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About this publication
This publication is based on educational materials and results of the Training Course Raising
the Curtain: Roma and non-Roma campaigning together, which was held in July 2012 in
Bulgaria (see Raising the Curtain project).
Like the training course, the publication is set to support youth workers and activists in
planning, implementing and evaluating youth campaigns promoting intercultural dialogue and
in particular dialogue between Roma and non-Roma.
The publication follows the structure of the training course and its main part explores
campaigning as a step-by-step process. The publication consists of the input given by experts
and participants in the framework of the training course and in some places – of additional
research. The examples given for each “step” are the actual results of the practical exercises
done in groups by the participants during the training. That is why it includes a lot of posters’
photos, while the design of the publication is inspired by a main step-by-step (or rather stairby-stair) poster, which was our map during the training.
The publication is intended for the trainees of the training course as a follow-up guide for
their further activities, but also for a wider range of youth activists and workers which plan to
run campaigns promoting intercultural dialogue.
Without claiming the handbook provides all the information needed for a quality campaign,
we hope it will be useful and will support raising the curtain between cultural groups on the
Balkans and beyond.
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Raising the Curtain Project
Curtains have played important role in the Balkans – even after the fall of the Iron Curtain the
Balkan nations kept many other curtains among themselves. One of them with no doubt still
stands between Roma and non-Roma.
The Raising the Curtain project is inspired by the partners’ experience in organizing campaigns
aimed at promoting intercultural dialogue on local level. More and more youth organizations
(both Roma and non-Roma) campaign for intercultural dialogue, acceptance, tolerance and
mutual respect. However, they hardly do it together. An overview of those campaigns shows
that they are either being organized by mainstream non-Roma organization (the Roma
community is poorly involved or not involved at all), or by purely Roma organizations (young
people from the majority are poorly involved or not involved at all). Our observations show
that those campaigns and the messages that they promote are often not well received –
either by the Roma community, or by the majority (and sometimes even by both!). This has
lead us to the conclusion that in order to have a quality planned and implemented campaign,
one needs to involve Roma and non-Roma in all stages of the campaign on equal terms. This
is the context that brought to life the project concept.
The main aim of the training course „Raising the curtain” is to build/develop knowledge and
skills for planning, implementing and evaluating campaigns, promoting intercultural dialogue,
among young Roma and non-Roma from Bulgaria, Romania, the Former Yugoslav Republic of
Macedonia and Serbia.
The training gathered 30 youth workers and volunteers, both Roma and non-Roma, from the
four Balkan countries. The training course was led in a few languages in parallel with the
support of all the participants. The training process combined online learning with residential
one. The residential seminar took place from 23 to 30 July 2012, in the village of Sokolitza,
near Karlovo, Bulgaria.
The specific objectives of the training course were:
To give the participants practical knowledge, based on real experience, for working in
intercultural environment in regards to designing campaigns for dialogue, acceptance and
mutual respect;
To build practical skills for developing messages, choosing tools (methods) and quality
assessment in regards to implementation of
campaigns promoting intercultural dialogue;
To encourage planning of concrete campaigns
promoting intercultural dialogue in the involved
countries and give opportunity for involvement
of Roma and non-Roma on equal terms;
To enhance in-depth interaction between Roma
and non-Roma young people and to
demonstrate the benefits of intercultural
interaction and joint work.
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The training methodology was based on the principals of non-formal education. The
educational methods aimed at supporting group learning through expert input and through
using the group’s existing resource. The working methods included: learning through sharing
of experience and practices; presentations and discussions; small working groups and plenary
sessions; online tools; simulations; cultural events; public event, etc.
The whole training is built on the concept
of non-formal education, putting the
learners in the center of the learning
process and supporting them to construct
knowledge, to build skills and to form
attitudes by themselves. The learners are
active participants in the learning process
rather than passive receivers of
information. The working methods
required the participants to be
concentrated, to communicate actively
among each other, to learn from one another’s experience, to generate ideas, to build
positions and to argue them.
The learning process and follow-up activities are currently ongoing in specially created
Facebook page, which still gives the participants the opportunity to interact with each other
and further develop some of the campaign
ideas, created during the residential training.
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Partners
The leading partner of the project is Pakiv European Network. The
organization is registered in Bulgaria in 2007 and works for strengthening
democratic practices and effective fulfillment of human rights by promoting
participatory approaches to development in Roma communities. In fulfilling
its mission, PEN seeks to influence policies for social inclusion of
disadvantaged (Roma) groups, by stimulating processes of critical reflection,
learning, and exchange on local experiences and practices. In the last few years we’ve put an
emphasis on working with young Roma and non-Roma and to achieve our goals, we:
provide learning and training opportunities for young Roma (seminars, workshops,
trainings);
run campaigns for intercultural understanding on local level;
give space for interaction, joint work and creativity between Roma and non-Roma;
identify and promote successful practices for inclusion… among others.
Read more on www.pakivnet.org or
“like” on http://www.facebook.com/pages/Pakiv-European-Network.
Club for Youth Empowerment 018 is a youth organization, based in
Nis, Serbia. The goal is to empower local youth, with a special focus
on Roma youth and youth coming from other socially excluded
groups. The organization supports active participation of youth in
society, promotes intercultural dialogue, healthy life styles, human rights, peer education,
networking on regional and European level, non-formal education among others.
Read more on http://kom018.webs.com/ or “like” on http://www.facebook.com/KOM018.
Amurtel Romania is an organization set to improve the quality of life for
people at risk of social exclusion. The organization runs social, educational,
volunteering and economic initiatives, as well as activities for promotion of
women’s rights. As part of its educational activities Amurtel develops and
provides inclusive educational services for the socially and economically
disadvantaged.
Read more on http://www.amurtel.ro or
“like” on http://www.facebook.com/amurtel.romania.
RROMA (Regional Roma Educational Youth Association) is a
project partner based in Kratovo, in the Former Yoguslav
Republic of Macedonia. It is an organization of young Roma
leaders is motivated to work on giving young Roma more
opportunities to get involved, to promote non-formal
education, multiculturalism, the need of self-inclusion and active citizenship, as strengthening
the capacities of future Roma leaders.
Read more on http://www.rromassn.org/ or
“like” on http://www.facebook.com/pages/Регионална-Ромска-Образовна-МладинскаАсоцијација-RROMA.
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What is a campaign for intercultural dialogue?
Campaign is a very common term. It is more often associated with politics and/or marketing
than with social causes. However, the civic movements all around the world have learnt to
use successful campaigning practices in their work or even created some, later employed by
political parties and companies.
With no doubt campaign is a set of activities which strives to reach as many people as
possible and deliver a message to them. In the Dosta! Campaign Toolkit campaigning is very
successfully described as taking people from where they are to where you want them to be. It
is about getting people to see why change is necessary, how it can make things different, and
how it can actually be a positive thing...1
Within the Raising the Curtain Training Course we’ve come to a consensus on what a
campaign, promoting intercultural dialogue is: that would be a campaign, trying to influence
people to change their societies from multicultural to intercultural. The following distinction
between the two is borrowed from Council of Europe’s All Different – All Equal Education
Pack:
MULTICULTURAL SOCIETIES: Different cultures, national, ethnic, religious groups all living
within the same territory BUT not necessarily coming into contact with each other. Minorities
may be tolerated passively, but not accepted or valued….
INTERCULTURAL SOCIETIES: Different cultures, national groups, etc. living together within a
territory, maintain open relations of interaction, exchange and mutual recognition of their
own and respective values and ways of life…2
IMPORTANT! To achieve such
transformation, it is not enough to
provide information (to organize
only informational campaign). Such
kind of change requires building
skills and values, along with
providing information, which could
not happen only with a brochure.
Methods which provide cultural
experience and learning are needed
(see STEP 3: Methods).
IMPORTANT! Campaigns for intercultural dialogue most often aim at disproving stereotypes.
The participants in the Raising the Curtain training course agreed that this is not a one-way
process. While the majority bears its harmful stereotypes about a minority, the same applies
to the minority. In order to achieve interaction, one needs to challenge the stereotypes both
of the majority and the minority. This proves once again that campaigns promoting
intercultural dialogue need to be planned and organized by intercultural teams with
knowledge about the cultural groups, targeted by the campaign.
1
2

http://dosta-coe.org/content-32
http://eycb.coe.int/edupack/
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Campaign as a STEP BY STEP process
STEP 1: Goals and target groups
The goals of the campaign are the reasons why we bother to organize it. If
we are back to the definition of a campaign as taking people “where we want them to be”, its
goals need to describe where this is.
However, to determine what we want to change, we need to be sure that something needs to
be changed. It is of a crucial importance to make sure that we are aware of the problem we
want to solve and we keep it in mind through the whole campaigning process. Too often,
youth groups first decide what they want to do and then start thinking of a problem that they
will solve this way.
To avoid that, during our training, we started planning our draft campaigns using the method
Problem Tree.
Problem tree
The first step in developing the problem tree is to identify a problem that our campaign
seeks to overcome. The core problem is written down in the middle of the paper, or on a
post-it note that is placed in the middle of a wall. Once the core problem has been identified, participants should consider what the direct causes and effects of the problem are.
Participants could work through the causes and effects on a sequential basis, starting
from the core problem. The immediate causes to the problem are placed in a line below
that of the core problem – in the roots of the tree. The immediate effects are placed
above the problem – in its branches.
A problem tree involves writing causes in a negative form (eg. lack of knowledge, not
enough money etc). Reversing the problem tree, by replacing negative statements with
positive ones, creates a solution (objectives) tree. Depending on the place of the objectives along the tree, you can identify an overall objective and specific objectives, considering the achievement of the specific objectives will contribute to the achievement of the
overall goal.3

3

Adapted from Problem Tree/Solution Tree Analysis at Evaluation Toolbox - http://evaluationtoolbox.net.au/
index.php?option=com_content&view=article&id=28&Itemid=134
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Raising the Curtain Example – Problem tree
On the base of the problem tree below the group came out with the following goals of their
campaign:
Overall goal: To improve relations between different social groups
Specific objectives:
To provide objective information about
different social groups to one another;
To disprove stereotypes about
different social groups.

Remark: The problems and the goals are still broadly formulated, but the aim of the
exercise was to experience the method, rather than to develop a detailed analysis which
was not possible due to limited time and the absence of important stakeholders.

The target group of a campaign is a specific group of people our message is aimed at. A target
group can be formed of people of a certain age group, gender, marital status, etc. Other
groups, although not the main focus, may also be interested. Discovering the appropriate
target group is very important, because it is a threat while trying to reach everybody to end
up appealing to no one.
The choice of target group often comes together with the formulation of goals or is
determined by it. For example, one of the groups during the training formulated as a goal of
their campaign “to motivate parents, children and teachers to pursue a better future through
education”. The target groups of the campaign are pre-decided by its goal – children, parents
and teachers.
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STEP 2: Messages
The message of the campaign is what we want to tell our target groups, what
we want to “persuade” them about.
The messages of a campaign are very close to its aims, while they are in tight connection to its
slogan (see STEP 4: Branding). The slogan and all the other elements of a campaign should be
able to deliver the campaign’s message. Sometimes the message could overlap with the
slogan, but it is not obligatory.
When there are a few target groups and they are very different (or we try to persuade them
about different things) we will most probably need to have more than one message.
Raising the Curtain Example
One of the groups during the Raising the Curtain training course developed a scale of a
campaign, promoting intercultural dialogue and education. The message that they wanted
to convey to disadvantaged parents (being one of the target groups) is that the education
of their children is the only chance for them to achieve more than their parents and to
have better life. The slogan of the campaign was in conformity with this message – Better
education, better life.
Dosta! Example
The Dosta! campaign has two messages:
A socio-political message: Roma have rights and aspirations like everybody else. They
are citizens of the countries they live in and they have to be recognized as such, in the
full respect of their citizenship and human rights….
A cultural message: Roma culture is part of Europe’s cultural heritage and it has
contributed to the enrichment of European societies…4
IMPORTANT! To choose your messages right, you need to know your target groups and to
predict how they are going to react to your messages. It is known to happen that some poorly
-chosen messages have worsened
intercultural relations instead of
improving them. Therefore, we
highlight
once
again
how
important it is to have an
intercultural team planning and
implementing such campaigns.
Even in this case, the best option
is to test your messages outside of
your team, with representatives of
your target groups, so you can
make sure that they will be wellreceived.
4

http://dosta-coe.org/content-32
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STEP 3: Methods
Okay, we have figured out what we want to do. The choice of methods
would answer to the question “How?” to do it. The methods are all the
activities, materials and events we will organize/produce to make sure that our messages will
reach our target groups.
Brainstorming the Raising the Curtain participants listed all the methods that could be
included in a campaign.
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Dissemination of leaflets and posters is the classic campaigning method. Without
underestimating the power of a text, we would like to highlight once again that informational
campaigns are too often just not enough to persuade our target groups to move from a
multicultural to intercultural living (see above What is a campaign for intercultural dialogue?).
It is also debated whether cultural events like festivals and concerts provide space for real
interaction between cultures and are able to raise awareness of the importance of
intercultural dialogue. That is why, within the Raising the Curtain training course, the
participants discussed such combinations of methods which would provide a quality learning
component to our campaigns. That is where participatory campaigning methods step in.
Some of our favorite participatory methods are part of the so-called Forum theatre.

Forum Theatre
Forum theatre is a method designed by the Brazilian activist Augusto Boal as part of his
concept Theatre of the Oppressed. As Boal himself describes it, Forum theatre presents a
scene or a play that must necessarily show a situation of oppression that the Protagonist does
not know how to fight against, and fails. The spect-actors (the audience) are invited to replace
this Protagonist, and act out – on stage – all possible solutions, ideas, strategies. The other
actors improvise the reactions of their characters facing each new intervention, so as to allow
a sincere analysis of the real possibilities of using those suggestions in real life. All spectactors have the same right to intervene and play their ideas. Forum theatre is a collective
rehearsal for reality. 5
We will not try to explain Forum theatre in details, as there is more than enough literature on
the subject. Instead, we will present the play we have done during our training.

Raising the Curtain Example – Forum theatre
Scene 1
The office of a youth organization – three members present. They find out that a project
they’ve been working on is approved for funding. They get excited and decide to celebrate,
going to the “best disco in town”.
Scene 2
The office of the disco boss. He calls the security (two people) and tells them that the
previous night thefts took place in the disco. He assumes they must have been done by
Roma, so he gives instructions for a strict face control – no Roma could be allowed in from
now on. One of security staff members suggests that this might be wrong and illegal, but
the boss argues that they should follow orders if they want their jobs. The other security
guard remains silent throughout the whole scene.

5

http://www.theatreoftheoppressed.org/en/index.php?nodeID=78
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Scene 3
The youth organization members are in front of the disco. Their documents are checked by
the two security guards and two of them are allowed in. The last one is denied access. When
asking why, they explain that they have orders not to let Roma in. There is a witness of the
scene – disco client, who gets in silently. The victim calls her friends on the phone, they get
back and after small argument with the security, the three decide to go someplace else.
After being presented as a whole, the scene starts from the beginning. The audience (the
spect-actors) is encouraged to stop it at any time and take the place of any of the characters
and act differently. They cannot take the place of the disco boss (the oppressor). The aim is
to try different strategies in solving the oppression problem. The play is re-played until all the
suggestions from the audience are being tried out. Discussion follows.
Want to know more about the Theatre of the Oppressed? Check out list of publications and
links on: http://www.theatreoftheoppressed.org/en/index.php?nodeID=52.

Flash mobs
It’s much more interesting to see a flash mob (or participate in one) than reading about it. So,
we invite you to type “flash mob” in YouTube or other video-sharing platform and spend a
few minutes there. Better yet, check the mini flash mob the participants of Raising the Curtain
training course organized in the town of Karlovo on http://youtu.be/11mOUEgYPFo. Some of
them are really impressive, aren’t they?
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The advantages of flash mobs are that they are very spectacular and fun to participate in.
However, have in mind that organizing a flash mob is a hard task, as it requires mobilization of
a lot of people and then coordination of all of them.
IMPORTANT! Organizing one flash mob would not achieve the goals of your campaign for
intercultural dialogue. It can get the attention of a limited group of people, even make them
ask questions. But it would not be enough to send your message, to persuade them in
something. So, we would suggest that you plan your flash mob as a supporting method,
rather than as a main one.
IMPORTANT! Flash mobs are getting more and more common, which means they are less and
less innovative. If you want to really catch the attention of people (and media?) what you do
during your flash mob should be innovative, as well as supporting your campaign message.
Never forget that whatever you do, it should be linked to your campaign goals and should
further convey your message!
Usually, very limited group of people get to be influenced by your flash mob (those who
turned out to be on the right place in the right time). However, if your flash mob is very
interesting it can reach a lot of people – if it’s filmed, edited and shared.

Videos
During the Raising the Curtain training course we explored videos in a broader framework of
the New Media campaigning tools (blogs6, websites, social networks). And we started out by
discussing positive and negative aspects of employing new media tools in our campaigns. We
will not list everything here, just make sure that you discuss the advantages and
disadvantages of New Media tools when planning your campaign. In any case, never forget
that not everybody has daily (or any) access to the Internet and that you can very easily annoy
people by trying to reach them virtually.
Videos remain a powerful campaigning method. Furthermore, it is more and more accessible
– many of our devices could record good picture and video-editing software are easy to
access and easy to work with.
Yet, some rules need to be followed:
Be sure that you know what you want to say with your video before shooting. Some
people get excited about shooting a video and in the middle of the process realize they
are not completely sure what they are doing.
Be sure the audience knows what you want to say with your video. In the attempts to
make our videos creative and innovative, we sometimes make them practically
incomprehensible. Have in mind that the usual viewer would only see it once and
would not obligatory direct 100% of their attention to the video.
Keep it short. Try to make it less than 2 minutes long. Otherwise you risk losing
audience.
6

You can find a short and user-friendly blog manual on Pakiv European Network’s publication “Different People.
One Europe! Campaign”, available on http://pakivnet.org/?page_id=215
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Make sure your video is ethically acceptable. Once again, you have to know your target
groups. Too short skirts of female students might not appeal to teachers and parents.
Smoking and drinking alcohol should be out of the pictures in almost any case. If you
target different cultures with one and the same videos, make sure that there are no
words or gestures that mean something else in any of the cultures.
Make sure everybody participating in the video is aware where the video is supposed to
be shared and for what purpose.
Make sure the music and the pictures you use are not someone else’s intellectual
property. Apart from breaking the law, using copy-righted music will most probably
result in getting your video down from any video-sharing platform and especially
YouTube. On the Internet you can find websites for music, licensed under Creative
Commons, meaning you can use it and share it as long as you don’t get profit out of it.
We recommend: http://ccmixter.org/.
Raising the Curtain Example – Videos
The participants in the training course were divided in 5 mixed groups and given two
hours to plan, shoot and edit videos promoting intercultural dialogue. See the results on
the Pakiv European Network’s channel in YouTube: http://www.youtube.com/pakivnet.
In conclusion, when choosing your campaign methods you should consider the best channels
to send your message through to your target groups. The various methods have to support
and complete one another. See the methods chosen by the Raising the Curtain participants
for their campaign Better education, better life.
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STEP 4: Branding
Branding could be the most pleasurable part of a campaign planning and
the one where your team could get really creative.
Branding comes from the marketing field and refers to a way a product is presented to its
public. During the Raising the Curtain training course we’ve discussed which parts of a
product brand we can use and adapt to “sell” our campaign messages. We also debated on
the differences between commercial and social campaigns.
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We’ve come to distinguish four elements of a brand, which we can use for our campaigns:
1. Logo
2. Slogan
3. Jingle/music
4. Design (of paper-based and web-based materials)
Raising the Curtain Example
To warm up the participants’ creativity we divided them in three groups. They had to work
out brand elements of three products: battery recharger (slogan and jingle); plastic cup
(logo, slogan and jingle) and a condom (slogan and jingle).
The condom group came out with the following jingle (using the melody of Abba’s I have a
Dream chorus):
Just believe in condoms
Use them all the way
Think about tomorrow
Not only ‘bout today.
We later focused on the branding of the three campaigns that were being developed in
parallel within the training course. This is how they got their final slogans:

Better education, better future
Let me show you who I am
Be the change

IMPORTANT! Branding your campaign should be done in consideration with your target
group’s characteristics. It should also support the message that you want to send. It is
important to maintain one and the same branding throughout the campaign!
IMPORTANT! The most successful brands are MEMORABLE, LIKEABLE, MEANINGFUL and
CREATIVE!
17

STEP 5: Resources
No, it’s not all about the money. Resources are everything we would
need to make our campaign come true. Surprisingly, most of it has
nothing to do with money.
The resource planning could be easily done with the help of three lists.
LIST 1 – everything we need for our campaign
Just take a piece of paper and start writing down. Try to get it as detailed as possible.
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LIST 2 – everything that we have
Go through LIST 1 and take out all the things that you have or could have after a meeting or
an arrangement. For example – the municipality has the perfect room for your event and they
usually give it out for free when it comes to non-profit events. This is what we call resources,
available in the community.
Raising the Curtain Example
We’ve asked the three groups working on their campaigns to come up with a list of
resources needed for their campaigns. Based on their lists, we’ve given the groups the task
to prepare for a meeting with important stakeholders and convince them to support their
campaigns (consolidation of resources, available in the community). We then made
simulation meetings.
The group working on the campaign Be the change met with the mayor of a municipality.
They came to the meeting with a drafted agreement for cooperation and were very
persistent for the mayor to sign. The mayor did not promise them partnership, but
promised to go through the agreement and give them an answer in a few days.
The group working on the campaign Better education, better future had to meet with the
director of a publishing house and convince him to support the campaign through ensuring
free text books for disadvantaged families. The group came out with the following strategy
– they proposed to the publishing house to double the books that they will buy after
fundraising activities. The publisher agreed to double the books if they are no more than
100 text books with an average price of 12 EUR each.
The group working on the campaign Let me show you who I am met with the chief editor of
a local newspaper, trying to gain support and media coverage for the campaign events.
The editor requested them to think of a catchy headline that can make the articles more
interesting and come back to him for further discussion.

If we are lucky, LIST 1 and LIST 2 might overlap completely, which means that we would be
able to easily consolidate the needed resources within the community. However, if they don’t
overlap completely, the parts of list 1, which are not in list 2, will make your last list.
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LIST 3 – external resources
The availability of funding depends on the time period, the country or even on the
municipality. We will present only two sources of funding, which are pretty much universal
for Europe.
Youth in Action Programme 7
Youth in Action is the Programme the European Union has set up for young people. It aims to
inspire a sense of active European citizenship, solidarity and tolerance among young
Europeans and to involve them in shaping the Union's future. It promotes mobility within and
beyond the EU's borders, non-formal learning and intercultural dialogue, and encourages the
employability and inclusion of all young people. The programme is divided into actions and
sub-actions depending on the eligible activities one can apply for. Most of the supported
projects are international, but it is also possible to receive funding for local actions as well,
mainly in the framework of Action 1.2 Youth Initiatives. See full description of the Programme
on http://eacea.ec.europa.eu/youth/ or on the website of your National Agency.
European Youth Foundation
The European Youth Foundation (EYF) is a fund of the Council of Europe to provide financial
support for European youth activities. Its purpose is to encourage co-operation among young
people in Europe by providing financial support to such European youth activities which serve
the promotion of peace, understanding and co-operation in a spirit of respect for the Council
of Europe's fundamental values such as human rights, democracy, tolerance and solidarity.
The supported activities are divided into categories. For support of international campaigns
one could apply under Category B (specialized publications, newsletters or magazines,
information campaigns, exhibitions and the production of audio-visual materials etc, the
development of websites or the production of CD-ROMs, the production of posters, badges
and stickers, etc.) See full description on: http://www.eyf.coe.int/fej/.

7

The Raising the Curtain Training Course and this publication are funded by the Youth in Action Programme.
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STEP 6: Evaluation
The evaluation of a campaign is one of the most difficult but most
important parts in the process of planning and implementation. It
is supposed to tell us whether we have reached the goals we have
set up in the very beginning and whether we have contributed to
the solving of the problem that we’ve decided to solve.
Apart from that, evaluation is important because it could give us important information if
something had gone wrong. This way, next time we plan our campaigns, we can take this into
consideration and avoid making the same mistakes over and over again. Last but not least,
evaluation would be important for our stakeholders – every donor and supporter would
require us to prove that we’ve made the change we said we would make in the beginning.
The biggest mistake we can make when it comes to evaluation is to start thinking about it
when the campaign is over. On the opposite, we need to plan our evaluation from the very
beginning, because we would need to plan when and how we gather information to track
progress. As they say in the Dosta! Campaign Toolkit to be able to make progress, you need to
draw up a “snapshot” of the present situation8.
Evaluation is done by the help of indicators. Indicator is a quantitative or qualitative factor
that provides a simple and reliable means to measure achievement and to reflect changes
connected to our campaign9.

8
9

http://dosta-coe.org/content-32
Definition adapted from DAC Glossary of Key Terms in Evaluation, May 2002
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Indicators measuring quantity are usually easier to both formulate and check. For example 5
workshops held, 150 people involved, 16 people actively involved, 17 media reports. When it
comes to measuring quality however, things are not so simple. Especially when we have to
measure perceptions in regards to intercultural dialogue.
IMPORTANT! Concrete indicators should be thought in the framework of a concrete
campaign. This needs to happen in the stage of campaign planning!
Raising the Curtain Example – Evaluation
In the following lines we will share the evaluation process of the Raising the Curtain
training course. The evaluation of the training is done on a few parts:
1. Entry questionnaire, filled anonymously by the participants in the beginning of the
training course.
2. Exit questionnaire, filled anonymously by the participants in the end of the training
course.
3. Daily reflection groups – in the end of each training day, the participants would
gather in a group and reflect for 15-20 minutes on what happened during the day –
what they’ve liked or disliked, what they’ve learnt, what made a great impression.
4. Creative evaluation – in the last session of the training the participants, in groups,
had to make a song, sketch or dance expressing their feelings about the learning
process of the training.
5. Follow-up questionnaire that will be sent to the participants a month after the
training course after the participants have had enough time to reflect on the
knowledge, skills and values constructed during the training course.
Below, we publish comparison between the results of the entry and the exit questionnaires.

Please rate your expectations in relation to the
above-mentioned objective of the training

Please rate how far was the above-mentioned
objective of the training achieved
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Please rate your expectations in relation to the
above-mentioned objective of the training

Please rate how far was the above-mentioned
objective of the training achieved

Please rate your expectations in relation to the
above-mentioned objective of the training

Please rate how far was the above-mentioned
objective of the training achieved

23

Please rate your expectations in relation to the
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Please rate your current level in the following competency:

Please rate your
expectations in relation to
the different elements of
the agenda of the training

Please rate your
satisfaction in relation to
the different elements of
the agenda of the training
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