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INTRODUCTION
This Manual for Facilitators and Youth
Workers provides innovative and creative
tools to enhance communication and help
creating bridges of understanding between
generations in low density urban areas.
It is produced as part of an Erasmus Plus
Strategic Youth Partnership project entitled
Communities Communication - COMM.
COMM.
The project will run between 1st of July 2017
and 30th of June 2019 and involves 5 NGO’s
from Portugal, Spain, Romania, Greece and
Estonia.

Associação de Jovens
Voluntários das Gaeiras
(JVG) - Portugal
Asociación Diagonal
España - Spain

Asociatia CFPC
Constanta (CFPC) Romania
Politistiki Anazitisi
Lesvou AMKE (POLIANA)
- Greece
Ngo Islander - Estonia
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Background:
Nowadays we crave for a well developed
world of comprehension and communication.
Communication barriers are one of the key
factors for areas lagging behind in terms
of employment, social development and
education. In fact, according to Eurostat we
have a percentage of youth unemployment
of 48.9% in Greece, 30% in Portugal, 48.3%
in Spain, 21.7% in Romania and 13.1% in
Estonia. Young people face difficulties to be
included in their local communities while
thriving with their native digital skills which
let them access a (so-called) digital global
village. In this sense, it is essential to look up
to the new emerging economies such as the
one attempted with the digital single market
strategy.
According to the European Commission
communication, “a Digital Single Market can
create EUR 415 Billion in additional growth,
hundreds of thousands of new jobs and
a vibrant knowledge based society”.
At the same time it is known that 315 Million
Europeans use the internet everyday. Thus,
how can we crave on the creation of a Digital
Single Market if our society is highly divided
in terms of digital literacy? The impressive
numbers seem to hide the fact that 30% of
the Europeans have never used internet at
all. How can our digital society thrive under
this overwhelming numbers?
Digital skills, nowadays, for communication
purposes have two ways to be addressed:
a downgrade or a upgrade. A certain paradox
maintains the fracture.
This is where this project takes place: at
bridging parallel paradoxes. Achieving a
digital society without fully educate it
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into digital matters will lead to exclusion,
incomprehension and areas severely lagging
behind, especially in low density urban areas.

- The enhancement of an efficient
communication between youngsters and
tutors within rural areas;

Moreover, in low density urban areas we are
facing a time when it is crucial to consider
the digitalisation as an opportunity to create
jobs, growth and social development and
all generations should consider the value of
“Millenials” native digital skills.

- Increased involvement of young people in
local rural communities.

We have to learn how to communicate with
everybody and pave the way to reduce the
amount of NEET’s, the unemployment rate
and the increasingly reduced critical thinking
skills of young people.

- Use of non-formal methods of education as
a way to improve critical thinking

Additionally it is important to be aware
that:

- Use of social media and ICT apps as a tool
for social and community development.

- The number of Internet users in Africa
almost doubled in the past four years;

- Create awareness and interest on youth
policies and youth participation.

- 30 % of the world’s youth are digital natives,
active online for at least five years;

- Integration of refugees and other
disadvantaged youngsters in local rural
areas.

- More than four billion people do not use
the Internet, and 90 % of them are from the
developing world.

So, Comm Comm should lead us into
understanding how can we create a
common language of comprehension and
enhancement of critical thinking?

COMM COMM aims:
To face this challenges, this project aims at
developing communication and increase
community involvement and critical thinking
in low density urban areas. It will capacitate
youth workers, young people and the
community itself, creating balance within low
density urban areas around the world.
COMM COMM objectives:

- Increasing young entrepreneurship and the
sense of glocal belonging.
- Share good practices within rural areas;

- Raise Intercultural and intergenerational
awareness.

Moreover this project contributes to the
Europe 2020 strategy (75% of the 20-64 years
old to be employed); the Goals for sustainable
development and the overall objectives for
European cooperation in Youth Field.
Purpose
‘’MIND THE GAP!’’
The purpose of this manual is to underline
innovative and creative tools to enhance
communication
between
generations
especially within rural areas, or low-density
areas.
It is focused on working with people from
different generations in the community in
a way that promotes understanding and
respect, challenges stereotypes associated
with age and strengthens communities.
It

is

committed

to

building

inclusive
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communities for all ages, bridging the
communication gap between generations
and what we can do proactively to build
sustainable relationships that promote a
sense of security, confidence and wellbeing
for all.
This manual is designed to encourage youth
groups to adopt a life cycle approach in
programmes such as health, relationships,
development,
education,
physical
activities, participation and youth arts,
entrepreneurship and the sense of ”glocal”
belonging etc. and it does so by defining
what intergenerational work is.
It provides guidance on good practices and
highlights some of the issues it can address
including the value of intergenerational
practice – which refers to working with
“younger people” and “older people” across
the generations and its applicability to youth
work.
Intergenerational practice is seen as a useful
tool in combating this perceived distance
between the generations as a result of
changes such as family structure, increased
mobility and advances in information
technology.
People from different generations can
experience life quite differently and there
is a perception that different generations
increasingly have little in common.
Stereotyping from both older and younger
generations toward each other is also
evident.
The manual addresses issues related to the
generation gap in the use of information and
communication technologies. The current
generation is obviously different from the
senior generation, especially regarding
communication and socialization. The older
generation feels that there is a generation gap
between them and the younger generation.
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With this, education too is undergoing a hard
time to change from traditional practices to
digital world. But given the rapid change of
digital technology, at times referred to as
information and communication technology
(ICT), there’s a need to prepare for bridging
the digital gap in the society at large.
Given the speed and power of ICT for change,
growth, innovation, it becomes critical that
teachers understand the gap that may
be perceived between them and the new
generation of learners.
In this perspective, Social Media also brings
people from different age groups together
behind a common goal and produces new
technology and insights that bring people
closer, no matter how old or young they are
and it seems that people prefer pictures or
images (also known as emojis) over text.
OVERVIEW
Communication history
According to Max Müller, a historical linguist,
communication started as basic vocalization
of emotions or imitations of other animals.
One could therefor conclude that language is
the verbalization of emotions to communicate
how one feels which might very well be the
basis of communication which evolved and
has been split into an estimated 5000-7000
languages. Only 150-200 of those have over
one million speakers. To narrow it down even
further, 13 languages are spoken by half of
the world’s population. The biggest spoken
languages are not surprising: Mandarin
(955m speakers), Spanish (405m), English
(360m), Hindi (310m) and Arabic (295m).
That top 5 accumulates to 2.325bn people
speaking only FIVE languages.
Now there is a new language growing that
one day we will be able to translate into. The
language pokes its tongue out, winks and so
on. It is the emoji language.
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Since they started taking off in the 2010s,
emojis have pretty much evolved into
characters for a new millennial language
(who knew you could convey so much
through tiny pictures?) But the predecessors
of the “picture characters” we know and
use excessively today are older than you’d
expect.
Before emojis, there were emoticons, facial
expressions made with punctuation marks.
The first emoticons appeared in an issue
of Puck magazine, all the way back in 1881.
The magazine published four “faces”—
conveying joy, melancholy, indifference,
and
astonishment—and
called
them
“typographical art” and it was specified for
readers to “read it sideways.”
So, what about emojis, the little pictures that
make texting so fun? Those were created
in 1998 by Shigetaka Kurita, an engineer at
a Japanese phone company, NTT Docomo.
He was working on a way for customers to
communicate through icons. The result was
a set of 176 icons he called emoji. The name
combines two Japanese words: “e” (picture)
and “moji” (character). Kurita says that he
drew inspiration for his emojis from manga,
Chinese characters, and international signs
for bathrooms.
Now, more than 1,800 emojis exist. The
best part? We don’t need to tilt our heads
sideways to understand them.
Can emoji help improve communication
and our relationships?
“To achieve something, you’ve never done
before you must do something you’ve never
done before” (source unknown).
Communication
between
humans
is
constantly changing and
adapting
to
social trends, lifestyles and more recently
technology, therefor language responds to
social change and attitudes and its forms

and usage evolve according to the needs of
its users and the tools they can access for
communication.
Emoji is an important area of language and
communication development, illustrated by
the fact that the Oxford English Dictionary
selected the emoji for “tears of joy” as its
“Word of the Year” for 2015, showing how
frequently it is used in communication.
In the most literal sense of the word emoji
can be seen as a means to discuss language
and convey our feelings. Essentially, when
we message online we are communicating
in a way that we usually would when in
face-to-face interactions, hence why the
crying laughter face has so much meaning.
“Tone of voice, facial expressions, gestures
– these are all vital elements of face-to-face
communication, but they’re stripped away in
writing. Emoji offer a way of compensating
for this” ( Dr Daria J Kuss).
Emoji provide a way to express nonverbal
conversational cues in a computer-based
communication. However, people need to
share the same understanding of what each
emoji symbolises, otherwise communication
can breakdown.
For the elder generation emoji may be at
a first glance, ridiculous. They are a small
invasive cartoon army of faces and vehicles
and flags and food and symbols trying to
topple the millennia-long reign of words.
But emoji are intended to illustrate, or in
some cases replace altogether, the words we
send each other digitally, whether in a text
message, email, or tweet.
And yet, if you have a smartphone, emoji
are now available to you as an optional
written language, just like any other global
languages, such as Arabic and Catalan and
Cherokee and Tamil and Tibetan and English.
You’ll find an emoji keyboard on your
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iPhone, nestled right between Dutch and
Estonian. The current set is limited to 722
symbols—these are the ones that have been
officially encoded into Unicode, which is an
international programming standard that
allows one operating system to recognize
text from another.

of users of digital means of communication
over 55 years old, but it is important to
stress the shift of paradigm when using
social network platforms and how these
are perceived by different age groups. A
tendency for different generations to tend to
specific platforms is evident.

In the education context, communication
in online learning is a major issue of the
present time. Online education is a unique
social context and a transactional distance
has been noted in online education - that is
a psychological and communication distance
between an instructor and students. This
distance needs to be overcome if “effective,
deliberate and planned learning is to
occur” (Chen, 2001, p.459). Overcoming this
transactional distance can also help improve
students’ overall satisfaction with their
educational experience. One way to address
this transactional distance is through
improving EMC with the intentional use of
emoji. Emoji can make communication more
efficient, effective, clear, and fun.

The survey brought up a number of
noteworthy conclusions:

Overview of CommComm Survey
Erasmus+ KA2 strategic partnership Communities
Communication
(COMM.
COMM) project focused on the relevance
of communication and social integration in
local communities.
The survey was applied to about 700 people
from Portugal, Spain, Estonia, Romania and
Greece with the objective of understanding
what are the main barriers in communication
between generations and, which main
channels of communication are being used
by people of different ages. The questions
intended to shed light on the process of
communication, the different channels,
approaches and the time each person
dedicated to digital communication.
The survey shows that there’s a rising number
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Facebook is becoming more popular among
people over 18 than younger individuals.
Social networks with more images/video
seem to become more popular among newer
generations.
The main reason for the use of social
networks is to communicate with friends.
Younger individuals seem to give less
relevance to online chatting as a mean of
communication than the older generation,
i.e. currently over 18.
Calling as a mean to convey a message seems
to be taken as a relevant and serious option
by the vast majority of the respondents.
e) Cultural activities and sports seem to be
unanimously considered as an effective
method to strengthen bonds within the
communities at a local level.
f) The 18-30 age group gives more relevance
to online communication than the under
18-year-old group.
g) Surprisingly in Romania, around 50% of the
respondents did not consider the existence
of a digital or communication gap within
their communities.
h) Older individuals do not know what an
emoticon is and how to use it.

The data and the findings resulting from this
survey played a key role in understanding
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the actions necessary in local communities
around Europe to create bridges between
people of different ages.
PROCESS
Quality
Standards
engagement:

for

community

Community engagement requires an
awareness of the local context; and the
ability to be flexible and responsive to local
populations’ needs, local conditions, and
local concerns.
Community engagement strategies that may
work in one community or country - like
the use of focal points, community leader
strategies, or multi-stakeholder inclusive
community meetings - may not work in
other contexts, where national and regional
political, cultural, or historical considerations
impact community agreement with or
responsiveness to such strategies.
The Paris Declaration on Aid Effectiveness
(2005) is a practical, action-oriented roadmap
to improve the quality of aid and its impact
on development. This document outlines
the following five fundamental principles
of the community engagement: ownership,
alignment, harmonization, managing for
results, and mutual accountability that each
support the prioritization of community
engagement, and the establishment of
minimum standards.

These principles highlight the need
for
improved
practice,
coordination,
integration and measurement of community
engagement within emergency contexts and
in longer-term development contexts. They
are essential components of community
systems strengthening, with multifaceted
implications
for
aid
effectiveness,
responsiveness, and accountability across all
domains. The development of standards is
intended to address several issues, including:
- Quality: ‘Community engagement’ is
an approach than is utilized for a range
of objectives, both in terms of process
and outcomes. While sharing a common
description, these varied objectives can
result in a wide variety of approaches and
interpretations of what constitutes quality
‘community engagement’.
- Accountability: The lack of clarity and
consensus on what constitutes quality
community engagement make it difficult to
measure community engagement and the
extent to which communities are involved
in decision-making, managing activities,
monitoring and evaluating results. Ability to
demonstrate to communities, policymakers
and decision-makers at all levels of the
value of community engagement through
consistent and rigorous measurement of
minimum standards is a key.
- Harmonization: Implementing organizations
often have their own mandates, missions,
methodologies and objectives when working
with communities to undertake development
or humanitarian response programming.
Standards provide the opportunity to
harmonize
these
approaches
across
organizations and contexts.
In Scotland, The National Standards for
Community Engagement were first launched
in 2005.
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The scheme below illustrates seven goodpractice principles that describe the
main elements of effective community
engagement. They have been designed
to support and inform the process of
community engagement, and improve what
happens as a result.

innovations, priorities, and insights;

Community engagement strategies have
sectoral specificity (e.g. health, child
protection, or emergencies), different
possibilities for engagement based on
emergency or development contexts, and
distinct timeframes for feasibility.

• Consultation with key stakeholders (for
example community representatives, local
associations, local health, water authorities,
national staff) to learn about the needs and
priorities of communities using populationbased research approaches.

Adaptable
and
localized
community
engagement approaches ensure that
community engagement processes are able
to adapts to new circumstances, deal with
sudden or anticipated changes, and respond
to uncertainty.

• Working with local and regional government
to ensure alignment of community
engagement actions with national and
regional strategies;

It is essential that the quality standards
for community engagement in your local
community have:
• The ability to understand the local context;
• Grounded real-time research and reporting
capacities to inform of support in the
community, and to provide information
and insight regarding conflict, dissent, or
disengagement in the local context;
• Research and awareness of historical,
economic, political, and ethical factors;
• The ability to be creative in changing
approaches;
• Attention to the demands that project
goals, strategies, and tactics impose upon
communities;
• Deliberate review of pre-existing models
and templates with the intent of aligning
models and templates to national strategies
and regional capacities;
• Awareness and use of local capabilities,
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• The ability to re-focusing the community
engagement process.
To develop the quality standards for
community engagement, you have to take an
account the following:

• Capitalize on existing information (for
example previous program or project
material) or other readily available resources
for ensuring a rapid, minimum review;
• Bilateral communication with community
leaders to understand local conditions, local
needs, and local capacities in the community;
• Placement of community liaison in
communities to provide information to
communities about project, and share
community concerns;
• Working with anthropologists and local
community engagement workers to identify
critical issues in advance of engagement.
The goal is community engagement that
is effective in achievement of the shared
purposes of the participants; efficient by
being well-informed, rational, considered
and focused on purpose; and equitable by
giving a fair voice to all communities and
tackling any barriers that may exclude them.
If done well, quality community engagement
can deliver some amazing benefits for both
your organization and the community.
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Develop the communication plan and
design community engagement:
Communication is the process of transmitting
ideas and information. For it to be successful,
the process of communication should be
conducted in such a way that the message
conveyed by whomever is traying to transmit
the information, to reach it’s intended
recipient/s with the intended message.
For a grass roots initiative or communitybased organization, that means conveying
the true nature of your organization, the
issues it deals with, and its accomplishments
to the community.
Communication
including:

can

take

many

forms,

• Word of mouth
• News stories in both print and broadcast
media
• Press releases and press conferences
• Posters, brochures, and fliers
• Outreach and presentations to other health
and community service providers and to
community groups and organizations
• Special events and open houses that your
organization holds
To communicate effectively, it helps to plan
out what is the purpose of the communication,
and needs to be done to obtain it.
Planning is a way to organize actions that will
lead to the fulfillment of a goal.
The goal in this case is to raise awareness
about the community communication
initiative’s long-term benefits to the
community.
To develop a plan for communication of any
sort, some basic questions have to be taken
into consideration:

• Why do you want to enhance your
community’s communication? (What’s the
purpose?)
• Whom does the communication plan has to
reach (Who’s the audience?)
• What is there to communicate? (What’s the
message?)
• How to communicate it?
(What
communication channels will be used?)
• Who should be contacted and what should
be done in order to use those channels? (How
will the message be actually distributed)
The answers to these questions constitute
the action plan, what needs to be done in
order to communicate successfully within
the community/ with the audience.
The remainder of the communication plan,
involves three main steps:
• Implement the action plan.
• Design the communication tools and
strategy, convey the indented message and
distribute it to the intended audience.
• Evaluate the communication efforts, and
adjust the plan accordingly. Keep at it.
Enabling, enhancing and keeping the
Community’s Communication is an ongoing
activity for an organization that serves
the community. The purpose, audience,
message, and channels may change, but
the need to maintain relationships with the
media and with key people in the community
remain. As a result, an important part of any
communication plan is to continue using and
revising the communication plan, based on
experience and novelty.
When choosing the target audiences several
things have to be taken into consideration.
Which groups of people may have an effect on
the activities or be affected by the activities?

13

MANUAL FOR FACILITATORS AND YOUTH WORKERS

A start would be identifying which groups
exist at the community level and which exist
outside of the community followed by the
decision regarding who to target with this
communication plan.
Thinking about which stakeholders have
similar information needs and which groups
can be reached using similar methods is
the reasonable next step. Identifying the
different stakeholders at community level
can help one decide which ones have similar
information needs.
The Audience
Whom does the communication plan has
to reach (Who’s the audience?) Knowing
the audience makes it possible to plan the
communication logically. Different messages
for different groups will have to be conveyed
while using different channels and methods
to reach each of those groups.
There are many different ways to think about
the audience and the ways they could best
be contacted.
The audience could be grouped according
to a number of characteristics such as
demographics (gender, age, ethnic and racial
background, income, etc.), geography (focus
on a whole town or region, on one or more
neighborhoods, etc.), employment, health,
behavior, or attitudes ( is the intention to
change people’s minds, or bring them to the
next level of understanding?)
Another aspect of the audience to consider
is whether the communication should
be directed to those whose behavior,
knowledge, or condition you hope to affect,
or whether the communication needs to be
indirect. Sometimes, in order to influence a
population, the message should be aimed
at those to whom they listen – clergy,
community leaders, politicians, etc.
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Conveying the Message
The message should be crafted with the
specific audience in mind; planning the
content of the message is necessary to make
it effective.
Another important aspect is to consider
what emotions to appeal to. The mood of the
message will do a good deal to determine
how people react to it. In general, if the mood
is too extreme – too negative, too frightening,
trying to make the audience feel too guilty –
people won’t pay much attention to it. It may
take some experience to learn how to strike
the right balance. Keeping the tone positive
will usually reach more people than evoking
negative feelings such as fear or anger.
In terms of language, there are two aspects to
be taken into consideration: one is the actual
language – English, Romania, Portuguese,
Spanish, Greek, Estonian – that the intended
audience speaks; and the other is the kind of
language used – formal or informal, simple
or complex, referring to popular figures and
ideas or to obscure ones.
When
choosing
the
channels
of
communication, one should bear in mind that
the audience will be reached by placing the
message where they’ll see it. Therefor, prior
to choosing the communication channels
some research should be done as to what
the audience reads, listen to, watch, engage
in, etc.
Spreading the Word
Establishing relationships with individual
media representatives and media outlets
is an important part of a communication
plan, as is establishing relationships with
influential individuals and institutions in
the community and/or the population to
reach. Personal contacts have to be made,
giving the media and others reasons to want
to help, and follow through over time to
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sustain those relationships in order to keep
communication channels open.

people, older people, minority groups or
socially excluded groups

The individuals that can help spreading the
message can vary from formal community
leaders – elected officials, CEOs of important
local, businesses, clergy, etc. – to community
activists and ordinary citizens. Institutions
and organizations, such as colleges, hospitals,
service clubs, faith communities, and other
health and community organizations all have
access to groups of community members
who might need to hear your message.

• Levels of community infrastructure

The Action Plan
Now the task is to put it all together into a
plan that can be acted on. By the time this
point has been reached, the plan will already
be essentially done. The purpose is clear and
so is the audience that needs to be reached
to accomplish it, what the message should
contain and look like, what is affordable, what
problems might emerge, what channels can
best be used to reach the intended audience,
and how to gain access to those channels.
Now it’s just a matter of putting the details
together – actually composing and designing
the message (perhaps more than one,
in order to use lots of channels), making
contact with the people who can help get the
message out, and getting everything in place
to start the communication efforts.
Community Engagement
When planning an engagement process one
needs to recognise diversity, identify any
potential barriers and design the process to
minimise barriers where possible.

• Contested or divided communities
• Rural isolation
• Gaps in information
• Literacy and numeracy levels and dominance
of oral culture
Design issues to consider for community
engagement
• Techniques and engagement methods to
be used
• Need for independent facilitation
• Location and accessibility of the venue
• The number and type of engagement events
• Transport requirements
• Childcare needs
• Format and content of communication and
publicity materials
• Use of interpreters and signers
• Need for outreach activities
It is important to consider the present
stage of the engagement process and how
each stage or event contributes to the
aims of the overall engagement - different
forms of communication, information
and engagement methods will be more
appropriate depending on the stage of the
engagement process.

Potential Barriers to consider for community
engagement
• The capacity and ability of different
stakeholders to participate
• ‘Hard to reach groups’ such as young

15
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Challenges in using emoji as a language
Challenges in using emoji as a language
among young people
Today’s young people and children were
born within an age of electronics and
digital means of communication. They don’t
have a memory of how time-consuming
communication through traditional written
letters would be. What they perceive as
written communication today is frequently
an immediate way of conveying a message to
someone who can also answer immediately.
Thus, the first challenge one must face when
working with young people and trying to use
a digital communication method to get in
touch with people of different generations, is
bringing their perception of time in-line with
a multi-generational group.
What does that entail? One valid approach,
although not always effective, would be an
activity such as sending traditional written
letters and analysing the process together
with the youngsters. They would have to
refrain from using their mobile phones or
other gadgets for a day whilst having to pass
on messages between each other.
Communication requires (regardless of the
method used - digital or not) a movement of
something through space. While if you have
to go and pass on the message yourself you
perceive that movement and the physical
effort involved in transporting the keycommunication-object, if you are sending a
text message that movement’s perception is
deprecated.
Movement and time are key concepts
to establish a common ground of
communication with children and young
people, especially if you are attempting to put
them in direct contact with older generations
who are more aquatint with the effort of
transporting a message (or so we assume).

A second, no less important challenge one
would face when trying to create that bridge
of communication between generations
would be the lack of extensive (if that even)
research conducted by children or individuals
of a young age regarding the matter of
using emoji as a language (e.g. https://www.
wired.com/story/children-emoji-languagelearning/).
Although several publications (newspapers,
magazines, etc.) are being produced on
this very topic and some good research
has been conducted, there’s still no official
way to address the issue or to provide clear
guidance on how to cross this “bridge”.
Parents and educators experience a clear
and utter discomfort due to the ongoing
discrepancies and lack of clear guidance,
therefore this situation can lead to serious
disagreements when trying to implement
experimental methods of communication
among people.
It is, therefore, of great importance to notice
how discordantly emojis are being perceived
and used by different age groups. The use of
these graphical representations of emotions
represents another challenge when trying
to find a common ground of understanding.
In the previously mentioned article (https://
www.wired.com/story/children-emojilanguage-learning/) the author briefly
analyses how differently children interact
with emojis before and after acquiring the
ability to communicate using any other
written language. He also points out how the
“structure of speech” follows a pattern that
relies on a different, and less stable logic that
one must try to understand in order to obtain
meaning consistently (or in perspective).
On that note one would have to face the
critical views of those who believe that emoji,
besides helping us to express emotions,
will also contribute to losing the ability
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to properly acquire and master a normal
written language.
As a matter of fact, emoji’s are a key
communication tool today. Using it to boost
our communication process and to enable
young people to express their emotions
more effectively, this type of language
requires learning on both sides. The ultimate
challenge in doing so lies in a simple yet
difficult process: on the one hand bringing
adults in-line with what emoji, and strings
of emoji may mean, and on the other hand
convincing young people that sharing the
“secrets” behind the use of this language is
not at all harmful, but rather beneficial.
It has been a common behaviour of young
people to abandon the places/ social
networks, languages that are being used
by their parents/educators, and that is a
problem one has to tackle.
Challenges in using emoji as a language
among the senior population
Best way to know the challenges is to work
with the target group. ISLANDER NGO
organized a workshop for elderly people in
September 2018 in island Saaremaa, Estonia.
Group consisted of 10 people age 44-82 and
it took place during monthly meeting of local
rheumatic people group. Members were
not informed about the specific layout of
the workshop although they knew that this
is about communication. They are used to
meet each other monthly and usually have
lectures or discussions followed by coffee/
tea and sharing of experiences.
Firstly we introduced our project and
challenges we face in local communities
with communication. Non formal way was
used to break the ice and get more relaxed.
Workshop continued working in group and
as a whole group. Expressions – one made a
facial expressions and other drew it.
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After that group had to guess the impression
and discuss how successful they were.
Continued with changing roles in pairs. This
was a starting point to work closely with
emojis.
We asked to draw a visual message – each
person had to draw their day using emojis
and images, but no words. People were
very creative and slowly opened up. During
reflection session we found out that some
of them have not hold a pencil for 20 years.
They needed more time to feel comfortable.
Main barrier was lack of self-confidence (I
am not good in drawing and afraid to do it).
Challenge was also to involve young people
to work with elderly.
People who participated were very happy in
the end and we could introduce something
new. It was fun and they were surprised of
the success. New non-formal method used.
They also said that it was good that they did
not know details in advance, otherwise they
would have stayed at home.
They were interested in social media, internet
language and how to use apps.
This method is very good to promote
communication and opens new perspectives.
We do not need words to express our feelings
and emotions. Duration of the workshop is
good for elderly people. Repeating activity
make them feel secure and help to open up.
It would be even more successful, if you
use some templates to reduce the stress of
drawing. It can also be used with children
and youngsters. It is also a good and creative
way to learn languages.
Workshop could be repeated few times,
this would help elderly people to feel more
secure and learn more things. The activity
of drawing the emotions with a new partner
should stay, but last part could change every
time.
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Challenges in using emoji as a language
among the middle-aged population
Apparently, as many as 41.5 billion messages
and 6 billion emoticons are sent daily. It
shouldn’t really come as a surprise. For
many years now, we have been using emoji
and emoticons to tell our friends when we’re
happy, sad or dancing. An emoji not only
expresses a feeling but also helps codify
our conversation to such an extent that only
close friends would understand the depth
of the sent image. Yet, quite often, emoji
are viewed as tools to be used by “youth”
- generally people below the age of 30.
Anyone older using them might be viewed as
somehow immature. However, rather than
being indicative of immaturity, emoji are
aides to help us distill and succinctly express
the complexities of feelings.
It is general knowledge by now that “actual
grown-ups with jobs and mortgages have
begun to pepper their texts with emojis. To
begin with, it was an occasional smiley face
or heart but it has escalated to avocados,
martini glasses and dancing girls...” - Katie
Roiphe JULY 21, 2017 FT Series Best of FT
Weekend Magazine 2017.
Most of the over 30s population have begun
to use emoji too, weather joyously or a little
abashed. But the question remains: are
doing it in quite the right spirit?!
Teenagers usually color their messages with
“meaningless” emoji, however, when they
are using them it means that they express
a mood. Meanwhile, the middle-aged
people “tend to get hung up on the idea of
communication, that when you are texting
you are actually saying something, that there
is some meaning to convey, whereas what
the young have generally perfected ... is just
hanging out” - Katie Roiphe JULY 21, 2017 FT
Series Best of FT Weekend Magazine 2017.

As Katie Roiphe writes on the subject of
emoji use by over-30s: “The larger issue
with over-30 emoji use is that it’s a little too
enthusiastic and resourceful. The best thing
to do is avoid the far-flung or specific emoji
that might imply that you have spent actual
time browsing for the perfect or relevant
one, or that you have given it any thought
at all. The effect of emojis should be almost
random, consummately casual, dashed off.”
- Katie Roiphe JULY 21, 2017 FT Series Best of
FT Weekend Magazine 2017.
So, whether you are 20 or 30 or 60, feel free
to use emoji unashamedly to reveal your
emotional state or just to set the tone for a
conversation!
Times are changing, and emojis are
everywhere. They’re in Hollywood movies,
bank passwords and even workplace emails.
It’s easy to blame millennials, who grew up
on smiley and winky faces and now make
up the majority of the workforce. But there’s
one problem: Millennials aren’t the only ones
who support using emojis at work.
The interpersonal need to connect has
inspired the creativity and evolution of
communications’ media and their standards.
Several studies have examined the use
of emoji and emoticons in computer
mediated communication among peers and
colleges but there is yet academic research
on the impact of businesses using these
paralinguistic cues when responding to
online consumer reviews.
The electronic word of mouth (eWOM)
refers to any positive or negative content
generated by a consumer and posted on the
internet (Lee, Rodgers& Kim, 2009). Research
has been made and surveys conducted
examining the influence these paralinguistic
cues have on the consumers perception of
the companies quality of the response to an
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online consumer review, brand relationship,
purchase intent. The results revealed
interesting findings where in most cases
the addition of an emoji in positive valence
message attributes to the strongest findings.
With the increase in emoji usage in
marketing and advertising, it is important
that businesses are utilizing these tools in
effective means otherwise the use of these
paralinguistic cues could negatively impact
the companies quality of the response to an
online consumer review, brand relationship,
purchase intent.
Challenges in using emoji as a language
among deaf people
People who are deaf are actively dismantling
stereotypes, and technology plays a large
role in this movement. DJ Robbie Wilde,
who is deaf, utilizes a software program
called Serrato that allows him to see the
different waveforms when he is mixing and
performing. Artist and Senior TED Fellow
Christine Sun Kim uses a variety of speakers,
paints, projections, lights, balloons and
more, to translate sound into electricity
and vibrations, and then into visual art. The
Signly Keyboard App, backed by non-profit
ASLized, brought ASL emoji to a very eager
community of deaf texters, offering a more
enjoyable and precise way to communicate
in their own language.
Emoji might be one of the fastest-growing
communication methods of the digital
age. John McWhorter, an American linguist
professor at Columbia University, says emoji
are not a language on their own, but they
make our thoughts more complete. “They
add on a part of language that often gets lost
in writing, the expressive and personal part,”
he says.
So maybe they’re a super-language. Emoji
could be the key to a deeper form of
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communication, one that helps people
connect across language barriers and cultural
divides. And not only does communicating
in symbols transcend culture, it can also
celebrate aspects of a certain community,
like the deaf community, for example.
One of the challenges the deaf community
faces is the petition “We Want the ‘I Love
You’ ASL Handshape Emoji”. It was started
by Western Oregon University professor
C.M. Hall and Oregon Association of the
Deaf interim president Chad A. Ludwig.
The petition’s goal is simple: To have the
American Sign Language (ASL) sign for “I love
you” added to a future Unicode emoji set.
The open letter atop the petition is directed
to the Unicode Consortium, the organization
that approves and standardizes additions to
the Unicode standard.
“... When we insert gestures (in emoji), we
are already communicating visually, so why
not include the most recognized gesture in
ASL? I see it as such a simple, yet profound
benchmark of dignity.”, says Hall.
There are alternate ways to communicate ‘I
Love You’ but these alternatives require extra
time to express the same thing.
In other words, those options aren’t as
universal or as esthetically pleasing as
tapping a single emoji keyboard key on your
phone. And visibility is key: If the handshape
were added to the standard mix of emoji,
more people would be aware of its existence
or its meaning, not only the deaf community.
Emoji are popular among people within the
Deaf community since it’s a visual language
community. Even those in the mainstream
hearing community can agree that sometimes
a text-only message can elicit a totally wrong
interpretation of the intended meaning.
Emoji serve to benefit the communicative
abilities of both the Deaf and the hearing
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communities by providing a visual expression
of an idea. On an even deeper scale, emojis
can bridge the Deaf and the hearing
communities on a global scale by offering a
language that is understood by all.
The Unicode Consortium is the organization
that provides the international standard
for digital fonts. There are currently 38 new
emojis under consideration for release in
2016, including bacon, clinking champagne
glasses, and the taco emoji, actively
demanded* by Taco Bell. While these emojis
would be undeniably entertaining, ones that
aim to include the Deaf community serve a
more meaningful purpose. As emojis have
recently been updated to incorporate a
variety of ethnicities, why stop there? There
are already 18 hand-shaped emoji and it
would only work toward greater inclusion of
the Deaf community by petitioning to add
more.
Challenges in using emoji as a language
- comparison among inhabitants from
villages versus inhabitants from cities
The need to belong is becoming more and
more essential these days for all generations
in all countries, especially with the large
amount of displaced and disconnected
people in the world. As people integrate there
is a new urgency for a common language to
be used. The value of visual aid such as emoji
usage can be appreciated and thus become
implemented, and is applicable to all ages
and cultures.
Emoji workshop challenges
Mobility challenge
People have the general conception that
the city offers many opportunities for
participation in activities, projects, meetings
etc. While this is true, it reveals the underlying
problem of mobility. Although the city offers
a big variety of public transport, it would

be very time-consuming and tiresome in
relevance to the location of the project
activity.
In rural areas the problem is easier to resolve
than in a big city, since the smaller population
is easier to reach and familiarize with. Faces
become known at a fast rate and the need
and desire to communicate is inescapable.
Projects for enhancing the community in
rural areas are easily conducted simply
because the local residential radius is narrow
and mobility is easy. Knowing the local needs
and daily life is not so difficult in a small rural
community. That being said, gathering people
for a project is a matter of walking distance or
at best, bicycle distance. Everyone wants to
better their surroundings, so motivation can
be a result of good publicity. When deciding
on a common goal, the work is already cut
out. The details of dates and appointments
between participants are set.
Susceptibility challenge
Urban areas offer an enormous diversity
and quantity of commodities and activities,
leading to easier access to new ideas,
opportunities, etc. People living in urban
areas are more receptive due to their
exposure of new concepts.
This was quite obvious between generations.
While the challenge of communicating within
a rural community between the young digital
generation, and the older generation turns
out to be difficult but not impossible, in
urban communities, the older generation
is more exposed to advancing technology
and thus has been more susceptible to new
perspectives, such as emoji usage in everyday
life. However, as the younger generation in
rural areas continues its advancement in
emoji communication, it is inevitable that
their older relatives will soon follow suit.
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To a certain extent the same principle applies
still for the younger generation but they are
rapidly advancing.
However, using the new language of emojis
in projects at first puts a damper on the
enthusiasm, as the young people are not
easily persuaded that communication
between themselves and the older
generation will be feasible in this way. And,
the fact that the older generation being set in
its ways, regards this way of communication
as frivolous, results in a lack of trying to
understand what is being displayed before
their eyes. There is a need for a first
connection between the generations, either
as a gathering of residents during a local
festivity of some kind, or a deliberate meeting
between different age groups, in order to be
open about their needs and express their
doubts.

CommComm
partnership
created
a
methodology to conduct such an experiment
within a workshop, and the first step in the
process of doing so was designing emoji
to convey a message to someone else.
Participants to the workshops were asked
to present their design/representation of
the emoji created to other people, and have
them guess the intended message.
Some of the key factors in understanding
someone’s intention when conveying a
message using emoji:

Emoji are the answer to better and faster
communication among all residents, since
it is the visual images which unlock the
intentions and moods of those involved.

1) Is the sender’s intention for the message
to be clear/understood by everyone? Many
times, emoji are used as a cryptic language
to hide meaning from some and pass along
the message to one certain target/ group.

Emoji are easy to read among all generations,
in urban and rural areas educated and
uneducated; they are helpful shortcuts in
everyday communication and essential in
many cases. The eye-catching forms are useful
tools and eventually help to tightly weave
a community together.
Communication
through murals in a rural community is
an effortless and effective way in bringing
understanding between generations.

2) Do sender and receiver have similar
backgrounds? For older generations in
particular, this is a key factor that will
determine crucial differences in interpreting
graphical representations of emotions. At
the same time younger people largely have
a common understanding of emoji, due to
the age of electronics and digital means of
communication they wore bon within.

Understanding sender intention
receiver interpretation of emoji

and

During the implementation of Comm Comm’s
communication workshops (follow link to
methodology: http….), the project team
appreciated the relevance of reducing the
distance between the intention of the sender
and the interpretation of the receiver.
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In the attempt of measuring the length of
this gap, experiments could be conducted
to try in reach the depth of the problem
in establishing a communication channel.
Using the results from these experiments
conclusions could be drawn, weather it would
be possible or not to cover the gap.

3) Is the sender concerned with the message
or the form? Many times, in this process
the senders tend to worry more about the
way their representation looks than the
effectiveness in passing along a message.
4) Are there hidden contexts? In many cases
groups of people create massages which
can be effectively understood inside that
particular group and at the same time, the
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same message reaching outside that group
to have a whole other different meaning.
These types of messages can be built in such
a manner to be passed along and understood
locally or even globally.
Answering these questions plays an
important role in constantly bridging the
gap in understanding what is being said in
one particular image. By implementing a
fine-tuning process of communication the
participants understand how to pass along
their message using images and they can
therefor use it as a tool to communicate
effectively with their peers.
TOOLS AND METHODS
Online tools to guide engagement
Online
community
engagement
can
encourage
greater
participation
in
engagement activities by providing additional
avenues for people to make their views
known to their community which are less
limited by constraints such as place, time,
mobility and other access restrictions.
Community
engagement,
an
integral
component of the planning process, affords
community members the opportunity
to weigh-in on projects that may impact
their well-being. While typical engagement
activities include transparent reporting and
town hall meetings, there has been a shift in
how governments, developers, and planners
engage with the public to encourage their
participation. Although community meetings
and face-to-face interaction are valuable,
it is often difficult to get citizens to engage
due to time constraints, lack of accessibility,
and pessimism about their ability to make
a difference. Therefore, the push to make
data more accessible has led many cities to
use technology to increase participation in
the process. The use of digital engagement
tools to increase awareness and aid in

collaborative decision-making is not only
useful, it is becoming necessary.
One of the tools used in the online
engagement processes, which is working
to improve stand-alone public meetings
is utilising surveys. Surveys can be sent
to the community via mail or collected in
person to gather information relevant to
the project. If well designed, a survey can
inform the project’s development, however
surveys might not include the right types of
questions or there could be a low response
rate. Surveys can also be very expensive to
conduct. For the same reasons as the public
meetings, citizens may not be inclined to
respond to a survey due to lack of time or
motivation.
Websites allow for developers or officials
to create an online presence to provide
information about the process, including
project descriptions, meeting times, results
of 7 community input, or developmental
progress. While websites can be a great
way to share information and keep citizens
informed, city websites often suffer from
poorly designed layouts, lack of updated
information, and difficulty in advertising the
project website. Developer-created websites
face similar challenges, and may have trust
issues from those who believe developers are
only going to give information that portrays
the project in a positive light.
Another engagement process is the
charrette, which is a meeting-like session
where community members, designers,
developers, and public officials work together
to create a vision for a development project.
It provides a forum for all actors in the
community to share ideas, offer feedback,
and troubleshoot issues, giving designers
and developers the chance to advance their
project. They allow for the community to feel
like they are directly affecting the project
while allowing developers to guide the
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discussion in a productive way. Charrettes
often will start with a presentation to
describe the project and the goals of the
session. They could include a walk-through
of the site or project design to-date, and then
small groups may break off to offer feedback
and go through the design process before
reporting back to the whole group, creating a
shared community design. While charrettes
are a great way to get feedback from the
group and to reach a tangible result, they
also are not without issues. Charrettes can
be expensive and oftentimes, charrettes can
occur over a series of 2-5 days. Given this
huge time commitment, it is very difficult to
get citizens to attend.
The use of online engagement tools has
benefits tied to increasing community
capacity. For one, it allows for developers
and planners to save time and money. Rather
than spending time to create and organize
surveys or charrettes, officials can use these
tools to gather data more efficiently. They
also can strategically use tools to determine
which groups are not participating and then
target those people, thereby using limited
resources more effectively. For example,
if an online tool only reaches community
members that have access to technology,
then developers and planners can use
different engagement tools such as in-person
surveys or community meetings to target the
specific group of non-engaged people.
These online tools developed include
coUrbanize, a platform that helps residents
better understand the urban projects and
enables them to express themselves.
Concretely, for each customer, they adapt
the online coUrbanize tool which includes
a clear overview of the different stages
of the urban development process and
more importantly, a « chat-room » (that
often includes a map) where residents and
community stakeholders can answer specific
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questions, share their opinions on the project
and interact virtually with other participants
and the project developer.
Interested citizens who want to know more
about the project can also easily find a link to
the appropriate documents.
The French tool Carticipe has relatively the
same functions as coUrbanize.
As citizens want to participate and
communicate in different ways, it is important
to have multiple modalities to engage people
and coUrbanize is not designed to be an
online only process.
In addition, the creation of an online
presence increases the number of potential
attendees to the meetings and enables
project developers to collect feedback from
online participants early in the process and
thus, structure coming public meetings more
efficiently.
The online connection also has the advantage
to keep the participants in the loop by creating
a continuous link that public meetings can’t
offer.
Among other civic engagement tools, the
Engagement Lab (department of Visual and
Media Arts at Emerson College, more info
at https://www.emerson.edu ) developed
Community PlanIt, an online game platform
designed to make engaging the public (youth
and adults) in civic planning processes more
fun and rewarding.
Contrary to coUrbanize, which gathers
opinions during a long term process,
Community PanIt is a 3 weeks process highly
story enriched where players learn about key
issues related to the topic of the engagement
process, connect with each other and
contribute meaningfully by suggesting
solutions to problems.
Both coUrbanize and Community PanIt are
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powerful data collection tools that allow
decision makers to analyze community input
and can have a better knowledge of who is
getting involved. In fact, while data from inperson meetings are often judgement-based
assumptions, online platforms enable users
to provide precise demographic information.
Tools to help choose a method
Pictionnary
The board game Pictionary is fun to play with
a group of three or more people. The game
includes a game board, four playing pieces
and category cards, a one-minute sand timer
and a die. It helps to have four drawing pads
and pencils, but any type of paper and pencils
or even small dry-erase boards and markers
can be used.
Understanding how to play Pictionary is easy
once learning how to set up the game and
how to handle special situations, such as the
“All Play” category. This game can be played
in any context desired.
For more info regarding the rules visit:
https://www.wikihow.com/Play-Pictionary

At least one person must vote for the
storyteller’s card for them to gain points but
if no one or everyone votes correctly, the
storyteller gets nothing.
Furthermore, everyone except the storyteller
earns points if their own card is voted on.
Dixit’s gameplay is about the creative use of
wordplay and response.
For more info regarding the rules visit: https://
boardgamegeek.com/thread/940687/dixit-ifimages-are-worth-1000-words-dixit-worth-8
Pantomime and role playing of a situation/
problem/solution
This is a direct form of communication, gives
food for thought opens dialogue, playful
opportunity for shy and insecure people to
open up. Expands empathy and perspectivetaking.
This tool can be used in any context desired
given any subject as long as it enhances and
encourages communication.
Methods and techniques
Debate as a new method for workshops

Dixit images

What is a debate?

Dixit is a storytelling game, or better said,
a story retelling game. It’s an art gallery
compressed into a stack of playing cards that
demands players to make sense of its images
with words. If images are worth a thousand
words then Dixit is worth 84,000.

A debate is a discussion or structured contest
about an issue or a resolution. A formal
debate involves two sides: one supporting a
resolution and one opposing it. Such a debate
is bound by rules previously agreed upon.
Debates may be judged in order to declare a
winning side. In one form or another, debates
are commonly used in democratic societies
to explore and resolve issues and problems.

Dixit is a complex game with simple rules.
One player is designated the storyteller and
selects one from a handful of cards depicted
by a surreal, vivid image. From this picture
a sentence is developed, at least one word,
or even a sound. The other players choose
a card from their hand that best matches
the description which is shuffled with the
storyteller’s card. The players then vote on
which card they think is the storyteller’s.

Debates are conducted in a specific way with
rules to be followed and respected. This
already is one of the advantages a debate
can offer, i.e. learning to be respectful,
not to interrupt the speaker, better time
management, enhancing your listening skills.
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This tool would be an effective, active way
to learn about a controversial topic. Debates
offer a means to facilitate analytical thinking.
They enable teamwork, engagement in
conducting comprehensive research into
the topic, to brainstorm ideas, to gather
supporting evidence, to develop vocabulary,
to support an opinion.
Debates allow to question, to clarify and label
information. Questioning allows participants
to explain and to explore additional facts for
clarification purposes. Moreover, this tool
allows to develop the critical spirit and to
form a personal opinion.
It also allows participants to become
more proficient in speaking, researching,
reading, and writing skills, and they promote
reasoning as well as communication skills.
This tool allows collaborative learning,
delegation of tasks, and developing
leadership and team-skills. Debates provide
the incentive and are a vehicle for participants
to express their opinions assertively in a
respectful manner on a relevant issue or
topic. So, debating is a fun way to develop
some specific and a lot of transversal
competences.
Many issues/and or resolutions in the context
of the theme related topics can be suggested
for using this tool. Debates can be adapted
in regards to length, number of participants
and target groups.
In this particular case and for the Erasmus
plus
project
Comm.
Comm.
about
communication, themes can be specified for
the needs of that purpose.
Photovoice
This is a method used to put issues/problems/
situations on the map. Issues one would want
to address in order to get more attention.
The idea is built on the foundation that
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images and words together can effectively
express communities and individual’s needs,
problems, and desires.
Photovoice is a qualitative method used for
community-based participatory research
to document and reflect reality. It is an
empowering and flexible process that
combines photography with elementary
social action and is commonly used in
the fields of community development,
international development,public health and
education. Participants embrace community
members of all ages and status, including
those who are discriminated against due to
language, gender, race, class, disability, etc.
Through their art, they bring new insights
and perspectives which raise awareness of
hidden or overlooked issues and aspects of
the community.
Participants are asked to express their points
of view or represent their communities
by photographing scenes that highlight
research themes i.e. community concerns,
community assets, social issues, and
public health barriers. These photographs
are collaboratively interpreted through
discussions in both small and large groups,
and narratives can be developed that
explain how the photos highlight a particular
research theme. These narratives are then
used to promote dialogue to mobilize and
help change-makers (i.e. policymakers) better
understand and change the community,
thereby developing effective solutions and
programs that address the issues and needs.
Photovoice was developed in 1992 by Caroline
C. Wang of the University of Michigan,
and Mary Ann Burris, Program Officer for
Women’s Health at the Ford Foundation
headquartered in Beijing, China.
It was first used to empower the silenced
rural women in Yunnan Province, China
to influence the policies and programs

KA2 COMMUNITIES COMMUNICATION

affecting them. Since then, the method has
been successfully used in different settings
and populations. More details: https://
en.wikipedia.org/wiki/Photovoice
Maslow’s hierarchy of needs
Maslow’s hierarchy of needs, represented
as a pyramid with the more basic needs at
the bottom. The pyramid can be used as is
or modeled to a specific desired theme. In
this theory, Abraham Maslow suggested that
before individuals meet their full potential,
they need to satisfy a series of needs.

then proceeding to more acquired emotions.
Maslow’s hierarchy of needs is used to
study how humans intrinsically partake in
behavioral motivation. Maslow used the
terms “physiological”, “safety”, “belonging
and love”, “social needs” or “esteem”, and
“self-actualization” to describe the pattern
through which human motivations generally
move. This means that in order for motivation
to occur at the next level, each level must be
satisfied within the individual themselves.

These kind of workshops (tests) can reveal
a great insight in one’s personality and
behavior detecting underlying issues that
can be improved. They can be performed
in a private way or in public disclosure,
depending on the group and its participants.

Maslow’s hierarchy of needs is a theory in
psychology proposed by Abraham Maslow
in his 1943 paper “A Theory of Human
Motivation” in Psychological Review.[ Maslow
subsequently extended the idea to include
his observations of humans’ innate curiosity.
His theories parallel many other theories of
human developmental psychology, some
of which focus on describing the stages of
growth in humans. He then decided to create
a classification system which reflected the
universal needs of society as its base and

Furthermore, this theory is a key foundation
in understanding how drive and motivation
are correlated when discussing human
behavior. Each of these individual levels
contains a certain amount of internal
sensation that must be met in order for an
individual to complete their hierarchy. The
goal in Maslow’s theory is to attain the fifth
level or stage: self-actualization.
Maslow’s hierarchy of needs is often
portrayed in the shape of a pyramid with
the largest, most fundamental needs at the
bottom and the need for self-actualization
and transcendence at the top.
In other words, the crux of the theory is that
individuals’ most basic needs must be met
before they become motivated to achieve
higher level needs.
The most fundamental and basic four layers
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of the pyramid contain what Maslow called
“deficiency needs” or “d-needs”: esteem,
friendship and love, security, and physical
needs.
If these “deficiency needs” are not met –
with the exception of the most fundamental
(physiological) need – there may not be a
physical indication, but the individual will feel
anxious and tense. Maslow’s theory suggests
that the most basic level of needs must be
met before the individual will strongly desire
(or focus motivation upon) the secondary or
higher-level needs.

Young people are now organising a festival
around the religious festivities, gathering
approximately 100.000 participants in total
per year. The interesting part is the factor
of communication as the intergenerational
connector is the process of organising and
holding up the festivities.
Both young and senior people come
together to build the structures, to create
different activities and host the participants
in a week-long fest with bands, dancing and
all sorts of celebrations. The involvement of
young people in such organisation came as
an initiative of the local parish together with
a youth organisation and it proved to be a
success, creating timeless bonds between
people. (Follow link to a video regarding
this type of community engagement:
https://www.facebook.com/festagaeiras/
videos/233338030690848/)
BIBLIOCLETA is a mixture of two portuguese
words:
- Biblioteca, which means Library
- Bicicleta, which means Bicycle

GOOD PRACTICE
- Example of good practice in enhancing
community communication in PT - Associação
de Jovens Voluntários de Gaeiras (JVG)
- Religious Festivities with a touch of youth.
(festa de nossa senhora da ajuda).
Almost all villages in Portugal are traditionally
devoted to a saint and celebrate that religious
devotion at a specific time every year. That
is something that has not been attractive
to young people growing in an increasingly
agnostic society where old traditions are less
and less attractive, not “cool”.
In Gaeiras, a small village with around
3.000 inhabitants, youngsters decided to
“risk it” and become part of the tradition.
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By combining these two words the name of
the project resembles the movement of a
bicycle which will deliver books worldwide in
low density urban areas.
The Concept:
The “BIBLIOCLETA” is a project of sustainable
development of critical thinking in low density
urban areas (and its carbon free!)
With this project, the intention is to challenge
everyone in the village / city / street and its
surroundings to read at least one book every
month. This book will be transported by
bicycle to the door of each registered house,
during the last Saturday of each month, by
an official “Bibliociclista”. The selection of
books will be made by young readers after
analysing the preferences of each individual.
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Each delivered book will also be accompanied
with a unique document where each person
can write their thoughts and notes about the
book and this document will always follow
the book to every house it goes. This service
is entirely free and to access it you just have
to fill in the form and wait for contact.

readers every three months to share ideas
and suggestions.

Afterwards, people wait in the comfort of
their home to receive the book and return the
previous month book to make it available for
other readers. If a person can’t be at home
at the scheduled day, they can return their
books and collect the next one in the local
parish or in Committees office.

- Citizen participation school of Córdoba

“BIBLIOCLETA” is a book-sharing platform
that promotes reading habits, critical
thinking, knowledge and happiness.
How it works:
1. Find a bicycle.
2. Find books (by donation, by creating a
partnership with the local library or buying,
resulting in a progressive enlargement of
your organizations’ library)
3. Create an online and paper form for
everyone who’s interested to fill in and
publish it in the social media and in the local
media(example: LINK GOOGLE FORM).

10. Keep going and spread the word!
Example of good practice in enhancing
community communication in ES Asociación Diagonal España

The School of Citizen Participation was
inaugurated in March 2011, with the main
objective of expanding the knowledge
and skills of citizens, political leaders and
municipal staff, in order to improve the
quality of participation in the city of Córdoba.
It arises within the framework of the Municipal
Plan for Citizen Participation of the City of
Córdoba, through its Action Plan 2010-2011,
in which the creation and implementation of
a training school for citizen participation was
contemplated.
This municipal project was financed by
the State Fund for Employment and Local
Sustainability (FEESL) through a project
for its creation, location, and provision of
equipment and the implementation of a
program of training actions.

7. Analyse and choose the appropriate books
for each individual.

The School of Citizen Participation is a
municipal project that offers training
to enable the involvement of citizens in
public life, through workshops, courses,
talks, debates, workshops, exchange of
experiences, working groups ... It aims
to contribute to strengthen the network
of associations and new forms of social
grouping by offering them the knowledge
and skills they need in their daily work, as
well as seeking to promote a more informed
and responsible citizenry in the construction
of the city.

8. Dress adequately and deliver the books

Objectives:

9. Create roundtables and meetings with the

• Enhance permanently citizen participation

4. Find someone interested in delivering the
books.
5. Deliver the information to every house in
your town / street / region
6. Create the bookmarks collection with
relevant information on the Objectives for
Sustainable development. (see the example).
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in public life.
• Strengthen citizen
as
autonomy,
communication.

capacities such
self-management,

• Encouraging more responsible and
effective citizen participation, promoting the
involvement of individual citizens in spaces
and participation processes.
• Contribute to strengthen associations and
new forms of social grouping.
• Offer associations and groups a space to
develop their own training actions.
• Contribute to the transversality of citizen
participation in municipal management.
• Encourage communication and networking
among associations and new forms of social
grouping.
Programming:
A training program is offered based on
the needs detected between associations,
groups and individual citizenship. Some of
the contents that we can find in the School
are:
• Exchanges of associative experiences and
good participatory practices
• Meetings of associations and groups
• Debates on the state of the city and
processes for its collective construction
• Budget democracy
• Social skills
• Social communication strategies
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•
Information
and
Communication
Technologies for the promotion of citizen
participation
• Management of associations: Legal
obligations, projects, reports, fundraising,
economic, fiscal and labor management,
revitalization of associations
• Municipal Regulations (Citizen Participation,
Municipal District Boards, Civic Centers)
Para participar en estos cursos/talleres es
necesario inscribirse en un formulario online.
Guide for good external communication
practices. Feaps (Spanish Confederation
of Organizations in Favor of Persons with
Intellectual Disability)
An example of good practices to improve
communication in communities in Spain is
found in FEAPS. This organization in defense
of people with intellectual disabilities has
developed an internal document / guide to
facilitate and improve communication with
families, people with intellectual disabilities,
society, institutions, etc ... For this they have
wanted to use simple language and that
does not induce confusion. This guide is
designed to be used both by members of the
organization and for external professionals
and entities that do not have communication
services.
This guide is divided into several chapters
in which the importance of communication
and its usefulness are discussed. For this,
they have established a very detailed
Communication Plan, which is also prepared
in a simple way and structured as follows:

• Participatory methodologies

- Objectives of the communication: What we
do an action?

• New forms of citizen participation

- Contents: What we are going to say?

• Search and management of resources for
associations and groups

- Public: To whom we are going to say?
- Of what shape: How we are going to say/
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- What medium do we choose: Where we are
going to say?

people with intellectual disabilities, aimed at
schools or other groups.

- At what time: When we say it?

• Hold a Conference in the Employers’
Federation

On the other hand, great importance is given
to internal and external communication, as
well as to the relationship with the media
and how it should be. For example, they
give us a series of recommendations to offer
attractive information to the media, but they
can also help us improve the relationship
and communication with our environment in
general:
• We must not offer information that
does not contribute anything and that is
limited to reporting an event without any
transcendence to the outside
• What else can we offer other than an
attractive headline?
• Accessible language. Do not use words
from the associative movement that are not
understood outside of it.
• The information that we throw to a medium
should not be extensive.
FEAPS, through this guide what is intended
is to take action and for this the following
activities are proposed:
• Communication from the Assembly, in
which a situation that
affects the collective or the association itself.
This statement is distributed among the
media
• Write opinion pieces on specific dates (Labor
Day, Children’s Rights Day, International Day
of Disability, etc.)
• Significant social events that allow the
participation of the population.
• Carry out an itinerant educational module
to raise awareness of the barriers faced by

• Exhibition on disability (of painting,
photography, relevant artists, or people
with disabilities, etc.) that shows how we or
the participating authors see the world of
disability.
• Round of visits to political parties proposing
a topic related to disability, for study and
positioning.
• Awareness campaigns: to change the
mentality of society or demand their
attention on a specific topic. It aims to
increase the assessment, acceptance of
people with intellectual disabilities to achieve
the ultimate goal that is integration.
• Request newspapers and / or other
communication media (radio, local television,
neighborhood radios, etc.) for free insertion
of advertising in spaces where they do not
have advertising contracted.
• Participate with a stand at fairs of social,
cultural, youth ..., craft associations, etc.,
Party of Public Education, ... with a striking
workshop for children (these attract parents).
• Competition between schools Christmas
cards organized by the organization. It can
be addressed to students with disabilities
specifically or to the entire student body.
Example of good practice in enhancing
community communication in RO Asociatia CFPC Constanta (CFPC)
The Generations Center
The Foundation Princess Margarita of
Romania builds communication bridges
between generations. The specificity of their
projects is given by their intergenerational
character: children, young people and
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the elderly are encouraged to participate
together in educational, recreational,
sporting activities within a community
framework. Volunteering plays a key role
in such activities, and volunteers involved
in Foundation programs belong to all age
groups.
The Generations Center is a project that
transforms after-school social centers into
micro-communities
involving
children,
young people and the elderly for solving
social problems. They bring together people
belonging to several generations and create
the framework where elders and children
socialise, learn new things, help and support
each other.

Bridges Between Generations
The project Bridges between generations is
conducted by the students and teachers of
the National college “Gheorghe Sincai” in Baia
Mare, in the framework of information and
communication campaign Europa, the House
of the European Commission representation
in Romania, campaign conducted in
Partnership with the Ministry of National
Education and it is meant to transpose the
European Commission’s communication
priorities into the school environment.

The intergenerational approach is based on
the belief that every person, regardless of
age, is a resource for the community, and
harnessing the potential of all members
of the community, interaction and
intergenerational dialogue are essential
premises for building a strong community.

The project began to be carried out aiming
at knowing the characteristics, causes and
social consequences of the demographic
ageing phenomenon, both in Romania and at
European level. However, the main aim of the
project is achieving a real intergenerational
communication, with an educational role for
the young.

Surrounded by the energy, vitality and
affection of young people, the elderly feel
less lonely and isolated, less marginalized
and neglected by others. When they have the
opportunity to get involved and contribute
to the good of the community they live in,
when they are given the opportunity to use
their skills for the benefit of the young and
without experience, the seniors regain their
self-esteem and lust for life.

Bridges between generations discusses the
problem of the involvement of the elderly
in the life of the community proving that the
active person status can be maintained after
retainment, that civilized community respects
its elders by exploiting their experience, and
that between generations there may be
numerous connecting bridges, created with
wisdom through a collective approach.

Children and young people receive from the
elderly the affection and heat that they often
lack in the family because of too busy or even
absent parents.
Contact with “adoptive grandparents” and
engaging in intergenerational community
activities keep many young people away from
such issues as drugs, juvenile delinquency,
school absenteeism. At the same time,
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young people often find life stories, receive
advice, and sometimes find a model of life or
a mentor in the old man in front of them.

During the school year, various activities
were conducted in the school, but also
in non-formal environments: “Let’s plant
together, grandparents and grandchildren!”
– Participation in the campaign “Romania
catches Roots”; “The most beautiful Story
of Life” – essay contest written by pupils,
inspired from the life of grandparents and
published in an electronic volume; Meeting –
Debate “The challenges of the Third Age”, etc.
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There are four volunteer students with
communication and organizational skills
which will manage the project further, by
establishing the actions, the timetable,
choosing the venue of actions, attracting
funds, securing logistics, elaborating the
programme and assuring its implementation,
but also by drafting the final activity report.
Thus, volunteer students will prove the skills
of European leaders – one of the goals of the
project.
Example of good practice in enhancing
community
communication
in
GR
- Politistiki Anazitisi Lesvou AMKE
(POLIANA)
Art provides many tools to empower, benefit
and strengthen the community. Through
art we can convey messages, address and
comment on aspects of society. Art is a
universal language, spoken by young and old
in all cultures without discrimination in race,
age, gender or beliefs.
A tool to express your imagination, your
emotions and feelings. A tool which allows
for experiment and research. Art leads to
tolerance towards cultural difference.
The Role of Imagery
The role of visual imagery in cultural
communication throughout history requires
attention to several aspects. For instance,
we can understand about human nature
and culture by reading the writings of art
historians. But the more we read about
humans’ culture, the more we learn more
about art. Visual images and illustrations are
important in understanding the world.
Visual imagery has been used since
prehistoric times in cave paintings. These
images have the ability to communicate to
contemporary humans, which is a remarkable
feat, considering that it transcends time and
surpasses any spoken language from any

culture, in any part of the world. It is a result
of three sources: community, culture, and
the need to communicate. The communities
which allow artistic imagery to grow feature
great connections and understanding
between people of different gender, religion,
age, race and class.
Communities
with
more
social
communication and understanding are more
likely to have more interaction, tolerance and
sense of solidarity between residents.
Like our ancestors, contemporary artists
practice art to express their thoughts and to
communicate with others. When we present
a work of art in a gallery or exhibition,
it means that we invite others to start a
conversation. People usually use different
methods of expressing their thoughts like
sounds, images, movements...etc. The visual
artist uses the means of imagery to open the
audience’s mind to a different perspective
of the world by representing their culture,
class, religion and community. They involve
others to think further and to understand
their concepts. All this repeats the fact that
art means communication and there is no art
without a creator and an audience to receive
and understand it.
Let’s have a closer look at three examples of
art activities performed by Poliana (Grece)
in the context of the Comm Comm project.
All examples are adaptable and can be
interpreted in accordance to own specific
needs, themes, focus groups and goals to be
achieved.
Objectives:
- To experiment with a variety of
artistic
materials
and
techniques.
To
reflect
on
strategies
for
collaboratively
approaching
art.
- To convey community messages through
a work of art.
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- To see a project through to completion.
- To look critically and respectfully at the
artwork of others.
- To revise and modify artwork as needed to
convey an important message.
- To efficiently manage the set time frame
- Seeing different perspectives
Understandings:
- A mural can convey a message, help build
community, and be a source of pride.
- Working with others to create a work of art
can be fun, and allows for the expression of
many ideas.
- It can also be challenging when not
everyone agrees with the ideas. That is why
it is important to talk about the challenges in
advance and set rules for working together.
- A work of art is finished when an artist feels
that his or her message is communicated.
- Artists can tell if their artwork communicates
their message by asking others. If people
looking at the art understand the message,
then it was successfully communicated
Essential Questions
- What kinds of benefits might come from
creating a community mural/group art
project?
- What is helpful and what is challenging
about working with others to create a work
of art?
- How can I tell if my artwork has
communicated the message I hoped to get
across?
When more than one person is participating
in a project many factors must exist for its
overall success. After the goal is established
and people start working together, the
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individual input of each person is intertwined
with the others in a successful collaboration.
The willingness for verbal communication
must be present, of course, but also respect
and consideration of others’ ideas. It requires
the ability to use diplomacy, to give and
receive constructive criticism, appreciate
the value of teaming up with others, being
supportive and demonstrate patience when
needed.
Observations:
During the projects/workshops we noticed
the many advantages that teamwork offers
to improve communication.
Apart from acquiring the obvious practical
artistic related skills, tools and knowledge
in the frame of Comm Comm Erasmus plus
project, in reference to communication.
The participants were all willing to be part
of the project. However, there were some
difficulties in the beginning, such as shyness
and language barriers in many cases. As
the project progressed and their interest in
surpassing their self-consciousness, each
participant slowly began to be integrated into
the team by learning how to listen and read
body language while applying their individual
skills.
By the end of the workshop they had learned
how to convey ideas to each other, even
across the language barrier, be tolerant and
patient when needed, and had, in general,
a supportive attitude towards one another.
They came together as a team, being proud
of the outcome and their efforts.
Mural Importance Blood donor (26/5/18);
Focus group: children
Procedure of the project:
- Informative discussion about the importance
of donating blood

KA2 COMMUNITIES COMMUNICATION

- Sketching and brainstorming on artistic
ideas to execute mural

- Drawing images and slogans to convey
message

- Making stencils

- Organizing seating as to mix locals and
refugees

- Practical information on how to use paint
and spray paint
- Delegation of teamwork in pairs

- Transferring images and words by printing
on paper sheets using acrylic paint

- Painting

- This project was supported by Erasmus plus
Greece

- This project was conducted in light
of
“International
blood
donor
day
“commissioned by the local blood donor
volunteers organization.

Example of good practice in enhancing
community communication in EE - Ngo
Islander

T-Shirtpainting Awareness of keeping our
seas and oceans clean (27/7/17);
- Focus group: Children and teenagers
- Procedure of the project:
- Informative talk about the necessity of
keeping waters clean
- Showing examples of polluting the waters
and its effect
- Offering and asking suggestions for
improvement
- Drawing images and slogans to convey
message
- Transferring images and words by painting
on T-shirts using textile paint

Few years ago we had a very good project
coordinator in our local community
Saaremaa, who organized different cultural
projects.
Tradition Memme ja Taadi day (Granny`s
and Grandpa`s day) was held in February
2016.
This time it was different and also lot of
young people from different high schools in
island were invited to share their knowledge
and enhance communication between
generation. Usually this day is dedicated to
our cultural heritage – folk dances and songs.
Instead of this topic: Facebook, blogging,
emojis, contemporary dances, hamburger,
Coca-Cola etc.

- This project was commissioned by the local
port authority (environmental committee.)
Printing Solidarity, Greek Erasmus plus
Solidarity Project through art movement
(6/5/2017) Focus group young people aged
13- 30 including both locals as well as
refugees
Steps followed organizing and executing the
project:
- Invited translators minimizing language
barriers

			
Photo: Tambet Allik, Memme ja Taadi day
2016
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What a day and a challenge.

GLOSSARY OF TERMS

Elderly people had a chance to get to
know more about young people and their
preferences and habits. Same time also
elderly people had a chance to tell about
their ways of communication and everyday
life.

Glocal – not a word per say, but rather a
combination of the words “global” and “local”
(e.g. “From local to global” - expression used
to expand the local dimension of an action,
activity, etc. to global dimensions)

Elderly people had a chance to get to
know more about young people and their
preferences and habits. Same time also
elderly people had a chance to tell about
their ways of communication and everyday
life.
During lunch, all 100 participants had a
chance to try Hamburger, fries and Coca
Cola. Very unusual for them and helped to
understand youngsters. Not many of the
elderly liked it.
Elderly people taught folk dances to
youngsters and they learned how to dance
contemporary dances. New moves, but
always joyful. It was a long day full of action
– dances, stories, workshops and new
friendship.
This was a very successful approach and
national TV was presented in the event and
they made 9 min short video.
Best practice example was very successful
and even few years later, people remember
it all.
Short video: https://menu.err.ee/289557/
memmed-ja-taadid-tutvusid-kuressaaresnoortekultuuriga
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Social media - interactive computer-mediated
technologies that facilitate the creation
and sharing of information, ideas, career
interests and other forms of expression via
virtual communities and networks.
ACRONYMS
ICT – Information
technology

and

Communication

EMC - electronically-mediated communication
eWOM - electronic word of mouth
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