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In Starter Kit 1, we have already looked at per-
sonal attunement, idea development, team
formation, pitching, budgeting and financial
support. If you haven't looked at this yet, we re-
commend that you do indeed go through the
first Starter Kit first.

In this second Starter Kit we will now focus on
networking, marketing, implementation, deepe-
ning and sustainability of your project work.



JU GOT THIS

1. PERSONAL PRESENTATION &
CONCISE COMMUNICATION

ow that you are dealing with marketing,

facilitation, presentation, networking and
implementation of your project, there are many
guides, a lot of advice, instructions and soci-
ally influenced basic assumptions on how to
behave and present yourself in all of this. We
therefore also want to look at how you can cen-
tre and sharpen your own competences and
preferences and not just rush after some exter-
nal expectations that may not make sense for
you and your project. That's why this chapter is
dedicated to the introductory topic of how you
personally can efficiently present and concisely
communicate your project!

We are all shaped by given social role pictures,
but these are usually influenced by stereoty-
ping and socialisation. Often, seemingly forced
templates are implied as to how certain things
'must" be done in order to lead to success, the-
reby possibly suppressing one's own potential.
This is especially true for people who experien-
ce discrimination in a dominant society and who
have constantly experienced false attributions
and assumptions. But in your project you de-
cide. It is worthwhile to remind yourself of this:

The strongest is yourself, in your own
strength.

You increase your expressiveness when you
have knowledge and understanding of your
own ways of communicating. You radiate self-
confidence when you are truly yourself as well
as self-aware in everything you are doing and
presenting.

Allow yourself to continue to explore bringing
yourself into your processes and project de-
velopment:

¢ What makes you tick?

¢ How do you like to communicate and how
do you communicate efficiently?

¢ What are you good at?

¢ What do you like to do?

¢ What do you need for yourself, in order to
be able to work on your project?

¢ What gives you (self-) confidence?

¢ What do you value about yourself?

This will help you to develop and work out your
own personal, authentic expressiveness. For
example, if you want to network effectively, it
is more useful to know what works well for you
personally in terms of methods and ways of
communicating than to emulate what our socie-
ty implies is the standard way. The same can be
applied to all other areas of work. Because even
your strengths, or the concepts of strength per
se, don't have to be what others tell you they
are, or those that are expected as a formulaic
answer in a job interview, for example. Your
strength is what you define and value as such
for yourself.

>
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Exploring your personal expressiveness will
also help you to remain authentic in the networ-
king and outreach work of your project. But what
does authenticity mean anyway, especially in
relation to oneself? Synonyms often offered are
genuineness, credibility, but also originality.

The latter sense can be particularly helpful in
understanding, because somewhere it is about
exploring your own originality before external at-
tributions, expectations and stereotypes began
to shape and possibly deform you. If you have
a good feeling, a good assessment of yourself,
and carry this with you in your project work,
then you also achieve the communication of the
genuineness and credibility of your project.

Of course, there are good (survival) reasons
why we adopt certain imitations and adaptati-
ons and will continue to do so at certain points
and in certain situations. However:

Your project is your project!

Not infrequently, perhaps, it also arose from the
incentive to create authentic free spaces for
yourself and others. So allow yourself to explore
and develop this too. For your project to be truly
communicated and presented, the authenticity
behind it is a crucial factor.

= Worksheet "Expressiveness & Personal
Strengths”
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2. NETWORKING & SO FORTH

etworks and networking are probably fami-

liar concepts to many and already evoke
associations. Maybe you take networking for
granted, maybe it's a mystery, maybe it's main-
ly extra work, maybe it doesn’'t mean much to
you at all yet. In this chapter we want to show
you how you can use networking in the develop-
ment and implementation of your project as well
as how you can deliberately and consciously
engage in the type of networking that suits your
own ideas and needs.

We start the chapter with a short definition of
terms and go further into the topics of planning,
mapping, activating existing networks and tips
on expanding your network.

Do the terms network, community and target
group describe the same thing? Are they
synonyms of each other or are there differences
in their meanings? Community is a term that is
on everyone's lips, but is difficult to define by
many. There are different meanings, sometimes
describing a very narrow circle of people,
sometimes a very broad circle. For some people
their community consists of family and friends,
for others it is the group of people who have the
same or similar social markers, identities or life
circumstances.

Network is also defined differently by people
and it can happen that network means a similar
circle of people as community. In this Starter Kit,
we will mostly write network to mean the group
of people who are not only the target group of a
project, but also people / initiatives / projects /
organisations that are in a similar field of content
with you and your project, pursue similar goals
or are dedicated supporters of your project.

Unlike network or community, your target
group is the group of people you want to reach
with your project. They are the people who will
benefit from / participate in / use your activity or
activities.

If you want to network as part of your project
in order to build a network or community, it is
first important to set goals for networking. Net-
working is not something that just happens on
the side and as a by-product of your other acti-
vities. It is a separate area of action in which you
should act intentionally and knowingly.

Networking can be relevant throughout the life
of your project - from the development to the
completion of your project. In the different pha-
ses, different issues will be relevant to you and
will encourage you to actively network. In the
development phase, you may still be looking for
funding and want to network to find supporters
to help fund the project. In the implementation
phase, you may be looking for a network to help
you promote your activity or activities..

Take your time and think about what you
really want to achieve with networking and
set concrete goals for it.

If you are looking for financial supporters, for
example, you can set yourself the goal of con-
tacting five representatives of five organisati-
ons to pitch your idea to them. Your objectives
should also be specific, realistic and achieva-
ble in terms of networking.

In Starter Kit 1, we covered the topic of resource
mapping in the chapter "Developing Your Idea".
As part of your project development, you should
be clear about what resources you need and
what resources you already have. Through
resource mapping you may have identified how
yOU can access certain resources.

Similarly, in the networking process, you can of
course start by establishing connections and
working relationships with your personal net-
work or communities. But note that here, too,
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the motto should be that you should give somet-
hing back to your personal network. Especially
if resources come from your inner circle, there
may be an attitude that not everything has to be
quid-pro-quo (this for that), but even then you
should not take support for granted. In perso-
nal networks, for example, you can exchange
skills and abilities and thus generate synergies
for both sides.

If you can expect to get resources from people
or organisations with whom you already have
a relationship or rapport, you should approach
them with your project idea and clearly commu-
nicate how they can support you. But also think
about what you can offer them. What you can
offer your network partners may not be mate-
rial, but your project has values that can benefit
others. Therefore, it is very important that you
know the value of your project and communica-
te it concisely.

But networking is not done alone by looking
inwards, it is also about looking outwards and
making new contacts and connections. Why is
this important? Often, social resources do not
lie within one's own environment. Inequalities
in society ultimately also manifest themselves
in the distribution of social resources, which is
why it is often important, especially for people
from socially marginalised groups, to seek re-
sources outside their personal networks.

As mentioned earlier, you should be purposeful
and determined about networking. To tap into
this, the first thing you can do is ask yourself:

"What can | offer?", instead of, "What do |
want?".

In this context, as mentioned, it is important to
know your own value and to be able to commu-
nicate this to other people. Don't forget that the
social value / benefit of your project can also be
an absolutely important consideration for your
counterpart!

You can network very well in digital spaces, but
also through analogue contacts, such as atten-
ding events. You can also use digital spaces to
your advantage by researching online about the
people and organisations you want to meet and
connect with.

Before you go to a networking event, prepare
yourself. Who are the people you want to meet?
Do you know names or just positions? You can
set goals for the event, such as "l want to meet
two people from this specific field" or "l want to
meet the representative for position XYZ of this
organisation”,

Questions you can ask yourself in advance
are:

What do you want to communicate about?
Who do you want to communicate with?
How do you want to present yourself?
How much time and effort can you invest
in a contact?

SO

Once you have made contact with someone,
follow up the conversation with a short message
or email the next day. Don't leave established
connections untouched for months. It is not hel-
pful to get in touch months after the first meeting
only when you need something from the person.

A short message like "It was a pleasure to meet
you at this event. | look forward to meeting with
you again in the future" can already be very hel-
pful. You can also include project information, a
2-pager or a 5-slide deck in the follow-up email.

Building and maintaining networks also means
sometimes disconnecting from connections
when they no longer serve you or you no longer
need them. Like any other personal connection,
a professional connection can be ended. Ho-
wever, do not end a connection with silence, but
thank the person or organisation for their contri-
bution and say goodbye...

= Worksheet "Networking Analysis'

= Worksheet "Connection Mapping”

= You can find more about the value of
your project in Starter Kit 1, Chapter 2.

= You can find more about pitching in the
Starter Kit 1, Chapter 4.
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3.MARKETING AND PUBLIC RELATIONS

his chapter will inform you about concepts

of marketing and public relations, which are
useful tools to help you successfully implement
and promote your project. It is important to note
here that there are no guidelines that you have
to follow on your way to success. You can
always start small. Having a website or every
possible social media account is not a must, for
example. At the same time, marketing and
public relations activities like using social media
have become so common that they are relevant
for most projects. It is important to make
informed decisions and follow up on them
consistently.

So far, we have used “marketing and public re-
lations” as a joint descriptor for activities we will
discuss in this chapter. But we need to break
this composite down to its two individual con-
cepts.

Let’s start with public relations. This term de-
scribes the entirety of communication activities
you might engage in with your project's environ-
ment. Its goal is to establish a certain image or
“brand” for your project, meaning that you want
to influence what people think or say about
your project. To start this process, you yourself
should have a clear idea of what your project is
and what it stands for. Throughout the different
chapters in Starter Kit 1 and Starter Kit 2, we
have dealt with setting goals, being aware of
your project’s value but also of the values that
guide you in your project. This inward look is
what will help you communicate a clear picture
of your project to the outside world.

We want to give you some pointers on what
to consider when thinking about and planning
your public relations:

¢  Define your audience: \Who are you spea-
king to? Who do you want to reach? Your
initial answer might be that you want to
reach your target group, but don’t forget
that public relations encompass commu-
nication with the entire environment of your

project. Allies, collaborators, other projects
/ initiatives or organisations that operate
in your field are part of your environment.
Incorporate them into your deliberations
concerning the audience. Your audience
might also differ depending on the medium
or mediums you use. You can define which
part(s) of your audience you're addressing
through which medium.

Main messages: To make decisions con-
cerning communication easier, transparent,
and able to divide between team mem-
bers, we recommend that you agree on the
main messages you want to communicate
through your public relations. You can ag-
ree on the “story” you want to tell and in this
way be consistent in your communication
throughout different media and different
team members.

Corporate/Visual identity: This is a set of
guidelines on what colours and typography
you use, as well as how your printed and
packaging materials look or the unique vi-
sual content you create (photo, video). De-
fining a visual identity is part of aiming for
consistency and will help you be recogni-
sable to your audience.

Your voice/manner of communicating:
Consider in what manner you talk to your
audience. Would you like to be an informa-
tive peer, a friend or an educating mentor?
Regardless of where your brand is located
in the world, does it make sense to commu-
nicate in the local language(s), does Eng-
lish make more sense for you, or is bilingual
/ multiingual communication perhaps the
solution? And what are the narratives that
you construct? As an informative friend you
will need to use a simple and casual com-
munication style, as an educating mentor
you might use more complex language,
but then perhaps also further the facilitation
and understanding of the language used.
When finding your voice for communicati-
on, do consider the power of language and
how language use can enhance social in-
equalities but also set steps into changing
societal norms and expectations.
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Accessibility: When deciding on your vi-
sual identity and your voice of communica-
tion, accessibility is an important factor that
should inform your decisions, in terms of
your target groups and marginalised groups
in society overall. Accessibility can encom-
pass the type of language you use and also
how people with visual impairments or deaf/
hard of hearing people experience your
communications. For instance, things like
high-contrast colour combinations, larger
font size, subtitles in videos and image de-
scriptions for visual content can make your
public relation more accessible to a wider
range of people. Whilst prioritising acces-
sibility is still not self-evident in our society,
your own project is also an opportunity to
set your own priorities and dedicate appro-
priate attention and research to this area.
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We have defined what public relations means,
now it's time to talk about marketing. In simple
terms, marketing does not encompass the who-
le communication of your “brand” but a more
narrow set of activities meant to encourage
people to use your service / buy your product
/ join your project. This is generally the realm
that a lot of people associate with advertising.
Although it needs mentioning that marketing is
more than just advertising and in the business
sector also encompasses the so called:

Four Ps of marketing -
product development and design,
pricing of products,
placing (distribution) of products,
promotion of products.

Generally speaking, we can say that marke-
ting is a set of actions focused on encouraging
certain behaviours in your target group. Adver-
tising is a tool to use to encourage the desired
behaviours.

For both public relations and marketing, the use
of different media is integral. In the next secti-
ons, we will look at different types of media and
how you can use them for your project.

Print media covers a variety of different types of
media that are distributed physically. You can
decide to make your own leaflets, posters or fly-
ers to either communicate general information
about your project or specific calls to action like
announcing an event for your target group. Pos-
ters and flyers are a great way to get people’s
attention in their daily life. They also represent a
good way of getting in touch with people direct-
ly while distributing them. Print material doesn’t
usually require any additional technology from
the audience in order to receive it.

When producing your own material, consider
the pointers we gave in the last section. But
also consider the distribution side of your own
print material. If you are producing leaflets with
general information, you might not be under im-
mediate pressure to distribute them. But if you
are for instance advertising for an upcoming
event and need to distribute posters and flyers
to institutions, shops, schools, or even direct-
ly to people’s post boxes in a timely manner,
allow for enough time and resources to actually
achieve a good distribution number. It takes a
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lot of time to get flyers and posters out to the
right people.

Also factor in the environment in your planning.
Prices per unit generally decrease when you
print more posters or flyers, but think about
whether you can really distribute hundreds of
flyers or if you would actually only be producing
waste paper while trying to be economical.

If you are trying to reach a local community, it
might be worth looking into local periodicals or
notice boards at institutions. The benefit of local
periodicals is that you would not have to worry
about the distribution of this print medium and
that getting placed in them is often for free or
inexpensive. But on the other hand, the actual
readership of such periodicals is very specific
and your target group may not be said readers-
hip.

A dedicated project website can be an integral
part for the communication and presentation of
your new endeavour. Websites have become
very commonplace in the last few years and
there are also relatively low-threshold ways of
setting up a website. But be aware that although
it is quite easy these days to create a website
through website builders, it is not as easy to ac-
tually maintain a useful and relevant website.

There are a large amount of tools for a variety of
budgets and previous knowledge / skills availa-
ble out there. It is worth doing some research to
see what suits your needs. If you are operating
on low budget and time resources, try to build a
website that does not require constant mainte-
nance and updating. For instance, it is a great
idea to start a logbook or a blog series or list all
your upcoming events on your website, but if
you cannot be consistent with updating, such
efforts will make your website look outdated
very quickly in the long-run. In that case it can
also be useful, for example to use your web-
site as a public relation tool with some core info
only, but refer to other channels for the ongoing
developments.

Another aspect is ensuring the findability and
relevance of your website, for instance, through
online search tools. Search engine optimisation
(SEQ) is a complex area that starts with using
keywords that people might search for in rela-
tion to your project’s purpose and reaches as
far as to the actual code of your website. So if
you do decide to have a website, this is certain-
ly an area worth looking into or seeking further
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support on.

Lastly, it is worth keeping in mind that you are
not obliged to necessarily have a website. In
fact, if you just don’t have the resources, it can
be better not to have one at all, than to have
one that is not functional for your project. Furt-
hermore, beyond your own website, there is
also the possibility of presenting and spreading
the reach of your project through online listing,
for instance via apps or websites dedicated to
specific topics, activities or communities (e.g.
online platforms for dance, or event listings or
BIPoC communities etc.).

Considered as outdated by some, email mar-
keting remains a powerful tool for many small
and upcoming projects and ideas. Popping up
in someone’s mailbox is a privilege that you can
use to your advantage. Even if you don’t have
news on upcoming events or new develop-
ments, try establishing a format for storytelling
that can go out regularly. You can use emails
and newsletters for your public relations just as
much as you can use it to advertise your spe-
cific activities. Try to format your newsletters
consistently, so the audience can know what to
expect and even look forward to it.

Growing your newsletter list can, for instance,
be done via collecting emails at event registra-
tion and welcome desks. You can also adverti-
se signing up for your newsletter via your other
online representations - all you need for this is
to have a landing page for online newsletter sig-
nups, not even a full website required. There are
great tools that are free up to a certain number
of subscribers and offer useful templates and
ways to categorise and filter your audience as
well.

Keep in mind that more information about your
audience means more responsibility. Collecting
and storing sensitive data opens great oppor-
tunities for customising content, but try not to
get greedy and ask for unnecessary pieces of
information, keep it simple and gain people’s
trust. Also, make sure to check and adhere to
relevant data protection guidelines beforehand.
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Let’s start off here with a debatable opinion:

You might not need an account on every
common social media platform in existence.

Social media platforms are nowadays scattered
with content graveyards - in other words, with
accounts that are not maintained consistently.
It cannot be stressed enough how relevant it is
to consider your time and (financial) resources
when it comes to launching social media ac-
counts.

If you decide to be present on social media, you
should aim to keep up with the fast pace of con-
tent output that these platforms support. Pos-
ting three to four times a week is considered as
low to normal speed. If you go for anything slo-
wer than that, your content might not reach your
followers as efficiently. Try to focus your posts
- do not overwhelm the audience with too much
text, too many graphics, keep accessibility in
mind, for instance, including image description.

Another vital thing to consider is that a social
media presence can also draw negative feed-
back, criticism, and unwanted attention like di-
scriminatory comments and troll attacks. When
engaging with these, it becomes important to
draw boundaries of what is acceptable criti-
cism that you will deal with and what are attacks
founded on oppressive world-views and mind-
sets that are meant to discourage you from your
project altogether. Differentiating between them
can save you a lot of time and energy.

As a creator of the visual content and online or
offline narrative, keep in mind the basic ethi-
cal principles of communications. Fact check,
check your privilege and avoid perpetuating
stereotypes. Try looking at your communication
from different perspectives and interpreting your
message. Avoid sentimentalisation in order to
sell your message better. Avoid using sensitive
content and using peoples’ stories for your own
benefit. Steer clear off creating content without
affected peoples’ consent. Research and think
about the accessibility of the content that you
create.

Once again, be mindful of what kind of infor-
mation you store about your audience and be
mindful of how often you communicate with
them, think twice before sending that update
newsletter, perhaps you are overwhelming your
audience. When advertising for your specific
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activity and trying to get the attention of your
target group, consider what media is the best
way to reach them. Getting to know your target
group is an important step in finding the right
way to communicate with them.

Do not be afraid of trying new things. And also
use social media platforms to stay connected,
stay inspired, find your mentors and aspiratio-
nal initiatives.

= See also "Personal Attunement", Starter @

Kit 1, Chapter 1.
= See also "Developing Your Idea" Starter
Kit 1, Chapter 2

\
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4. IMPLEMENTATION / REALISATION

project surely needs a lot of preparation,

but at some point, it's time to get down to
business! In this chapter, we will take a step-by-
step approach to the implementation and reali-
sation of your project.

So, if it can start now, how does it actually
start???

You can look at it this way, for example: Many
of the steps you have already gone through, for
your project as a whole, you will now be going
through again and develop them further, with the
purpose of implementing a concrete activity. It
is now no longer about theoretical planning, it
has to be broken down pragmatically and feasi-
bly and, if necessary, adapted to what you can
actually already implement at this stage.

The first step you want to take in the concrete
implementation of your project should be
realistic and feasible according to what you
have analysed and acquired so far in terms of
your available resources, finances, team, reach,
etc. In other words, it is not about implementing
your ultimate goal yet, but about taking the first
step towards this goal. Take a look back at the
milestones you have set for yourself and which
of them (or only part of them) would be a
sensible and feasible first step for your project.

= For example: You are planning to organise a
several-day-conference in the long term. Your
first step is most likely not the actual
implementation of the conference, but perhaps
a kick-off meeting for interested parties or a
panel discussion to introduce the topic.

Now itis also important to clarify which resources
and infrastructure you need for the
implementation of your concrete first activity.
Do you need premises, materials, technical
equipment, etc.? This also needs to be weighed
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up in relation to what you already have. If it turns
out that you do not (yet) have everything you
need for the implementation, what is the
consequence? Can you adapt the activity, or
implement it differently? If not, where can you
find further support?

= For example: You want to organise a meet-
ing and don't have a venue yet, but also don't
have a budget for room rental. Options could
be: Hold the meeting online only, or you could
contact social centres and institutions that
might provide premises free of charge, or you
could first try to raise funds.

Your first activity will of course also need a pur-
pose-based time action plan, as well as most
likely a budget plan. This is similar to the pro-
cesses you have already gone through for your
project as a whole, but broken down and more
detailed for this particular activity.

The first step is, so to speak, once again
divided into smaller steps and stages.

This can also be a helpful method if you don't
know where to start or how to proceed with
the implementation. Go ahead and write down
what each concrete, small sub-step is. Working
through these bit by bit is much easier than do-
ing or trying to do everything at once.

A part of your implementation will be the an-
nouncement of this. The extent of which will de-
pend very much on the nature of the activity.
However, here are a few ideas on what this can
look like:

¢ Concrete marketing & advertising

¢ Target-specific call-outs to networks

¢ Purpose-oriented acquisition of partners
and sponsors
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Plan the type of announcement that makes the
most sense in connection with your activity and
is feasible for you and at the current time. If you
realise that it is not feasible, reflect again on
whether your first step is already correct and
realisable.

= For example: You want to produce a pro-
totype of your product. Helpful goals in the
announcement can be to acquire practical or
financial support for the production. Another
possible action can be to promote the product
to the target group already and to gain support
for the production in this way.

Then it's time to get stuck in, realise your first-
step-plan! Possible first project measures could
be, for example:

¢ Call for participation & kick-off meeting

¢ Format production (text, video, audio...)

¢ Official formation, e.g. founding / registe-
ring of an association

¢ Product / prototype manufacture

¢ Website / webshop launch

¢ And much more!

Rarely does everything go exactly as planned,
but preparing thoroughly for all of this in advan-
ce will help you to flexibly overcome surprises
and hurdles during the implementation. And
hey, it's been an exciting journey so far, think
about yourself and your reasons for bringing
this project this far!

An important tip: think about the documentation.
If you implement an activity that you can record
or photograph, do it! Both for your future work
(e.g. marketing) as well as the evaluation, it is
incredibly helpful to have concrete examples of
previous activities.

-13 -

Because the evaluation of your first activity,
your first step, is also an important part of the
project work. Ask yourself, for example:

¢  What was good?

¢ What could have been better?

¢ What was the feedback from participants,
if any?

¢ Were the resources and the budget

enough?

Was the infrastructure adequate?

Was the planning and preparation suffi-

cient?

¢ Was it what | expected and intended?

S <

From this you can draw very concrete conclu-
sions and eventually plan, adapt and imple-
ment your further steps bit by bit.

= Worksheet "First Step”

= More on the topic of time action plan,
see also Starter Kit 1, Chapter 3

= More on the topic of budget, see also
Starter Kit 1, Chapter 5

= More on networking, see also Starter
Kit 2, Chapter 1

= More on marketing, see also Starter Kit
2, Chapter 3
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>
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5. RESILIENCE & SUSTAINABILITY

owever great the passion and commit-

ment to one's own project, the reality is that
project work can nevertheless get exhausting.
There are also setbacks and disappointments,
there are hurdles and our own strength and en-
ergy is limited.

It is part of project processes to face mo-
ments of exhaustion or listlessness.

Therefore, in this chapter we address the topic
of resilience and coping strategies. How do you
manage to make a project sustainable and stay
on the ball for the long term, or is it perhaps
perfectly fine to put the ball aside for a moment?

Resilience refers to psychological resistance,
i.e. the ability to survive difficult situations. How
exactly resilience works for you personally is ex-
actly that, very personal. It is your own strength,
your own way and method of dealing with dif-
ficulties. Again, though, pay attention to when
it is learned imitations that may not do you any
good in the long run, and what is your actual
resilience. For example, completely ignoring
or denying setbacks in order to demonstrate
strength can make the work more difficult in the
long term, as problems are then simply dragged
along. On the other hand, confronting them and
perhaps allowing time for reflection can lead to
new insights about them.

Resilience is also your ability to adapt, in this
case to the process, i.e. also the willingness to
change your project work, whilst simultaneous-
ly trusting in your own power and strength. Be
aware of what problems, hurdles, attacks and
setbacks trigger in you, but do not necessarily
act immediately according to your very first im-
pulse. Allow yourself to reflect, feel and analyse.
Maybe you will then stick to your first impulse,
but with more intention, or maybe other solu-
tions will emerge that can work better for you.

To understand this better, it is also divided ac-
cording to one model, for instance, into the sev-
en pillars of resilience:

~-14-

¢ Acceptance - Accepting that whatever
cannot (yet) be changed cannot be chan-
ged now.

¢ Bonding - Being aware of your relationship
levels to yourself, to others, to groups, to
society and to whole systems.

¢ Solution Orientation - Not focusing on
problems, but instead formulating, positive,
specific, achievable, motivating and value-
based goals / solutions.

0 Realistic Optimism - This does not mean
compulsively looking through rose-colou-
red spectacles, but appreciating and re-
cognising what is currently going well and
also of future potentials.

¢ Self-Awareness - Being able to realistical-
ly assess your own situation, conditions,
resources and possibilities, i.e. also being
mindful of yourself.

¢ Self-Reflection - Reflecting on your own
patterns of thinking and behaviour in order
to be able to consciously initiate reactions
and processes of change.

¢ Self-Efficacy - Being aware that your ac-
tions have an impact as well as the confi-
dence and commitment of your impact on
the world around you.

Dealing with the development / expansion of
your resilience therefore also requires a multi-
faceted reflection on your Personal Power, i.c.
the power that comes from you and works with-
in you. An important question that you can ask
yourself repeatedly in this process is:

Who am | when | am allowed to be (my)self?

Honestly, as people who experience discrimi-
nation, we often need to be more resilient, this
also applies to project work. We live in a soci-
ety that is tailored to certain identities and sees
others as a deviation from a norm. This doesn't
mean that you should let this stop you, or that
you have to engage with only this constantly.
But it is a reality that we encounter again and
again in all processes and that forms part of
the basic social structure in which you and your
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project exist. Simply carrying this awareness
with you will help you to separate yourself and
your project from possible discriminatory attri-
butions or hurdles and to confidently move for-
ward beyond them.

Together with BIPoC project makers, we have
compiled some thoughts, coping-strategies
and attitudes that have helped us so far in our
project processes when dealing with setbacks
and injustices as well as building resilience and
sustainability.

¢ Think about the 'why" and your original
plans, at the same time remain open to
change, adaptation, transformation and
new ideas.

¢ Make self-care part of your planning &
structure (e.g. consciously include breaks
and free times).

¢ Remember your own strengths, don't let ot-
hers define them or deny them.

O Keep the sovereignty of interpretation over
yourself and your project, don't let others
define or displace you.

¢ Have your allies / peer group / community
| people with relevant experience for safe
exchange.

¢ Also have short-term goals and milestones,
reward and celebrate yourself for interme-
diate steps and small successes.

¢ Be aware when the fault is in the system
and not in you and your project. Rise above
systemic devaluations.

¢ Pick your battles and where it is worth in-
vesting energy.

¢ Look beyond the obvious and think outside
the box.

¢ Know your value (and that of your project)
and value yourself.

¢ Keep a boundary between yourself and
your project. Setbacks are part of the path
to success and not a personal failure.

Now, why don't you supplement this for your
further project work, also with your own insights
and experiences!

= Worksheet "Personal Power”
= Worksheet "Coping Strategies & Atti-
tudes”

-15 -
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CLOSING WORDS

No matter where you are in your project work right now, whether you have
already worked through many points, are in the process of planning, have
already implemented something, or are just finding out how it all works (that's
already the start of a project), you can already be mighty proud of it! You wanted
to do something and now you're in the middle of doing it.

Whenever new ideas emerge, when you are in need of impulses or looking for
answers, when your projects change, you are stuck, or facing problems and
conflicts, you can always refer back to these Starter Kits, individual chapters or
the worksheets. Use them as it suits you. Feel free to recommend them to your
team or other project makers.

As your project progresses, remember that not every project runs forever. Some
projects are one-off or are completed after some time. Some are just an experi-
ment that leads to new insights. Don't hold on to everything compulsively, but
also consolidate and celebrate the completion / farewell of projects. This also
creates room for new ideas that continue to grow and profit from previous expe-
riences.

We would like to remind once more, that these Starter Kits are a help for you,
not a must and not a completeness, because your project is as individual as you
are. We ourselves, as people with intersectional experiences of discrimination,
provide insights into our experiences of project work and project workshops that
have supported others. Now it's your turn to collect your own experiences and
share them through your projects.

We are already looking forward to it!
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And by the way, if you use the Starter Kits for your project development, keep us
posted on what projects you are realising yourself! You can tag us on the social
media channels of your choice, for example, and also connect with us there.

Kulturhaus Brotfabrik

Absberggasse 27, 1100 Vienna, Austria
www.kulturhaus-brotfabrik.at

Instagram: @kulturhausbrotfabrik
Facebook: /kulturhausbrotfabrik

AfroPolitan Berlin
Mockernstr. 72, 10965 Berlin, Germany

www.afropolitan.berlin
Instagram: @AfroPolitan.Berlin

Facebook: /AfroPolitan.Berlin
Twitter: @AfroPolitanB
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1. Expressiveness & Personal Strengths
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2. Networking Analysis
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3. Connection Mapping
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4. First Step
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5.Personal Power
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6. Coping-Strategies & Attitudes
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IMPRESSUM

In the "You Got This!" project, young adults were supported in implementing their
artistic, (socio-)political, activist or social projects. The goal was to support common
good projects, projects with marginalized communities, and projects that promote
participation.

From spring 2022 to summer 2022, the "You Got This!" project labs in Vienna and
Berlin brought together artists, activists, trainers, and community workers to tap into
the group's potential and further develop their own projects.

The main principle of "You Got This!" is a critical attitude towards racism, as well as
discrimination overall, in the implementation of all project steps, including the coa-
ching offer for participants.

[B AfroPolitan Berlin

AfroPolitan Berlin is an intersectional Black community project in Berlin-Kreuzberg.
Through multifaceted platforms and pathways, it creates free spaces for develop-
ment, explorations and evolvement of Black and Afrodiasporic people - from the per-
sonal to the communal, as well as the cross-societal and the professional.

kulturhaus' .
—— brotfabrik

At Kulturhaus Brotfabrik, art and culture are created by everyone and for everyo-
ne. The Kulturhaus engages with the district through artistic projects and offers the
neighborhood opportunities to come into contact with each other and let something
new emerge.

Co-funded by
the European Union

The European Commission support for the production of this publication does not
constitute an endorsement of the contents which reflects the views only of the aut-
hors, and the Commission cannot be held responsible for any use which may be
made of the information contained therein.
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