
Intro – Hello all! Welcome to the Evelyn Oldfield Unit’s new toolkit on engagement. This is an easy to 

use and accessible guide to support you to build your communication skills and the visibility and pro-

file of your organisation. We have made this new resource as practical as possible for you and 

based the content on research from refugee organisations on their engagement needs. This useful 

resource will allow you to build on traditional methods of engagement as well as to develop new  

digital strategies. We have spent time finding appropriate resources for you  - always free - and     

designed each section to be self-explanatory and appealing to various learning styles. We have 

learnt a lot from this and hope that you do too.. 



 

Introduction 

Glossary 

Section 1 –  Research ( b ecause to involve your beneficiaries you first need to know where they are and what their needs are )  

 Mapping (A Contribution From ICAR )  

 Interviewing Skills 

 How to Design a Good Questionnaire 

 How to Run a Focus Group 

 Data Analysis Tools 

 

Section 2 –  Tools for Engagement 

 Engaging Writing 

 Translate! 

 Engage your Volunteers 

 Events Planning 

 Engagement Tools 

 Engaging Through Theatre 

Content Page 



Section 3 –  Social Media: New Tools to Reach Out to the People You Want to Involve 

 Emails 

 Tips for Bloggers 

 Facebook 

 Twitter 

 Website and Blog Design 

 Wikipedia 

  

Section 4 –  Removing Barriers 

 Two Ticks Symbol 

 Top Tips for Reaching Out Everyone 

 Advises for Inclusive Actions 

 Web Accessibility 

 Making Presentations More Accessible 

 

Section 5 –  Human Resources (because you may need help )  

 Professional Support for Free 

 Volunteer Centres 

 European Voluntary Service 

 Leonardo 

 Grundtvig 

 

What ’ s Next? 



Community Engagement?  

 

We hear this phrase all the time but what do people mean when they use it? 

Involvement, participation, consultation, reaching out to communities –  do these all mean the same thing? 

They are all part of engagement but the ideas that we are most interested in are the following ... 

Creating a connection that allows the flow of information between you and your community - to let people know what you are 

doing and what you can offer; 

Building your understanding of what  is happening in your community –  helping you to have  an up-to-date knowledge of the 

needs of your community and how you can support them; 

 Encouraging your community to be involved in the decision-making of your organisation –  to create a sense of the community 

having  a genuine stake in your organisation; 

In addition, we are interested in the question -  ‘ are RCOs reaching out to those who most need support in their communi-

ties? ’  If you feel that your group does, then this is good news, but we have come across a number of groups who see the 

same people time and time again, and  have  difficulties (  in terms of limited resources )  connecting to the most vulnerable in 

their community. This toolkit will help you to reach out to those termed ‘ hard  to reach ’  and simultaneously help you to build 

on your existing communication channels. 
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There are many benefits of deeper involvement from your community. You will be more informed of their needs; you can tap into their 

knowledge, experience and networks; you will have people in your community celebrating your work, leading to even more people find-

ing out about you; your work will be better shaped to meet the needs of your beneficiaries; plus, of course, it is a requirement of funders. 

This is a timely tool. Much has been written on RCOs and how they connect to decision makers but there is a gap in refugee-specific 

literature on community engagement. In addition, with the social media revolution happening all around us, we want to support RCOs to 

have the confidence to be part of this. We also recognise the importance of traditional methods of working with communities who may 

have language and literacy needs, and therefore we have also included a number of tools to help you to build on these.  

Ultimately this is a guide to communication. It is very practical and is full of tips to help you on your way. It has been designed as a self- 

help guide although you are welcome to contact the Evelyn Oldfield Unit for support with any of the issues discussed in this toolkit. 

The toolkit will be kept updated over the coming year. We will also be running a number of sessions to promote this work. You can help 

too –  please pass this on to anyone who you think may benefit from it and do let us know of any good resources that you are familiar 

with and others could benefit from.  

How To Use The Toolkit 

The toolkit is divided into five sections. Each of these sections can be viewed as a standalone unit.  We have drawn from a number of 

excellent resources and therefore there are many links throughout. Just click on these to be taken to the original page.  We have cre-

ated ‘ vignettes ’ ,  i.e. windows to further describe or highlight an idea. We have also created a glossary to help you to understand the 

language  that we use . 
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Introduction, The Background 

The Background: COMMUNITY ENGAGEMENT RESEARCH, November 2010 

 

The Evelyn Oldfield Unit, within the BASIS project, has been working on this engagement project over the last two years. Key to this 

work is the intention of supporting RCOs to better connect with their beneficiaries.  Previous research conducted by the Unit found that 

RCOs often saw the same people on repeat and were not necessarily reaching out to those in their communities who need it most. 

After running a number of sessions on engagement ( particularly social media ) , we conducted our own primary and secondary        

research with the goal of creating a practical toolkit for use by RCOs. The primary research investigated what engagement looks like in 

the RCO community and the secondary concentrated on seeking out good practice, innovation, free digital resources and ensuring that 

we did not duplicate existing resources. 

In addition, having decided to start this project in the current climate of cuts led to consider the very little resources we ( and our net-

work communities )  have available and this has been a key feature of this work. 

To conduct the primary research, we interviewed a number of RCOs’  leaders. In the interview we looked into the needs of RCOs ’    

beneficiaries ’  needs and the means leaders use to engage their beneficiaries. We also researched how leaders engage the ‘ hard to 

reach ’  in their communities, the way they communicate with local authorities and explored their concerns, feelings and needs regard-

ing this topic. The results were really interesting. 

 



Introduction, The Background 

 

 

RCOs are Good at Engaging Communities  

Every interviewee thought his/her organisation to be very good in engaging their beneficiaries, contrary to previous research con-

ducted by the Unit. Indeed, they referred to the high number of participants who attend their activities and events. Interviewees felt that 

there was a need to improve in many other areas, such as activities like monitoring and evaluation, partnerships and fundraising; they 

felt comfortable in reaching out to their community. However, they were keen to build on their existing tools and to learn new means of 

communication ( i.e. social media ) .   

 

The Current Climate –  we can ’ t take on any more beneficiaries   

The current financial climate has emerged as a constant concern that influences all the RCOs ’  activity. A key resultant concern lay 

with the fact that RCOs are not in a position to take on any new beneficiaries or to expand their workload. All of the interviewees stated 

that they are keen to improve the way they communicate with their members, but all of them sadly admitted that they had very limited 

resources to do so.  

 

“ I t would be important to get 

young people involved”  



Introduction, The Background 

 

Existing Tools Used to Engage 

When asked what the most useful tools were for groups, traditional tools like running social events, informal meetings, referrals and 

leaflets were the most popular, while digitised tools, TV and radio were the least favoured. However, this was not the full picture. Age 

emerged as a key factor that determines the use of tools that the interviewees use. The research shows there are ways to engage 

people in their 50s, which are different to the ones used by people in their 20s and 30s. Tools like digital media are very important to 

younger generations, but not relevant among adults. Therefore this data means that 

the engagement tools should be age-targeted.  

TV and radio emerged as not very important in terms of refugee engagement, as the 

majority ( 53% )  of the leaders who participated in the interview regarded them as 

not important.  

Regarding the use of community engagement tools, 1-2-1 meetings remain the most important tool ( valued by the 70% of the      

communities ) , and, more generally, direct individualised approaches were viewed as important. This could be through institutions 

such as the mosque, but also personalised invitations and emails, and also going directly to the individual through a programme of 

outreach (based on a referral by a family member or professional ) . Internet, in terms of email and e-newsletter, was valued as very 

important by the same percentage of interviewees but they were not necessarily using these. 

An interesting point is connected to the use that communities make of phone and texts. 70% of the interviewees answered          

“ c alls-texts ”  to the question “ other tools you use to make contact with your beneficiaries ”  –  ( which had not been included 

among the answers because it is a very expensive option ) .  

“ T he most isolated don ’ t complain ”  



Introduction, The Background 

Hard To Reach 

The other questions in the interview investigated how RCO leaders engage these users who are considered 

“ h ard to reach ” . The results to this answer showed two trends:  

The cuts directly are disproportionately affecting the “hard to reach”  ( a  category with which the 

interviewer and interviewees identified the disabled, older people, ex-offenders, users with mental 

and physical issues and isolated women ) .  

The ‘ hard to reach ’  category is a nationality-sensitive one. This means that, for example, among the Afghan community, 

this category comprises of women who are isolated as result of their husbands ’  attitudes / culture, while for the Somali  com-

munities one interviewee highlighted that crime was an issue, and ex-offenders were hard to reach. Therefore the idea of hard 

to reach is nuanced according to different cultures and the issues within those communities.  

Support for a Resource 

When we presented the engagement project and our initiative to create a toolkit to RCOs, 100% of the interviewees showed            

enthusiasm about it and made their communities available for collaboration with the EOU to pilot the project.  

The final question looked at how communities engage with local authorities. This had diverse results that underline how the connection 

with the local authority is often influenced by the leader ’ s personality and background. 

Summary 

The RCOs involved in the study felt they were good at using tools available to them to engage their beneficiaries but recognised there 

was room for improvement. Most of the groups used traditional methods and we felt they were missing out on the range of free web-

based resources that could help them to connect more deeply to their communities. Also, we felt that although many groups were    

expert in using traditional methods, for a number, there was room for improvement. Although limited resources was highlighted as a 

key concern, there are many free and easy to use tools that could be adapted by groups. As such, we have designed this toolkit to 

meet these needs.  

 

“ I solation creates 

extremism ”  



Section 1 - Research 

 

*Beneficiaries: the people and the communities that use the activities of your project. They are the people that the project aims to 

empower by giving assistance, advice or other kind of relief. 

*Engagement: the process of the acknowledgement of the needs of your community, the means you can use to support them, but 

also the ways through which you can encourage your community to be involved in the decision-making of your organisation. ( A con-

nection that allows the flow of information between you and your community - to let people know what you are doing and what you can 

offer ) . 

*Focus group: a small group interview guided by a facilitator who has prepared a set of questions in advance on a particular subject. 

( I t provides an opportunity for people to discuss issues of concern to their community and for them to express their opinion )  

*Mapping: Research to allow you can use to better understand the community you work with, especially where they are, how many 

there are and their issues.  

*MSN: a popular instant and free messaging service that can be used when you are on the internet. You can also use it to conduct 

interviews for your research purposes. 

*Primary and secondary research –  primary research is that which you conduct yourself ( i.e. you speaking directly to your sub-

ject through questionnaires or interviews ) . Secondary is accessing other people ’ s research ( e.g. Government or academic re-

ports ) . 

 

Glossary on Research 



Glossary on Research 

 

*Snowballing: this is the idea of gaining momentum as you would in building a snowman –  starting with a very small ball and ending 

with a large one. In terms of engagement, we mean that you pass on a piece of information to one person and then they pass it on and 

they pass it on, ending with a huge number of people having that information. This is a good technique to disseminate questionnaires 

too.  

*Social Media: is media used for social interaction. It is easy to access and you can reach many and various people almost in-

stantly. Anyone can publish information (as opposed to print or media which is very controlled ) . Examples of this are Facebook, 

MySpace, Linked In.    

*Skype: a software application that allows users to make voice calls and chats over the Internet. Calls to other users within the Skype 

service are free. 

*Software: refers to one or more computer programs and data held in the storage of the computer. 

*Stakeholder: a person, group, organisation, or system who affects or can be affected by an organisation's action. It is the idea of 

having a ‘ stake ’  in an organisation, i.e. an interest.  

*Survey Monkey: a free web resource that allows designing your own survey, collecting the results and analysing them. 

 

 

http://en.wikipedia.org/wiki/Application_software
http://en.wikipedia.org/wiki/Voice_over_IP


Glossary on Engagement Tools 

Section 2 - Tools for Engagement 

 

*Comment box: an engagement tool, through which people can express wishes and opinion by writing down their thoughts and post-

ing them in a box in an anonymous way. 

*Comment tree: a way to register your beneficiaries ’  satisfaction and to invite them to build something together strengthening the 

“ c ommunity ’ s tree ” . 

*Playback theatre: a form of improvisational theatre in which the performers facilitate the telling and playing back of personal stories 

shared by the audience.  

*True Heart: a London-based theatre company composed of professional theatre practitioners, drama and dance therapists, commu-

nity workers that are specialised in Playback Theatre. 



Glossary on Digital Media 

Section 3 - Digital Media  

 

*Blog: a website that is designed to foster two-way dialogue among a community of people interested in each other or a specific sub-

ject.  

*Blogosphere: is made up of all blogs and their interconnections. The term implies that blogs exist together as a connected commu-

nity. 

*Facebook: a social network website where you can create your own profile, connect with other users and exchange messages, with 

features such us notification and the possibility to share pictures, videos , to create and join groups , to follow pages of interest and 

many other characteristics.  

*Fossbox: a non-profit promoting digital inclusion and helping groups to move towards lower-cost ICT systems with lower environ-

mental impact and free open source software. 

*Hands up: a full service agency which supports small charities through its excellent website and by offering training on using digital 

media to better communicate.  

 *Media Trust: an organisation that works with media organisations and charities to enhance their communications and enable com-

munities to find their voice and make it heard. 

*MRCF: Migrant and Refugee Communities Forum provides free advice and support to individuals and migrant and refugee commu-

nity organisations. It ’ s active in several areas like mentoring, organisation development, research and policy, education and training 

and advice but also runs a free digital activism course.  



Glossary on Tools to Remove Barriers 

 

*Social network:  a service that essentially consists of a representation of each user ( often a profile ) , his/her social links, and a 

variety of additional services. Most social network services are web based and provide means for users to interact over the internet.  

*Twitter: a website offering a social networking service, which enables users to send and read messages called tweets. 

*Wikipedia: a free, web-based, multilingual encyclopaedia project written collaboratively by volunteers around the world. 

*Wordpress: is a free web software you can use to create your website or blog. 

Section 4 - Removing Barriers 

 

*Job centre plus: a government agency for working-age people in Great Britain. It advertises job vacancies for employers by a com-

puter system accessible by customers through the web and jobpoints.  

*Plain English: is a group who exist to promote the simplification of English and to tackle the use of jargon. They have a website 

with a number of interesting free resources and run courses, have awards for straight-forward English use and campaign to promote 

this. 

*Web accessibility: we speak about web accessibility when the web gives equal access and equal opportunity to people with dis-

abilities so that they can perceive, understand, navigate, and interact with the Web, and that they can contribute to it. 

*Two-ticks symbol:  a symbol displayed on job adverts and application forms that means that the employer has a positive attitude in 

recruiting disabled people, respecting some procedures helping the work-relationship to be as fair as possible. 



Glossary on Human Resources 

Section 5 - Human Resources 

 

*Grundtvig: a sub-program of the Lifelong Learning Programme funds a range of actions including exchanges, study visits and net-

working activities. The Grundtvig programme focuses on the teaching and study needs of learners taking adult education and 

‘ a lternative ’  education courses, as well as the organisations delivering these services. 

*LLP:  stands for Life Learning Programme and it ’ s a European Commission ’ s programme which enables people at all stages of 

their lives to take part in stimulating learning experiences, as well as helping to develop the education and training sector across 

Europe. It is articulated in different sub-programmes among them we can find the “ Erasmus ” , the “ Leonardo ”  and the 

“ G rundtvig ” .  

*Leonardo: a project, part of the European commission Lifelong Learning Programme, that covers the field of vocational education 

and training.  It includes “ mobility ”  initiatives enabling people to train in another country, co-operation projects to transfer or develop 

innovative practices, and networks focusing on topical themes in the sector. 

*Vinspired: a free, easy-to-use space to advertise volunteering opportunities to young people aged 16-25 in England. 

*Volunteer Centres: Local organisations providing support and expertise within the local community to potential volunteers, existing 

volunteers and organisations that involve volunteers. 

 



Engagement Toolkit 

 

Section 1: RESEARCH 

This section aims to provide you with the instruments you need to examine the needs of your beneficiaries. 

Carrying out research is essential because you need to know your target group in order to be able to engage 

them.  

  

Here you will find tips on mapping, interviewing, questionnaire design, conducting focus groups and data 

analysis. 

 

We would like to thank the Information Centre about Asylum and Refugees ( I CAR )  whose publications  are an 

important part of the information provided in this section. 

 



Engagement Toolkit 

 

Section 1: RESEARCH 

1. Mapping 

2. Interviewing Skills 

3. How to Design a Questionnaire 

4. How to Run a Focus Group 

5. Tools for Data Analysis 



Research, Mapping 

TO ENGAGE YOUR BENEFICIARIES YOU NEED TO KNOW THEM FIRST! 

 

Towards the end of 2010, the Information Centre about Asylum 

and Refugees ( ICAR)  presented a comprehensive report on how to map migrant and refugee communities. This publication is 

essential for our engagement toolkit as in order to engage your community, you need to know where they are, population estimates, 

demographic details and have an up to date picture of their needs. 

ICAR is an independent information and research organisation whose key aim is to facilitate a better understanding of refugee and 

asylum issues. 

In Mapping Refugees and Migrant Communities in the UK , Gabriela Quevedo presents a number of sources which provide specific    

data about the movement of the population into and out of the UK.  

  

You can access the full report here . 

 

. 

 

 

 

 

 

 

Find out more research on engagement, refugees and migrants  

C:/Documents and Settings/Claudia/Desktop/Toolkit Launch/External Contributions
http://www.icar.org.uk/?query=engagement&lid=3


Research, Interviewing Skills 

 

Interviews are a good way of exploring an issue more in-depth. They give you the opportunity of talking directly to those stakeholders 

who are interested in or who have benefited from your organisation. You can use them to explore what people think and feel about your 

organisation or about particular issues.  

 

Interviews are an excellent tool to obtain information from people who are not literate or who have a disability which prevents them from 

participating when using other research methods. Another advantage of interviewing is that you can always check that the interviewee 

understands your questions. Furthermore, during the conversation generated, interviewees might raise important issues that you did not 

think of, thus adding value to your research. 

  

Interviews can be done: 

 Face to face 

 On the phone or Skype ( with microphone)  

 On MSN messenger 

  

Interviews can be of different types: 

 Structured –  the questions are pre-set and asked word by word 

 Semi-structured or guided -  the questions are more open and flexible, you can add or skip questions as a result of what the 

interviewee says 

 Unstructured or informal –  the interviewer asks a general question and encourages the interviewee to talk freely 

  

 

 

 

 

 

 

 

 



Research, Interviewing Skills  

 

It should be noted that the role of the interviewer is not an easy one and it involves multiple tasks, such as identifying and recruiting 

interviewees, clarifying concerns about participating in the research, observing the quality of responses, motivating the interviewee and 

ensuring confidentiality.  

  

These are a few things to bear in mind in order to conduct a successful interview. The interviewer must: 

Be skilled and a people ’ s person –  interviewees will only open up if they feel comfortable with and trust the interviewer 

Be an active listener and a good note-taker 

Keep the interviewee on track - people tend to talk about what is of interest to them rather than focussing the topic you suggest 

Be careful not to influence the interviewee in order to avoid biasing the results of the research ( mind your facial expressions and 

nodding, do not finish the sentences of the respondents neither assume what has not actually been said )  

If in doubt, ask as a check to verify understanding of the respondent’ s  answer 

Always thank interviewees for their time and give them the opportunity to ask about the research and the use of the information 

they give you 

A final tip –  you should always conduct a mock interview to test your questions 

  

 

 

 

 

 

 

 

 

 

 

You can find more tips and detailed information on interview techniques at: 

Charity Evaluation Services, Assessing Change: Developing and Using Outcomes Monitoring Tools 

Web Centre for Social Research Methods, Research Methods Knowledge Base  

http://www.ces-vol.org.uk/index.cfm?format=748
http://www.socialresearchmethods.net/kb/intrview.php


Research, How to Design a Questionnaire 

 

Questionnaires  and surveys  form the backbone of most research projects. They are useful as they allow you to ask the same 

questions to a wide range of participants and it is relatively straightforward to distribute the questionnaire to a high number of your 

beneficiaries.  They also allow the respondent to remain anonymous and can be produced in paper format or online. 

 

Before you start, you need to consider literacy issues. Some of your beneficiaries might prefer to engage orally, and therefore one to 

one interviews might be more appropriate. 

 

Generally, there are a few things to bear in mind in order to design a successful survey: 

 

Identify what you need to know, why you need to know it and who this information is for. 

Consider whether you need to translate the survey into another language to make it accessible to your respondents. 

Always include a paragraph at the top explaining the purpose of the research and let the respondents know that their opinions 

are important to you. 

Keep questions short, clear and specific. 

Some questions might not be relevant to some of the respondents. In this case, add an N/A ( non applicable )  option to tick in 

order to avoid a non-response or a false answer. 

Bear in mind that open questions require more effort from respondents and may result in unanswered questions. You can 

combine them with quantitative ones in order to allow the respondents to expand their answers if they wish so, which will 

provide you with some qualitative data. 



Research, How to Design a Questionnaire  

 

Always include a return address/ instructions on how you want the survey returned. 

Always pilot the survey before you start distributing it! This will demonstrate whether it is understandable to your beneficiaries 

and help you to rephrase and redesign parts that are unclear, thus helping you to maximise results. 

Once the survey has been completed, give all your participants a copy of the findings. 

You can use Survey Monkey to create an online survey. 

 

 

 

 

 

 

 

For more information on creating effective surveys and questionnaires check page 33 of the Charity Evaluation 

Services ’  document on Assessing Change: Developing and Using Outcomes Monitoring Tools. 

http://www.ces-vol.org.uk/index.cfm?format=748


Research, How to Run a Focus Group 

 

A focus group is a small group interview guided by a facilitator who has prepared a set of questions in advance. Running a focus group 

involves inviting a number of participants and encouraging them to share their thoughts, feelings, attitudes and ideas on a particular 

subject. A focus group provides an opportunity for people to discuss issues of concern to their community and for them to express their 

opinion. Organising focus groups within your organisation, with your beneficiaries or with those who have an influence on your 

community or your organisation can be very useful to collect in-depth information about a particular issue, to become aware of different 

views and opinions and to generate interest or debate about certain matters.  Focus groups are also a good tool to obtain information 

from people with low levels of literacy and from children. 

The facilitator ’ s role is crucial, as she/he guides the participants, makes the discussion flow and ensures that the group stays on track.  

 

These are a few things to bear in mind in order to run a successful focus group: 

 

Offer an incentive and cover the travel costs of participants if possible 

Make sure the setting is suitable ( quiet, comfortable, refreshments available )  

Invite participants with plenty of time and send a reminder/phone them shortly before the event 

Use an experienced facilitator if possible 

Record the session ( use an audio-recorder, a video camera or simply take notes )  

Make sure you phrase the issues in terms that are familiar to the participants 

Encourage participation from quieter members of the group 

If one participant is dominating the session, invite each person to speak in turn 

 



Research, How to Run a Focus Group  

 

Let participants know their contributions are valuable –  use your body language and positive sentences such as “ that ’ s 

interesting ” , “ I hadn’ t  thought of that before ” , “ that ’ s a good point ” , etc 

Ask for feedback regularly ( i.e. how are you finding this? )  and ask for clarification or for extra information to ensure 

understanding of participants ’  points 

If necessary, the facilitator must step in to keep the discussion on track, so the session is not wasted on people discussing 

irrelevant topics 

The facilitator should avoid taking sides, but can use differences of opinion to encourage more discussion; however, debates have 

to be managed very carefully and sensitively 

 

 

You can find a sample structure of a focus group on page 37 of the Charity Evaluation Services ’  document on Assessing 

Change: Developing and Using Outcomes Monitoring Tools  

 

Also, find more tips and detailed information on how to run a focus group  

http://www.ces-vol.org.uk/index.cfm?format=748
http://www.ces-vol.org.uk/index.cfm?format=748
http://www.programevaluation.org/focusgroups.htm


Research, Data Analysis Tools 

 

The web offers you a number of free resources and we would like to flag up some very useful software, 

suitable  for both those who are approaching research for the first time and those who are expert 

researchers. 

  

By creating an account on Survey Monkey you will be able to design your own survey, collect the results and 

analyse them. You have a choice to input your data manually ( and this option suits the paper-based 

questionnaire ) , and you can send out a link to an electronic version with the options of inserting the link to 

the survey in websites and newsletters. IT IS VERY EASY AND FREE. 

  

 

 

 

 

    

http://www.surveymonkey.com/


Engagement Toolkit 

 

Section 2: Tools for Engagement  

In this section we would like to give you some tools that you can use to involve your beneficiaries 

in your activities. As with the other sections, it contains both traditional and more innovative tools, 

allowing you to reach out to the different audiences you may wish to involve. 

 

We have included tools such as writing, translation and events ’  planning but also innovative tools 

such as Forum and Playback Theatre. 

 

For this section we would like to thank Plain English for their work in promoting more accessible 

English and for their influence of the writing section. 

 



Engagement Toolkit 

 

Section 2: Tools for Engagement  

1. Engaging Writing 

2. Translate! 

3. Engage your Volunteers 

4. Events Planning 

5. Engagement Tools 

6. Engaging through Theatre 



Tools for Engagement , Engage Writing 

Engaging Writing 

 

Have a clear idea of what you want to say: you should be able to say it in one sentence. 

Think about your audience. Organise your message in a structure that reflects your audience ’ s interests. 

Keep your sentences short. 

Eliminate words that are nonessential to the meaning. 

Avoid using acronyms; even if your audience will be familiar with them, they make your text less 

comprehensible. 

Use the ‘ active voice’  whenever possible. An example of active voice is ‘ everyone drinks 

water ’  as opposed to ‘  water is drunk by everyone ’ .  The active voice flows more easily.  

Use images, they make pages more accessible. 

Use lists and bullet points where you can. 

Highlight - vary the structure of your sentences to underline interesting points throughout. 

Use Plain English: “ a  message, written with the reader in mind and with the right tone of voice, that is clear and 

concise ” .  

 

 

The Plain English campaign aims to make documents clearer and more accessible. They organise a number of 

trainings and activities and they produce excellent free guides.  Among them, take a look at the How to Write in Plain 

English guide, which even contains a “ words to avoid ”  list and The A-Z of Alternative Words documents, which is a 

ready to use tool. 

http://www.plainenglish.co.uk/free-guides.html
http://www.plainenglish.co.uk/files/howto.pdf
http://www.plainenglish.co.uk/files/howto.pdf
http://www.plainenglish.co.uk/files/alternative.pdf


Tools for Engagement Translate! 

Translate!  

For refugee and migrant community organisations, translation remains one of the most effective tool for community engagement. Knowledge 

of English is an essential to achieve integration, but at the same time it can represent a huge barrier that  excludes many. 

“ I f you talk to a man in a language he understands, that goes to his head. If you talk to him in his language, that 

goes to his heart. ” ( N elson Mandela)  

 

 

Would you like to help us?  

We would love to have this toolkit translated. Do you think you could help? In the very ethos of this toolkit, we would love to have this in 

multiple languages to make this as accessible as possible. Please contact Sarah if you think you can help—sarah@evelynoldfield.co.uk  

t: 020 77008213 

Trust for London are leading funders working to tackle issues of poverty. Education and supporting the settlement of new communi-

ties is key to this. A number of EOU groups ’  language courses are funded by TfL. There is no minimum or maximum grant size.  

Telephone: 020 7606 6145 

Email: info@trustforlondon.org.uk  

City Bridge Trust has a number of programme areas. Of particular relevance to language acquisition is the Bridging Communities 

strand which promotes language learning for adults who are not accessing mainstream courses with English Language skills. 

Telephone: 020 7332 3710 

Email: citybridgetrust@cityoflondon.gov.uk  

http://www.dictionary-quotes.com/nelson-mandela/
http://www.trustforlondon.org.uk
mailto:trustforlondon@cityparochial.org.uk
http://www.bridgehousegrants.org.uk/CityBridgeTrust/Grants/GrantsProgrammeGuidelines/Bridging+Communities.htm
http://www.bridgehousegrants.org.uk/CityBridgeTrust/Grants/GrantsProgrammeGuidelines/Bridging+Communities.htm
mailto:citybridgetrust@cityoflondon.gov.uk
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The Big Lottery has a range of programmes appropriate to refugee organisations. You can apply for one –off projects with Awards for 

All ( up to £10,000 )  –  or you can submit for project funding of up to 5 years support with  Reaching Communities.  Groups should 

pay particular attention to outcome one - supporting people to have better chances in life, with better access to training and develop-

ment to improve their life skills. Grants of between £10,000 and £500,000 are available. Further details. 

Telephone: 0207 211 1800  

Email: general.enquiries@biglotteryfund.org.uk. 

The UKBA recently announced that calls for the European Refugee Fund 2010 is now open. The closing date is  Thursday 7 April 

2011. Of relevance to this area of work, the fund will support innovative refugee specific entry level English language provision. The 

minimum ERF grant that can be applied for is £75,000 per year per project, and the maximum is restricted to £350,000 per year per 

project. 

For more details. 

Email: eufunding@homeoffice.gsi.gov.uk 

Foyle Foundation 

The Foundation seeks to widen access to education and learning and to raise educational standards. The majority of grants will be in 

the range of £5,000 to £20,000 although the small grants programme is of particular relevance to refugee and migrant groups 

Tel: 020 7430 9119   

Email: information@foylefoundation.org.uk  

You can search for other appropriate funders on FREE FUNDING PORTAL 

http://www.awardsforall.org.uk/england/
http://www.awardsforall.org.uk/england/
http://www.biglotteryfund.org.uk/prog_reaching_communities
mailto:general.enquiries@biglotteryfund.org.uk
http://www.ukba.homeoffice.gov.uk/sitecontent/documents/aboutus/workingwithus/migrants/call-refugee-fund-2010.pdf
http://www.foylefoundation.org.uk/
http://www.foylefoundation.org.uk/small-grants-scheme/
mailto:information@foylefoundation.org.uk
http://www.fundingcentral.org.uk/search.aspx
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Engaging your Volunteers 

‘ E ngaging ’  is also synonymous with meaningful involvement. Why not involve your beneficiaries more fully by creating interesting 

volunteer positions? You could give your volunteers a defined role, together with a job description. This would encourage them to be 

more committed and thus more motivated to dedicate time to your organisation. Be creative! Find below some examples: 

 

 

 

 

 

Administrator 

Database Manager 

Website 

management 

E-bulletin lead 

External Communication 

Lead 

Community 

fundraiser 

Equal Opportunities Officer 

Internal evaluation 

lead 

Environmental Officer 

Women ’ s 

Officer 

Disability lead 
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Here you find an example of job description 

TIP: You can use it as a template to draft your own! 

 

 

 

 

 

 



Top Tips for Events Planning 

 

Choose a day: Are you sure it does not clash with school holidays, school run, major religious festivals? 

Timing: consider that not everyone may be comfortable in attending events if it ’ s dark / at night ( especially during the winter )  

Choose the venue carefully: If you don ’ t  have one, consider that there are a number of charities that rent spaces for social events. 

Make sure this place is not difficult to reach and is accessible to everyone. Let participants know which buses go there and which 

one is the closest rail/ underground station. 

Involve someone well known who will draw attention to your event. You could even ask local councillors, artists from your community 

or other representatives to attend. Celebrity creates visibility. 

Involve your partners/ collaborators: could you invite them to run a stall? 

Remember your biggest resource = volunteers. Give role to volunteers: if you give each of them a small responsibility, managing the 

whole organisation of the event will be easier. You can assign roles according to volunteers ’  abilities or allowing them the freedom 

to choose which activity they want to lead on. For example, prior to the event you could distribute a task list from which every volun-

teer would pick an activity. In this way, you will have a signing-in manager, coffee manager, coats manager and so on! 

Spread the word: have you considered there are many channels you can use to promote your event? The Evelyn Oldfield Unit ’ s e-

bulletin goes out to over 600 contacts. Also, MRCF ( Migrant and Refugee Community Forum ) ,  the Refugee Council and Migrants 

Rights International, all have newsletters  that are free to advertise in and reach out many beneficiaries. 

Remember that the internet does not reach everybody; in order to reach those who are not online, consider advertising events in 

GP ’ s surgeries, schools, libraries, local food shops, businesses etc. 

The best way to have you event well attended is to attend others events! Make yourself known. Network. 

Tools for Engagement, Top Tips for Events Planning 
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Produce some publicity: target your advertisement to your audience. Always give the following information about your event: what it 

is, where it is ( and how to reach it ) , when it is ( and at what time ) , who is promoting it, ticket price (or make a note that it is 

free ) , refreshments  availability and your contacts ( use social media! ) .  

There are at many ways of advertising your event: you could publish an advert in the local press, access the local “ what ’ s on ”  

guide, or design a A4 poster or flyers. Please don ’ t forget email invitations, Twitter, Facebook and flagging it up on your website! 

Respect your guests: Not everyone is comfortable in appearing in pictures. At the beginning ask permission of each attendee. If they 

say no, ensure this person is deleted on the event ’ s pictures. For those who do want to be in your pictures, make sure they have a 

link to download them and/or take their email address to send them the pictures. 

Keep attendees informed: Create and manage an event calendar highlighting the activities included. Send reminders. 

Inform all invitees of any changes. 

 

Go beyond the usual: 

Organise a photo competition with a small prize for the winner. Art is a powerful engagement tool and you should always think 

about it to seek your beneficiaries ’  contribution. 

Organise a small lottery: a game where participants have to pay and may win a prize by chance. 

Think about sponsorship: is there any local shop/restaurant that may be willing to contribute to your expenses and having some 

publicity in return? 
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MONITOR WHO ATTENDED THE EVENT! 

Have a registration stall. This is the best way to have the contacts of your guests and to see who was involved. You can use the signing 

in sheet as a means of asking permission to a. take photos and b. to contact new participants following on from the event.  

 

 

…AND EVALUATE! 

You can use some of the engagement tools we have described in this toolkit to gather attendees ’  feedback. You may also wish to 

distribute an evaluation form, which you can design with Survey Monkey, or just create on a word document.  The Evelyn Oldfield Unit 

has many templates that you can use for this. Please get in touch: sarah@evelynoldfield.co.uk t: 020 7700 8213. 

 

AFTER THE EVENT, Remember: 

Send a thank you email to the attendees 

Thank volunteers in writing 

Produce a report: it is good for your records and will be useful when you ’ l l have to organise the next event and for funders 

Send pictures to your attendees 

Send any photographs and a short summary of the event to the local press, especially if you used it to promote the event. 
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Engaging your beneficiaries need not be expensive or time consuming and it can be fun ..The most important thing you need to do to 

involve people, is to make them active participants. We would like to show you two engagement tools that are very quick, easy and 

often used at the Unit . They are effective both to as an evaluation tool and to consult users.  

 

The comment box is very simple ( made out of a shoe box in this case! )  The main benefit 

of this approach is that participants can express their thoughts on an issue anonymously, 

thereby encouraging honesty. 

 

 

                                                            

 

  The comment tree is another creative and innovative tool that 

is very simple to design. We have used it at large events to 

gather many opinions at once. We have also experimented with a washing line with cut-out paper clothing 

that you can hang out with pegs, a graffiti wall and a thought bubble corner. All of these are easy and 

quick but participants do need to be encouraged to fill the bubble or leaf ( ! )  in. We like the tree in 

particular as it is a nice metaphor— building and growing together and strengthening the community ’ s 

tree. 
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London Playback Theatre  works with a wide range of groups and organisations, offering a creative and imaginative way to put people 

at the centre of an event. Playback provides participants with an opportunity to tell their personal stories and is a great way to enliven 

away-days or training programmes or make a conference a memorable event. London Playback also works with community groups to 

enhance communication and deepened understanding. They also perform at community celebrations and family events such as a wed-

ding or civil partnership, anniversary or even a memorial service.  

 

True Heart is a London-based theatre company composed of professional theatre practitioners, drama & dance therapists, community 

workers, as well as people from a variety of other professions. They specialise in Playback Theatre, and also create scripted work as 

Theatre-in-Education projects, Storytelling for museums and art galleries, as well as performances for mainstream arts venues and 

community organisations. True Heart can facilitate creative, embodied and holistic communication and dialogue at conferences and fo-

rums and enable audiences to share and deepen understanding of particular themes and issues. 

True Heart welcomes people to their Open Rehearsal/Performance on the third Sunday of each month 2-6pm at the Camden Chinese 

Community Centre in London. These sessions are free of charge. 

 

 

 

 

 

 

http://www.londonplayback.co.uk
http://www.trueheart.org.uk/
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Section 3: Digital Media 

 

This section is vitally important. We cannot overstate how significant the digital media revolution has been. Once you 

are up and running, you can easily reach out to many people, promote your work for free and have a strong online 

presence –  and all for free.   

 

We felt the main areas of digital media that groups would be interested on were: emailing, Facebook, blogging, cre-

ating your own website and Wikipedia ( a ll of these will be explained in the next section ) .  

 

The Evelyn Oldfield Unit is not able to support groups on technological issues but we have build relationships with a 

number of agencies who can. Please see next page for further references about them. 

 



Engagement Toolkit 

Section 3: Digital Media 

Fossbox is an NGO promoting digital inclusion and helping groups to move towards lower-cost ICT systems with lower           

environmental impact and free open source software. Fossbox also runs free training sessions supporting groups on a 

wide range of related issues.  

 

The Migrants and Refugees Community Forum ( MRCF )  provides free advice and support to individuals and migrant 

and  refugee community organisations. MRCF also runs a 7-week free digital activism course.  

 

Hands Up Digital is a business that supports small charities by offering training and advice ( for a fee )  but has a number 

of excellent free resources on its website.  

 

Media Trust is an organisation that works with media organisations and charities to enhance their communications and en-

able communities to find their voice and make it heard. Much of their training has a fee but they have a service which 

matches small charities with professionals from the media sector, offering consultancy support for free.  

http://www.fossbox.org.uk/
http://www.mrcf.org.uk/whatwedo/education-training/digital-activism-training/7-week-digital-activism-course
http://www.mrcf.org.uk/whatwedo/education-training/digital-activism-training/7-week-digital-activism-course
http://www.handsupdigital.com/how-to/email
http://www.mediatrust.org/get-support/one-to-one-support/media-matching/
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Section 3: DIGITAL MEDIA 

1. Emails 

2. Tips for Bloggers 

3. Facebook 

4. Twitter 

5. Website and Blog Design 

6. Wikipedia 



Digital Media,  Emails 

Social networking has exploded as a means of communication but even so, emailing remains a powerful tool of communication. 

Hands Up is an amazing organisation that supports charities in campaigning and communication and has a dedicated and powerful ten 

tips list for creating noticeable emails. They kindly allowed us to include their list in this toolkit. We invite you to  find out more 

information about the list and their work on their website. 

The subject line affects your opening rate: get creative! The subject line is not an after-thought! 

Make an instant impact. Remember: your first three words count! 

The reader is your hero: place him at the heart of your message and make him feeling valued. Don ’ t create the impression that 

your email is merely a tool to increase your mailing list. Target it. 

Tell their story: use name of the individuals affected by your issue, describe their lives, and underline similarities that could help 

your reader identify with them. 

Where possible try to keep your email focused on one issue. Even if everything you need to say it is important, try to decide what 

is the most interesting: focus, focus, focus. 

Visit:  Hands up website—How to section 

http://www.handsupdigital.com/how-to/email
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Make it personal: you will not be happy with someone who talks to you without saying his name and talking in third person. 

Do not assume knowledge: make sure your reader can easily get a full understanding of the issue, if necessary with links to 

find out more. 

Divide and conquer: Your supporters will have different interests, even if you only work on a single issue. Start small –  maybe 

with different versions of the a fundraising email for those that have donated before and those that haven ’ t.  

Grown that list: Recruit to your list at every opportunity –  every online or offline form should ask people for their email address, 

with an opt in ( or even an opt out )  to receive emails. This opt in/out wording is important, so make it sound exciting –  ‘ T ick here 

if you would like to be contacted by email ’  does not. 

 

BONUS TIP: Sign up to emails from other organisations, and create a folder of your favourites for reference. 

 

Visit:  Hands up website—How to section 

http://www.handsupdigital.com/how-to/email
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Media Trust –  10 Tips for Bloggers 

Media Trust is an organisation that works with media organisations and charities to enhance their communications and enable 

communities to find their voice and make it heard. They kindly allowed us to include their fantastic top 10 blogging tips. 

1.  Do You Need A Blog At All? 

Blog is a widely used word and its definition has become a little vague.  It means a website that is designed to foster two-way dialogue 

among a community of people interested in each other or a specific subject.  Does that sound like something that you might find 

useful?  Then great.  If not there are plenty of other ways to become involved in social media.  A blog can be useful but only if it's going 

to be used in the right way. 

 

2.  What Will Your Blog Be For? 

Having established that a blog might be useful, it's vital to understand what it might do - before you start.  You don't need to go into too 

much detail.  However, if you can't explain in a single sentence what the focus of the blog will be, then it's not likely that many people 

will want to join in. 

 

3.  Start A Conversation 

Starting a blog is similar to starting a conversation or a debate.  The good news is that we all know what a good conversation feels like - 

and that goes for a bad conversation too!  The crucial aspect is you have to think about it as a conversation that will still be of interest 

six months after you start.  And most importantly one that will sustain your interest - as you'll be the one who has to keep it moving 

along.  If, honestly, it's not something you feel very passionate about, then it's unlikely that anyone else will find it that interesting. 

 

 

 

 

Please visit Media Trust website 

mediatrust.org
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4.  Keep It Small 

It's not a good idea to start a blog expecting the world to arrive at your door.  It will be great if they do, but make sure your expectations 

are realistic.  A better approach is to try and target a few people who are interested in your area and are likely to spark a stimulating 

conversation that others will want to join.  In blog world, conversation is king! 

 

5.  It's Not About You! 

Blogs are not intended as a way to fan your ego!  They are there to create a community of interest.  So while your views are important 

don't forget to listen to what people are telling you.  Indeed, you should look to promote the views of your readers before you promote 

your own. 

 

6.  Link, Link, Link 

Linking is the lifeblood of the blogosphere.  If your blog is going is going to be promoted by Google, other people will need to set up 

'inbound' links pointing at it.  And if you aren't linking out to anyone else, it's unlikely they will link to you!  And you could end up talking 

to yourself which won't be much fun for anyone.  Linklove is the name of the game! 

 

7.  Promote Your Blog 

It's very likely that you already know a lot of the people that you would like to be leaving comments on your blog.  So tell them about it, 

but also, show them how it works and explain why you are doing it.  Furthermore, ask people what they feel strongly about and if they 

would like to write something for you as a guest blogger. 

 

 

 

 

 

Please visit Media Trust website 

mediatrust.org
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8.  Half Of Blogging Is Reading 

If your blog is going to be relevant and part of the bigger conversation, you need to know what other blogs are saying.  That can be 

done by keeping an eye on twenty or so blogs ( or more )  that are covering the your specialist area.  It's very likely that two or three 

blogs in each subject will be leading the agenda, so it's important to identify them and read them regularly.  This is best done through a 

RSS reader such as Google Reader, Bloglines or Netvibes. 

 

9.  Leave Comments 

A good way to raise the profile of your blog is to leave thoughtful comments on other popular blogs.  This will signal to people that you 

are an active community member and not just an organisation looking to use the blogosphere as an advertising medium.  You may even 

enjoy it! 

 

10.  If It's Not Working, Change It 

The blogosphere is a lively place.  However, it can be hard work keeping a blog going if the for-

mula isn't quite right.  If it feels like a drag, then try and change the recipe.  Ask a few people what they think of it.  Check out popular 

blogs and try and work out what they are doing well.  Take a look at blogs like ProBlogger for tips.  Or consider using a different way of 

building conversations such as video or podcasts.  You need to find a style of your own that is effective and suits your particular situa-

tion. 

 

 

 

 

 

 

Please visit Media Trust website 

mediatrust.org
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Facebook 

Whether you like it or not, Facebook is a tool that is increasingly taking up web space. It has 600 million users, of which 25,000,000 are 

in the UK ( 45% of the population ) . A few other interesting facts- the percentage of male and female users is almost equal; the biggest 

age group of users is the one between 20 and 29 years, followed by the 20-39 age group. 

In brief, Facebook is a social network website where you can create your own profile, connect with other users and exchange mes-

sages. It also has features such us ‘ notification ’  ( i .e. to highlight any events or points of interest )  and the possibility to share pic-

tures, videos, to create and join other groups , to follow pages of interest and many other characteristics. 

In our research, we found that when it comes to the Refugee and Migrant sector, one of the main issues connected to Facebook ’ s us-

age is connected to privacy ( especially regarding pictures and the wish or not to appear on the web ) . Furthermore, some organisa-

tions had chosen to block access to the website in order to prevent employees from accessing it during work hours. Also, and perhaps 

most importantly, not everyone among our communities ’  beneficiaries is computer literate ( sometimes not even English literate )  so, 

even if it is powerful, from this point of view, Facebook can act to exclude. However, it is impossible not to recognise its huge potential 

as an engagement tool, particularly with youth groups ( with the vast majority using it ) , but also considering Facebook ’ s useful fea-

tures such us the possibility to access the website in different languages and the wide range of potential beneficiaries you can access 

on it for free. Given the latter consideration, Facebook is the king of engagement tools! 
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In this session we want to give you an overview of the possibilities you have to get in touch with your beneficiaries through Facebook. 

You can create a page or a profile for your group, asking your  beneficiaries to join a group or attend an event, promoting your charity 

with an ad, liking partner organisation and much more.... 
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For more information visit: 

Using Facebook and Twitter as Community Engagement Tools, some pros and cons 

http://www.slideshare.net/BangtheTable/using-facebook-and-twitter-as-community-engagement-tools-some-pros-and-cons
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Twitter 

Twitter is a website offering a social networking service which enables users to send and read messages called tweets. Tweets 

can be up to 140 characters long and they are publicly visible by default; however, senders can restrict message delivery to just 

their followers. Users may subscribe to other users' tweets –  this is known as following. Twitter offers new possibilities for spreading 

your message and recruiting new supporters, but you need to use it in a wise way so it does not take too much of your time. 

 

These are a few worthy uses of Twitter:  

 

Getting updated information: with Twitter you can stay updated on an incredibly wide variety of topics. You can also find others talking 

issues that your organisation is working on. These are some of the people and organisations you can follow on Twitter: 

 

 

 

Jeremy Corbyn MP                       

 

Migrant Rights Network                 

 

 

 

                              

Councillor Lorna Campbell –  Lambeth    

Refugee Council    
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Campaigning: You may well find that your campaign target is on Twitter, so you can send them as many messages as you wish.  

 

Engaging people: once you create your own online community, you can work with them, share and discuss ideas, get a better under-

standing of who they are and what they think.  

 

Recruiting: You can use search on Twitter ( s earch.twitter.com )  to find potential supporters interested in your area. Choose to follow 

individuals who might be interested in your cause and they may well follow you back.  

 

Research: there are a number of tools that allow you to check the fluctuation of followers for a designated account, find out the most 

mentioned issues, etc. For more information go to: http://anaadi.wordpress.com/2010/11/06/30-twitter-tools-for-research/ 

 

Sharing information: All Twitter users can send and receive tweets via the Twitter website, smartphones or by SMS, so you can send 

an update to dozens or even hundreds of people right from your mobile. Thus, Twitter can be a good way to communicate with small 

groups, for example a mothers group, a kids weekend club, etc. You can also use Twitter to keep your followers informed on news, 

upcoming events, resources... To get started you have to create a Twitter account dedicated to your group, then invite the interested 

people to "follow ”  and encourage them to enable updates via SMS so tweets get delivered quickly.  

 

 Here are some videos that can help to use and understand Twitter:  

Twitter in Plain English 

Twitter search in Plain English 

How to use Twitter 

http://anaadi.wordpress.com/2010/11/06/30-twitter-tools-for-research/
http://www.youtube.com/watch?v=ddO9idmax0o
http://www.youtube.com/watch?v=jGbLWQYJ6iM&feature=relmfu
http://www.youtube.com/watch?v=J0xbjIE8cPM&feature=related
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Website and Blog Design 

Websites and blogs can help you publicise your organisation and to keep in touch with stakeholders. These are some free online tools 

that you can use to create a website or a blog for your organisation: 

 

Wordpress 

WordPress is a blogging platform used to manage websites and blogs. Wordpress allows you to copy and create web pages as well 

as blog posts. You can easily customise its appearance and there are many additional functions you can add, e.g. Adobe Flash player 

( f or Pdf )  and Flash player ( to watch videos ) . You can find it at www.wordpress.org 

 

BT Community Webkit 

This free resource requires that you first register your organisation and then takes you through an easy, step by step guide to creating 

your own webpage. As part of this webkit you will have free hosting and website address.  See www.btck.co.uk for further details. 

 

Blogger 

Blogger is Google ’ s free tool for creating blogs. Blogs are a form of online journal where you write on an ongoing basis. The new 

content you write shows up at the top, so your visitors can read what's new. Most blogs are interactive, allowing visitors to leave com-

ments and to create a discussion on a particular topic.  Blogger can be found at http://www.blogger.com 

 

http://www.btck.co.uk/
http://www.blogger.com/
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There are a number of agencies who can support you to design websites and blogs: 

 

Fossbox offers free training and excellent online resources –  see their page entitled ‘ tutorials ’  and then look for the 'web section':  

Fossbox also runs regular training sessions to get you started with a DIY Wordpress site .You can find out about forthcoming         

Wordpress training sessions on their blog  

 

The Migrant and Refugee Communities Forum offers free training and advice on a wide range of digital issues.  

For tips on what a good charity website should look like check these  links:  

Tips 8 tips to design a charity website  

Non-profit website design examples and best practices 

http://www.wiki.fossbox.org.uk/
http://fossbox.org.uk/blog/
http://www.mrcf.org.uk/whatwedo/education-training/digital-activism-training
http://www.webdesignerdepot.com/2009/03/8-tips-to-design-a-charity-website/
http://www.smashingmagazine.com/2009/05/14/non-profit-website-design-examples-and-best-practices/
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Wikipedia 

Wikipedia is a free online encyclopaedia. It is one of the most popular websites online. Statistics show that in the English language, 

there are over 10 million views per hour ( ! ) .  Users are in charge of the content and anyone can add information about themselves, 

their organisation or other factual content. As with all the digital tools we have presented, it has positive and negative characteristics: 

it is very common, but as everyone can freely contribute to it, its contents may not always be reliable.  

Wikipedia is not necessarily an engagement tool, but you may consider it and use as part of your communication strategy.  

 

 

http://stats.wikimedia.org/EN/Sitemap.htm
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Section 4: Removing Barriers  

Engaging migrants and refugees means involving those who are often defined “ hard to reach ” .  

 

At the Evelyn Oldfield Unit, we are very keen to avoid using a ‘ deficit model ’  when thinking of 

refugees and migrants. Therefore we prefer not to talk about hard to reach or people in need. We 

recognise that the people we work with bring an array of skills and experiences that enrich UK so-

ciety. We feel it is often others who are often guilty of putting up barriers  and not the refugees and 

migrants themselves.  

 

Therefore, we would like to suggest you some adjustments we all should adapt in our daily life that 

would contribute to make our actions more equal and non-discriminating. 
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Section 4: Removing Barriers 

1. Two Ticks Symbol 

2. Top Tips for Reaching Out Everyone 

3. Advises for Inclusive Actions 

4. Web Accessibility 

5. Making Presentations More Accessible 



Removing Barriers, Two Ticks Symbol 

Two Ticks Symbol 

The British Government, through Jobcentre Plus, has created a tool to let employers and people 

with disabilities meet their mutual needs. Through the disability symbol, it will be easier for people 

with disabilities to find out the employers that have a positive attitude towards job applications from 

disabled people. 

The disability symbol is made up of two ticks and the words “ positive about disabled people ” . This 

is displayed on job adverts and application forms and it means that the employer not only has a 

positive attitude in recruiting disabled people, but is also keen to know more about the “ a pplicant ”  

abilities. 

 

Employers who display the 2 ticks-disability symbol make five commitments concerning recruitment, training, retention, consultation and 

disability awareness. These are: 

Recruitment: to interview all disabled applicants who meet the minimum criteria for a job vacancy. Training: to discuss with disabled em-

ployees, at any time but at least once a year, what both parties can do to make sure disabled employees can develop and use their 

abilities. 

Retention: to make every effort when employees become disabled to make sure they stay in employment. 

Disability awareness: To ensure that all employees develop the appropriate level of disability awareness to make these commitments 

work. 

Consultation: to review these commitments each year, plan ways to improve on them and let employees and Jobcentre Plus know about 

progress and future plans. 
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Top Tips for Reaching Out to Everyone 

 

First, identify any potential barriers that you need to overcome. How can you ensure that you are accessible to everyone? 

Remember that no one likes to be labelled; therefore try not to define people. Labels may offend and exclude. 

When you plan an activity,  consider clashes with school holidays, major festivals etc, and remember that some people may not 

feel comfortable going out at night. 

If you know that translating means removing barriers that exclude minorities, could you consider having a translator or interpreter? 

Have you given sufficient notice of your meeting? Give notice and send reminders. Remember that the internet does not reach 

everyone; use community centres and religious meeting points to give notice of your event. 

If you can, provide incentives, e.g. vouchers for focus groups, travel expenses, childcare facilities, discounts, refreshments, lunch. 

‘ S nowballing ’  may help reach more people. To do this, you should ask each member of your team to pass the information to 

someone who normally does not attend your meetings who can then cascade this information to their contacts. 

Finally, are all your team members trained to understand and practise making events more accessible? 

 



Removing Barriers, Advice for Inclusive Actions 

Do you care about human rights and equalities issues? Well, this may require you to make some adjustments to your services. We all 

unintentionally build barriers on a daily basis.  Here are some practical examples on ways to remove these. 

Barrier to overcome 

  

If there are... 

Adjustment 

  

You may... 

Diverse literacy needs in your group Use alternative methods, such us: 

Telephone surveys 

Face to face interviews 

Vision or sight limitations in your group Use large and clear print ( font size 14 Arial)  

Record an audiotape ( m aybe involving your beneficiaries )  

Diverse learning needs Use an easy to read format and ensure you keep your sentences short 

Avoid using difficult words and acronyms ( so say the Evelyn Oldfield Unit and not 

E.O.U. )  

Use pictures to illustrate your points 

English language variations Have an interpreter / translator 

Speak as clearly as possible 

Speak more slowly 

Use visual aids 

Use both oral and written advertising methods 



Removing Barriers, Advice for Inclusive Actions 

 

Barrier to overcome 

  

If there are... 

Adjustment 

  

You may... 

Cultural considerations that may prevent 

someone participating in your activities 

Consider offering a range of food options e.g. vegan/vegetarian/halal etc 

Check whether your event clashes with religious festivals 

If you wish to gather people for a discussion on sensitive or taboo issues (eg domestic 

violence or women ’ s rights ) , consider advertising under a less sensitive headline such 

as “ Well-Being ”  

Consider offering a range of activities which will appeal to everyone e.g. cookery/ art 

Consider whether some activities would be best run as women or men only events 

This is an endless list. The more barriers you remove, the more accessible your services will be! 



Removing Barriers, Web Accessibility 

Web Accessibility 

 

Information technology is a powerful tool for engagement. At the same time, when it is not accessible, Information technology creates 

new obstacles and new forms of discrimination. It is essential that your website is accessible in order to provide equal access and equal 

opportunity to people with disabilities. An accessible website can also help people with disabilities more actively participate in society 

and it can also benefit others, including older people with changing abilities due to ageing. 

 

When it comes to web accessibility, consider that: 

Your text should be at least 12 point size, preferably 14 

Arial and Times New Roman can be difficult if someone have dyslexia 

Make your actual text readable: use Plain English  

Avoid italicised font 

Ensure sufficient spacing between type 

Justify left margins and leave right-hand margins ragged 

Avoid printing over a background image 

Provide text alternatives for non-text content ( e .g. audio and video) ,  e.g. the transcript of an audio recording 

Help users navigate and find content 

Help users avoid and correct mistakes 

 



Removing Barriers, Web Accessibility 

 

 

 

 

At a European level, the eAccess+ Project is a network to improve web 

accessibility. Among their services, there is an eAccess+ Hub that 

collects good practice, policies, standards, training, materials, test tools 

and studies on web accessibility. Technically it is in the same format as 

Wikipedia, i.e. Designed that everyone can contribute to the site in 

order to make it more inclusive. 

 

 

Please have a look at a very good resource for web accessibility 

Introduction to Web Accessibility, from the eAccess HUB 

 

The eAccess+ hubs contain a number of excellent resources that are ready to use and very straight-  

forward. We really recommend that you explore the hub. Here are some useful links: 

Better Web Browsing: Tips for Customizing Your Computer 

Handouts and Presentations  

http://www.w3.org/WAI/intro/accessibility.php
http://www.w3.org/WAI/users/browsing
http://www.w3.org/WAI/WCAG20/glance/


Removing Barriers, Making Presentations More Accessible 

Speaking in Public –  Making Presentations More Accessible 

 

To make your presentation and training accessible to all your potential audiences, you need to remove barriers. 

The eAccess+ contains a great section on how to make presentations more accessible, and we all should follow it carefully.  

In order to give you a taste of this, we have highlighted a few important points:  

Be aware that there may be quite a few people in your audience who do not have full sight/ 

hearing/ ability to speak English/ mobility  

Remember that your participants may have accessibility requirements, ask in advance 

Ensure the facility and area is accessible 

Ensure slides, handouts, and other electronic material for participants is accessible 

Make text and important visuals big enough to be read even from the back of the room 

Use an easy-to-read font  

Speak clearly 

Give people time to process information 

Be visible 

Describe visual information 

Respect participant's needs, some may need to take regular breaks 

Advertise disabled access 

 

http://www.w3.org/WAI/training/accessible.php


Engagement Toolkit 

 

Section 5: Human Resources 

 

The aim of this section is to provide you with support through human resources. Perhaps surpris-

ingly to you, there are actually lots of free resources and support available to charities. You just 

need to know where to find them. 

Given the current financial situation and cuts that are hindering our activity, we thought we should 

be creative in finding ways to get you support. Also, not forgetting that the Big Society is you and I, 

we wanted to flag up places where you can get help from. 



Engagement Toolkit 

 

Section 5: Human Resources 

1. Professional Support for Free 

2. Volunteer Centres 

3. European Voluntary Service 

4. Leonardo 

5. Grundtvig 



Human Resources, Professional support for free 

 

Cross-sector transfer of people and skills can benefit organisations in both the third sector and the private sector. The organisations be-

low can help you find a skilled professional from the private sector who is willing to volunteer in the third 

sector and support small charities with finance management, HR processes, business planning, market-

ing and other issues.   

 

The Cranfield Trust ‘ s  volunteers are highly skilled managers from the commercial sector who provide 

one-to-one consultancy to charities. They can help you reviewing your cash flow management, updating your HR processes or review-

ing your business plan for example. To qualify for their help your organization must be working to address issues of poverty, disability or 

social exclusion.           

 

Pilot Light provides small charities with time and skills to develop their infrastructure. 

This is done by matching volunteer teams of senior business people with charities that 

are tackling social disadvantage. The teams coach the charities through the process 

of planning for growth, development and sustainability. Charities wishing to work with 

Pilotlight must have ambition to grow and should have been operational for at least 2 

years, have at least 1 full time member of staff and funding for at least the next 6 

months. 

 

http://www.cranfieldtrust.org/
http://www.pilotlight.org.uk/index.php


Human Resources, Professional support for free 

 

 Prime Timers focuses on the need for the cross-sector transfer of people, ideas and methods. They provide not for profit organisations 

with the business skills they need to build capacity, improve management performance and enhance sustainability. They do this by 

carefully selecting skilled individuals and placing them in third sector organisations to work in a diversity of roles, including interim senior 

managers, mentors, consultants, executive chairs and trustees. 

 

Leaders Together matches senior leaders from the public, private and voluntary sector with leaders of small charities or community 

groups based in London, who have an annual income of up to £100,000.  You can get one-

to-one support from a volunteer mentor with everything from fundraising and financial man-

agement to strategic planning or communications. You will meet your mentor for a minimum 

of 24 hours over six months, get training before you start and have a chance to meet other 

leaders from small charity or community groups. 

 

Work for a Charity runs a Voluntary Work Placement Scheme as part of their Foundation Courses. These courses are aimed at gradu-

ates and people from other sectors who wish to move into the voluntary sector. You can register as a Host Organization for free. The 

placement lasts a minimum of twenty days and the idea is for the host charity to offer the participant a project which would be of help to 

the organization itself while providing useful learning experience to the student.  

 

http://www.primetimers.org.uk/
http://timebank.org.uk/leaders-together
http://www.wfac.org.uk/


Human Resources, Volunteer  Centres 

Volunteer Centres 

 

Volunteer Centres are local organisations providing support and expertise within the local community to potential volunteers, existing 

volunteers and organisations that involve volunteers. 

One of the best ways to recruit volunteers is to get your opportunities on the national volunteering database. You can do this in two 

ways: 

contacting your local volunteer centre directly and asking them to upload your opportunity for you 

contacting and setting up an account yourself 

 

Volunteering England is working to secure and support an England-wide network of qual-

ity volunteer development agencies, promoting and enabling volunteering and community 

involvement. If you would like to find your nearest Volunteer Centre you can type your 

postcode in their Volunteer Centre Finder tool and you will get the contact details you 

need. 

 

Do-it is a key portal that provides a national database of volunteering opportunities in the UK. They charge a small fee to organisations 

for registering their volunteer vacancies. 

Time Bank is a national volunteering charity that supports individuals and businesses to find 

rewarding volunteering. They also design their own projects that give volunteers the oppor-

http://www.volunteering.org.uk/WhatWeDo/Local+and+Regional/VolunteerCentreFinderGoogle
http://www.do-it.org.uk/
http://timebank.org.uk/


Human Resources, Volunteer  Centres 

 

Human Resources, Volunteer  Centres 

 

i-volunteer connects volunteers, charities, social action groups and volunteer managers 

across the UK and is free to use. If you need volunteers for your organisation you can post 

opportunities on this website and you can include videos and images and even communi-

cate with prospective volunteers through the opportunity ’ s wall. You can also search for 

volunteers that are available and select them by looking at their skills and interests.  

 

 

 

 

Reach enables organisations to find skilled volunteers who can really make a difference. 

They have over 2,000 registered volunteers with experience in management, IT, market-

ing, accountancy, project management, HR, finance and many other areas.  

 

 

The CSV Action Network is a groundbreaking partnership with BBC English Regions. Their Community Outreach Managers work across 

36 BBC local radio stations aiming at inspiring local people to get active in the community. The CSV Action Network can help small or-

ganizations to recruit volunteers and to promote a local campaign or appeal. An initial discussion is free of charge.  

 

http://www.i-volunteer.org.uk/
http://www.reachskills.org.uk/
http://www.csv.org.uk/services/social-action-media


Human Resources, Volunteer  Centres 

 

You can also use social networking and websites to recruit your volunteers. Using sites like Facebook or Twitter can be fast and low-

cost. For more information on social networking look at our tool-kit on Digital Media section. 

 

 

Vinspired is a free, easy-to-use space to advertise volunteering opportunities to young people 

aged 16-25 in England, reaching out over 90,000 potential volunteers every month. It is possible 

to add information about your charity as well as logos, photos, tweets, blog and links, so it's a 

great way to reach out to potential supporters. 

 

 

 

 

 

 

 

You can You can also advertise your volunteering opportunities on Gumtree. This is 

free and it will stay on the site for up to 60 days. 

 

 

http://vinspired.com
http://www.gumtree.com/


Human Resources, EVS 

EVS—European Voluntary Service. 

 

The European Voluntary Service is part of the European Commission ’ s Youth in Action programme. Organisations that have an 

interest in supporting young people can become involved by sending or hosting young people. This program aims to develop solidarity, 

mutual understanding and tolerance among young people, thus contributing to social cohesion in the European Union and to promoting 

young people's active citizenship.  

 

Hosting an EVS volunteer means offering him/her a variety of tasks, with a variety of tasks and good (non-formal)  learning 

opportunities for between 2 and 12 months, through a fund provided by the European Commission through the British Council. 

Moreover, participating in this program will surely enhance the European and international dimension of your work and increase the 

intercultural learning, and at the same time your organisation will benefit from the help of a committed full time volunteer. 

 

If you want to have more information about this program, visit British Council ’ s dedicated web page. Please note  that the Evelyn 

Oldfield Unit is willing to help you in  providing you more information about  this program and sharing with you experiences of 

accreditation in the EVS database as an hosting organisation. 

 

 

 

 

 
For more information visit: 

www.britishcouncil.org/youthinaction-programmes-evs.htm 



Human Resources, Leonardo 

The Leonardo Program –  Hosting a young graduate for an internship 

 

The European Commission recently celebrated the 15th anniversary of Leonardo da Vinci, a project which is part 

of the European Commission Lifelong Learning Programme and covers the field of vocational education and 

training.  

The programme funds different types of activities, which include ‘ m obility ’  initiatives enabling people to train in 

another country; co-operation projects to transfer or develop innovative practices; and networks focusing on topi-

cal themes in the sector. In particular, a Leonardo intern is someone who has already graduated, as well as pro-

fessionals and anyone from organisations active in this field.  

At the national level, this program is managed by a national agency and in the UK the British Council manages this, providing support 

and information. On their Leonardo Opportunities webpage, you may find all the information you need ( see below left )  

. 

The EOU has been involved in the Leonardo scheme for more than one year one, and we hosted three interns who supported our de-

velopment team ’ s work and, in addition,  broadened our perspective to consider a more European point of view.  

 

 

 

 

 

Useful links: 

British Council ’ s  webpage on Leonardo opportunities 

FAQ about the Leonardo program 

Leonardo Projects in 

the UK  

http://www.leonardo.org.uk/page.asp?section=000100010019&sectionTitle=Leonardo+Opportunities
http://www.leonardo.org.uk/page.asp?section=000100010022&sectionTitle=Frequently+Asked+Questions


Human Resources, Leonardo 

 

The Evelyn Oldfield Unit ’ s Experience with Leonardo Interns 

 

 

 

“ V olunteers with overseas experiences contribute fresh ideas and insight to placement organisations, contribute much time and en-

thusiasm, and may also assist organisations with developing new partnerships, for instance with a European collaborative dimen-

sion, into their work. ” ( Z ibiah, EOU staff member )  

“ L eonardo interns have had a hugely positive impact on our organisation bringing a range of impressive skills and abilities matched 

with heaps of initiative and ideas. My experience of working with these impressive individuals has changed my view of such pro-

grammes, and I ’ d confidently recommend  involvement with the Leonardo scheme to other third sector organisations. ”  

( T racy, EOU staff member )  

“ I t has been refreshing and stimulating to work with people on this scheme. They have brought  a new dimension to our work, and 

a critical, creative, and pro-active approach. We have benefited greatly from working with them. ” ( Tony, EOU staff member )  

“ H ighly qualified, bright interns who bring a great deal of creative spark to any organisation. Our experience has been that the in-

terns are self-starters, independent and highly motivated. They produce a high quality of work and have helped our organisation to 

think through some new strategic directions ..” ( S arah, EOU staff member )  



Human Resources, Grundtvig 

The  Grundtvig Program 

Grundtvig is the name of a sub-program of the Lifelong Learning Programme. The programme funds a range of actions including 

exchanges, study visits and networking activities. Projects are intended not only for individual students and learners, but also for 

teachers, trainers and all others involved in education and training. 

Launched in 2000, Grundtvig aims to provide adults with more ways to improve their knowledge and skills to facilitate their personal 

development and boost their employment prospects. It also helps to tackle problems associated with Europe ’ s ageing population. 

It covers not only teachers, trainers, staff and organisations working in the sector, but also learners in adult education. These include 

relevant associations, counselling organisations, information services, policy-making bodies and others such as NGOs, enterprises, 

voluntary groups and research centres. 

The programme funds a range of activities, including particularly those supporting adult learning staff to travel abroad for learning 

experiences, through exchanges and various other professional experiences. Other larger scale initiatives involve, for instance, 

networking and partnerships between organisations in different countries. Among them, the Assistantships funding is open to anyone 

working or intending to work in adult education in the UK. Grants are available for individuals to go on a work placement to another adult 

education organisation in another European country, where the successful applicant will spend 12-45 weeks working as a 'Grundtvig 

Assistant'. 

Hosting a Grundtvig Assistant can bring expertise and capacity into your organisation and carry out many roles such as facilitating 

learning,  supporting adults with special educational needs, provide information about their country of origin and assisting with language 

teaching, together with initiating, developing and assisting you with you projects.  

 

 

 

 

For more information visit: 

www.grundtvig.org.uk 



We are now  nearing the end of the toolkit. We hope you have found this useful. 

We will be updating this every 3 months so please use our web version or 

request the latest version to be sent to you by contacting Sarah, Development 

Worker, with the Evelyn Oldfield Unit at sarah@evelynoldfield.co.uk. 

 



We will spend the next few months promoting this resource. Please contact our team if you wish to discuss your 

community engagement needs.  

 

NB We will publish the toolkit online ( on our website )  but also, on request, it will be made available as a paper-

based resource. 

 

We are also interested in working with organisations to think about how refugee organisations can engage with  

decision-makers more fully and hope to pursue this line of work, liaising with key agencies who promote this in the 

sector. 

 

Other areas of work 

One of the members of staff in the Unit works with mainstream 

organisations ( non-refugee organisations )  to support them to engage 

more effectively with refugee organisations and is developing an 

interesting and novel approach to this. Watch this space for new 

developments. 

 

What ’ s Next? 




