
M
an

ua
l f

or
 

s
N

G
O

Learn  tools IT





This manual has been developed in the framework of the 
project “Learn IT Tools”, training and networking ac�vity that 
was held from 23rd to 30th May 2016 in Braunlage, Germany, 
financially supported by the Erasmus + Programme over the 
German Na�onal Agency. The project equipped group of 
youth workers and young civic ac�vists with knowledge and 
skills on how to use digital technologies as tool for increasing 
the visibility of the youth associa�ons and the project 
ac�vi�es they are implemen�ng. Experienced team of 
trainers delivered sessions on how to produce semi-
professional video and photography, how to use certain 
interac�ve tools for web design and web edi�ng, as well as 
how to use social media and other digital pla�orms as tools for 
advocacy, campaigning, networking and dissemina�on of 
project results.

In a simple and user-friendly manner we will try to provide you 
with some hints on how effec�vely to use digital technologies 
and social media for benefit of your organiza�on and the 
communi�es you are working with. 

The informa�on in this manual is used from many and 
different sources, some of the contents are output from the 
workshops during the training, and some is wri�en from the 
developers of the manual. 

We hope you will find it useful. 

NaturKultue e.V. 
Darko Mitevski
Dagna Gmitrowicz
Ivan Sterjoski
Andrei Matalyha  

Introduc�on



Few important features 
when making a photography

Many small and medium NGOs don't have the funds or means to hire professional 
photographers to document and disseminate their events and projects that they are 
organizing. Here you can find few rules of making photography and rapidly improve the 
quality of the photos if you follow these rules and learn how to operate the camera. 

Rule of thirds - is a "rule of thumb" or 
guideline which applies to the process of 
composing visual images such as designs, 
films, pain�ngs, and photographs. The 
guideline proposes that an image should be 
imagined as divided into nine equal parts by 
two equally spaced horizontal lines and two 
equally spaced ver�cal lines, and that 
important composi�onal elements should be 
placed along these lines or their intersec�ons. 
Proponents of the technique claim that 
aligning a subject with these points creates 
more tension, energy and interest in the 
composi�on than simply centering the 
subject.

Light - A good photographer knows how to compose an image, how to angle 
her camera so the viewer gets a completely unique perspec�ve of an object, 
how to capture an event in an interes�ng and unusual way - even how to 
capture an emo�on. A great photographer does all of this in the right light. 
There are many ways how the light can be used in photography:

a. Natural light vs Arteficial light (The sun, moon or fire vs bulbs or other man 
made light)

b. Hard light and so� light (hard light creates hard shadows, so� light makes 
so� shadows)

c. Color temperature (the warm color that different lights give – blue, yellow, 
orange etc)

d. Direc�on (side light, front light, back light
e. Intensity (light intensity mostly relates to the aperture, shu�er speed and 

ISO you will need to choose for a par�cular scene)

For more reads on light you can visit the link on the bo�om of this document. 



Exposure - Exposure is the most fundamental concept of image 
capture. Many people know so li�le about it because the 
electronics of our cameras are fairly good at guessing what things 
should look like. While you may be able to trust your camera most 
�mes, if you're at all serious about video, you need to understand 
how it works and understand the tradeoffs that come with each 
op�on.

There are three things that determine 
your exposure: your camera's shu�er 
speed, its aperture (also called the iris) 
and the sensi�vity of your camera's 
sensor, measured in ISO (which stands for 
“Interna�onal Standards Organiza�on” 
but nobody cares and knowing won't get 
you invited to any be�er par�es). Each of 
these variables has a gremlin riding on its 
back which changes something other 
than your exposure, which is why a lot of 
people just throw their hands in the air 
and set their camera on Program mode to 
be done with it.

Just to confuse things, when some numbers get bigger, things get 
dimmer and when other numbers get bigger, things get brighter. 

Tips:T

Direc�onD



Lots of repe��ons, shapes, pa�erns and linesL

BalanceB





Foreground, middle, backgroundF

More �ps: 
џ In the beginning shoot black and white
џ Work on a shot (try different posi�ons, try different light, take different 

angles, hight)
џ Come closer, know what you want to show
џ Size of an object in frame is propor�onal it's importance
џ Simplify
џ Good photo - lots of small decisions
џ Tell a story with your photo (h�ps://www.youtube.com/watch?v=F-

TyPfYMDK8) 



Few important features 
when making a video

Frame rateF or also known as frame frequency, is the frequency (rate) at 
which an imaging device displays consecu�ve images called 
frames. The term applies equally to film and video cameras, 
computer graphics, and mo�on capture systems. Frame rate is 
usually expressed in frames per second (FPS).

White balance W (WB) is the process of removing unrealis�c color casts, so that 
objects which appear white in person are rendered white in 
your photo. Proper camera white balance has to take into 
account the "color temperature" of a light source, which 
refers to the rela�ve warmth or coolness of white light.



Shoo�ng for edi�ng Shoo�ng for the edit is a technique that you can use 
during produc�on to make your post-produc�on 
process more efficient (and pleasant). It's all about 
keeping in mind how you're going to edit your footage 
in the near future while you shoot. In other words, plan 
ahead and be kind to your post-produc�on self.

S

To have a good base for edi�ng the videos you need to make at least:
џ 3 shots - Different shot sizes (Long, medium, close-up) 
џ Try to change angles (30°rule ) 
џ Always have several shots of some details (inserts)



Different techniques to cover a storyD

Do´s and don'tsD

What makes your video look amateur: bad light, zoom in and out during the 
shoo�ng, shakiness, BAD AUDIO
Equipment to increase a level of your material: tripod, lavaliere microphone, 
reflector
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How to create your own website 
in few simple steps

Many NGOs don't have the resources, financial or from IT point of view, to 
create their own website. However, making a website nowadays is not so 
complicated and anyone can do it and without any costs. In the following slide 
show with print screens we will explain step-by-step how to create your own 
website on a WordPress pla�orm.
 
Good website it is a way to communicate your ac�vi�es to your audience and 
it requires strategy. 

Nowadays mainly content of a website generates interest by being useful or 
entertaining. This kind of wri�ng can be very powerful over �me and a�ract 
new site visitors. Providing informa�on that is of interest to a large audience 
will help more people learn about your brand and give your reputa�on a 
boost.

STEPS:
The first step would be – to design your website offline, with pen and paper by 
answering two basic ques�ons: 

What are the goals for my website?

Make sure you dis�nguish between means and goals. A�er you have detailed 
all the main things you want to achieve, priori�ze. Se�ng this order is 
important since it will make a difference in the way you organize your 
homepage and how you order the elements on your website.

Who is my target audience?

Think about your exis�ng customers and your poten�al customers. How old 
are they? What are they like? What impresses them? How do they get to your 
site? What do they look for when they come?

Plan Your Website Pages -what kind of pages do you want to have on your 
site? Will your homepage be mostly textual or do you want to impress visitors 
with visuals? 

The more organized your material is, the faster the process will be. 

Write the text for each page separately. Crea�ng your website with SEO in 
mind will help your site's ranking on search engines!

Gather all the images you'd like to show and crop them to the right size.



SEO:  To bring lots of visitors to your website, you 
want to show up as high as possible on Google and 
other search engines' results. With that said, one 
of the best ways to rank high is to make sure you 
find the right keywords for your business and to 
use these words in the text and other elements of 
your website. To do so, the first step would be to 
make a list. Try and think of terms and phrases that 
your clients would be looking for when searching 
on Google for a business like yours. Then, consider 
pairing those words with trendy terms. If you 
make mainly local ac�ons, try adding a word that 
describes your loca�on. When it comes to 
choosing keywords, experts always use a Keyword 
Tool like Google Analy�cs, Moz Explorer or 
SEMRush. These tools tell you exactly how many 
people are searching for specific terms each 
month. They also suggest terms to use and can tell 
you if a keyword is very compe��ve.

Look for your niche and try to find keywords that 
capture it. 
It's more important to look for quality keywords 
that accurately and specifically describe what you 
do than quan�ty. Its enough to have them 10 in 
total. 

URL: your URL is part of your 
branding ,  your  overa l l 
aesthe�c and most impor-
tantly, it's crucial to your 
SEO. There's a clear format 
followed, which is: Domain + 
Page Name.

The domain doesn't include 
any type of page within your 
site, it's simply your name. 
Once you register your 
domain, you'll need to build 
your website and find a host 
for it.  There's a simple 
format you should follow in 
order to create your domain 
name. First, you'll want to 
include your business name 
a n d  i f  y o u ' d  l i k e ,  a n 
addi�onal keyword. It's 
important  to  keep the 
d o m a i n  s h o r t  a n d 
memorable and without any 
kind of special character or 
abbrevia�ons.

Blogging:

It is one of the best ways to improve your online presence! Publishing new content 
on a regular basis reminds search engines that you exist and adds new pages to 
your website. And, each �me another website or blogger links to a post you wrote, 
Google will improve your website's rank. You can capture the a�en�on of readers 
on Facebook, Twi�er and on LinkedIn. As you generate more traffic from social 
media, Google will be impressed as well. 

Start off slowly and make a schedule that you know you can s�ck to. Pos�ng once a 
week or even once a month is a great goal for beginners. Blogging is a great way to 
boost your reputa�on. When you provide your readers with professional advice, 
you demonstrate your exper�se.  

Blogging isn't just a way to establish your status is an expert. It also serves as a 
powerful tool for staying in contact with your past, present and future events and 
target group. Use your blog to let your community of readers know about a new 
event. 

It is also good distribu�ng your blog in an online newsle�er.



Wix vs WordPress is not an easy decision, especially if you are 
starting off with building websites.

The last thing you want to do is commit a lot of time and energy to 
building a website, then finding out that you have to re-build it again 
because you picked the wrong website builder.

Both Wix and WordPress are good website builders, and the 
differences between Wix and WordPress is fairly significant.

Each has its own pros and cons and being able to identify these pros 
and cons is important in understanding which one of them will be 
better for you.

WordPress is an open source platform, this means that their codes are 
open to everybody to use and modify. Any programmers / coders can 
use WordPress to create their own themes or plugins for others to 
download for free, or to be purchased for a fee.

But before you conclude that WordPress is better, the fact that 
WordPress is so large is also a potential problem. You can imagine, 
anyone with a little bit of coding knowledge can build a theme or plugin 
for WordPress – which is dangerous. The quality of these tools could 
be fantastic, or could be junk. Based on our experiences, there are 
more junk than fantastic plugins.

Wix is not an open source platform so their codes are not available for 
people to modify. This means that only their private development team 
can produce website building tools – this results in Wix's tools being 
fully integrated into their website builder, and will have a much lower 
chance of being “buggy”.

Wix is also expanding their Apps Market so you can add a lot more 
functions to a Wix website (these Apps are fully integrated so you don't 
have to worry about installation).

Wix makes it easy for all levels of users to build websites quickly as it 
enables you to drag and drop content wherever you want. With 
WordPress, you'll need to be prepared to spend a lot of time to learn 
how to use it. 

Despite WordPress being more powerful versus Wix, WordPress 
does require quite a bit of maintenance work to keep your WordPress 
website in an up-to-date condition. If you don't update your theme or 
plugins, you run the risk of harming the performance of your website, 
or even crashing it (rare, but does happen).

With Wix, they manage all the updates so you don't have to do 
anything. This is a real benefit especially if you work in a very small 
team (or even just by yourself), without the benefit of a dedicated 
website team to support you.

Wix vs WordPress 
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Social media

Social media plays a huge part in our lives. Your website needs to be combined with 
social media to reach your target group.

Social media strategy:

Don't do that: Do that:

Selfish and social, it just 
doesn't make sense. Avoid 
being too self-centric.

The tempta�on: being 
a c � v e  o n  a l l  s o c i a l 
pla�orms. Remember - 
quality is more important 
than quan�ty.

Don't spam your audience. 
D o n ' t  c r e a t e  t o o  b i g 
expecta�on with pos�ng 
irregularly. 

Spelling mistakes.

Invasion #of #haschtags #.

Ignoring analy�c. 

Gets too personal on your 
profile. 

Be rude or reject someone 
else's opinion online just 
because it's different from 
your own.

Keep the self-portraits to a 
m i n i m u m  a n d  y o u r 
followers will probably 
thank you.

Share your poten�al partners' most 
interes�ng posts, publish some of your 
clients' tes�monials and organize ac�vi�es 
with your community.

Focus on the 2 to 3 social networks that serve 
your business needs in the best way. If your 
target audience.

When you create content, schedule it with 
tools like Buffer, Hootsuite or eClincher, and 
make sure that you spread it out on different 
days.

Pos�ng at the best �mes will help you get 
more traffic, more engagement, and more 
followers. Read this ar�cle:
 h�p://coschedule.com/blog/best-�mes-to-
post-on-social-media/ .

Answer comments and messages on your 
social accounts,

When you decide to use the pound key, try to 
guess what term in your Tweet/Post really 
needs to be emphasized visually. More than 
that, take into account the poten�al of the 
#hashtag you pick in terms of visibility in the 
conversa�ons that are happening at the 
same moment.

Use simple language – avoid professional 
jargon. 

In order to op�mize your results, you have to 
rely on past insights, check analy�c. 



Facebook:

Facebook may be a veteran on the social media scene, but this online legend 
is a master at keeping things fresh. 

News:

Facebook has recently blessed us with the 'save for later' feature, which as 
you can probably guess, allows you to save posts you're interested in to read 
at a later �me. It's basically bookmarking on Facebook.

You can now add videos as a comment on a post.

Instant Ar�cles is the new way to publish ar�cles and blog posts right within 
the Facebook pla�orm. Once you publish a post, writers can redirect readers 
to a full ar�cle within the Facebook pla�orm which loads faster than ar�cles 
published on other external websites.

Canvas- the idea is simple: a�er someone clicks on an ad that they see on 
Facebook, adver�sers can choose for the click through to the next ad space to 
redirect to a beau�ful and fast loading page within Facebook itself.

Twi�er:

Twi�er can be a great promo�onal tool for your business website. It provides 
a terrific venue to connect with your target audience, and bring them tailored 
content that can convert them into customers.

Your Profile: choose your profile name (short and memorable), upload 
images Twi�er gives you two spaces to make an impact – your cover and 
profile photo. Cover photo, it's a great big space to show what it is you or your 
business are all about. Personalize your own account and bring in your 
brand's colours. Just click on 'Edit Profile' and then click on the 'Theme Colour' 
bu�on on the le� side. Complete your bio in 160 characters. And finally follow 
some people -  in order to get followed, you have to follow. 
Behaviour in twi�er:

HashtagsThose things that start with the pound symbol? Hashtags are a 
great way to tap into conversa�ons happening on Twi�er. More on that 
below.Handles. We covered this one up top, but here's a reminder: it's 
your profile name. For example, our's is @Wix.

Retweets You can retweet content you see on Twi�er by simply clicking 
the bu�on below the text. Once you start twee�ng, you'll soon be 
hoping that people retweet your own content.

Men�onsWhen someone talks to you on Twi�er, or talks about you, it's 
called a men�on. It's something you'll want to check for when you're 
maintaining your channel (more on that, too, below).

@

#



Twee�ng:

Content. Deciding what you will be saying on this social channel is one of the 
important first steps. It'll take some trial and error un�l you figure out what works 
best, but coming up with some preliminary content ideas will be very helpful. 

Once you've started twee�ng, be sure to u�lize the Pinned tweet op�on. Basically, 
it lets you decided which tweet you want people to see most.

Twee�ng schedule. You don't necessarily need to tweet 20x a day – the frequency 
can be as li�le as once a week, just make sure you s�ck to it and vary your content.

Info-graphics: 
A well-designed infographic can cap�vate a reader by communica�ng complex 
informa�on quickly and clearly. Infogr.am focuses specifically on this by providing more 
than 35 different charts and over 200 different maps to present your data in the most 
effec�ve manner possible.

Designer tool:
The stunning visuals for your website, social accounts, blog and even emails in just a few 
minutes with no prior design experience. 
Canva - offers super easy tutorials to take your work to the next level and tons of free 
high-resolu�on images licensed under Crea�ve Commons Zero, which means the 
pictures are completely free to be used for personal and commercial use.
Piktochart: will enable you to create fast visual report with simple info graphics. 

Social media visual:
With Pablo you will create amazing picture based visuals that may increase your social 
media engagement.

Movies:
Picovico is offering a free online video maker that takes your stunning photos and texts 
and simply converts them into a beau�ful slideshow to express your story in the most 
meaningful way. 

Quote maker: 
Quotes Cover takes the best quotes in history and turns them into beau�ful images to 
use in your social media channels.

Stay interac�ve:
Genially - this powerful tool help you create stunning images, infographics, 
presenta�ons and microsites, it will also enrich them with beau�ful interac�ve effects 
and anima�ons. 

Padlet – may encourage your target group to give comments (visual, text and sound) to 
your topic without registra�on. 
This ar�cle is a compendium of different texts.

You can make it even be�er!
You can make it even be�er!

Source: 
h�p://www.websitebuilderexpert.com/wix-vs-wordpress/
h�p://www.wix.com/blog/2016/



Few simple and easy steps to create 
a social networks communica�on/visibility 
strategy for your NGO

1. Who do we want to target? Define different groups of stakeholders
Par�cipants for our projects, volunteers, local ci�zens, partner 
organiza�ons, poten�al funding organiza�ons or programs, local or na�onal 
government, companies, media and the list can go much longer. Strategies 
are always targe�ng someone – meaning that you are not just randomly 
doing your communica�on and visibility but you do it with purpose to 
achieve something. 

2. What do we want to achieve?
 People to know about our ac�vi�es, to become more relevant in society, to 

get more funding opportuni�es, to create new networks and find new 
partners cooperate on other projects. Your goals have to be clear and 
measurable so you can compare if the efforts and resources that you are 
inves�ng are reaching your goals. This will be indicator if you need to change 
or improve some things. 

3. What kind of resources do we want to invest?
a.  NGOs have very limited resources, so the alloca�on of those resources 

has to be done strategically and has to achieve the goals. Is it going to be a 
person dedicate to manage all social networks as a full �me volunteer, or 
we will give part �me tasks to one volunteer per pla�orm(FB, website, 
twi�er), or we will hire someone externally to do that, the NGO has to 
decide what kind of resources will dedicate to the strategy. 

4. What is the poten�al benefit, what will we gain?
a.  Increased exposure to youngsters, be�er image to funding organiza�ons, 

improved access to local government, fundraising campaigns, be�er 
relevance of our work in the local society can be some of the benefits. 
Make sure that your benefits are concretely described. 

5. What type of media are we going to use?
a. Today there are many electronic media that can be used: websites, 

facebook fan page, twi�er, Instagram etc. We suggest that you select less 
but you really manage them, update them and dedicate �me to reach 
your goals. 

6. Define the ac�vi�es you want to make?
a.  Describe the ac�vi�es (post on the facebook page, ar�cle per project,  

making a video from an ac�vity etc)
b. Put a �metable or deadline for each ac�vity (one post per day on 

facebook, one ar�cle per project etc)
c.   Assign responsible person that will deliver the task. 



How to use social media and 
digital technologies for dissemina�on 
of the project results

What is dissemina�on of project results?

Dissemina�on is process of making the project results and deliverables visible and 
available to the stakeholders and the wider audience.  

Why dissemina�on of the project results is important?

Because is almost impossible the project to achieve significant impact without 
establishing coopera�on with the key stakeholders and relevant actors. By 
dissemina�ng the project results and deliverables not only that we inform them 
about the project, but we are also invi�ng them to involve or send us feedback. This 
will bring added value to our project.   

What we would like to disseminate (defining the message)

What are we planning to disseminate or defining the message we would like to 
send is the first step of dissemina�on of the project results. 

Example: Within a project for raising awareness on the problems and challenges 
refugee women are facing with, you have produced digital story telling video 
where women vic�ms of gender based violence are sharing their personal stories. 
In this case we would like to disseminate digital story telling video for advocacy 
purposes and the message we would like to send is that women and girls on the 
move are extremely vulnerable category of persons and state and interna�onal 
agencies should take addi�onal efforts to ensure refugee women to be treated in 
safety and dignity.
  



How to involve the key 
stakeholders?

1) Stakeholder analysis. As a first step in 
achieving this, we have to iden�fy the key 
stakeholders, other relevant actors and 
social groups that are concerned with the 
par�cular issue.  We have to iden�fy them 
as well as their behaviour up to date. 

Example: You are organizing project that 
aims to raise awareness on the need of 
increased recogni�on and valida�on of 
non-formal learning. For this purpose you 
organized training with youth workers 
from different countries who reflected on 
why increased recogni�on and valida�on 
of non-formal learning is important and 
how to achieve it.  Numerous conclusions 
and recommenda�ons are adopted and 
ac�on plan on how to contribute towards 
increased recogni�on of non-formal 
lea r n in g  i s  d eve lo p ed .  P ro j ec t  i s 
completed, what is next? If we want our 
project to achieve significant impact we 
have to  establish coopera�on with the key 
stakeholders and relevant actors, to share 
w i t h  t h e m  t h e  c o n c l u s i o n s  a n d 
recommenda�ons, the ac�on plan we 
have developed and invite them to join our 
efforts towards increased recogni�on and 
valida�on of non-formal learning.  So, we 
need to iden�fy the key stakeholders and 
their behaviour up to date (this is called 
stakeholders analysis). In this par�cular 

case some of the key stakeholders are – 
employers (corpora�ons, SMEs central and 
local government etc.), Ministry of Labour 
and Social Policy, Ministry of Educa�on, 
agencies of employment and recruitment 
agencies,  providers of  non-formal 
educa�on, young people etc.  Analyze 
their behaviour up to date – check if 
ministries have adopted certain policies or 
developed certain plans and strategies on 
increased recogni�on and valida�on of 
non-formal learning, analyze if employers 
have take into considera�on the skills and 
competencies of the candidates for a job 
posi�ons gained through non-formal 
educa�on etc.

2) How to deliver the message – which 
channel or tools to be used?  It is really 
important to ensure that not only the 
message to be sent, but also that 
she/he/they will receive the message.  
Let's once again use the example with the 
increased recogni�on and valida�on of 
non-formal learning. We would like to send 
message to all key stakeholders. Should we 
use the same channels and tools?  Not 
necessarily. For example if we would like to 
ask youth associa�ons to sign pe��on for 
increased recogni�on of skil ls and 
competencies gained through non-formal 
learning, we can reach many of them on 



Facebook by simply pos�ng in some of the 
already established groups. But this is not 
the case with the ministries, employment 
agencies and bureaus or the business 
community. Brief research on this can 
bring you to conclusion that the ministries 
are having conserva�ve approach in 
communica�ng with general public – 
through e-mail or Q&A sec�on on their 
websites, business community and 
recruitment agencies are using LinkedIn 
etc. This means that you should make 
separate analysis for each stakeholder. 
When making this assessment please take 
into considera�on who would you like to 
reach from the respec�ve stakeholder – for 
example in the example above you need to 
reach the human resources department of 
the company not the sales department etc. 
We have to analyse all these details when 
developing our communica�on strategy 
for the dissemina�on of the project results 
and deliverables.

We should also take into considera�on the 
engagement rate.  What is rate of 
engagement? It is related with how much 
feedback we get from the people to which 
message was delivered (or saw our post). 
Different social networks have different 
engagement rates. For example we post on 
the fan page of our youth associa�on 
informa�on about crea�ve workshop we 
organized. We have collected 100 likes, 20 
comments and 30 people shared our posts.  
How we can interpret the likes, comments 

and shares? In most simple manner we can 
say that by pressing like someone applauds 
to our good job, by sharing it she or he 
would like to tell to all friends of what we 
are doing, and by commen�ng would like 
to ask for addi�onal informa�on or to give 
as feedback on what we are doing. Another 
example - you are crea�ng event on 
Facebook or MeetUp – you can see how 
many people will or would like to a�end 
the event, how many are interested and 
how many are not a�ending it for different 
reasons. The quan�ta�ve analysis is 
available free of a charge or for a certain 
fee (Google analy�cs provide informa�on 
on the visitors of a website, Facebook 
analy�cs provides data on how many 
people liked our fan page or saw our post 
with age breakdown of the people etc.). 
S�ll most efficient qualita�ve analysis can 
be made by you – by analysing if the 
comments were posi�ve or nega�ve, see 
what are the most required informa�on or 
remarks, or simply by communica�ng with 
people that expressed interest for what 
you are doing by sharing, commen�ng or 
liking the post.   

If you are really interested into this topic 
you can find online really useful ar�cles by 
social marke�ng experts on how to 
calculate engagement rate for social 
marke�ng purposes, or just simply ask for 
some hints from a friend or a person you 
know who is working in the field of digital 
marke�ng.  In this manner you can find out 



what is best �me to make a post on the social networks to reach wider audience, how by 
using hashtag on Twi�er you can reach wider audience, how to use LinkedIn most 
efficiently for the purposes of your youth associa�ons etc.

While we have men�oned just some of the project deliverables and methods that can be 
used for project dissemina�on (digital story telling video for raising awareness or 
advocacy purposes, pe��on etc.), you can always find the most appropriate 
dissemina�on methods for the specific issue and target audience – that can include but 
not limited to publica�ons, posters, photo exhibi�ons, collabora�ve events, press 
conference etc.

Last, but not least, please consider that a part of dissemina�ng the project results and 
deliverables, you can involve the key stakeholders and other relevant actors from 
the very beginning of the project (planning phase) and invite them to be partners in 
your project.  

Used materials, websites and links

Some of the informa�on in this manual is used from the following websites:

h�p://www.cambridgeincolour.com/tutorials/camera-exposure.htm
h�ps://en.wikipedia.org/wiki/Rule_of_thirds 
h�p://ec.europa.eu/chafea/management/Fact_sheet_2010_10.html 
h�p://www.digital-photo-secrets.com/�p/3149/understanding-light/
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