it ties 
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Engaging your community:
John Snow, Inc. “Engaging your community.” 2012, vol. 1, no. A Toolkit for Partner-
ship, Collaboration, and Action, 2012, 4, 8, 9, 10, 15, 16, 20, 21, 22,. Engaging your 
Community, https://publications.jsi.com/JSIInternet/Inc/Common/_download_pub.
cfm?id=14333&lid=3.
Elderink. Handboek Participatief Actieonderzoek. SWP, Uitgeverij B.V., 2020.

Planning your process:
- Alenka V Říši Divů Citáty - CipMania
- Milník (řízení projektu) – Wikipedie (wikipedia.org)
- managementmania.com/swot-analyza
- managementmania.com/plan-projektu

Educating Youth workers & volunteers
-  TC-Facilitator Toolbox, Action 3.1.2 of the Youth in Action Programme Training 
& Networking with Neighbouring Partner Countries, AMESCI, 2013 https://www.sal-
to-youth.net/downloads/toolbox_tool_download-file-1062/TOOL%20BOX%20-%20
Training.pdf 
- Team Building Directory: Advice and information about all things team building: 
http://www.innovativeteambuilding.co.uk/free-team-building-activities/free-team-
building-tasks-for-new-teams/ 
-Resources and tips for icebreakers&teambuilders:
https://www.wm.edu/offices/studentleadershipdevelopment/documents/icebrea-
kersandteambuilders.pdf
-Breaking the ice and building group confidence in diverse groups: Language Support 
for Adult Refugees A Council of Europe Toolkit: 
www.coe.int/lang-refugees
- SMART Goals Guide:
https://www.smart-goals-guide.com/smart-goal-setting.html
- Body&Soul - Tools for youth workers:
https://www.salto-youth.net/tools/toolbox/tool/body-soul-tools-for-youthwor-
kers.2175/

Facilities and Decorations of your Cafe Europe:
“What is Plan-Do-Check-Act (PDCA) Cycle?” Kanbanize, Unknown, https://kanbani-
ze.com/lean-management/improvement/what-is-pdca-cycle.
Promote your cafe:
- Mirabella, R. M., & Renz, D. O. (2001). Nonprofit management outreach programs: 

Sources 
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An examination of institutional mission and setting. Public Performance & Manage-
ment Review, 25(1), 14-29.
- Wright, A. J., Veríssimo, D., Pilfold, K., Parsons, E. C. M., Ventre, K., Cousins, J., ... & 
McKinley, E. (2015). Competitive outreach in the 21st century: why we need conserva-
tion marketing. Ocean & Coastal Management, 115, 41-48.
- Preston, C. (2012). Event marketing: how to successfully promote events, festivals, 
conventions, and expositions. Wiley.
- Coles, L. (2017). Social media for business: foolproof tips to help you promote your 
business or your brand. John Wiley & Sons.
- “13 Best Platforms to Create a Free Website or Blog in 2021”, https://www.alltop9.
com/12-best-platforms-to-create-a-free-website-or-blog 

Other
-https://publications.jsi.com/JSIInternet/Inc/Common/_download_pub.cf-
m?id=14333&lid=3
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Initial Goal Write your goal 
Specific

Keep your goal well-defined and 
specific!

What do I want to achieve?
Who needs to be included? 
Why am I setting this goal?
Where will this take place?
Which constraints or requirements do I have?

Measurable

Make sure that you have the 
measurements to analyse whether 
you have reached your goal!

How will I track progress and measure the outco-
me? 
How much change is needed to happen?
How many accomplishments or actions will this 
take?

Attainable

Don’t set your sights too low or 
too high! Be realistic about what 
you can actually do in order to 
achieve your goals!

Do I already have, or can I get the needed skills 
and resources  to attain the goal? 
Is the goal reasonable?

Relevant

Align your goal with your objec-
tives whatever goal you want to 
achieve in life!

Is this a worthwhile goal?
Is this goal aligned with long term objectives?

Time- bound

Have a clear time frame on mind 
to schedule your goal effectively 
and avoid  dragging on!

What is the deadline for reaching the goal?
Can the goal be achieved by then?

SMART goal  (Craft a new goal 
statement based on the conclusi-
on of your analysis) 

S.M.A.R.T. Goals Template
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