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INTRODUCTION  

 

This toolkit has been developed as part of the Capacity Building Path for the Start-

Up of Regional CSOs Networks, organised by the Black Sea NGOs Forum and 

supported by FOND Romania.  

 

It is a collection of theoretic approaches and practical tools to support the CSOs 

representatives of the Working Groups of the Black Sea NGOs Forum, to acquire 

skills and knowledge to structure an effective process aiming at shifting from 

Working Groups to independent Regional Networks. 

 

It targets senior staff of CSOs directly involved in the working groups and able to 

engage and mobilize other actors in the planned National Networks.  

 

The focus is put on strategic vision and operational effectiveness of a new 

established entity, providing clarity in the 4 phases of the process: 

 

- Be enthusiastic, to build engagement and ownership 

- Be Strategic, to shape your direction and vision 

- Be Realistic, to plan effectively and feasibly  

- Be Functional, to work efficiently from the operational point of view. 

 

In this toolkit, users will find not only theoretic info, but also links to tools and 

resources that will support their self-learning process needed to co-plan with their 

colleagues from the same working groups.  
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BE ENTHUSIASTIC 
 

 

Any process involving change needs commitment, enthusiasm 

and strength to support the change and its impact.  

 

Find your inner motivation and building the enthusiasm of 

other people you want to engage in the process is a key factor 

for the achievement of your goal. 

  

And a key factor for the success of the envisioned change.  
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BUILDING ENGAGEMENT & OWNERSHIP 

 

Change cannot happen in a solo process. Or better, personal and individual 

change could even happen in this way - although there are several external 

conditions that affect our path to change - but a community change needs people 

engaged in it.  

 

In this section we will analyze the importance of Engagement and Ownership of a 

process.  

 

Engagement is the level of motivation, involvement, or emotional  commitment 
people feel towards an initiative or process.  

When we focus on how to improve engagement we should consider two levels  

a. Self Engagement 
b. Engaging Others.  

Engagement focuses squarely on the so-called Human Factor: It taps into 

people’s accumulated experience and knowledge, it builds on people’ values  and 

unleashes their creative potential, their ability to connect, shape and participate. 

 

Self Engagement and Story of Self.  
 
Adapted from the works of Marshall Ganz of Harvard University 

 

Each of us can learn to tell a story that moves others to action. We each have stories 

of challenge, or we would not think the world needs changing. We each have stories 

of hope, or we would not think we could change anything.  

 

 
You tell a story of self to enable others, but often also yourself, to “get you”. Through 

a Story of Self you express the values and motivation that call you to serve and 

engage in a cause/project AND to have accepted responsibility to lead. The key is 

to focus on choice points: moments when your values influenced choices you made 

in response to challenges you faced. 

 

http://www.hks.harvard.edu/about/faculty-staff-directory/marshall-ganz
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★ When did you first need to be heard and believe that you could be?  

★ When did you have to care for someone else and found out you could?  

★ When did you have to stand up to someone bigger than you? 

★ Where did you find the courage? Or did you?  

★ What were the circumstances?  

 

What makes a story of self powerful is not “high drama” or “tragedy” but the extent 

to which you allow yourself to be vulnerable, to let others see something real about 

your sources of caring and of courage. 

 

Challenge: Why did you feel it was a challenge? What was so challenging about it? 

Why was it your challenge? 

Choice: Why did you make the choice you did? Where did you get the courage (or 

not)? Where did you get the hope (or not)? Did your parents’, grandparents’ or 

others' life stories teach you how to act in that moment? How did it feel?  

Outcome: How did the outcome feel? Why did it feel that way? What did it teach 

you? What do you want to teach us? How do you want us to feel? 

 

The three above are the key elements of Public Narrative, a leadership art that 

draws on the power of storytelling to clarify our inner motivations and to  motivate 

others to join us in taking action.  

The Three Key Elements of Public Narrative Structure and of a Story of Selfs show 

how a plot begins with an unexpected challenge that confronts a character with an 

urgent need to pay attention, to make a choice, a choice for which s/he is 

unprepared. The choice yields an outcome—and the outcome teaches a moral. 

 

Want to practice in building your effective Story of Self? Go to pag. 36 of the 
toolkit,  and dedicate some time to the activity 1!  
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➢ Reading the above picture Clockwise, a STORY OF SELF stressing on the 

importance of the issue can become a STORY OF NOW that can collect 
consensus from others becoming a STORY OF US  (Greta Thunberg & Fridays 
for the Future). 

➢ Reading the above picture Counterclockwise, a STORY OF SELF has the 
potential to build around the sense of community involving more people and 
becoming A STORY OF US that has potential to communicate the urgency of 
a matter and make it a STORY OF NOW (Rosa Parks and the Bus Strike for 
black people rights). 

Watch out for the following mistakes when you develop your public narrative: 

● Your story of self should include not just the challenges you faced, but the 
choices you made. The goal is to motivate action and emphasize agency. If 
you don’t include the choices you made and the outcomes of these choices, 
then it may sound like a victim’s story. 

● If you’re telling a story of self and a story of now without a story of us, you’re 
basically playing the hero and asking people to follow you, instead of 
engaging in collective action.  
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Engagement and Values 
 

Adapted by  Common Cause  
 
Strong evidence coming from the third sector, shows that values are of central 

importance in leading people to express concerns about social and environmental 

issues and engage by changing aspects of day-to-day behaviour, by becoming 

actively/politically involved, or by volunteering. 

 

A common set of values underpin such social and environmental concern. Everyone 

holds these values to some extent – indeed the majority of people privilege these 

values above all others. Strengthening and giving voice to these values will help to 

create responses to a wide range of social and environmental challenges – from 

climate change to social exclusion.  

 

Among the thousands of other spheres of our life, values affect the way we see 

Change processes. In fact, think of the definition of the work Change makers as 

‘’dedicated to furthering the progress of a group of people, usually impacting on 

their local-to-global community. They feel a deep sense of responsibility to uplift 

and empower the group of people they are committed to serving. They are most 

likely already galvanizing their peer group to affect positive change through 

organized collaborative efforts. (see more on the Common Cause Toolkit linked 

under the liar of resources from page 42 of this toolkit) 

 

Only by basing our process on shared and clear values we can aim at engaging 

people in supporting, joining and actively participating in any initiative.  

 
 

 
 
 
 
 
 
 
 
 
 
 

https://valuesandframes.org/
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BE STRATEGIC 
 

 

Base your work on things that matter! Start from your values 

and find your wide vision for the society you act in!  
 

 

  



11 
 

DEFINING STRATEGY 
 

A (business) strategy refers to a long-term set of guiding principles, actions and 

decisions adopted by an organization to achieve its goals. It defines what the 

people need to do, how they should make decisions and where they should allocate 

resources in order to accomplish key objectives.  

In order not to lose the link between strategy theory and strategy in practice we 

should deconstruct the confusion about what a strategy is…and is not.  

 

A strategy so…  

➢ is not a mission, which is what the organization’s leaders want it to 

accomplish; missions get elaborated into specific goals and performance 

metrics.  

➢ is not a vision, which is an inspiring portrait of what it will look and feel like to 

pursue and achieve the organization’s mission and goals.  

➢ is not the value network — the web of relationships with stakeholders within 

which the business co-creates and captures economic value. 

 

Launching a successful initiative begins with shaping a business plan, a design 
that includes mission and vision that clearly define why the initiative exists, who it 

serves and where it is headed.  

 

Mission and vision lay the foundation for goals and strategies.  

 

Goals set the direction and they are defined through specific objectives.  

 

Once we have mission, vision and goals, the next step is to find the best strategies 
to achieve these foundational elements.  
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In a nutshell,  all the above mentioned plus the value network of stakeholders, define 

the strategic direction for an initiative. They provide the what, who, how, and why 

necessary to powerfully align action in complex organizations. More specifically: 

➢ mission is about what will be achieved;  

➢ the value network is about with 

whom value will be created and captured;  

➢ strategy is about how resources 

should be allocated to accomplish the 

mission in the context of the value network;  

➢ and vision is about the desired 

impact of our existence and why our value 

network of stakeholders should feel 

motivated to engage and perform for it.  

 
 

 

Why is it important to do strategic planning? 

There are several reasons why a business strategy is important for organizations, 
including: 
 

● Planning:  It helps to identify the key actions needed to reach our goals 

● Strengths and weaknesses: The process of creating a strategy allows us to 

spot and evaluate our initiative’s strengths and weaknesses, creating a 

strategy that will capitalize on your strengths and overcome or eliminate your 

weaknesses 

● Efficiency: It allows us to effectively allocate resources  

● Control: It gives us more control to assess the activities we are performing to 

achieve our goals.  

Moreover it gives to our initiative a Competitive Advantage, since by shaping and 

implementing our plans, we do capitalize on our strengths, especially the ones 

making our initiative unique.  
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Strategic Planning Models 

When you go shopping for a coat, do you find coats only in one size and style? 
There is not one size fits all for strategy mode just as not everyone can wear the 
same size coat. 
Non-profit organizations should pick the model that better fits you. 

1. The standard strategic planning model or vision-based model is the one that 

is better when the external world is quite calm. You and your community feel 

comfortable with what you are planning. Through this model we can achieve 

a big picture, with a vision and goals driving the plans. 

2. The issues-based strategic planning model is mainly useful to already 

established organizations that move in an unclear and unstable scenario, 

with pressing concerns on resources and programs. Through this model we 

can plan around the most significant matter only, trying to reach quick 

consensus around a few measurable goals. It does not offer a long term 

vision. 

3. The organic or nonlinear strategic planning model may best serve your non-

profit when operating in uncertain times when external conditions can and 

do frequently change. It needs collaboration and a lot of teamwork and in 

general it is based on short-term commitment of individuals. 

4. The real-time strategic planning model is a model when external treats have 

already mined the internal structure. Useful for in crisis organization it is 

based on very small steps to go sustainably out of the crisis, tackling the most 

urgent needs of the organization. 

5. The alignment planning model is the one that can work in already existing 

entities that have a lack of communication between its parts. A sort of out of 

synchronization that will bring efficiency to the organization that aims to work 

in harmony.  
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STRATEGIC PLANNING STEPS 

 
A well structured strategic planning has 6 main phases and steps t will bring 

efficiency to the organization that aims to work in harmony.  

0.  Analyse the context and the state of the art 

1. Define your Vision and core Values 

2. Create your Mission Statement 

3. Set long term Goal(s) 

4. Define Specific Objective(s) 

5. Set Indicators 

6. Make an action plan 
setting priorities, tasks allocation, resources and monitoring and measurement procedures. 
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0.  Analyse the context and the state of the art 
 

➢ Look at previous experiences. Try with your colleagues to make a list of the 

most successful projects and ask yourselves and take note on what made 

them so effective. Also note the things that have mined the implementation of 

other not so successful projects and list what you can improve. This analysis 

can help you to fill the S and T of your SWOT analysis. 

➢ Conduct your SWOT analysis. This analysis is included in every strategic 

planning, and it allows you to rely on your strengths and use them as an 

advantage. It also clarifies weaknesses and threats that can become the 

goals for improvement. It has both an internal and external dimension. (See 

pag. 39 of this toolkit, under the resources and activity section)  

➢ Research the competition, it is a useful step to come up with a business 

strategy. Make a list of your top competitors and list their strengths and in 

which of those you feel competitive. 

1. Define your Vision and core Values 

The vision statement defines your organization's values and long term objective(s). 

It should state your ultimate goals and serve as a base to explain how you will fulfil 

the mission statement. A vision statement should be 

➢ Clear and accessible to everyone, no jargon 

➢ Is used as inspiration for all the involved people (from employees, to donors 

and beneficiaries) 

➢ Should reflect the organizational values and identity 

You can create your own vision statement by answering the following questions: 

➢ Where will the organization be in five to ten years? 

➢ How will my organization improve the environment, society and beneficiaries’ 

life? 

➢ What will be my organizations’ impact on the society and beneficiaries? 

When crafting your vision, it is fundamental to define and include your core values, 

the basic ones that describe the fundamental beliefs of your organization. 

After you’ve answered the above questions, you can put together a vision statement 

that will serve as a base to outline your plans for the future, your mission and your 

long term organization’s objective(s). 
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2. Create your Mission Statement 
 

A mission statement defines the primary purpose of an association, usually in more 

detail than a vision statement. Developing a mission statement can help your 

organization to define goals and plans for how to achieve them. For example, you 

could describe what value you provide, who the target audience is and the steps 

you need to take to achieve your goals. Consider making these as detailed as 

possible to understand exactly what you are working towards. A good mission 

statement can bring clarity to your organization at all levels by defining core values 

and explaining the organization’s reason for existence. These two aspects are 

central to strategic planning. 

 

 
 

Exercise yourself on shaping your vision and mission with the two activities at page 

42 and page 44 of this toolkit, under the Activities and Resources section 

3. Set long term Goal(s)  

A strategy is intended to help you to reach your goals. With a clear vision and 
mission you can start defining your long term goals that can also be reflected into 
the mission statement. 

Long-term goals should align with the company’s mission statement while short-
term goals are milestones that will help you achieve them. Using the SMART goal 
framework can provide direction for establishing specific, relevant goals. It is 
important whenever setting a goal, to define methods and indicators to measure 
your goals for improvements. 
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* Adapted from ‘’Set Goals and Objectives in Your Business Plan’’ - By Steven D. Peterson, Peter E. Jaret, Barbara 
Findlay Schenck 

Well-chosen goals and objectives point your networks in the right direction and 
keep you on the right track. We will work through this process to set your 3 years 
strategic plan and to do so it is important as the first thing to understand the 
difference between Goals and Objectives.  

 

To help you better understand how you can set goals and objectives, you first need 
a good foundation for what the two are. 

● Goals establish where you intend to go and tell you when you get there. They 
help improve your overall effectiveness and the more carefully you define 
your goals, the more likely you are to do the right things and achieve what 
you wanted to accomplish in the first place. 

● Objectives are the specific steps you and your company need to take in 
order to reach each of your goals. They specify what you must do — and 
when. 

Think of goals and objectives this way: 

● Goals tell you where you want to go; objectives tell you exactly how to get 
there. 

● Goals can increase your effectiveness; objectives back your goals and make 
you more efficient. 

● Goals are typically described in words; objectives often come with numbers 
and specific dates. 

 

Approach #1: Tie goals to your mission 

 

The first approach to specifying goals and objectives begins with your mission 
statement. Using key phrases from your mission statement to define your major 
goals leads into a series of specific strategic objectives. 

https://www.dummies.com/business/start-a-business/business-plans/set-goals-and-objectives-in-your-business-plan/
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The connections between goals and your mission are easy to visualize if you use a 
flowchart. Key phrases in the mission statement lead to major goals, which lead to 
specific business objectives. 

 

 

 

If your mission statement doesn’t suggest a list of goals, you may want to reevaluate 
it to see whether it really captures what your business is all about. 

 

Approach #2: Use goal-setting ACES 

 

Most goals define positive outcomes that you want your network to achieve, but 
sometimes you also want to set goals to avoid pitfalls and to eliminate a few 
weaknesses. To help develop goals that cover all the bases, use the acronym ACES 
as you tick through the following key questions: 

 

● Achieve: What do you want to attain in the future? 
● Conserve: What do you want to hang on to? 
● Eliminate: What do you want to get rid of? 
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● Steer clear: What do you want to avoid? 

 

START FROM YOUR SWOT ANALYSIS 

 

4. Define Specific Objective(s) 

 
There are two main types of objectives. They are: 

 

Process Objectives: A process objective deals with the development or 
improvement of some type of process—doing something. These are the objectives 
that refer to the implementation of activities necessary to achieve other objectives. 
Usually there is more than one process objective to support the achievement of an 
outcome objective.  

Example: By September 2020, staff will conduct 4 focus groups with at least 
50 local youth (ages 15-24) from Gotham City to gather qualitative 
information and input on the message content. 

 

Outcomes Objectives: An outcome objective specifies the intended effect of the 
initiative on the target or end result of an initiative. The outcome objective focuses 
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on what your target will know or will be able to do as a result of your 
program/activity 

Example: By December 2020, at least 200 Black Sea youth (ages 15-24) in 
Gotham City, who saw the media campaign, will report an increase in their 
intention to use condoms. 

 

Impact Objectives:  A focused and reasonable statement about the desired long-
term impact of your initiative. Impact objectives are usually too broad to be the 
direct result of one program or campaign.  

Example: By the year 2022, the overall racism attack in Gotham City will 
decrease from 1150 to 800.  

 

S.M.A.R.T objectives setting 

 
The American poet Bill Copeland said, ‘The trouble with not having a goal is that 
you can spend your life running up and down the field and never score.’ 

In 1981, George T. Doran developed the S.M.A.R.T. goal/objectives planning acronym 
to make goal-setting more practical. It’s been widely adopted across various 
industries. The planning process was made popular by Peter Drucker's publication, 
Management by Objectives. 

https://en.wikipedia.org/wiki/Bill_Copeland_(poet)
https://www.samewave.com/posts/easy-to-use-s-m-a-r-t-goal-template-for-any-business
https://www.mindtools.com/pages/article/newTMM_94.htm
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The S.M.A.R.T.  process is broken down into five core steps. Goals should be: 

➢ Specific: Goals should be as clear as possible, leaving little room for 
confusion. 

➢ Measurable: You need to be able to track your milestones and measure how 
far you are from your goal – and if you are on track to reach it on time. 

➢ Achievable: Goals should be challenging and require you to work hard, but 
they also need to be realistic to keep the team motivated and engaged. 

➢ Relevant: Make sure your goals are pertinent. Do they align with your mission 
and vision? Does the entire team agree they are important to the company? 

➢ Time-Bound: If you don't have a deadline, it's hard to stay motivated. Put 
deadlines in place for reaching the end goal and well as each milestone to 
help move the process forward and create a sense of urgency. 

→ Example of S.M.A.R.T. Goals 

Let’s make this practical. Here's an example of what a well-designed vs. poor 
S.M.A.R.T. plan might look like. 

 GOOD OBJECTIVE 😊 BAD OBJECTIVE 😊 

S.M.A.R.T. We will have a 20% increase in sales by the 
end of the year. 

The company will increase sales 
this year. 

Specific We will hire two new sales representatives 
and a training manager. 

We will hire more people. 

Measurable: 

We will see a 5 percent growth in sales in 
the next quarter 

We will have more sales every 
quarter. 

Achievable 

Each sales rep will get three more sales 
than the month before 

Everyone will sell more products 
each week without exception. 

Relevant 

Our products serve a mission and our 
team should be the best in the industry 

We want to make more money than 
ever before, and we will cut 
corners to do it. 

Time-Bound: 

Every quarter we will measure sales 
growth, aiming for a 20 percent increase at 
the end of the year.  

We should generate more revenue 
than we did last year. 
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A good guide for SMART objectives is to make sure you can answer the following 
questions:  

By WHEN, WHO, WHERE will do WHAT by HOW MUCH? 

  

   1.  WHEN: Describe the time frame for achieving the objective;  

   2.  WHO: Identify the individuals expected to achieve the objective;  

   3.  WHERE: Identify the specific geographic location;  

   4.  WHAT: Describe the action or intended achievement;  

   5.  HOW MUCH: Quantify the extent or degree of the achievement. 

 

5. Set Indicators 
Related: KPIs for non profit 

Adapted from  

- An introduction to Indicators 
- Minimum Quality Standards and indicators for Community Engagement 
- Proposal Writing Vocabulary: What are Indicators? By Eva Wieners 

An indicator is a factor or a variable that can be measured objectively. It is used to 
reliably assess the changes obtained or the progress accomplished by a 
process/project in attaining its results and objectives. Indicators describe a value 
that we want to achieve and tell outsiders something about the success or progress 
of your initiative. They are especially important in the monitoring and evaluation 
phase of our process. Indicators should be easily measurable. When you choose 
them, make sure that they are something that you can actually make a statement 
about. Sometimes it is close to impossible to obtain data in some areas, so do not 
choose an indicator here. 

Different types of indicators 

We have a natural tendency to try and define activity indicators. For example, we’ll 
try to measure the success of a training course for educators on Human Rights 
education, through the number of the attendee.  But what does this number really 
tell us? Does it give us any information about the actual effect of our activity? The 
suggestion is that when setting indicators we go deeper: for example we can 

https://donorbox.org/nonprofit-blog/kpis-for-your-nonprofit/
https://www.unaids.org/sites/default/files/sub_landing/files/8_2-Intro-to-IndicatorsFMEF.pdf
https://www.unicef.org/mena/media/8401/file/19218_MinimumQuality-Report_v07_RC_002.pdf.pdf
https://proposalsforngos.com/what-are-indicators/?fbclid=IwAR0DI35WdBQc4lRJ6VrtOIMsw_I4x9Odk23t7_VjW_ZGFJqpgT38qRA1iAc
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measure the number of educators that include Human rights education activities 
in their school programs. So apart from activity indicators we should consider 
result and impact indicators, meaning an indicator that measures the long-term 
effects of the project after the end of its implementation. 

This brings us to another categorization of indicators. Are they Qualitative or 
quantitative? Defining quantitative indicators is easier but we should not limit our 
analysis to them. Staying on the previous example of the Training for Educators on 
Human Rights Education 

➢ QUANTITATIVE & ACTIVITY: At the end of the activity we have 100 educators 
trained on Human Rights education 

➢ QUALITATIVE & IMPACT: At the end of the training, 90% of the trainees 
consider to form a Human Rights educators network in the country.  

What are the essential components of an indicator? 

On The Indicator Standards & Tools, developed by the Monitoring and Evaluation 
Reference Group (MERG) of US Aid, there are a set of questions that are useful to 
confirm that the essential components are included when setting an indicator. 
 

1. Does the indicator have a clearly stated title and definition? 

2. Does the indicator have a clearly stated purpose and rationale? 
3. Is the method of measurement for the indicator clearly defined, including the 

description of the numerator, denominator and calculation, where 
applicable? 

4. Are the data collection methodology and data collection tools for the 
indicator data clearly stated? 

5. Is the data collection frequency clearly defined?  
6. What are the strengths and weaknesses of the indicator and the challenges 

in its use?  
7. Are relevant sources of additional information on the indicator cited? 

 
When new indicators are being developed following these question,, they must be 
fully defined. 
 
➢ Title. A brief heading that captures the focus of the indicator. 
➢ Definition. A clear and concise description of the indicator. 
➢ Purpose. The reason that the indicator exists; i.e. what it is for. 
➢ Rationale. The underlying principle(s) that justify the development and 

deployment of the indicator; i.e. why the indicator is needed and useful.  
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➢ Method of measurement. The logical and specific sequence of operations 
used to measure the indicator; e.g. data collection tools, sampling frame and 
quality assurance. 

➢ Numerator. The top number of a common fraction, which indicates the 
number of parts from the whole that are included in the calculation. 

➢ Denominator. The bottom number of a common fraction, which indicates the 
number of parts in the whole. 

➢ Calculation. The specific steps in the process to determine the indicator 
value. 

➢ Data collection method. The general approaches (e.g. surveys, records, 
models, estimates) used to collect data. 

➢ Data collection tools. The specific tools (e.g. AIDS Indicator Surveys (AIS), 
Demographic and Health Surveys (DHS), Service Provision Assessments (SPA), 
patient registers, antenatal clinic surveillance) used to collect data. 

➢ Data collection frequency. The intervals at which data are collected; e.g. 
quarterly, annually, bi-annually. It is important that frequency is consistent 
with the data collection methodology.  

➢ Guidelines to interpret and use data. Recommendations on how best to 
evaluate and apply the findings; e.g. outlining what it means if the indicator 
shows an increase or a decrease in a particular measure. 

➢ Strengths and weaknesses. A brief summary of what the indicator does well 
and not so well. Challenges. Potential obstacles or problems that may have 
an impact on the use of an indicator or on the accuracy/validity of its 
findings. 

➢ Relevant sources of additional information. References to information/ 
materials that relate to the indicator, including background information on 
the development of the indicator, comparisons with previous versions of the 
indicator and lessons learned from the use of the indicator or similar 
indicators in various settings. 

 

Characteristics of Indicators  

Indicators need to have the following characteristics   

➢ Reliable: they can be measured in the same way at different times and by 
different observers (also referred to as OVI, Objectively Verifiable 
Indicators). 

➢ Precise: they can be measured clearly by quantitative or qualitative data. 
➢ Appropriate: indicators should provide measurement of changes that have 

been brought about by the project. 
➢ Verifiable: They can be verified through varied sources, including external 

sources, as far as possible (governmental or United Nations data, other 
sources as reliable as possible…) 
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Indicators should be set BEFORE you plan in detail your activities (they actually 
define your activities) on the base of the objectives, and BEFORE your project starts.  
Let see an example of a table with indicators for the performance measurement in 
the area of Human Rights Education. 

Goal: Making Human Rights Education part of the School programs in District 22 Elementary Schools in 
Yerevan by the end of  2021.  

Indicator Baseline Value Source for B.S. Target Achieved by Means for 
verify 

Teacher 
Training 

20% of the 
teachers of the 
22 District 
received their 
first training 

Report of the 
Ministry of 
Education on 
Global 
Citizenship 
Education 

45% of the 
teachers of the 
district will 
receive HR 
education 
training 

April 2022 Application 
form and 
attendance 

Teacher joining 
the HR 
Educators 
Network 

0 Network not 
existing 

70% of the 
trained 
educators will 
join the network 

September 2021 Enrolment 
forms.  

 

What makes of an indicator, a good indicator? 

 
Action focused. Indicators should lead to action. If stakeholders cannot imagine 
what to do with the data from an indicator, then it probably isn’t a good indicator. 
 
Important. Stakeholders should agree that the indicator and the data it will 
generate make a relevant and significant contribution to determining how to 
effectively respond to the epidemic.  
 
Measurable. Not only must the data collection methodology be defined, it must also 
be feasible to collect the data.  
 
Simple. Although he was not talking about indicators, Albert Einstein said it best 
when he said, “Everything should be made as simple as possible, but not simpler”.  
 
On a parallel note, there are very few indicators – if any – that are perfect. Rather 
than pursue the perfect indicator, it is much better to identify good, simple 
indicators that provide data that can be put to use. 
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How can we measure indicators? 

You can define good indicators also by the feasibility of collecting consistent and 
credible data and proof to verify them. if it is not feasible to collect data for an 
indicator we should not include that indicator in our framework.  
 
It is important to mention that, when you set your sources of verification, ideally do 
not rely oNLY on external sources because there are two risks. 

- difficult to access 
- they can be manipulated for a sort of political propaganda scope 

Similarly, you should try not to rely exclusively on internal data, because their 
relevance and accuracy could be questioned. Consequently, you’ll need to vary 
your sources as much as possible! 

Have in mind that one of the limitations in setting indicators is that they have a 
tendency to simplify cause and effect relationships. Real change always comes from 
a variety of factors.  

Usual Mistakes with indicators 

Defining too many indicators: Don’t forget to take into account the resources 
needed for indicator follow-up. Indicators need to be sufficient, in number and 
variety, to give an indication of the changes that have occurred, while at the same 
time not drowning the team in monitoring and follow-up! 
 
Forgetting the baseline: Indicators define a value to attain. What will they be 
compared to if no reliable data exists for this particular project? If initial data is not 
available, you’ll need to plan for this data collection before starting the 
intervention. International norms will also be useful for comparison purposes (for 
example those of the Sphere project) 
 
Indicators that are too vague and difficult to measure, such as “an improvement of 
the community’s well being”. How will we measure this improvement? In this case we’ll 
need to translate the concept into measurable elements, such as mortality rate, 
literacy rate, or other elements on which the projects will have an impact. 
 
Indicators without direct relation to the programme objectives, or taking into 
account other external factors not addressed by the project. For example, will our 
project really be able to influence the unemployment rate or improve the legal 
framework? 
 
Data that is impossible to verify: For example, there might be confidentiality issues, 
specific to each culture, or data might not be disaggregated according to the 

http://www.spherehandbook.org/
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follow-up needs – by gender, etc. You’ll have to take into account taboos and 
cultural factors, testing the questionnaires for potential any confusion etc. Similarly 
to project objectives, indicators should, as far as possible, be defined in close 
collaboration with populations targeted by the project. 
 
Including a transversal aspect in the project without reflecting it in the indicators:  
 
For instance, if a ‘gender’ component is mentioned in the project objectives, the 
main indicators will need to be disaggregated by gender. 

 

6. Make an action plan 
 

The last step is the creation of an action plan that helps the team to implement 
activities and tasks in line with the mission, objectives and goals guiding our entity. 
It is important to talk of prioritization whenever you approach a planning phase. 
Which are the key activities that will maximize the impact of your efforts towards 
the change you want to achieve? Which activities can be considered as a 
preliminary step to be able to implement our key activities? As we will see in the next 
section, structure a clear and easily   For instance, if a ‘gender’ component is 
mentioned in the project objectives, the main indicators 
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HOW TO STRUCTURE A STRATEGIC PLAN 
 

A strategic plan has standard sections although a certain flexibility is accepted in 
the name of the peculiarity of each entity and its context.  Find here below the 
commonly accepted standards sections (that will also constitute the base of our 
final outcome for each future thematic network).  

1. Executive summary: Summarize the purpose of your strategic plan in the 
executive summary. This should be short and to the point. 

2. Organization description:  It can be helpful to provide a short history of the 
entity, its identity, main programs and relevant achievements. 

3. Mission and vision statements: dedicate adequate visual space to them and 
highlight the core values standing at the base of the statements.  

4. SWOT analysis: Before going into goals and plans, you should include your 
SWOT analysis along with any other important research that informs the rest 
of the strategy. 

5. Action plans. Your action plan should clearly explain how you plan to achieve 
your vision and goals over the given timeframe. Be precise about your actions 
and how to apply the plan across the company. 

6. Financing and operating budget. Finance professionals or accountants can 
help you put together projections on how much money you need to finance 
your action plan. Include items such as forecasted cash flow, expenses, 
revenues, return on investment, return on equity and any debt you may 
accrue. 

7. Evaluating the strategic plan. Provide a detailed rubric for evaluating your 
strategic plan. This could include analyzing year-end numbers, asking for 
customer feedback, interviewing employees and more. Set forth one or two 
sentences that sum up how you plan to measure the success of the plan. 

8. Execution: This should explain how you want to introduce the plan to the 
departments, employees and individuals involved. This section should be 
provided to every stakeholder in management and on your team. Each 
individual should clearly understand how they contribute to the plan as it 
pertains to their position. They should understand what it means to achieve 
success in their required responsibilities. 

9. Closing Engaging Statements:  you can close the document with a page with 
short statements from diverse stakeholders.  
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Strategic plan development tips 
Your strategic plan needs to be clear and effective. In order to be able to achieve 
this clarity, take under consideration the following advices 

● Keep all of the language as simple as possible. Use clear, straightforward 
language that is easy for everyone to understand. 

● Use a team of trusted and committed colleagues, to help you draft the 
strategic plan. Using a variety of perspectives will make the final document 
better. 

● Make your document easy to read and refer back to. Use formatting such as 

bolding, underlining, and bulleted or numbered lists to organize the 

information. 

● Keep it short. Provide all the needed materials but try to keep it short.  
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BE REALISTIC & FUNCTIONAL 
 

Moving from Strategic thinking to Operational plan is the 

move we need when the process should pass from ideas to 

implementation.  

But how to structure an action plan that it is feasible and 

effective, based on the real resources (time, people, skills, 

funds) that we do have at our disposal?  
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FROM STRATEGY TO ACTION  
 

A. Diving into Action Planning 
* Adapted from CIVICUS Action Planning Toolkit by Janet Shapiro 

Action planning is the process that guides the day-to-day activities of an 
organisation or of a project. 

It is the process of planning what needs to be done, when it needs to be done, by 
whom it needs to be done, and what resources or inputs are needed to do it. It is 
the process of operationalising your strategic objectives. That is why it is also called 
operational planning. 

Most action plans consist of the following elements: 

➢ A statement of what must be achieved (the outputs or result areas that come 
out of the strategic planning process); 

➢ A spelling out of the steps that have to be followed to reach this objective; 
➢ Some kind of time schedule for when each step must take place and how long 

it is likely to take (when); 
➢ A clarification of who will be responsible for making sure that each step is 

successfully completed (who); 
➢ A clarification of the inputs/resources that are needed. 

 All of these are dealt with again in planning activities step-by-step. If you go 
through an action planning process, then you should end up with a practical plan 
to enable you to resource and carry forward the steps needed to achieve your 
objective/s and contribute to your long-term goal. 

Key Elements and Definitions for action planning 

➢ OUTPUTS: those things which show that activities have successfully taken 
place. They are the results of the activities. Outputs are the “what” that must 
come out of activities if a result area is to be achieved and the strategic plan 
is to be successful. All the outputs together should lead to the achievement 
of the key result area at which they are aimed e.g. better qualified Staff 
members 

➢ RESPONSIBILITIES: allocation and delegation of tasks after a capability and 
capacity assessment that will allow you to understand  

➢ TIMING: There are two aspects to timing in action planning: 

https://www.civicus.org/view/media/Action%20Planning.pdf


32 
 

o   When to do it? 
o   How to plan the time needed to carry out your activities? 

You need to do action planning as an extension of your strategic planning 
process. But you also need to do it regularly in between strategic planning 
processes and reviews. Action planning is something you do whenever you 
know what you want to achieve and you need a plan to spell out the activities 
required to achieve it. You may need to plan for a particular workshop, or 
plan for the work of a department over the next three months, or do an overall 
action plan for a project or organization for the year. It is not usually a good 
idea to do detailed action planning for more than a year in advance. Changes 
in context, in strategy, in assumptions may require changes in what you 
actually do in the longer term. When it comes to planning the time needed, 
the key is usually sequencing: doing things in the right order and making sure 
that you don’t get held up because something that should have been done 
earlier hasn’t been done, and is now holding up the whole process. So, for 
example, it is best to book the venue for a workshop before you send out 
invitations, and it is best to get the illustrations for a publication done before 
you take it to the printer. Don’t leave consultation with a community until after 
you have decided what you are going to do in the community, and don’t begin 
building a dam until you have had the engineer’s reports. 

➢ RESOURCING: The resources you need to carry out an action plan include: 
o   People 
o   Time 
o   Space 
o   Equipment 

What all this usually means is money. Your budget will summarise the 
financing resources that you need in order to carry out your action plan. You 
cannot prepare a budget until you have an action plan. In summary, then, 
action planning is the process in which you plan what will happen in the 
project or organisation in a given period of time, and clarify what resources 
are needed to make it possible. When you prepare your action plan, it can be 
useful to develop a human resourcing plan based on it. This is a summary of 
what you will need in human resource terms to carry out the planned 
activities. In this plan, you can include: 

o   staffing needs already addressed, additional staff or support 
required; 
o   capacity building needs in order to enable staff to carry out activities. 

Again, this provides a useful summary and will help you to work out a time-
frame for the planned activities. Clearly, if you need to build capacity, or 
employ additional staff, before you can carry out an activity, this will affect 
your scheduling. 
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Note that it is often heard when it comes time to select the 8-10 actions that we want 
to accomplish in the next 12-18 months. If you leave yourself and your team free to 
brainstorm, your list will grow and may arrive to an incredible number of actions. 
Just because you would like to do a lot of things, it doesn't mean that you should. 
Most teams can digest 8-10, but often pull this number back when they have fewer 
resources or they are working on an action plan that will take significant resources 
to move things forward. If you try to move too many action plans forward, you may 
not make significant progress on any, and the team may become demoralized 
because of constant resource conflict and slow progress. Selecting the few, rather 
than the many, is one of the most difficult parts of strategic planning - but teams 
that are able to do this are more successful than the ones that consistently try to 
do too much. If you complete your plans quicker than anticipated, you can always 
add more. 

Fundamental Steps of Action Planning 

Step 1: Identify Activities, Prioritize them and break down the ones with priority 1 
into Tasks 

Start by brainstorming  all of the activities you need to complete. Give them a 
priority ranking and break them down into tasks with the ones with priority 1. 
Remember, you do not need to have a lot of activity especially if you are under-
resourced, in the beginning of your existence. Few key and impactful activities can 
be more than enough to kick-off your Network. 

You can also make a timeline of Activities-priority 1 before breakdown them into 
task. This will help you to figure out the distribution of the work during the year and 
will constitute the base of your final time-plan using, for example a GANTT chart. 

Involve all the group/team in the planning. This will make ownership higher and 
planning richer in inputs and contents. 

Activities → Priorities → Timeline → Break down into task → Analytic Planning 

 Step 2: Allocate and delegate Tasks 

Time to go into details:  are there any steps that you could drop, but still meet your 
objective? Which tasks could you delegate  to someone else on your team, or could 
be dealt with by a freelancer? 

Step 3: Check  Resources With SCHEMES 

In most instances, the bottom line will be a financial cost of some kind to the 
organisation or 
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project. In order to work out what the financial cost is, you have to look at all the 
inputs required. Use the SCHEMES* mnemonic to check that your plan is 
comprehensive. SCHEMES stands for: 

❖ Space. 
❖ Cash. 
❖ Helpers/People. 
❖ Equipment. 
❖ Materials. 
❖ Expertise. 
❖ Systems. 

You may not need to think about all of these to complete your project. For instance, 
for a small internal project to streamline the format of your team's reports, you 
might only need to think about "Helpers/People," "Expertise," and "Systems." In 
deciding on what inputs are needed, be sure that they are adequate to get the job 
done. You can do this on the basis of previous experience, or, when you do not have 
previous experience, or your experience is out-of-date in terms of costing, you need 
to do a careful costing exercise. 

4. ASSESS THE PROGRESS 

Allocate some time to evaluate the progress you’ve made with your team.  You can 
mark tasks that are completed as done on this final action plan, bringing attention 
to how you’ve progressed toward the goal. 

This will also bring out the tasks that are pending or delayed, in which case you 
need to figure out why and find suitable solutions. And then update the action plan 
accordingly. 

Even once you've completed an activity of your plan, update it with additional 
activities if required. 

An Action Plan is also a Learning Document: in fact, revising your plan after the 
work is complete, by making a note of anything that you could have done better, 
will help to better assessment and future planning. For instance, perhaps you could 
have avoided a last-minute panic if you'd alerted a supplier in advance about the 
size of order you'd be placing. Or maybe you didn't allow enough time to do certain 
tasks. 
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ACTIVITIES & RESOURCES 
 

In the following pages, you will find tools, exercise or suggested 

links for online resources that can help you to practice or 

going deeper into some of the issues introduced in this toolkit.  
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ACTIVITY 1.  WRITE YOUR STORY OF SELF 

 

Writing a Story of Self will help you to dig into your real motivation and walking back 

on the steps that brought you here to face this new challenge will help you to 

understand the strengths and weaknesses of the process that can be crucial to 

understand the points that can motivate or discourage others to join you in the 

process. The exercise consists in writing your story of Self linked to your 

engagement in the creation of the thematic Network of the Black Sea NGOs Forum. 

 

TIPS.  

 
Before you decide what part of your story to tell, think about these questions: 
 

1. What will I be calling to do? What is my purpose in calling on others to join me 
in action? Why can I participate and even lead this process? Why do I want to 
do it? 
 

2. What values move me to take action and might also inspire others to similar 
action? 
 

3. What stories can I tell from my own life about specific people or events that 
would show (rather than tell) how I learned or acted on those values?  

 
What are the experiences in your life that have shaped the values that support your 
motivation and engagement for leading this process? 
 
 
FAMILY & CHILDHOOD  LIFE CHOICES  LEADERSHIP 
EXPERIENCE 
 
Parents/Family   School   First experience with political 
Growing up experiences Career   & Civic Issues 
Your Community   Partner & Family  Key moment in your work 
Role Models   Interests/Talents  Role in the community 
School    Overcoming   Current Experience as an  
     challenges   Organizer 
Think about the challenge, choice and outcome in your story. The outcome might 
be what you learned, in addition to what happened. Try drawing pictures here 
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instead of words. Powerful stories leave images in our minds that shape the  
understanding of you and your calling for change and participation. 
 

SELF 

What experiences shaped your values? Whose choices were they? Are they 
stories and why? 

 
 
 
 
 
 
 
 

1. Why do you begin as you do in this project? 

 
 
 

2. What challenge, choice, and outcome are at the core of this story?  

 
 

3. What details, images, moments does this story bring alive? 

 
 
 

4. What values does this story communicate? 

 
 
 

 
Now you can start writing your story on the next page. Try to stay within 1 page (1800-
2000 characters and maximum 5 minutes reading or listening.  
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ACTIVITY 2 -  SWOT ANALYSIS  

 
This is a group exercise. Although it can help to see how individuals perceive an 
effective path of change, through this exercise a group working on a common 
initiative will analyse their positioning in the way they could and should act that  
 
This is a preparatory exercise that will bring the participants to the Capacity 

Building Path, to investigate and examine the following four aspects of the creation 

of independent Networks resulting from the current Black NGO Forum working 

groups.  

- Strengths 

- Weaknesses 

- Opportunities 

- Threats  

The exercise is NOT mandatory but, if done, will help the participants to arrive at 

our first online session of June with a basic assessment of the current working 

scenario. 

The experts of SWOT analysis also know that such assessment helps in spotting the 

so-called ‘’Unique Selling Proposition’’ that the aspects that will make our initiative, 

our networks unique and able to find a space in the community/market against 

competitors.  

A SWOT analysis is an exercise of honesty and creativity and it is not an exam: it 

helps the ones leading a process examining current performance and evaluating 

other internal and external factors that affect or can affect the result in general.   

It is important to assess the current situation, before you decide on any new 

strategy. Have a look at this short video to understand more 

 

How to Develop an effective SWOT analysis 

Find out what's working well, and what's not so good. Ask yourself where you want 

to go, how you might get there – and what might get in your way.  

One of the simplest and most traditional approaches to completing a SWOT 

Analysis is to use a table to map each talking point.  Make a grid for each topic — 

one each for strengths, weaknesses, opportunities, and weaknesses. Then list the 

relevant factors beneath its respective heading. You don’t need to write anything 

out in long-form unless you want to. If you feel anything needs additional 

explanation for a presentation or other people on your team, you can create a 

short summary paragraph that describes each point in more details.  

https://www.youtube.com/watch?v=JXXHqM6RzZQ
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Strengths 
These are things that your group/future network can do particularly well, or in a 

way that distinguishes you from your competitors. Think about the advantages your 

organization/project has over others. These might be the motivation of your staff, 

access to certain materials, or a strong set of internal recognized expertise. Use 

these Guiding questions 

- What do you do better than anyone else? What values drive your business? 

- What unique or lowest-cost resources can you draw upon that others can't?  

- Identify and analyze your Unique Selling Proposition  (USP 

Then turn your perspective around and ask yourself what your partners, funders 

and competitors might see as your strengths. What factors mean that you get the 

sale ahead of them? 
 

Weaknesses 
Now it's time to consider your future network weaknesses. Be honest! A SWOT 

Analysis will only be valuable if you gather all the information you need. So, it's best 

to be realistic now, and face any unpleasant truths as soon as possible. For 

weaknesses, like strengths, focus on your people, resources, systems, and 

procedures. Think about what you could improve, and the sorts of practices you 

should avoid. 

- Which are the weaknesses that you tend to be blind to?  

- What, how and why your eventual competitors can do better than you? 

- What are you lacking and should improve? 
 

Opportunities 
Opportunities are openings or chances for something positive to happen, but you'll 

need to claim them for yourself! They usually arise from situations outside your 

organization, and require an eye to what might happen in the future. They might 

arise as developments in the market/community you serve, or in the technology you 

use. Being able to spot and exploit opportunities can make a huge difference to 

your organization's ability to compete and take the lead in your market. 

-  What interesting sector trends are you aware of, large or small, which could 

have an impact? 

You should also watch out for changes in government policies related to your field. 

And changes in social patterns, population profiles, and lifestyles can all throw up 

interesting opportunities. 
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Threats 
Threats include anything that can negatively affect your new network from the 

outside, external factors that you have no control over. You may want to consider putting 

in place contingency plans for dealing with them if they occur, but It's vital to 

anticipate threats and to take action against them before you become a victim of 

them and your growth stalls. 

Think about the obstacles you can face in getting your product effective in the 

community, and be sure to explore whether your network is especially exposed to 

external challenges.  

- Can you have funding and/or cash-flow problems, that could make you 

vulnerable  

- Do you have potential competitors for the same fundings? 

- Could future developments in technology affect how you do business? 

 

 

 Name:  Thematic WG/Network:  

 POSITIVE INFLUENCES  

 
 
 
I 
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After you finish your SWOT analysis  

Give yourself a day or two to think over your findings and anyway we will also re-
work them together. Sometimes, if you’re making a major strategic decision, you’ll 
want to have a meeting where you crowdsource some of the information in the 
chart. Another set of eyes and ears can help you be more aware of all of your 
businesses’ strengths and opportunities. It’s also an exciting way to have your team 
members brainstorm ideas for taking your threats and weaknesses on, head-on.  

Speaking with the rest of your colleagues engaged in the working-groups, will help 
you gain a new perspective on your SWOT Analysis. So make sure you take the time 
to seek valuable insight and feedback from the people you will work with! 
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ACTIVITY 3 -  HOW DOES CHANGE COME FROM 
 
This is a group exercise. Although it can help to see how individuals perceive an 
effective path of change, through this exercise a group working on a common 
initiative will analyse their positioning in the way they could and should act that 
change.  
 
In fact the exercise has 3 phases and it lasts from 30 to 60 minutes depending on 
the time you want to dedicate to the debriefing discussion after the exercise (at 
least 10 minutes) 
 

1. Reading the table in next page. Vote the 3 most convincing paths to change 
Please mark ONLY 3 choices among the below definitions and choose the 3 
ones you PERSONALLY most believe in/you find most effective in producing 
social change. Mark with 3 the one you believe strongly and with 1 the one you 
believe less among the three.  

2. Collect e marks and discuss each example 
Name each of the 8 definitions and ask people to raise their hands indicating 
the marks with the fingers (1 to 3) that they give (if) to that choice. create a 
similar table on a flip chart and write the sum in the box. Ask people who voted 
with 3 any of the choices to motivate their choice and to make some examples 
of historical changes happening in that way.  

3. Debriefing 
Starting from the fact that Changes almost always happens with a 
combination of all or some of these definitions, it is important to understand 
that if all of you of your working group believes that changes come from 
PEOPLE HAS THE POWER model, you should give importance in the work in 
information and activation of citizens rather than lobby with entlighted 
politicians.  

 
The exercise developed by Oxfam GB, you can Writing a Story of Self will help you 
to dig into your real motivation and walking back on the steps that brought you 
here to face this new challenge will help you to understand the strengths an 
 
Print one table for each participant 
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Next image taken from Practitioners Guide to CSOs Development Effectiveness Principles  (Kouvaras 
- Pantazidou) based on Oxfam GB exercise developed by Rosalind Eyben 
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ACTIVITY 4 -  FROM VALUES TO VISION AND MISSION 

 
Once you have identified the path for change that mainly reflect your personal and 
team values, start with this exercise. This is activity should be made in group, and it 
mainly consists in a sort of brain storming process that will help you to  

 
1. Define the core values of your entity: think at the change exercise and list the 

main core value that should be at the base of your work and of your change.  
  

2. Once you have defined the values try to shape your vision by defining a sentence 
that reflects and names those values, imagining scenarios on a 10-20 years 
period 

 
3. Last, define your mission using the vision as a base and defining the activity you 

do and the impact you have on that long term vision.  

 

Vision Mission 
Vision Statement (THE WHY) Mission Statement (THE WHAT) 

Emotionally charged 

It states what you do and for whom and sometimes 
how you do. 

Generally an inspiring tone 

It speaks to your present state it also speaks to your 
future state 

It should speak to your standards and should feel 
unique 

Doesn’t include a lot of specific executable details 

It should give a fundamental reason for daily 
motivation to be part of this vision. 

This is the plan that represents your organizations 
realistic and ideal operating mode 

 Based on Chris Gostling work  – Momentum Visual Inc - 2016 
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WANT MORE? FIND HERE A LIST OF USEFUL TOOLS  
 
 

1. BE ENTHUSIASTIC 

 

Toolkit for developing a 
Public Narrative  
Using Powerful Storytelling 
to Motivate Action 
 
By Rethinking Health 
2017  
 
Link to download it here 

This toolkit guides leaders 
of multisector partnerships 
and their members who are 
interested in harnessing the 
power of storytelling to 
motivate others to join them 
in action through the 
development of a public 
narrative. 

 

Effective Engagement:  
Building relationships with 
community and other 
stakeholders. 

By  Victoria Department of 
Environment‚ Land‚ Water 
and Planning              2015 

Link to download it: 
Book 1: An introduction to 
Engagement  
Book 2: The engagement 
planning workbook 
Book 3: Engagement toolkit 

This toolkit offers an 
extensive overview of the 
Engagement in all its 
dimension and a rich list of 
engagement options that 
can applied throughout 
different stages of a 
process. 

 

A toolkit for strengthening 
partnership 
 
By UNDP 
 
2015 
Link to download it, here  

This toolkit, developed for 
the UNDP country offices is 
thought to equip them with 
essential tools, instruments 
and information to build 
substantive partnerships wi
th CSOs. It also provides 
examples of success- ful 
and innovative initiatives 
of UNDP engagement with 
CSOs at the programme 
and policy levels. 

https://www.rethinkhealth.org/wp-content/uploads/2019/07/RTH-DevelopingAPublicNarrative_10302017.pdf
https://sustainingcommunity.files.wordpress.com/2018/05/effective-engagement-book-1.pdf
https://sustainingcommunity.files.wordpress.com/2018/05/effective-engagement-book-1.pdf
https://sustainingcommunity.files.wordpress.com/2018/05/effective-engagement-book-2.pdf
https://sustainingcommunity.files.wordpress.com/2018/05/effective-engagement-book-2.pdf
https://sustainingcommunity.files.wordpress.com/2018/05/effective-engagement-book-3.pdf
https://sustainabledevelopment.un.org/content/documents/2141UNDP%20and%20Civil%20Society%20Organizations%20a%20Toolkit%20for%20Strengthening%20Partnerships.pdf
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2. BE STRATEGIC 

 

The Common Cause 
Handbook 
 
 
By the Public Interest 
Research Institute 
 
2012 
Link to download it, here 

It’s a practical and 
accessible introduction to 
the importance of values 
and frames for 
organisations working 
towards a more sustainable 
and just society.It highlights 
some of the ways in which 
communications, 
campaigns, and even 
government policy, 
inevitably serve to engage 
and strengthen some values 
rather than others. 

 

 

Common Cause 
Communication Toolkit 
 
By  Common Cause 
Foundation 
 
2015 
Link to download it, here 

Take a look at our new 
Common Cause 
Communication Toolkit, 
which comprises a book and 
a series of other 
downloadable resources. 
The Toolkit presents a set of 
practical principles for 
crafting Common Cause 
Communications,. The 
principles that we develop 
are equally applicable 
across a wide range of 
different causes! 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://commonslibrary.org/wp-content/uploads/The-Common-Cause-Handbook.pdf
https://valuesandframes.org/resources/CCF_communications_toolkit.pdf
https://valuesandframes.org/download/Communication-Toolkit/Common%20Cause%20Communication%20-%20A%20Toolkit.pdf
https://valuesandframes.org/downloads/toolkit-resources/
https://valuesandframes.org/downloads/toolkit-resources/
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MATERIALS AND TOOLS OF FROM THE TRAINING  
 

  NAME DESCRIPTION 

1 Netiquette for online trainings  Netiquette for effective and engaging online training 

2 PPT 1 - What, Whys and How  PPT supporting the First session in June on expectation, methodologies.  
Analysing Change and Engage through Public Narrative, the story of SELF.  

3  PPT 2 - Be Strategic (Part A)  Powerpoint supporting the July session on setting Values, Vision and Mission 

4 Values, Vision, Mission template  The first of 6 tailored templates developed for this training supporting the trainees 
to develop and shape their Thematic Networks’ values, vision and mission 

5 PPT 3 - Setting Goals and Objective  Powerpoint supporting the July session on Setting Goals and Objectives 

6 Smart Objectives The second of 6 tailored templates developed for this training 

7 3 years Strategic Plan  Template developed for the course that will lead each participant to shape the 
strategic and operational approach for their networks, on a 3-years period 

8  PPT 4 - Indicators and Planning  Powerpoint Presentation supporting the July session on Indicators 

9 PPT 5 - Shaping a feasible Plan of 
Action - A 

Powerpoint Presentation supporting the September Session on Action Planning 

10 Breakdown in tasks  Template tailored on the needs of the trainees, to analyse and described the details 
of the action proposed in their 3 network  strategic plan  

11 Detailed Action Plan template Template tailored on the needs of the trainees, to develop a one-stop-shop 
monitoring tool for their action and operational annual plan   

12 PPT 6 - Shaping a feasible Plan of 
Action - B 

Powerpoint Presentation supporting the October Session on Action Planning 

13 PPT 7 - Shaping a feasible Plan of 
Action - C 

Powerpoint Presentation supporting the November Session presenting all the 
governance and operational templates 

14 9 Governance and operational 
templates 

A package of ready templates adapted to the scope of new thematic networks that 
can support the trainees and their colleague to structure the basic governance and 
operational structure of the tools. The package is composed by 1. Governance 
documents ( Statute, Term of Reference and  Values chart), 2. Operational 
documents (Operational Structure, Activities Regulations, Staff Regulation, Code of 
Conduct and Ethic) 3. Financial documents ( Financial and Accounting Framework, 
Procurement Policy) 

https://drive.google.com/file/d/1BoqBCQ-aazrFHs1MzwT3wT4q58FAF9wP/view?usp=sharing
https://drive.google.com/file/d/1jZ1s4K33y5zomAwxPLrGg06jN6N42aEB/view?usp=sharing
https://drive.google.com/file/d/1ULhw2B8p_DXM2BRmmOB2dVfmx-5TJcsG/view?usp=sharing
https://docs.google.com/spreadsheets/d/1e6Gie-yAMxXyjVjv13ee1w08bO5tPMwBX46FtyLdzvE/edit#gid=1400083055
https://drive.google.com/file/d/1-YPzs2qpIzfj11cq5S8maKbt4_2cj9MJ/view?usp=sharing
https://docs.google.com/spreadsheets/d/1BKoqvJhpyIz5Qlwhza4ZQasxV-T7-UWBLt6vXpIuevA/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1f42EvjiI8ToWe9aTaYXG1pp_XbutAKeqZrA1OuXW6pM/edit?usp=sharing
https://drive.google.com/file/d/1mPzYadu-KPUotZiFm3mDryb3QA7FlpCI/view?usp=sharing
https://drive.google.com/file/d/1utiWDk956lOTc6oNuNJ-BG1RfMztiJmR/view?usp=sharing
https://drive.google.com/file/d/1utiWDk956lOTc6oNuNJ-BG1RfMztiJmR/view?usp=sharing
https://docs.google.com/spreadsheets/d/1oGeGM3jyd1OLZAwB64jhFBzkO3QyCGObCCehHL5iMtQ/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1W6YDCwyOtXfhGrPuA08RLisWkCmJ0AwTUVOWQRTzKow/edit?usp=sharing
https://drive.google.com/file/d/1_mdMZINHLAwk7AlZIGZcYOsdwhoANABv/view?usp=sharing
https://drive.google.com/file/d/1_mdMZINHLAwk7AlZIGZcYOsdwhoANABv/view?usp=sharing
https://drive.google.com/file/d/1vQiq1_rBzv_LJQwhtbKklM21q_7Zb2P4/view?usp=sharing
https://drive.google.com/file/d/1vQiq1_rBzv_LJQwhtbKklM21q_7Zb2P4/view?usp=sharing
https://drive.google.com/file/d/1Nd0oCjKYJNGyNlnY5hi4oXHrLR3NaPh_/view?usp=sharing
https://drive.google.com/file/d/1Nd0oCjKYJNGyNlnY5hi4oXHrLR3NaPh_/view?usp=sharing
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OTHER RESOURCES AVAILABLE ONLINE 

1 Effective Engagement Book  Published by the Department of Environment, Land, Water and Planning of 
the State Government of Victoria. 

2 Networking and Relationship 
Building for NGOs  

Published by the International Research training NGOs Centre 

3 Collaborative Project 
Management 

Published by Bright Work 

4  Big list of Human Values  Published by management30.com 

5 Values and Frame Published by Common Cause Foundation 

6 Evidence planning Tool Part of the Creative Enterprise Toolkit, DIY - By Nesta 

 
 
 
 
 
 
 
 

https://drive.google.com/file/d/1bzWpnfzIkwQQvzKlBRA5X0HF0a_UUQaf/view?usp=sharing
https://drive.google.com/file/d/14WbPPYI3AMuW6TmlZ70grmg0ImLF0jGA/view?usp=sharing
https://drive.google.com/file/d/14WbPPYI3AMuW6TmlZ70grmg0ImLF0jGA/view?usp=sharing
https://drive.google.com/file/d/181XB6BAMlm2-0cAxhuHy4PDcok3Q5E9P/view?usp=sharing
https://drive.google.com/file/d/181XB6BAMlm2-0cAxhuHy4PDcok3Q5E9P/view?usp=sharing
https://drive.google.com/file/d/1g93tGrXITmbkL5iYiXaXap4wmd5cVvtR/view?usp=sharing
https://drive.google.com/file/d/13iP-dY3ioAlOoPyudyp3v_2UBcS2tak-/view?usp=sharing
https://drive.google.com/file/d/19lJL7p2U1k5SNb6NRXYw9uYRndRKcdJc/view?usp=sharing
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