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The ICYE Guide to Visibility and Promotion is a product of the project Calling Youth to Action in a Global Visibility 

Drive. This Erasmus+ Key Action 2 project aimed to promote the value of volunteering and build recognition by 

ensuring the widest visibility of volunteering in four world regions. The objective was thus to develop a global 

strategy to promote long-term international volunteering and implement campaigns in all participating countries.  

Partners from twenty one countries form part of the project. Twenty partners were able to attend the international 

training for communication multipliers in Accra, Ghana in November 2016 and launch local campaigns in their 

countries ï experimenting with new formats, improving old techniques, creating new tools, publicity materialé in 

effect leading to a whole gamut of new learning experiences in the promotion of long-term international 

volunteering. Nine partners were invited to attend the Visibility Evaluation in Paris, France, in September 2017 to 

present their campaigns, evaluate the project and develop this guide.  

Although the guide has largely been developed in Paris, the information, tools and methods as well as the visibility 

strategy presented were discussed, debated and developed at the aforementioned training in Accra. We would 

therefore like to thank all partners in the project for the production of this final product of the project. To begin with, 

we extend a heartfelt thanks to ICYE Ghana for their hospitality, enthusiasm and efforts in making it a fruitful and 

enriching training in Ghana. Likewise grateful thanks to Jeunesse et Reconstruction ï ICYE France for welcoming 

us and offering a creative working space for our visibility endeavours.  

And to the participants of the training, the coordinators of the local campaigns, staff, coworkers and volunteers 

who supported the campaigns: The guide and the very many examples of simple and elaborate ideas for 

promotion would not have been possible without all of you. There has been tremendous learning in this project, 

and we hope that this guide will inspire others to more visibility work and promotion. A big shout out to all of you!  

ICYE Austria ï Grenzenlos 

Interkultureller Austausch 

ICYE Colombia  

ICYE Finland ï 

Maailmanvaihto 

ICYE Ghana 

ICYE Kenya 

ICYE Nepal ï Nepal Volunteers 

and Cultural Youth Exchange  

ICYE Switzerland 

ICYE Bolivia  
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Vietnam 

ICYE France ï Jeunesse et 
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ICYE Nigeria 
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ICYE Brasil ï ABIC  

Dansk ICYE  

ICYE Germany ï ICJA 
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Promocji Wolontariatu - FIYE 

ICYE Slovakia ï KERIC  
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Welcome to the ICYE Guide to Visibility and Promotion of long-term international volunteering. The aim of the guide 

is to assist volunteer organisations to address their needs and achieve their aims and objectives using the active 

promotion of their work as one of their strategies. The guide will therefore be useful to all organisations that wish to 

promote long-term international volunteering and non-formal learning.  

 

Active promotion of long-term volunteering and non-formal learning is generally not top of the mind as everyone is 

intently involved in recruiting, preparing, problem solving and/or supporting their volunteers. Promotion and visibility 

work thus often gets neglected. Yet it is crucial as it gives the organisation a public profile, helps to spread the value 

of volunteering - locally, regionally, nationally or internationally, and helps to strengthen the organisation in a number 

of ways. All volunteering organisations do promotion work when recruiting volunteers, fundraising, networking... and 

ideally, this work should emerge from the overall visibility and promotion strategy of the organisation. Promotion 

work is one of the strategies that will help the organisation to achieve its aims.  

 

The visibility and promotion strategy should be creative, goal driven, cost effective, well-planned and well-timed. It is 

important to set clear targets and measurable indicators at the outset, and include monitoring and evaluation of your 

action plan as these will also guide you in your future promotion work.  

 

The ICYE Guide to Visibility and Promotion offers you the opportunity to carefully consider whether your 

organisation needs to promote itself, and why promotion and visibility are important. If you do decide you need to 

work on your visibility and promotion, it offers practical guidance and numerous best practice examples on how to do 

it.  
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Visibility is crucial for international volunteer organisations. You can have the most diverse range of volunteer 

host projects and the best management and support services for volunteers, but without visibility no one will know 

your organisation exists. Visibility helps promote your organisation and attract potential volunteers.  

With the large number of voluntary service organisations worldwide, offering diverse kinds of programmes - from 

work camps, short term volunteering opportunities to voluntourism and work-and-travel programmes, it is 

important to promote a distinct identity for ICYE and its programmes, in particular the ICYE long-term international 

volunteering programme. The focus of the ICYE long-term programme is on cultural exchange and hands-on 

volunteering. Intercultural learning serves to promote understanding, equality of opportunity, justice and peace 

among citizens of the world, laying also the foundation for enhancing the socio-cultural, personal and professional 

development of young people participating in its programmes. These key characteristics -based on non-formal 

and intercultural learning- create a distinct identity for ICYE that sets it apart from many other volunteering 

programmes.  

Why promotion work is important is a question that each organisation is best placed to answer for themselves. 

When you reflect deeply on your context, you will probably discover a range of reasons to promote your 

organisation.  

Reflect on your context, needs and challenges linked to: 

¶ Other voluntary service organisations ï do you complement each other or compete? 

¶  Funding 

¶  Networks 

¶  Your members, volunteers, staff, board members 

¶  What is your relationship with your host projects and local community? 

¶  Are you achieving your aims? 

¶ Are you well-known? 

Since you will put in considerable time, energy and resources into your promotion work, be clear about your 

reasons for doing it. 

You may want to: 

¶ be visible 

¶ have a clear identity in the volunteering sector 

¶ increase communication with stakeholders 

¶ increase membership 

¶ have more volunteers 

 

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 

¶ have more host projects 

¶ have more host families 

¶ locate yourself politically 

¶ get more funding 

¶ do marketing 
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At the international training for communication multipliers in Accra, Ghana, November 2016 (of the project Calling 

Youth to Action in a Global Visibility Drive), participants identified the following reasons for doing promotion work:  

¶ Support ICYEôs core activity: send and receive more volunteers 

¶ Promote the value of volunteering and non-formal learning  

¶ Networking  

¶ Recognition: ICYE = Cultural Exchange  

¶ Communicate our values: intercultural learning in a global society  

¶ Encourage former volunteers to stay connected and involved in the organisation  

¶ More partners: host families, host projects, sponsors 

¶ Fundraising  

¶ Changing outlook to volunteering (not voluntourism)  

¶ Competitors (other volunteering organisations, tourism, voluntourism, work and travel) 

¶ Local visibility: engage local volunteers 
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STRATEGY 

A strategy is an important tool that will help you to structure your work. To get started you need a specific plan that 

should be based on the following points:  

¶ NEED 

¶ AIM  

¶ OBJECTIVES  

¶ TARGET GROUPS 

¶ METHODS / ACTIVITIES / CAMPAIGN  

¶ TIMELINE  

¶ IMPLEMENTATION / MONITORING  

¶ EVALUATION / IMPACT ASSESSMENT  

¶ SET MEASURABLE TARGETS  

¶ RESULTS 

 

NEED 

The first step to create a strategy is to define and analyse the current situation of your organisation as well as the 

reasons why you need a strategy. You will also have to identify the resources you have as they will help you to 

achieve the goals you will set. To help you analyse the current situation of your organisation, we recommend the 

SWOT Analysis (see Annex A, page 53).   

 

AIM 

The aim of any strategy is a statement of the overall ñWhyò. A project aim is a statement starting with the words: 

ñThe aim of this strategy iséò  The statement tells you what your overall goal is and what it is you want to achieve. 

It does not go into details or describe specific tasks. An aim does not have more than 2 ï 3 sentences.  

During the aforementioned international training in Ghana (2016), the global aim of the strategy was defined as: 

So for the project Calling Youth to Action in a Global Visibility Drive all partner organisations shared a common 

aim and identified a range of objectives to work on.  

 Building recognition of the ICYE long-term volunteering programme 

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 

OBJECTIVES 

The objectives explain the ñhowò of the project aims and what major tasks are going to be carried out. They will 

depend on the specific needs of each organisation. Examples for possible objectives are: To increase the number 

of out-going participants, host families, host projects or incoming volunteers. 
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TARGET GROUPS 

It is relevant to identify your target groups, to adapt your strategy and the aim according to who or what you want 

to reach/achieve. For example, the target groups will depend on the objectives of the visibility and promotion 

campaign of each organisation. Target groups for a campaign can be: host families, host projects, potential 

stakeholders, etc. More examples for target groups can be found in the global strategy described later in this 

chapter (pages 10 & 11). 

METHODS / ACTIVITIES / CAMPAIGN  

Once the needs, objectives and target groups have been identified, you can start developing the campaign you 

want to run. First, the activities have to be properly chosen and then the methods. The methods must be related to 

the vision and purpose of the campaign and to the planned activities. When choosing the activities you want to 

implement, the resources you defined earlier must be kept in mind. For example, prepare a budget and take into 

account possible technical limitations you may face.  

 

The following questions can be helpful:  

o Can the method deliver the objectives specified for this stage of the visibility strategy? 

o Have you defined the person to be in charge of the activities? 

o How can you communicate the activities and what channels would you use? 
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There are different methods for planning a campaign. The one used by the participating organisations in the above-

mentioned project is called the LFA matrix (Logical Framework Approach) and will be introduced later in the guide 

(Chapter 6, pages 24 - 27). 

Consider time as a resource. When 

you set up your timeline, multiply the 

time you think you will need  by  òpió 

(time x )́. 

TIMELINE 

While developing your strategy, you must define the timeline to indicate when to carry out the activities you have 

planned. In your timeline, you should include deadlines, dates of the events, the frequency of the planned activities 

and milestones to achieve. 

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 
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IMPLEMENTATION / MONITORING  

When you start implementing the planned activities, you need to monitor them regularly in order to observe your 

progress and to spot anything else you need to adapt or change in case you are not achieving your objectives as 

planned. Being flexible is important so you can grasp new opportunities as soon as they arise. 

 

EVALUATION / IMPACT ASSESMENT  

During the campaign, but especially at the end of it, you should evaluate the activities and their outcome in order to 

be able to measure the impact of your campaign. This is the point where you check if your objectives are reached 

and if the chosen methods were effective. In this way, you can adapt or improve the methods for future or ongoing 

activities and campaigns. Evaluation and impact assessment is described in greater detail in Chapter 7 (pages 28 - 

32).  

 

SET MEASURABLE TARGETS  

Setting measurable targets is important in order to identify the results of the campaign. You have to define how you 

want to measure the results of the campaign and what the indicators are. Indicators can be an increase in the 

number of outgoing or incoming volunteers, Facebook likes and so on.   

 

RESULTS 

It is necessary to analyse the results of your campaign in order to examine whether the objectives were met. The 

results will also help you to understand what improvements are needed. The results should therefore be evaluated 

and shared within your organisation. This will enable each organisation to adapt the different campaigns and best 

practices to its own needs. 

Within the framework of the project Calling Youth to Action in Global Visibility Drive, a common global strategy 

encompassing the key objectives, target groups and relevant channels of communication was developed in Accra, 

Ghana (see table on page 10). The main aim of the strategy was defined as: Building recognition of the ICYE 

long-term volunteering programme.  
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Campaigning becomes easier 

with clear, precise and 

well defined objectives! 
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!La hōƧŜŎǝǾŜǎ ¢ŀǊƎŜǘ ƎǊƻǳǇǎ /ƻƳƳǳƴƛŎŀǝƻƴ ŎƘŀƴƴŜƭǎ 

Building 

Recognition 

of the ICYE 

Long-Term 

Volunteering 

Programme 

Raise awareness of 

potential sponsors and 

fundraising partners 

¶ Charitable organisations 

¶ Private sponsors 

¶ Foundations 

¶ Potential partners 

National information campaign, 
e.g. media, social media, 
events, networking 

Increase partnerships with 

the government, 

institutions, networks and 

relevant organisations 

¶ UN, European 
Commission, CCIVS, 
CIVICUS, etc.  

¶ Potential Stakeholders 

Networking on a national and 
international level, e.g. online, 

face-to-face 

Strengthening partnerships 

with current stakeholders 

and ICYE National 

Committees 

Relevant stakeholders incl. 
host partners, host families, 
partner organisations,  
government, institutions, 
NGOs, etc. 

¶ Print media 

¶ Face-to-face / sharing 
experiences 

Increase number of 

volunteers by highlighting 

the benefits of non-formal 

learning and intercultural 

exchange 

 

¶ Potential youth 

¶ Candidates 

¶ High schools 

¶ Gap year students 

¶ Universities 

¶ Career break young adults 

¶ Social media 

¶ Events 

¶ Workshops 

¶ Presentations 

¶ Sharing experiences 

¶ Info meetings 

(Promoting the values and 
benefits of intercultural) 

Create and develop a 

strong network of 

volunteers at a local level 

¶ Citizens 

¶ Returnees / former 
volunteers 

¶ Host families 

¶ Host projects 

 

¶ Face-to-face meetings 
(formal and informal) 

¶ Social media 

Increase number of host 

families and projects by 

highlighting the benefits of 

volunteering 

  

¶ Potential host families and       
host projects 

¶ Families of volunteers 

¶ Social community 

¶ Institutions 

¶ Community around projects 

¶ Dissemination of results and 
activities 

¶ Face-to-face / sharing 
experiences 

¶ Workshops 

¶ Presentations 

¶ Events 
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For more information on the Lotus Method used at the training, see page 18 of the Final Activity Report: http://

www.icye.org/wp-content/uploads/2016/11/Final-Activity-Report-Accra-Training-16-20-Nov-2016.pdf 

 

The global strategy became the starting point for developing the campaigns that promoted volunteering in 20 

countries worldwide.  
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Search for existing 

publications and 

material on 

campaigning and strategies and 

adapt them to your needs. 

The graphic below illustrates the common global strategy developed in 

Ghana, for which the Lotus Method was used. The centre of the lotus 

depicts the aim, the first layer of red petals presents the different 

objectives, the second layer of blue petals comprises the target groups, 

and the third layer of black petals shows the channels of 

communication.  

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 

http://www.icye.org/wp-content/uploads/2016/11/Final-Activity-Report-Accra-Training-16-20-Nov-2016.pdf
http://www.icye.org/wp-content/uploads/2016/11/Final-Activity-Report-Accra-Training-16-20-Nov-2016.pdf
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When you have developed your strategy you would have considered the different channels and tools to use, the 

main options are: 
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Web Communication: Website, blogs, emails, newslettersé 

 

Used in conjunction with social media, used to promote public events and mass media 

Tools/Methods used: audio/visual and publications 

 

Ý For all organisations it is essential to have a website, it can provide complete information and presents a  

 reliable image. 

Ý It is also essential to keep the information on the website up to date. Using social media feeds can be helpful 

if you don't have as much time to update the website regularly. 

Ý Newsletters can be a very positive way to talk about your work. It can have a wider reach than the 

immediate audience since it can be widely shared. It can be a tool for recognition for the volunteers' work 

and also to promote culture (e.g. ICDE-Indiaôs Holiday Special newsletter). 

Ý Ensure that you have consistent branding (logo, colours and fonts), this should be the same across your 

website and social media, printed materials and events.  

Ý Your website should include links to other ICYE National Committees, the ICYE Federation and your own 

social media channels. 

Ý Volunteer Blogs are really useful for attracting new volunteers and for providing engaging content. 

Ý Create a communication guideline for outgoing/incoming volunteers on how to write a blog/communicate on 

social media about their experience. Refer to blog advice/guidelines from VPV in Annex B and also to the 

relevant page in the ICYE Finland communication guide (link on page 14).   
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         Embrace new ideas and take opportunities. 
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Useful web-tools:  

¶ Mailchimp (https://mailchimp.com/) can be used for e-bulletins/short newsletters for viewing updates on the 

website, e.g. for news updates there is a subscribe button on the website (mailchimp for WordPress plug-in, see 

plug-in on the dashboard of ICYE Vietnamôs website: http://icye.vn/) 

 

¶ Yoast SEO - WordPress plug-in for search engine optimisation 

 

Examples: 

¶ Maailmanvaihto Finlandôs biannual Magazine:  

 http://maailmanvaihto.fi/en/maailmanvaihto-icye-finland/maailmanvaihtoa-volunteers-voices/ 

¶ Dansk ICYEôs internal newsletter ñInternusò:  

http://138558.seu2.cleverreach.com/m/10579139/1234352-38c97b21117b1fa5fecdc9e7c7470ba2 

http://138558.seu2.cleverreach.com/m/10571694/1234352-38c97b21117b1fa5fecdc9e7c7470ba2  

http://138558.seu2.cleverreach.com/m/10554977/1234352-38c97b21117b1fa5fecdc9e7c7470ba2  

¶ ICDE-India newsletters: 

     http://icdeindia.org/images/news-letter/pdf/news-letter-icde-india-1st-edition-2017.pdf 

     http://icdeindia.org/images/news-letter/pdf/news-letter-2nd-edition-f.pdf 

     http://icdeindia.org/images/news-letter/pdf/news-letter-icde-india-3rd-edition-2017.pdf 

http://icdeindia.org/images/news-letter/pdf/news-letter-october-2017-f.pdf 

 

¶ Maailmanvaihto - ICYE Finlandôs communication guide:  

 www.maailmanvaihto.fi/wp-content/uploads/2017/10/Maailmanvaihto-communication-tips-for-

volunteers.pdf  

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 

http://icye.vn/
http://maailmanvaihto.fi/en/maailmanvaihto-icye-finland/maailmanvaihtoa-volunteers-voices/
http://138558.seu2.cleverreach.com/m/10579139/1234352-38c97b21117b1fa5fecdc9e7c7470ba2
http://138558.seu2.cleverreach.com/m/10571694/1234352-38c97b21117b1fa5fecdc9e7c7470ba2
http://138558.seu2.cleverreach.com/m/10554977/1234352-38c97b21117b1fa5fecdc9e7c7470ba2
http://www.maailmanvaihto.fi/wp-content/uploads/2017/10/Maailmanvaihto-communication-tips-for-volunteers.pdf
http://www.maailmanvaihto.fi/wp-content/uploads/2017/10/Maailmanvaihto-communication-tips-for-volunteers.pdf
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Social media: Facebook, Twitter, Pinterest, YouTube, Instagram, Snapchat... 

 

Used to promote all other channels 

Tools used: audio/visual also possibly 

publications 

 

Ý Information on the best ways to utilise social media is available from the ICYE Social Media Guide:  

http://www.icye.org/images/stories/Publicationspdf/2015socialmediaguide.pdf 

Ý It is important to keep up to date with changes and developments in social media use. For example 

Instagram is more important and more widely used than when the guide was published and particularly 

useful for visibility among youth.  

Ý Keep in mind the national context for particular social media channels, for example, Twitter is widely used 

in some national contexts but in other countries it is not relevant. 

Ý Always remember to link with other ICYE National Committees / Federation on social media and to tell 

your partners about upcoming campaigns. 

Ý Share Facebook posts from other ICYE National Committees instead of just liking them, as it is much 

more effective in increasing the reach. 

Ý Share local events or opportunities from partner organisations (such as universities, study abroad 

agencies, related programme providers). They will be more likely to reciprocate and share your events, 

and you will get a larger audience for your own page.  
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Define your abilities, competence level & know 

what you need and when. 

Examples:  

¶ ICYE Finland on Instagram: https://www.instagram.com/maailmanvaihto/?hl=en 

¶ ICYE UK on Twitter:  https://twitter.com/icyeuk 

¶ ICYE Vietnam on Facebook: https://vi-vn.facebook.com/ICYEVIETNAM.vn/ 

¶ ICYE International Office on YouTube: https://www.youtube.com/user/ICYEio 

¶ ICYE Denmark on Pinterest: https://www.pinterest.dk/danskicye/ 

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 

https://www.youtube.com/user/ICYEio
https://www.pinterest.dk/danskicye/
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Public events: Workshops, trainings, conferences, seminars, info-sessions, 

concerts, performances, local celebration days, festivals (film, music, cultural...), 

events based on key annual days (youth day, international volunteer day), 

exhibitions... 

 

Used in conjunction with social media, web communications and mass media 

Tools used: field visibility also possibly: audio/visual and publications 

 

Ý Consider the audience and the aim of the event when deciding what materials to bring with you.  

Ý At public events remember to bring information from ICYE National Committees, partners (WP/posters 

etc.) as well as your own materials. 

Ý Make the most of opportunities, consider different events, even if it is a new or not directly relevant event. 

Ý Use current incoming volunteers in events.  

Ý Make use of international/national youth forums and you can also look at events related to international 

days: http://www.un.org/en/sections/observances/international-days/ 

Ý Following appropriate local/regional/national sites on social media can enable you to find information 

about up-coming events for particular target groups.  

Ý Look for the different festivals that are available in your local/regional area - think of places where your 

target audience might be as well as those that are linked to your work. 

Ý Use games and other workshops and not just direct promotion of programmes. For example, cooking 

classes and intercultural nights are organised by ICYE Vietnam for international and local volunteers to 

build deeper bonds among them and organise interesting activities during free time. This is also a good 

chance to attract the public to its fan page and website.   
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#ÏÏËÉÎÇ ÃÌÁÓÓÅÓ ÁÎÄ ÉÎÔÅÒÃÕÌÔÕÒÁÌ 

ÎÉÇÈÔ ÉÎ 6ÉÅÔÎÁÍȦ 

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 

http://www.un.org/en/sections/observances/international-days/


 

мт 

 

 

 

 

 

 

 

 

Ý Another example of using events to promote your programme is that of ICYE Brasil, which attracted 

young people to their info stand by offering fresh waffles.   

Ý Search events on Facebook for research on the type of events that your followers are interested in.  

Ý Use 'check in' on Facebook when attending events. You can also encourage those attending the event by 

offering a reward (for example sticker, t-shirt, etc.) when they check in with your organisation at the event 

and share it on Facebook. 

Ý Also take part in activities where the impact will be seen in the long term. For example, carrying out 

intercultural learning activities with young students before they have started to think about volunteering 

abroad can be considered beneficial to future recruitment. 
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#ÏÏËÉÎÇ ×ÁǩÅÓ ÁÔ ÔÈÅ )#9% "ÒÁÓÉÌ )ÎÆÏ 

ÓÔÁÎÄ ÁÔ Á ÈÉÇÈ ÓÃÈÏÏÌ ÉÎ !ÌÖÏÒÁÄÁȦ 

Υ)#9% 6ÉÓÉÂÉÌÉÔÙȡ 0ÁÒÔÉÃÉÐÁÎÔÓ 

ÏÆ ÔÈÅ 6ÉÓÉÂÉÌÉÔÙ %ÖÁÌÕÁÔÉÏÎȟ 

0ÁÒÉÓȟ 3ÅÐÔȢ ΨΦΧέ 

Whatever your activity , donôt forget visual identity: logo, name, website, hashtag! 

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 



 

му 

Mass Media outreach: Press releases, interviews, press conferences, press visits, 

paid advertising, newspapers... 

 

Used in conjunction with social media, web communications and public events 

Tools used: field visibility also possibly audio/visual and publications 

 

Ý Try connecting with local or special interest newspapers or university radio stations who might be more 

interested in local stories. In most cases it is easier than connecting with national media (see below links 

and photos to articles published in newspapers in Switzerland, Denmark, and Germany, as well as the 

radio interviews in Mexico).  

Ý Encourage volunteers to speak about their story to local and national media, but also give guidelines to 

volunteers on how to talk about their experiences (e.g. see Tips for Preparing an Interview, page 6 of the 

communication guidelines by ICYE Finland: www.maailmanvaihto.fi/wp-content/uploads/2017/10/

Maailmanvaihto-communication-tips-for-volunteers.pdf. 

Ý Invite mass media to any large events that you are planning. 

Ý If you have a contact with a celebrity, then you can use them to promote the organisation or programme to 

mass media. 

Ý You may receive mass media contacts from when they have covered an event you have been involved in 

or through an individual networking event. Once you have connections, make sure you keep their contacts 

in your database so you can keep them informed of your activities. 

Ý If you are part of a bigger public event, e.g. a charity run, then try to contact the mass media to cover the 

event. 
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2ÁÄÉÏ ÉÎÔÅÒÖÉÅ× ×ÉÔÈ ÖÏÌÕÎÔÅÅÒÓ ÉÎ -ÅØÉÃÏȢ 

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 

http://www.maailmanvaihto.fi/wp-content/uploads/2017/10/Maailmanvaihto-communication-tips-for-volunteers.pdf
http://www.maailmanvaihto.fi/wp-content/uploads/2017/10/Maailmanvaihto-communication-tips-for-volunteers.pdf


 

мф 
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Examples: 

¶ Article about an Nigerian volunteer in Germany: http://www.icyenigeria.org/blog/post/brief-chat-with

-micheal-oba 

¶ Article about an Nigerian volunteer in Switzerland: https://tageswoche.ch/form/portraet/

freiwilligendienst-basel-erleben-karoline-und-olamide-die-schweiz/. An English translation has been 

posted as blog on ICYE Nigeriaôs website http://www.icyenigeria.org/blog/post/meet-olamide-

ojuokaiye�� 

¶ Radio interview with staff of SIIJUVE Mexico: https://www.mixcloud.com/Iberoradiopuebla/los-

puntos-sobre-la-i-siijuve-invitaci%C3%B3n-a-ser-voluntario-alrededor-del-mundo-pt1/ 

¶ Radio interview with volunteers of SIIJUVE Mexico: https://www.mixcloud.com/Iberoradiopuebla/

los-puntos-sobre-la-i-siijuve-invitaci%C3%B3n-a-ser-voluntario-alrededor-del-mundo-pt2/ 

.Å×ÓÐÁÐÅÒ ÁÒÔÉÃÌÅÓ ÉÎ $ÁÎÉÓÈ ÁÎÄ 'ÅÒÍÁÎ 

ÎÅ×ÓÐÁÐÅÒÓȢ  

.ŀŎƪ ǘƻ ¢ŀōƭŜ ƻŦ /ƻƴǘŜƴǘǎ 














































































