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Volunteers are kRey persons at mass eoents.
The creative team and managers can
perform theur tasks at thewr best, yer they
are usually rarely met by participants of
events eye-to-eye. It is the volunteers
whom we meet ar events, and the entire
mood of an event depends on the success
of that meeting. A volunteer is an assis-
tant and a guide, a real persons next to us,
and this person may be just one of us.
Being a volunteer is like being a true
patriot: going out to do one’s work, at
one’s free will, to make it easier for others.
1t is a noble work worth of people’s most
sincere gratitude.

Rytis ZemRauskas
TV journalist, film producer, writer
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Kaunas 2022
Volunteering
Programme team

One of the key objectives of the “Kaunas 2022”
project was to engage as many citizens as possi-
ble in the process and help them become the own-
ers of the project. Some people have contributed
with their creativity, some — with their support,
others — with their work. There was also another
important community of one and a half thousand
people who contributed with their time and their
desire to help, without any remuneration. They
were the “Kaunas 2022 volunteers — the Cultur-
ists, all united by the “Kaunas 2022” Volunteering
programme. For the team of the programme de-
velopers and coordinators, the 4 years of planning
and delivery were full of excitement, challenges,
lessons, and achievements. In order not to leave
all this special experience behind, we have devel-
oped a methodology aimed at sharing with you our
good practices, methods, and insights. Indeed, this
book is meant to be helpful for a wider audience
than just the future European Capitals of Culture.
When creating the text of this book, we tried to
think about the variety of organisations working
with volunteers, as well as the challenges that they
face. In different sections of this book, you will find
out what were the measures that helped us in de-
veloping the programme plan, how did we manage
to attract and coordinate around 1,500 volunteers
and keep communicating with them, as well as
what kind of competencies they needed, and what
has motivated them to stay in the programme. We
believe that you will find this book useful and appli-
cable to your own organisation and projects.
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CONTEXT

Context

All European Capitals of Culture
and all orgaiusations that are
inoolved in mobilising volunteers
are operating in a different
enowronment, under different
conditions, and haove to respond
ro different needs. ‘'hese special
cucunmstances will determine the
way the Volunteering programme
will function, and the objectioes it
will have. In this chapter, we wish
10 introduce you 1o the context of
volunteering and to disclose the
Jactors that were unportant in
shaping our programme.
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VOLUNTEERING IN LITHUANIA

Volunteering
In Lithuania

Each European Capital of Culture is unique and its uniqueness depends on several
factors: geographical location, historical events, the culture that has evolved
over time, and the current tendencies still under formation. Speaking about the
development of volunteering initiatives, the mentioned factors play a major role,
as they do dictate the patterns of distribution of the volunteering phenomenon in
the country, as well as the attitudes of people to volunteering. A frank conversation
with our colleagues from a former European Capital of Culture in one of the Scan-
dinavian countries several years ago, serves as a good illustration. At that time,
we were looking for ways to attract the necessary number of volunteers for the
programme. When talking to our colleagues, we expressed our worry that it was
not easy for us to attract older people of working and retirement age for volun-
teering. Our colleagues were looking at us very surprised and assured us that all
we needed to do was to simply make a visit to various social clubs, where people
come together after work or for their free time, if they are retired, and invite them.
Unfortunately, such clubs where people could come together for socially beneficial
activities are not very common in Lithuania, and the existing associations uniting
the seniors in Kaunas that we had approached did not express any greater interest
in contributing to volunteering. In the conversation with our colleagues, we realised
how different the reality faced by two European Capitals of Culture can be and
how different are the processes that have to be applied for planning, implementa-
tion, and assessment of the Volunteering programmes.

Let us also have a look at the studies on the volunteering situation in Lithuania.
Accordingto the population survey carried out in 20191,13 % of the population took
partin volunteering activities in the last 12 months, while 31 % of the population said
they did not participate and did not intend to do that. The survey responses also
showed that in terms of gender and age, women and younger people were more
positive about volunteering, while people of the older age categories were more
sceptical. Besides, 50 % of the non-volunteers reported the lack of time as the key
reason for non-involvement. When asked about the possible field of volunteering,
only 15 % of the non-volunteering respondents marked organisation of cultural
events as an option:



29%

17%

10%

Taking care
of homeless
anumals

10%

Taking care of nature,
cleaning the
enoronment

10%

Organising
community life

7%

Organising
sports events

6%

Taking care of lonely
people or people with
disabilities

0%

Organising cultural
coents

3%

Collecting
charity

1%

Horking with children

2%

Prooviding
professional
consulting

Other

Defending and
representing the
interests of one’s
own and one’s
peers in public
nstitutions

Figure 1. Responses given by the non-volunteering respondents to the question
“If you were a volunteer, which fields of activity would you choose?”.




VOLUNTEERING IN LITHUANIA

Thus, the data above shows well that in Lithuania, volunteer-
ing is certainly not a widespread phenomenon, especially
among men and older people. When comparing the fields
of volunteering indicated by the respondents, one may see
that a significantly smaller number of people would choose
to contribute to the organisation of cultural events than to
take care of nature or animals. Naturally, the task of the Vol-
unteering programme of the European Capital of Culture
in Kaunas was supposed to not only develop effective
strategies for attracting volunteers, but also find ways how
volunteering in culture could be presented as an attractive
field of volunteering.

Indeed, it is important to mention that in the “Kaunas 2022”
project, volunteering was influenced not only by the general
public attitude towards volunteering, but, apparently, also
by strong factors, such as the COVID-19 pandemic and the
Russian war in Ukraine.

The first COVID-19 case in Lithuania was confirmed on
28 February 2020, leading to the introduction of almost 8
months of intermittent quarantine. It ended only on 1 July
2021. For our programme, this period of time was supposed
to be the most intense time of preparation. Moreover,
Lithuania has imposed restriction or suspension measures
on events. Our live introductory and team building meetings
had to be moved to virtual space, and the entire society was
encouraged to stay at home or contribute to volunteering in
the positions related to COVID-19.

The large-scale Russian military invasion of Ukraine started
on 24 February 2022, at the very beginning of the “Kaunas
2022” title year. At the time of writing this methodology,
the war is still continuing. Even if we do not have any re-
search-based indicators, we do believe that this situation
could have affected the numbers of volunteers, tourists, and
project guests from abroad. Another important factor was the
increased demand for volunteering aimed at helping Ukraine.

Thus, such factors as the habit of society members to
engage in socially useful activities, their attitudes towards
volunteering, as well as the epidemiological and geopolit-
ical situation in Europe do create specific conditions for
the development and implementation of any volunteering
programme. All these factors should be well assessed and
considered when trying to take over the experience from
other countries, cities or organisations and adapting it to
another environment.




“Contemporary Neighbourhoods” Project in Ringaudai, 2022




ABOUT THE “KAUNAS 2022” PROJECT

About

The “Kaunas - European
Capital of Culture 2022
PROJECT

From the very beginning of the “Kaunas 2022” project, the involvement of
townspeople has been a very important component in ensuring success and
long-term value of the project. We wanted the project not only to empower the
residents of the city to become permanent consumers of culture, but also to
provide them with the knowledge and tools needed for creating and promoting
culture on their own. For this reason, the project focuses on different communities
and close links with them. Were it people from the communities of courtyards,
districts, architecture admirers, or Litvak culture, the project has served them all
as a forum for spreading their word, for meeting each other, and for sharing their
message on the urgent issues.

The programme of “Kaunas 2022”
consisted of 8 different directions
aining o address different needs
of the citizens.



“ConTempo® Festival, 2022
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Trilogy. Act 2: The Confluence, 2022
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Modernism for
the Future

The programme was promoting the
awareness of the modernist interwar
architecture of Kaunas by communities,
and their connection with this heritage,
also developing new creative projects
and strengthening the relevance of this
heritage at the European level.

The Memory
Office

The programme was collecting people’s
stories, making them known, and was
seeking to revive the multi-ethnic mem-
ory of Kaunas city and Kaunas district,
strengthening the connection and com-
munication among the different com-
munities living there.

Designing
Happiness

The programme was developing a
modern way of understanding what is a
convenient city and what does urbanity
mean, based on the recommendations
received from designers and environ-
mental specialists. It involved learning
to adapt the city to everyone and to be-
come a modern citizen.

Kaunas
Challenge

The programme was dedicated to the
younger generation of different age. It
was aimed at addressing the problem of

emigration by young people from the city
and at helping the youngsters to build the
city in which they would like to live.

Contemporary
Neiwghbourhoods

The programme was creating ties be-
tween the residents of Kaunas district,
artists, and specialists who helped to
reveal and strengthen the unique iden-
tity of each neighbourhood.

Cultural
Fartnerships

A network of cultural organisations, cre-
ators, and “Kaunas 2022” was created,
resulting in more than 100 unique ar-
tistic projects dedicated to the special
programme of the year 2022.

e, the People

The programme was developing the
sense of community among the resi-
dents of Kaunas city and Kaunas dis-
trict, acting through cultural activities.
It was encouraging the residents to en-
gage in joint activities, leading to crea-
tion of flexible, creative communities.

I he Mythical
Beast

The programme, serving as the enter-
tainment part of the project. In close
cooperation with the city residents, a
unique myth of the city was being devel-
oped — as a means of promoting public
spirit, co-working, and creativity.
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The beforementioned goal of “Kaunas 2022” to
bring together as many citizens as possible and
invite them to become co-authors of the project has
brought an excellent opportunity for development
of the Volunteering programme with a view of
inviting people to join the ongoing activities, and also
encouraging them to become active participants in
the cultural sector.

The development of the Volunteering programme
was also influenced by the fact that help from
volunteers was needed not only during the title year,
but also in the preparation phase. Since 2017, when
the title of the European Capital of Culture was
awarded to Kaunas, the team was active in bringing
together communities, offering the citizens various
cultural initiatives, events, festivals, and preparing a
solid basis for the year 2022.

It is estimated that more than 1,500 events and
initiatives were implemented until 2022, and over
1,300 events of different size in 2022 — from
ceramic workshops requiring 1-2 volunteers, to the
opening event of the European Capital of Culture
with around 800 Kaunas residents and city guests
taking part as volunteers.

To be able to implement all the events as planned, a
comprehensive Volunteering programme promoting
the long-term engagement of the population was
needed.
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Volunteering
Drograimimne

IN nuMbers
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Total number of
volunteers: over

1500

Total number of trained
volunteer team-leaders:

107

Total number of trained
hospitality volunteers:

67

Total number of events
where volunteers were
involved: over

950

Number of hours of
volunteer contribution
during the title year:

over

70 000

Number of volunteers
involved simultaneously
at the opening event:

800

The most common
volunteering
positions:

Preparation and
technical
assistance.
Hospitality.
Directing and
informing
spectators.

Supporting artists
and performers.

Participating in
performances.

Ensuring
accessibility.

Coordinating and

informing volunteers.

Virtual volunteering.



47

18 -

30% 17

Under 1S 30 - 45

O% T

46 - 65 66+

Figure 2. Percentage of members of the “Kaunas 2022” Volunteering programme
by age, between 2020-2022.
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PLANNING AND STRATEGY

Flanning and
Strategy

Creating a Volunteering programme for the largest cultural project in Europe is a
complex task. But the more complex the task, the more useful it is to have a plan,
carefully prepared in advance. The planning process helps to break a multiplex
task down into smaller parts and move consistently towards the goal. The main
goal of the planning process was to have a clear plan for each team member, so
that everyone knows his/her daily tasks. The present section focuses on the con-
stituent parts of the planning process for the development of the “Kaunas 2022”
Volunteering programme, the measures that helped to develop the plan, the basis
on which strategic guidelines were set, and the specific guidelines adopted.




Flanning of
the “Kaunas
20227
Volunteering
Drograinime
cluded the
Jfollowing
parts.

1. Research —
what do we know?

2 Volunteer’s journey —
how will we achieve that?

3. Tume plan -
when and what will be
doner

4. Team -
who will do what?

S. Budger -
how much will it cost?
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PLANNING AND STRATEGY

W hat
do we know?

Our first steps to kick-start a coherent planning process were to identify the pre-
liminary need for volunteers for the programme and for our partners, as well as to
collect the insights from the representatives of the European Capitals of Culture
(hereinafter referred to as ECoCs) that have already implemented their Volun-

teering programmes.

Each ECoC has the privilege of using the ECoC network and contacting the peers
that would openly share their experience. Having identified our key areas of is-
sues, we contacted the volunteering coordinators from “Aarhus 2017” (Denmark),
“Hull 2017” (United Kingdom), “Wroctaw 2016” (Poland), “Rijeka 2020” (Croatia),
“Novi Sad 2021” (Serbia). We addressed them on the following issues:

The need for volunteers.

How many volunteers are needed to
maintain a long-term Volunteering pro-
gramme? How many volunteers are
needed for such a massive event as
an opening? What are the main roles
of volunteers? What specific skills are
needed?

Human resources.
What is the optimal size of the
programme team?

Involvement of volunteers in activities.
Volunteer registration process,
introduction, communication.

Motivational system.
The need for motivating volunteers,
the most effective measures.

Development of competences.
Informing volunteers about the project,
defining ways of developing skills for
specific responsibilities.

Volunteer coordination system.
Assessment of the online platforms
and software used.

Particularities of volunteer coordina-
tion in mass and small-scale events.
Distribution of responsibilities, availa-
bility of human resources, setting the
coordination process.

Involvement of different
volunteer groups in the project.
Foreigners, professionals, seniors.

Image of the Volunteering
programme.

Visual identity, volunteer outfit, external
communication.

Legal basis.
Function and content of the volunteering
agreement.



Training for Volunteers, 2021
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Interviews with the managers of the
ECoC \Volunteering programmes
helped us save time, gain know-how,
better understand our future challeng-
es, and set our goals. This survey also
helped us understand where it was
worth investing our time and attention.
Here are some of the key insights:

It is important to invest in creating
an attractive and unique identity
of the Volunteering programme.

A tailor-made digital volunteer
coordination platform is essential
when working intensively with
large numbers of volunteers.

Itis important to introduce the
people working with volunteers
(project managers, partners) to
the particulars of such type of
work, as well as possibilities and
limits set for the use of volunteers.

Volunteers are most motivated by
extensive personal communication.

Volunteer training brings benefit
both for the organisation and for
the volunteers.

Hiring a professional Volunteering
programme team would require
greatest financial resources, but

this would pay-off the most.

Insights.

W hen deoveloping or umprooing a
Volunteering programumne, it 1s worth
approaching representatioes of Sine-
llar organisations for learning about
thelr experiences.

In the absence of such a possibility; a great
amount of information can be collected online,
obtained by interviewing volunteers from other
organisations, or eoven by getting inovoloed in vol-
unteering un a similar organisation. Useful infor-
mation can also be obtained from the feedback
gioen by colleagues or volunteers.
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PLANNING AND STRATEGY

W hat
do we aim for?

There are countless ways to implement a Volunteering programme.Therefore, the
next step after collection of useful information should be identification of objec-
tives. This helps to set the priority directions of your activities and to mobilise your
team’s efforts.

The essential and obvious function of a Volunteering programme is to provide vol-
unteering assistance for the project events. However, the ECoC title is important
at the level of the entire city. This requires setting the goals not just at the project
level, but also at the city level.

Our goals were as follows:

Cuty level

Encourage active participation of Kaunas citizens and give them an opportunity
to become creators and ambassadors of their city through volunteering in cultural
activities. Develop the skills of Kaunas cultural sector in the field of volunteering.

Project level

Involve volunteers in the activities organised by “Kaunas 2022” and its partners,
strengthen their competences and motivation, and help them feel an important
part of the project.



It is important for the stated objective to be achievable. The set objective can help
not just to identify the priority directions of activity, but also to foresee concrete

measures to be taken for achieving it:

Cuty level

]. Informing about the possibility of
volunteering and encouraging the res-
idents of Kaunas city and Kaunas dis-
trict to join volunteering in the cultural
sector.

2. Developing the competences of
the cultural organisations of Kaunas in
the field of volunteer work.

Project level

3. Creating an accessible system and
tools for volunteers from various social
groups to engage in volunteering in the
“Kaunas 2022 project.

4. Creatinganaccessible systemand
tools for the curators of the “Kaunas
2022” programmes and partners of
the project to get help from volunteers.

5 Creating a motivational system.

6 Creating a system of competence
development.

7 Creating a consistent and recog-
nisable volunteer identity.

Insights.

Setting an achieovable objectioe helps
not only to work in a more focused
way; but also to identify concrete
measures that could be taken to

achieove it
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How do we
achieve this?

Identifying measures for the achievement of the identified objective is useful, but
to ensure a smooth process of volunteer engagement and to identify potential
challengesin advance, we decided to look at the process from the user’s perspec-
tive. We have created a volunteer’s experience journey and have analysed in detail
each step — from a non-familiar citizen of Kaunas to a motivated and involved
volunteer. The main steps we have identified are as follows:

Volunteer’s experience journey

Attracting

V

Tratning

¥

Engaging in actioities

\V

Motivating

This method has enabled us to look at the process from the perspective of a vol-
unteer and predict his/her potential actions, as well as to identify the tasks that
have to be carried out.
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Attracting:

Marketing/Communication cam-
paigns, website.

Information at events and in the
offices of “Kaunas 2022” and
project partners.

Attractive identity of the Volun-
teering programme.
Development of partnerships
(universities, enterprises, etc.).
Easily accessible and simple reg-
istration form.

Invitation to the introductory
meeting.

Invitation to join the group on
“Facebook”.

FEngaging in actioities.

Platform for collecting the needs
of colleagues.

Open call to partners.

Easily accessible and attractive
volunteering request for an event
or project.

Tratning:

Need, format, and content of
training for volunteers.

Need, format, and content of
training for colleagues and part-
ners.

Motioating:

Thank-you events and community
gatherings.

Visibility of the participating vol-
unteers and of their contribution.
Outfit.

- Food.

The goal of the “Kaunas 2022” Volunteering programme was to involve as many
people as possible, regardless of their age or nationality. Thus, we have created a
different type of volunteer’s experience journeys for the persons of older age and
for foreigners, to ensure accessibility of the programme for them.

Insights.

Creating a volunteer’s experience
Journey has helped us to identify the
actions needed to be implemented,
and to spot each potential challenge.







When and
what

will be
doner
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When and what
WILL BE DONE?

In the development of any project, especially if the activity has clear deadlines,
it is useful to set out the actions in a time plan. This allows for systematic co-
ordination of team work, prioritisation and timely execution of the necessary
actions, and more accurate budget planning.

NELIETY
February
March
April

May

June

July
August
September

“Kaunas 2022” Grand Events

Advertising Campaigns .

Briefings

Introductory Training

Kaunas Culture Exercise

Leadership Training

Training for Kaunas Connoisseurs

Training on Accessibility

Community Building Meetings

111

Figure 5. Time plan of the “Kaunas 2022” Volunteering programme, 2021-2022.




When planning the implementation of the “Kaunas 2022” Volunteering programme,
all the actions set in the time plan were focused on overcoming the two major
challenges previously identified — the opening event and the intensity of the
title year. The tasks were grouped according to the type of the volunteer’s expe-
rience journey. Besides, the time plan also helped us foresee the content of the
programme. That is, how many communication campaigns, training sessions, and
community building meetings needed to be implemented so that we have the
necessary number of informed and motivated volunteers for the opening event.

October
November
December
February
March
April

May

June

July
August
September
October
November
December

_— NELUETY

11 I

[nsiohts.

The time plan helps to foresee
the required financial and buman
resources, and 1o mooe towards
the goal systematically.
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PLANNING AND STRATEGY

Who wi// do
WHAT?

The time plan has revealed the scope of the work to be done and, at the same
time, the need for greater team resources. To justify this need, it was necessary to
define the responsibilities of each team member.

[nsights.

Clear definition of responsibilities can
be of use in the processes of recruit-
ment, coordination, and result assess-
ment.

Availabulity of more specialists in the
team could bring expanded possiDili-
ties for deoveloping additional actior-
ties, such as broader scope of interna-
tional exchange, more actioe efforts
Jfor attracting the less involoed groups,
creased accessibility; erc.



Volunteer progranume
curator .

- Planning, coordination, and
improvement of the content and
processes of the Volunteering
programme.

- Management of team resources
according to the programme’s
time plan.

- Management of the programme’s
budget and drafting of annual
procurement plans.

- Selection of main suppliers, car-
rying out public purchase proce-
dures, concluding contracts (for
transport, catering, outfit).

- Coordination of the needs of the
team and partners, mobilisation
and management of volunteers at
major events of the year.

- Identification of the needs for
the year 2022, their planning and
adaptation in the programme.

- Initiation and maintenance of
marketing and communication
campaigns.

- Teamwork at major events.

Volunteer progranumne
coordinator (for com-
munication):

- Communication with new vol-
unteers and the ones already
involved.

- Keeping communication in social
networks.

- Implementation, testing, and
coordination of the volunteer
management platform.

- Specification of the needs of
organisers and formulation of
requests for volunteers.

- Coordination of distribution of the
volunteer outfit, coordination of
volunteer catering at events.

- Drawing up reports.

- Teamwork at major events.

Volunteer programme
coordinator (for educa-
tion and motioation):

- Improving content of all training
courses, also management, facili-
tation, preparation of information
materials.

- Organisation and facilitation of
motivational and team building
events.

- Drawing up reports.

- Distribution of motivation tools for
volunteers.

- Teamwork at major events.

Each day, our team members were engaged in the tasks related to the responsibili-
ties assigned to them. Yet, at the biggest events of “Kaunas 2022”, they were focusing
on teamwork, so we were redistributing our responsibilities in each individual case.
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PLANNING AND STRATEGY

How

mauch will it
COST?

When the action plan was created and
the need for volunteers was identified,
the budget could finally be planned. As
procurement of goods and services
at “Kaunas 2022” was implemented
through public purchase procedures,
advance and accurate budget plan-
ning was not just recommended, but
mandatory. The components of the
budget of the “Kaunas 2022” Volun-
teering programme is presented in the
table below.

The biggest part of our budget was
spent on food. Even if we only speak
about a bottle of water and a sand-
wich, it is seen by volunteers as an ex-
pression of care from the side of the
organiser. If there is no budget for food
at all, addressing sponsors could be an
option, or at least a message could be
sent to the volunteers informing that
they are expected to bring food for
themselves.

An important part of the budget was
used for the volunteer outfit. We had
to provide distinctive uniform to a very
large number of people, who were ro-
tating all the time. In the absence of
budget for this, cheaper signs could be
used, such as stickers or badges.

We had a long-term Volunteering pro-
gramme, therefore, it was essential to
keep organising advertising activities,
as only a small part of volunteers are

usually loyal or have an opportunity
to contribute throughout the whole
project. Significant financial resourc-
es were also required for a campaign
aimed at attracting volunteers for the
opening event — without this cam-
paign, we would not have succeeded
to attract the required number of peo-
ple. There are also other, free ways to
inform the society on the possibility of
joining your initiative. They will be dis-
cussed in the section “Attracting” below.

In our programme, training was par-
ticularly important both as a tool for
informing volunteers and as a means
of creating relations among volun-
teers and motivating them. If there is
no budget for trainers, training could
be carried out by the ECoC team, or
trainers could be asked to help free of
charge, or on the basis of mentorship.

To sum up, consistent planning was
the tool that we have used for de-
veloping a long-term Volunteering
programme for “Kaunas 2022”. The
process is time-consuming, but in the
long-term perspective, the results of
your dedicated efforts and time re-
sources become obvious at the stage
of implementation — you have a clear
direction, you can see not only what
you need to do, but also the best way
of acting, and you can also draft the re-
quired financial and human resources.



BUDGET
2021-2022

2 6 % Catering

23%

1 8 % Adoertising

‘I 3 % Training

8 % Rent of premuises

O/ ‘Technical service
6%

3% Transport

2 % Press, publications

1 % Software
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IMPLEMENTING THE PROGRAMME

Implementing
the Programme

The strategy of the “Kaunas 20227
Volunteering programime was
based on a volunteer's experience
Journey. T'hus, the structure of the
section on the unplementation of
the programme reflects the four
steps in a volunteer s experience
JOUrney — artracting volunieers,
rraining, engaging in actioities, and
motioating.

In each subsection, we will try to tell you how we managed to implement our plan, what

has worked, what had to be changed, and what were the lessons we have learned.



St. John's Eve / Midsummer Festival “‘Joninés” in “Parakas”, 2022
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Attracting

People start volunteering for various
reasons: they are motivated by the
goal of the project and the opportunity
to meet like-minded people, they wish
to accomplish their personal goals,
etc. However, to be able to identify the
cause that will encourage them to fill in
the questionnaire, they must first learn
about the programme and become
convinced of its good image. The im-
age of the programme can be affected

by many factors — some of them can
be initiated or created, while others
exist on their own and do not depend
on the efforts of the Volunteering pro-
gramme staff. In the “Kaunas 2022”
Volunteering programme, we have
identified several factors that we were
systematically shaping in order to cre-
ate a good image of the programme
and attract volunteers.

Factors that
can be affected.

Factors that
cannot be affected.

Programme identity
Website

Adoertising messages

Organisation’s staff
Available volunteers

.
Organisation’s image

Image of the Volunteering progranumne

V

Volunteer's registration

Figure 7. The aspects shaping the image of the Volunteering programme, that we

have decided to develop.



© M~ Volunteers for the Grand Opening of “Kaunas - European Capital of Culture”, 2022
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Programme
identity

Before starting any communication actions, we
first decided to invest in creating the identity of
the “Kaunas 2022” Volunteering programme. We
decided to consider such tools as the programme’s
title, logo, colour, font, visual style of print and digital
tools, and volunteer clothing design. All these points
were described in the Brand Book of the “Kaunas
2022” Volunteering programme.




Flamenco Show in Kadergingé, 2022
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Title

We named the volunteers of “Kaunas
2022” as “Culturists”. It is important
to note here that the Lithuanian
term for the word “culturist” defines
exclusively a bodybuilder. Bodybuild-
ing has nothing to do with art, but the
word was used for the title to keep the
word play. The creative attitude and
humour employed when developing
the name for the volunteers helped
us to reflect the mood and spirit of
the Volunteering programme, and to
communicate its creative, artistic,
and joyful atmosphere. In general,
the word “bodybuilder” is associated
with physical power, energy, strength.
Even when these associations are
transferred to the context of a cultural
project, they serve to create a positive
image of the “Kaunas 2022” volunteers
as strong and energetic people.
“Kaunas2022”is notthe only institution
to give a name to its volunteers
(e. g, Rethinkers at “Aarhus2017”,
Wavemakers at “Galway 2020, etc.).
These names help to communicate
the purpose of having volunteers in
the project and the common goal of
the project, and also creates a sense
of belonging to a group of like-minded
people.

Visual style

The visual style of the Volunteer-
ing programme consisted of its logo,
colour palette, and font. Most of the
organisations engaged in working
with volunteers use the style of their
organisation for the communication.
However, in the project which involves
numerous programmes, it was
essential to create a style that would
be distinct yet would clearly relate to
the project.

The colour palette consisted of three
basic colours — black, grey, and white,
and the main one — neon orange.
Looking from a symbolic perspective,
the bright orange reflected the vigour
and dynamism of the Culturists, and
from a practical perspective — it
made the volunteers so well distinct
from the crowd of people at events
and was attracting attention.

The logo consisted of the “Kaunas
2022” logo showing geometric figures
in different shapes. They not only
symbolised the diversity of volunteers,
but also served as graphic elements in
the development of the programme’s
communication tools.

Creating a visual style proved
especially helpful in the development
of other communication tools and
design of the volunteer merchandise.
The approved visual style was helpful
for maintaining consistent commu-
nication, and also for saving time in
decision-making when considering
the appearance of the future delivera-
bles, the programme’s presentation, its
website, volunteer outfits, etc.
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Lolunteer
clothing

A full set of the volunteer outfit
consisted of a T-shirt, a wind- and
rain-proof jacket, a warm sweatshirt,
a waist bag, and stitchable badges
showing completion of training. A
T-shirt and a jacket were given to each
volunteer, while the rest of the outfit
elements — only to the volunteers
who were more actively engaged in
the activities. The volunteer clothing
has fulfilled several functions in the
project. First of all, it was a tool for
ensuring distinctive appearance, so we
wanted the basic clothing to be bright
and exclusive. As it turned out later,
the neon orange colour chosen for the
jacket was a very good solution. Even
at night, in a multi-thousand crowd,
organisers and spectators could easily
distinguish our “Culturists”.

Indeed, we also soughtto make clothing
one of the motivating factors, so we
have invested a lot of time to discover
the clothing of high-quality, appealing
design, and high comfort, and to adapt
a graphic design of high aesthetic level.
For more information on how the outfit
has served to motivate volunteers, see
the section “Motivating volunteers”.

In general, we believe that investing
in the volunteer clothing has paid off.
Next to that, it performed a distinctive
and a motivational function, and also
served as additional advertising of the
programme.
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Website

A subpage dedicated to the Volun-
teering programme was accessible
on the “Kaunas 2022” website or
via a specially created link www.
kulturistai2022.eu. The subpage was
performing both representative and
informative functions and contained
a registration form. It provided
general information on what positions
volunteers could take in the project,
what they could learn in training, and
what kind of community they could
join. A video was used for presentation
of the community of volunteers: active
volunteers were telling about why they
saw volunteering meaningful and why
it was worth joining the “Culturists”.
We were improving the question-
naire regularly to keep only the most
necessary questions. In this way, we
tried to remove any barriers that could
make it difficult for a volunteer to take
the first step, followed by the next one
— the introductory meeting.

Insights.

Availability of
clear, concise, and
visually attractioe
iformation on a
subpage describing
the benefits of
ovolunteering can
encourage people
to fill out the
questionnaire.

The shorter

and sunpler the
questionnaire for
the registration,
the more likely

a potential
volunteer will
take inunediate
action and
register.



N~ O “The Way of Reconciliation” Procession and the Opera “Nabucco”, 2022
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Adoertising
Campaigns

Since it was a long-term project, volunteer support
was needed not only in 2022, but also in the years of
preparation. At the same time, we needed to ensure
a continuous growth in the number of volunteers in
order to have a sufficient number of reliable, trained
volunteers for the opening event — the largest event
of the project year 2022.

To ensure the growing numbers, we implemented 4
advertising campaigns from the beginning of 2020
until 2022. In the team of “Kaunas 2022, there was
already an internal marketing team with creative staff,
designers, and project managers. Thus, the most
important assignment for this team was to convey
the task very precisely and to share the message
on how many volunteers it was important to collect.
New volunteers that joined with each campaign
were invited to a new series of training. At the end of
each campaign, a new one was started, and we were
continuing working in cycles.

In this way, campaigns were planned at similar time
intervals with a clear beginning of each new cycle of
introducing volunteers to the programme. This has
helped to keep the training well-structured and to
ensure that the highest possible number of volunteers
could join this training at the beginning of their volun-
teering journey.
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Main messages
of adovertising
campaigrns

The main messages of our advertising campaigns
were chosen on the basis of the internal motivation of
the volunteers. When preparing for the first campaign,
we took into consideration the answers that were
dominating in the questionnaires of new volunteers
when answering the question “Why did you decide to
volunteer in the “Kaunas 2022” project?”. The “love
for the city” was dominating in the answers, so the
message was linked to the promise that volunteers
would be able to realise their aspirations and
contribute to the city’s well-being, if they chose volun-
teering at “Kaunas 2022".

CULTURISTS — “KAUNAS 2022” VOLUNTEERS
REGISTER
Fulfilling yourself, fulfilling the city
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The message of the second campaign had to be
changed and adapted to the reality brought by the
COVID-19 pandemic. In response to the existing
situation, we offered opportunities to volunteer and
participateintrainingonline. Therefore, our advertising
tools were also inviting to contribute remotely.

VOLUNTEERING TO THE HOMES
Kaunas - European Capital of Culture 2022
CULTURISTS
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The message of the third campaign was based on the
responses given in the feedback questionnaires filled
by our experienced volunteers. As one of the main
motivating factors for volunteering, our “Culturists”
have identified the opportunity of self-realisation.
The key message of the campaign was on how vol-
unteering at “Kaunas 2022 could help to fulfil one’s
ambitions.

SHORT OF SPACE FOR FULFILLING

YOUR AMBITIONS?

Jointhe volunteers at the “Kaunas - European Capital
of Culture 2022”

TAVO |
AMBICIJOMS (i A T

KASDIENYBEJE {-{

DA !

ANKSTA?

df

Tapk Europos
kultdros
sostinés

Kaunas 2022

Europos kultdros sostind
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However, the last campaign was very
different from the previous ones in its
message. The reason was the doubled
demand for volunteers for the opening
event, caused by the extra require-
ments brought by the COVID-19
pandemic. Four months before the
opening event, it turned out that we
needed 800 volunteers for the event,
instead of the planned 400. What we
learned from our previous campaigns
was that messages focused oninternal
motivation attracted only about 200
volunteers per campaign. Moreover,
our society still lived in the post-COVID
moods and preferred staying at home,
avoiding big events. We knew that
there was no time to take the risk with
another moderate message and that
we had to attract people’s attention
and convince them that the contri-
bution of each of them was so much
important. Thus, we decided to use
the elements of shock advertising.
We chose a negative message stating
that Kaunas people would lose the
opportunity to have a grand event
in the city, if the required number of
volunteers were not collected. This
prompted people to react and explore
this topic more. The bold message
that we chose proved successful and,
eventually, we managed to mobilise
the required number of volunteers.

Inconclusion,the strategyforattracting
volunteers must not be limited to the
use of advertising measures. There
are also other effective ways (such
as creating distinctive identity) that
help to develop a positive image of
the programme, stand out from other
Volunteering programmes, and attract
the attention of your target audience.

Insights:

Distribution of the
avatlable promotional
budger for regular
adoertising campaions
helps to ensure
contnuous attraction
of new volunieers and
1o mtroduce them to
the progranune in a
structured way:

In the case of “Kaunas
20227 moderate
adoertising messages
avmed at miernal
motioation helped

to reach the target
number of volunteers.

In the case of
“Kaunas 20227 the
negatioe and shocking
adoertising message
prooved successful

Jor attracting a large
number of volunteers

urgently:



THE BIGGEST EVENT IN KAUNAS WILL NOT HAPPEN

IF YOU DON'T JOIN THE VOLUNTEERS FOR THE OPENING EVENT OF THE
EUROPEAN CAPITAL OF CULTURE

JOIN

Find out more: “Kaunas - European Capital of Culture 2022”

—

JEI NEPRISIJUNGSI PRIE EUROPOS KULTUROS
SOSTINES ATIDARYMO SAVANORIY

SUZINOK DAUGIAU

kulturistai2022.eu Kaunas2022| —







Training
for volunteers
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W hen designing the
Volunteering programine,
we were contemplating

the role of volunteers, and
what kind of character-
1stics or Rnowledge will

be needed ro fulfil thar

role. Haoing identified

the need, we took the
Jollowing steps: preparation
of training progranimes,
search for lecturers, and
communication ro volunieers
on the opportunities of
training.

10T ‘sieeun|op Joj Sulures |



TRAINING FOR VOLUNTEERS

Training
Jfor whom
AND WHAT?

At training, volunteers acquired new knowledge, gained new competences, or
strengthened the ones that they already possessed. They also met other volunteers
and joined their community, they got in contact with the coordinators of the Volun-
teering programme, thus maintaining and/or encouraging their own motivation to
engage in volunteering. Although initially, the need for trained volunteers came from
the organisation itself, later, at the time of implementation of the project, we realised
that training can strengthen the motivation of people to join the community of vol-
unteers, continue volunteering, engage more actively, and take more responsibility.

In the current section, we will present the training that we offered the volunteers of

“Kaunas 2022” during the project.

The training programme consisted of
the following parts:

- introductory Exercise;

- Kaunas Culture Exercise;

- masterclasses on the topics of
Kaunas Experts, Culture Hosts,
Leadership, and Accessibility.

The training, also referred to as exercis-
es,inorder to keep the playful mood, was

intended for large groups of people and
was accessible to everyone. We named
it masterclass when specific training
was focused on a smaller number of
participants, with personal attention
to each volunteer. Most of the training
sessions that we offered were optional
(with the exception of the Introductory
Training) and volunteers could choose
where to apply. Applicants could attend
no training at all or could take partin one
or several training sessions.

Lraining is useful for volunteers
Jor acquiring new comperences.
Neovertheless, tratning is an éefjectioe

motioational tool.



Training for Volunteers, 2021
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[ntroductory
Exercise

Volunteers had to register on our vol-
unteer management platform (herein-
after referred to as the “Timecounts”)
only after the introductory meeting
— a mandatory meeting for everyone
who wanted to start volunteering in the
“Kaunas 2022” project. Introductory
Training offered the first contact with
the coordinators and other newly join-
ing volunteers. This meeting helped the
newcomers to decide whether they will
join the programme and start volun-
teering. The meeting was equally im-
portant for us, as it helped us align our
own expectations with those of the vol-
unteers and introduce the next steps.

Before the COVID-19 pandemic, all our
meetings were taking place by physical
participation, but the pandemic made
us test the remote meeting format.
After the quarantine restrictions were
released, we kept the remote format
because we noticed that it was easier
and safer for some people to connect
remotely. Besides, this format meant
less resources required from us. Meet-
ings were held a few times per month,
and registration for the meetings was
open on the “Culturist’s” subpage:
(www.kulturistai2022.eu).

Content of the Introductory Meeting:

- Getting acquainted with each oth-
er and with the coordinators.

- Presentation of the title of the
European Capital of Culture.

- Presentation of the “Kaunas 2022”
project.

- Plan and scope of the planned
events.

- Role and values of the “Culturists”.
Training.

- Ways of communication.

- Introduction to the “Timecounts”.

- Important tips for volunteering at
events.

- Contacts of the coordinators.

- Next steps.

After the meeting, volunteers received
an e-mail with detailed steps on how
to connect to the “Timecounts” sys-
tem and a printed copy of the “Cultur-
ist's” Guide, with all essential informa-
tion about volunteering in the “Kaunas
2022” project. Only after registering
in the “Timecounts” system and after
completing the questionnaire, volun-
teers could become the “Culturists”.
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Kaunas
Culture
Exercise

After the Introductory Meeting, we in-
vited volunteers to the Kaunas Culture
Exercise, where they were introduced
to the cultural field of Kaunas and
Kaunas district, including the cultural
institutions and objects, historical per-
sonalities, interesting yet little-known
facts, etc., that they were supposed to
know. At this training, volunteers ac-
quired knowledge about the special
nature of culture in Kaunas, and how to
present it to the guests, thus becom-
ing our well-informed ambassadors of
Kaunas city. At the end of the meeting,
each volunteer was given a printed
copy of the “Culturist’s” Atlas, involv-
ing a brief summary of the information
on different places in Kaunas.




Volunteer Team-Leader and Volunteers, 2022
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Masterclasses

When presenting Masterclasses at our
Introductory Meetings, we used to say
that “Masterclasses are for those who
want more”, as this type of training
means higher responsibility from the
side of the participant and higher in-
volvement in the project. Motivation of
the applicants was assessed accord-
ing to the information provided when
registering for the training.

Completion of one or another type of
training did not involve any obligation
from the side of volunteers to perform a
certainrole, volunteer a certain number
of hours, etc. If the training consisted of
several parts, we asked volunteers to
attend all of them, as this was required
for obtaining a certificate of comple-
tion of training and a special badge at-
tachable to a “Culturist’s” T-shirt.

After completion of training, volunteers
were invited to join closed groups of
volunteers on “Facebook”, and we had
several of them: for volunteer team
leaders, for Kaunas experts and hosts,
and for the accessibility volunteers. In
the groups, we were posting informa-
tion specifically dedicated to the target
group of volunteers.

Recommendations:

If the possibilities allow, it 1s worth hiring professional
trainers, as this helps to ensure bigh quality of the content
and to increase trust by the volunteers.

HWhen creating the content of the progranumne, it is useful to
assess what kind of skills and knowledge the volunteers are
supposed to possess, to be able to create the training course
that would respond to your needs but will also be attrac-
tioe to the volunteers. 'The training course should imvoloe a
practical part next to a theoretical one.

1z 1s Tworth tryving to ensure that those who wish to test their
necw role after completion of the tramning, would have an
opportunity to do so. For mstance, will all the volunteers who
have completed the leadership traming and are willing to lead
volunteer tearms be able to do so at least once i the project?



Masterclass for
Kaunas FExperts

The “Culturists” who were fond of com-
munication and wanted to learn more
about Kaunas were invited to join the
Masterclass for Kaunas Experts. The
training was aimed at preparing the
curious volunteers, so that they could
present the city and the “European
Capital of Culture” project to different
categories of guests: cultural delega-
tions, professional performers, artists
or speakers, citizens, and visitors.

At the training, the “Culturists”
were able to:

- find out what constitutes a good
tour and what are the qualities that
a cool tour host should possess;

- attend a guided demonstrational
tour;

- learn how to compose the narra-
tive of the tour according to the
interests of the audience;

- prepare atour route according to
the proposed type of audience,
and to test it, working in groups.

The training consisted of three parts
(meetings) and was delivered by expe-
rienced, professional guides.

Masterclass for
Culture Hosts

This masterclass was like the next step
after becoming an expert of Kaunas.
Differently from the Masterclass for
Kaunas Experts, this training course
was addressed to the persons willing
to develop individual tours around the
city on a topic of their own interest. At
the meeting, each volunteer present-
ed their route or their idea to a group
of professionals, and the latter shared
their thoughts on how the proposals
could be improved.

After this meeting, the profiles of Cul-
ture Hosts were placed on the website
“Experience Kaunas”, where tourists
and city guests could directly contact
the volunteers with requests to have a
free tour in the city offered by a local
resident.
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Leadership Masterclass

Active and enthusiastic volunteers who
enjoyed communication and wanted to
accompany and inspire other people,
were invited to try the position of a vol-
unteer team leader, but only after com-
pletion of the Leadership Masterclass.

At the Masterclass, volunteers were
working on such questions as:

- What qualities are characteristic of
aleader?

- Why isitimportant to plan one’s
time effectively and how is it done?

- Howto delegate tasks?

- Why isitimportant to help team
members maintain motivation
and take care of their safety and
comfort?

The training consisted of several parts,
one of which was a hiking tour. The Mas-
terclass was led by an experienced ed-
ucator, consultant in education.

This training was exceptionally suc-
cessful and popular among our volun-
teers. Indeed, a large number of peo-
ple applied for this training each time it
was announced. It has to be noted that
volunteer team leaders have become
important assistants of the “Kaunas
2022 team in the implementation of
the project’s grand and larger events:
they helped to ensure that essential in-
formation reaches every volunteer and
that everyone is familiar with each oth-
er,they also dedicated their time to take
care of the needs of volunteers.

What we have also noticed was that vol-
unteer team leaders got more involved
in the implementation of the project
and became real team members, who
were trusted with the tasks requiring
more responsibility.

Accessibility
Masterclass

During the project, we tried to make
our events and volunteering activities
accessible to as many people as possi-
ble.In cooperation with the organisation
“V§] Socialinis Taxi” (the organisation
providing travel organisation services
for people with disabilities), we have
created an Accessibility Masterclass,
where our volunteers learned to:

- Recognise different types of disa-
bility.

- Offer assistance.

- Provide the necessary help at
events.

The training consisted of two parts, one
of which involved practical tasks. We
adapted the practical part of the Mas-
terclass to a specific event, considering
such aspects as the availability of spe-
cial platforms for people with disabili-
ties, how they will reach the venue, etc.
The Masterclass was delivered by the
Public Institution “Socialinis Taxi” staff.

To sum up, training serves as great in-
vestment in volunteers, bringing bene-
fits to all the participants of the process.
This training course enables volunteers
to become more familiar with their own
selves, discover the value of unity, feel
the pulse and importance of the pro-
ject, establish a stronger relationship
with the organisation and its team.









Engaging
Lolunteers




ENGAGING VOLUNTEERS

[n the present section, we
will discuss 1 more detail
what measures haove helped
us to consistently inooloe
volunteers in the “Kaunas
20227 activities, how was
the voluniteer's journey
developing after jorning the
Folunteering programine,
and what conununication
channels we haove used.




- QO Kite Festival in Zapyskis, 2022
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Communi-
carion

When developing a Volunteering pro-
gramme, it is important to foresee
which communication channels and
platforms will be most convenient for
the volunteers and will simultaneously
respond to your own needs. Later, hav-
ing selected the information channels,
it is good to know which ways of infor-
mation provision are most effective.

Channels of
COMIMNUNICATION
with volunteers

At the Introductory Exercise, volun-
teers received information on the
channels to be used for communica-
tion with them. Given the large scope
of the project, the amount of informa-
tion to be communicated to volunteers
was also huge. We have chosen two
main channels of communication:

- Closed group on “Facebook”.
- E-mails (newsletters).

In this way, we have adapted commu-
nication both to the people who did not
use social networks, and to those who
were using social networks as a prima-
ry source of information.

The group on “Facebook” was dedi-
cated to sharing informal messages:
thank-you notes, volunteering experi-
ences, and “last minute” offers. E-mails
were used for sharing important and
detailed information, regular volun-
teering offers, and news.

Since the flow of information was big,
we tried to use exclusive visuals for
newsletters and Facebook posts on
different topics. In this way, it was easi-
er for volunteers to quickly identify the
content of the letter and conveniently
select the information that they were
interested to read. A few examples can
be seen in the figures below.



Recommendation:

Before choosing the channéls for
communication with volunieers, it

LS umportant to consider the amount
and type of information that you

are gowng to announce. If you plan to
share large amounts of information, it
1s worth choosing seoeral channels, so
that it can be droided in parts.

TRAINING
FOR CULTURISTS
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Volunteer Management

PLATFORM

During the project years 2019-2020, when the number and intensity of events
was rather low, we were using the “Google Forms” platform for placing volunteer-
ing offers. This is a simple platform, familiar to many people, often used for the
purpose of registration. Unfortunately, for us, its use meant many different tables
and repeated filling of data for volunteers each time. We knew that the year 2022
was going to be intense and that numerous volunteering offers would be reach-
ing the volunteers. With this in mind, we were looking for a system that would help
us solve these two challenges. We chose the “Timecounts” platform for our work,
considering the convenient and modern design of the platform, and availability of

the required functions.

Among the main advantages of the
“Timecounts” over the “Google
Forms” were the following:

- Allvolunteer data in one place.

- More convenient administration
and announcement of volunteer-
ing offers.

- Automated validation of volun-
teers for different positions.

- Automated send-out of letters to
different groups of volunteers.

- Possibility to follow the hours
spent in volunteering activities.

- No need for volunteers to refill
their contact information.

Did this platform work perfectly and
meet all of our expectations? Not com-
pletely. The platform was launched
recently, so we were faced with tech-
nical bugs and not all of the features
were available. Indeed, when joining
the platform, volunteers had to create
an account, so this requirement could
have become a barrier for less moti-
vated people to continue their journey
with us. Although the platform was rel-
atively primitive, it still required greater
computer literacy, compared to the
previously used “Google Forms”, mak-
ing the access more complicated for
seniors. Also, even if we published our
offers both in Lithuanian and in English,
the working language of the platform
was English. Despite the mentioned
inconveniences, there were more ad-
vantages in the use of the platform than
disadvantages, and the platform made
the work of coordinators much easier.
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Volunteering

offers

A large part of the activities in the Vol-
unteering programme team consisted
of continuous communication with part-
ners and colleagues, and preparation of
volunteering offers. When preparing our
offers, we have always paid significant
attention to the 5 most important things:

/

Number of volunteers

One of the most difficult tasks faced by
our colleagues working in event organi-
sation was to foresee the required num-
ber of volunteers. We noticed that in
many cases, when identifying the need
for volunteers, our colleagues were
tending to double the numbers, and
only then they moved to identification
of the tasks needed to perform. Adher-
ence to this principle can demotivate
volunteers from returning to volunteer-
ing because they may find their help not
needed. For this reason, we tried to help
our colleagues to first identify specif-
ic tasks. Consequently, the number of
volunteers needed for the events often
decreased significantly, although there
were also cases when this number in-
creased. Indeed, it is important not to
be afraid of questioning the need for
volunteers expressed by the organis-
ers and of reconsidering whether there
would be enough activity for all the vol-
unteers present at the venue.

Recommendation:

1t 15 useful 1o calculate pre-
cisely how many volunteers
will be needed ar the event
and what exactly they will

hawe to do. If too many
volunteers are noited, they
may bave nothing to do and
feel unnecessary:

2.

Adequate activities
In our programme, we have often faced
the fact that, for the organisers of ac-
tivities, it was not always clear how
volunteers could or could not help at
events. We advised them to try and
imagine taking the role of a volunteer
and to think about the tasks that they
themselves would like to do. The main
questions that we discussed with the
organisers were:

- Isthe activity suitable to a vol-
unteer, or is it a service normally
provided by hired professionals
(logistics staff, technicians, etc.)?

- Speaking about the level of
responsibility expected from vol-
unteers, is it not too big (e. g. cash
register with money, key moments
of the event)?

- Will the volunteer, when performing
the given task, see his/her contri-
bution meaningful?



Recomumendation:

W hen planning voluntecring
actioities, it 1s adoisable to
try and umagine oneself in the
volunteer’s role. 'T'his belps to
refine adequate actioities that
are consistent with the princi-
ples of volunteering

5.

Time

By all means, time and place of the vol-
unteering activity should be indicated in
the volunteering offer, but our experience
shows that not all times are convenient for
volunteers, and it is not easy to collect the
required number of assistants. Whenever
we could, we tried to adjust the offered
times to the possibilities of our volunteers.
When tasks did not require an exact hour,
we moved them to weekends, or to the
evening on working days, in order to ena-
ble as many as possible persons to engage
in volunteering.

Recommendation:

If possible, tume of actiovities
should be adapted to the pos-
sibtlities of the volunieers.

4,

Objective

Our volunteers were given a variety of
tasks — some of them seemed interest-
ing, while others looked minor and insig-
nificant. To fulfil even the smallest need,

we tried to name the greater goal that
the volunteer would help to achieve by
completing the task. For example, we
invited volunteers to make transcrip-
tion of video interviews, mentioning
that their input would allow the Eng-
lish-speaking viewers to understand
the video.

Recommendation:

W hen formulating offers, it
1s worth bighlighting a great-
er; nspiring goal to which
the volunieer would conitrib-
ute by completing the task.

S.

Visual

The last important element in the
process of drafting the offers was a
convincing and catchy visual. When-
ever we had a possibility, we tried to
maintain the style of the Volunteering
programme and to adjust its visual for
each specific task. We have noticed
that volunteers respond better when
visuals of the offers reflect the mood,
content, or finite product that we will
be creating together. For example,
when we invited volunteers to contrib-
ute to the creation of an artistic instal-
lation, we tried to show them what the
installation should look like.

Recommendation.

It 1s adoisable to have an at-
tractioe visual related to the
actioity; as it s an npor-

tant part of the volunteering

offer.
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In this section, we will discuss

what Rind of informaiion we were
prooidung to our volunteers before
thewr arrioal to the venue and will
showcase how we were working with
volunteers at eoents of different scale.
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ENGAGING VOLUNTEERS

There are no
self-evident things

It brings joy when volunteers register to
the proposed positions, but the work of
coordinators does not end here. The
biggest lesson we have learned at this
stage is that people perceive the same
information differently and there are
no self-evident things. Before an event,
it was important to remind the volun-
teers that we were waiting for them,
and to specify the venue, time, and
contact person of the meeting. For us,
it was important to get their confirma-
tion that they were going to come for
volunteering. We tried to think about
what kind of things a volunteer might
need at the time of volunteering. May-
be they should bring warmer clothes,
some water or snacks for themselves?

Insights:

It 1s important for volunteers
to have explicit and compre-
hensive information. In this
way; they feel confident and
ready to dedicate thewr time.

If a volunteer bas filled outr
the registration questionnaire
and expressed bis/ber destre to
take up a certain position as a
volunteer, this does not nec-
essaritly mean that the person
will come to volunteer. Before
the event, it 1s worth gerting
additional confirmation from
the volunteer that he/she is
really going to participate.

Organisation of volun-
reer actiollies ai events

Over time, in our work with volunteers,
we introduced classification of the
events of our project and those of our
partners into three main categories:

Mini-events - include different crea-
tive workshops, concerts, or meetings,
requiring the presence and help of less
than 10 volunteers.

Midi-events - include larger festivals,
concerts, or events where assistance
from several dozen volunteers is needed.

Maxi events - are the biggest events
and festivals, involving several hun-
dred volunteers.

Depending on the size and complexity
of the event, we chose different meth-
ods of communication with and group-
ing of the volunteers. Let us discuss
communication first.






ENGAGING VOLUNTEERS




Briefings

No matter what the size of the event
is, briefings have always been an im-
portant part of work. In many cases,
briefing was short and simple, while
sometimes we needed to have a sep-
arate meeting or even several ones. In
the current section, we will give you an
overview of the briefing formats that
we usually used.

Normally, mini-events did not require
any prior preparation from the side of
volunteers, so briefing was usually giv-
en by the organiser, before the event.
The most important part of this brief-
ing format was to introduce the space
of the event, the programme, discuss
the key issues and potential risks.

Speaking about midi-events, they re-
quired greater preparation and greater
involvement of volunteer team lead-
ers, so we tended to give briefing a
few days before the event. Prior to the
briefing, we used to make a clear list of
activities for each group of volunteers
so that each team leader knew exact-
ly what to do before, during, and after
the event. During the briefing, when-
ever we had a possibility, we visited
the spaces of the event and discussed
every task and related questions. The
benefit of this method was evident
during the event, as team leaders al-
ready knew the tasks and could clearly
pass them to the volunteers.

At the beginning of the project, in ad-
vance of bigger events, we were also
organising briefings for all volunteers.
At such briefings, we were introducing
our volunteers to the main organisers
of the event, its idea, and activities.
These meetings helped the volunteers

feel part of the event and encouraged
registration. However, due to the pan-
demic, we had to abandon this format.

At maxi-events, briefings were meant
to fulfil several important functions in
the volunteer’s experience journey.
The first one was provision of infor-
mation that volunteers had to acquire
in order to ensure the smooth expe-
rience of volunteering. The second
one, no less important, was motivating
volunteers and building a team. Such
briefings provided an opportunity to
introduce volunteers to each other
and motivate them to stay, wait for
the event, and, in a sense, become its
hosts. We organised briefings at least
a month before the start of the volun-
teering activity. Briefings were not lim-
ited to one meeting — we opted for the
format of regular thematic meetings.

Since volunteer team leaders play an
important role at maxi-events, indi-
vidual briefings were also arranged for
them, so that they could get acquaint-
ed with the team members in charge
of different parts of the event, in which
assistance of volunteers was need-
ed (for more information about brief-
ings for maxi-events see section “The
“Kaunas 2022” trilogy of grand events.
Opening of the title year”).

Insights:

Volunteer team leaders are a
great belp m communicating
with volunteers during the eoent.

Briefings can seroe as a uscful
tool both for conveying impor-
tant information and for mo-
tioating volunteers as well as
shaping the team.

—h
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ENGAGING VOLUNTEERS

What is most important

171 COMMUINICALING
WITH VOLUNTEERS?

In many cases, our work also ncluded
educating our colleagues and paritners
on how to work with volunteers. Based
071 OUT EXPErIeNnce, CONUNUIICATIILY
with volunteers at eoents inooloes the
Jfollowing main aspects.

Fqual communication.

Equal communication was important to us aiming to show that our volunteers were
a full-fledged part of the team, so we avoided addressing them as girls, boys, kids,
etc. Indeed, the use of such vocatives often creates a greater distance between
the volunteers and the organisational team.

Possibility to ask.

We tried to emphasise this possibility to the volunteers at every stage of communi-
cation. It is impossible to communicate everything through briefings, thus, it is es-
sential to provide a safe space for asking questions. In this way, we can also avoid
misunderstandings. We always left time for questions at the meetings and encour-
aged volunteers to ask as much as needed until the task looked completely clear.

Clear tasks.

Volunteers will feel safe and self-confident if they have clear information about
their role in the event and what exact functions the given role involves.

Cuare.

We should not forget volunteers during the events, i. e. after they take their positions.
We have always tried to ensure that volunteers have breaks at work, and also en-
couraged our colleagues to stay in contact with them and see how they were doing.



“Audra” Festival, 2022
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Recommendation.:

If your colleagues or partners

who have little or no experience

1 working with volunteers will
conununicate with them directly; it ts




worth dedicating time for consuliing
or trauung, thus preoventing any
possible muisunderstandings.
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ENGAGING VOLUNTEERS

The “Kaunas 2022”
Irilogy of grand eoents.
OPENING OF THE
TITLE YEAR

T'he opening eoent 1s
always one of the Rey
coents of the F,CoC project.

We were no exception, and the Volunteering programme was working hard to pre-
pare for the opening event from the very beginning of its creation. The “Kaunas
2022” project included three grand events — the trilogy that was gradually leading
Kaunas from a provisional capital to a contemporary city.

All the three events were part of our maxi-event category, but we will examine the
opening of the title year separately, as this event required a lot of concentration
and planning. It is no secret that in early 2022, gatherings of people were still re-
stricted due to the COVID-19 pandemic. Therefore, the entire organisational team
had to be extremely flexible and adapt to the ever-changing requirements set for
controlling the pandemic. These control requirements were the reason why the
number of required volunteers increased unexpectedly and significantly.

As already mentioned in the previous section on advertising campaigns, a little
less than 4 months prior to the opening show, we learned that the required number
of volunteers for the event is no longer 400, but more than 800 instead.
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ENGAGING VOLUNTEERS

In the present section, we will discuss what
steps we have taken to atiract volunteers and
how we organised our volunteering actioities
before and during the event, but furst of all, we
will briefly present the volunieering positions
that we have identified.

The show volunteers

were playing at the show and creating decorati-
ons, they got actively involved a few weeks befo-
re the grand event.

The audience volunteers

helped to ensure that all the spectators had an
event ticket, a COVID-19 passport, and knew the
way to their sector.

The communication volunteers

were in charge of providing information at the in-
formation centres set for the event.

The hospitality volunteers

took care of the smooth welcome of guests and
accompanied them to the major venues of the
opening weekend.

The accessibility volunteers

were ensuring safe access of people with disabi-
lities to the venues adapted for them.

The volunteers at the
Volunteer Centre

helped to ensure smooth operation of the Vo-
lunteer Centre and were managing the volunteer
testing point (all the volunteers had to undergo a
rapid COVID-19 test, before entering the Volunte-
er Centre). If help was needed elsewhere, we were
also directing these volunteers to other positions.

The VIP event volunteers

were taking care of important guests of the
“Kaunas 2022” project and Kaunas City Municipality.

The team of technical
volunteers

were key in the preparation for the event and in
case of unforeseen disturbances during the event.

The city activations
volunteers

contributed to various activities developed by
the “Kaunas 2022” project and by the partner
institutions, taking place in the city locations
after the grand show.
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Recommendation.

W hen searching for volunieers for a big
coent, it 1s worth setting the tnitial target of
/ocwmg about 20 % more volunieers than
you think you would need for the coent.
Otherwise, with the event approaching,
and considering the likelibood that, for
oarious reasons, a certain number of
volunteers will not be able to participate,
Yyou would face significant difficulties when
involving the persons baving jomned the
process just recently:

Having learned that the required number of volunteers got doubled, we realised that
we needed not just a bold advertising campaign (see more in the section “Advertising
campaigns”), but also to employ other proactive ways of inviting our citizens to join:

- Weinvited student organisations and schools to join.

- We sent out messages to different companies inviting their employees to
volunteer together.

- Weinvited various communities and dance groups to join.
- Wetook part in the opening weeks organised by universities.

- Weinstalled a specially equipped stand in the shopping centre “Akropolis”,
where we were actively inviting the townspeople to join.

Almost all of these methods have worked well. We had a lot of volunteers from stu-
dent organisations and welcomed communities of teachers from several schools.
During the introductory weeks, we convinced many students to join for volunteer-
ing. Unfortunately, we did not manage to attract any community of seniors. Com-
panies did not show any big interest in volunteering as well. Employee volunteering
is still quite a new phenomenon in the Lithuanian labour market.
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ENGAGING VOLUNTEERS

Briefings

We knew from our experience that
keeping a group of more than 800 vol-
unteers in place until the start of the
event was going to be a tough task.
Thus, we decided to help them con-
nect with each other and start feeling
an important part of the event. In this
task, we were assisted by 4 instruc-
tors. As mentioned before, briefings at
maxi-events can perform a two-fold
function: they help to convey impor-
tant information and to build a team.

For the briefings on the
opening eovent, we haove
selected the following topics.

/.

Presentation of the event and intro-
duction of the main organisational
team. This type of briefing was the wid-
est in scope and mandatory for every-
one. At this meeting, volunteers signed
contracts, were distributed their out-
fits, were the first ones to hear the de-
tails of the event, got acquainted with
their team leaders, and learned more
about their chosen position.

2

Presentation of the project and the
questions frequently asked by tour-
ists. At this training, volunteers learned
to present Kaunas, to extend help by
providing the necessary information
to the visitors, and to introduce the key
events of the cultural programme of-
fered in 2022.

.

Practical first aid training. This training
was a great success and brought posi-
tive feedback. Since the opening was a
mass event, we tried to ensure that as
many volunteers as possible would be
able to provide first aid.

4.

Aspects of the opening event most
relevant to volunteers. It was in the last
meeting held a week before the open-
ing weekend, where we shared the
technical information and the latest
updates.

We do believe that all these briefings
made a significant contribution to
keeping the registered volunteers in
their positions until the event and their
becoming the true hosts of the open-
ing weekend.



How did we
conununicatrer

Since the number of volunteers was big, we asked volunteer
team leaders for assistance. These persons were of special
importance in connecting with and communicating informa-
tion to the volunteers working at different positions, and not
just at the event, i. e. face-to-face, but also in advance of the
event, reaching them by letters and messages.

Throughout the organisation and implementation of the
event, our work was based on shared responsibility.

The organisers were responsible for ensuring that all parts of
the event were implemented smoothly and for communicat-
ing the required information to volunteer team leaders.

Volunteer team leaders were helping in communicating in-
formation to their volunteers, were taking care of their needs,
and coordinating their activities during the event.

We, as coordinators of the Volunteering programme, were
responsible for organising briefings, supervising registration
of volunteers, allocating them to specific positions. Our re-
sponsibilities also included ensuring smooth communication
between the organisers and the volunteer team leaders, su-
pervising the functioning of the volunteer centres, and solv-
ing all the challenges that our volunteers were facing during
the event.

On the day of the event, volunteers were invited to gather
in the volunteer centres, where we had the last motivational
briefing and sent our volunteers off to their positions. Each
volunteer team leader was equipped with a portable radio
(handheld transceiver) for quick contact with us and with the
organisers responsible for certain parts of the event. This
method of communication helped to ensure a quick prob-
lem-solving process.
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Motivating
volunteers




MOTIVATING VOLUNTEERS

At the Introductory Exercise, we asked
our volunteers about who was accom-
panying them to this meeting, also
how they decided to join the “Kaunas
2022” Volunteering programme. Most
often they replied that they wanted to
be part of this unique project, that they
loved their city and wanted to con-

tribute to the activities happening in
the city, to find new friends, acquaint-
ances, and spend time in a meaningful
way. We were fortunate that the people
who decided to volunteer were highly
motivated, willing to co-create culture
in Kaunas, and to be part of the unique
process.

Although most persons had

strong indioidual motioation for
volunteering, we, as the Volunieering
programme team, also had our

own system for supporting their
motioation. For us, it was important
to show that voluniteers were an
umportant part of the project and that
we cared about them.






MOTIVATING VOLUNTEERS

Team
building
MEETINGS

As we have already described in the
section on training, meetings with vol-
unteers are an important part of the
process, if we wish to build a commu-
nity of volunteers and have motivated
assistants in the project. One of the
ways to achieve this is through training.
However, usually training is mostly fo-
cused on content and less on mutual
contact.

Another way to strengthen the volun-
teer community is through team build-
ing meetings. At such meetings, volun-
teers have fun, meet each other, learn
more about themselves, overcome
one or another challenge, and experi-
ence a sense of community.




Kick-Start of the “Volunteering Programme®, 2020
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The format and duration of these
meetings can vary depending on
the needs and resources available.
Below, we will explain how we were
organising team building meetings. We
will answer four questions: What is the
target audience? Who is leading the
meeting? What is the meeting format?
How much does it cost?

What is the target audiencer?

In our case, team building meetings
differed depending on what they
were meant for: all volunteers or in-
dividual groups of volunteers, based
on the completed training (volunteer
team leaders, Kaunas experts, culture
hosts). We held meetings for individual
groups because it was important for us
that, for example, volunteer team lead-
ers establish a connection and feel like
ateam at events, supporting each oth-
er in case of need.

Who is leading the meeting?

Team building meetings can be led by
professionals of a specific field, as well
as by the programme coordinators, if
they have the necessary skills and time
for this task. In our case, as the coordi-
nators of our Volunteering programme
were possessing the required experi-
ence and wanted to lead team building
meetings, they sometimes performed

this task as well. To our mind, there
are several advantages when team
building meetings can be led by the
programme coordinators, for instance,
saving available resources (financial,
etc.) and contacting volunteers. For
our programme coordinators, these
two types of benefits served as a mo-
tive and a value.

Reconmumendation.

It 1s important to as-
sess the coordinator’s
role at the meeting: if
this person ts leading
a meeting, then he/
she should rather nor
be a participant in the
actioity, and if he/she
wants to participate

m the actioity; then
someone else should be
leading the meeting. In
this way; we can avoid
any potential conflict
of roles and confusion.



W hat is the meeting format?

Depending on the group of volunteers in-
volved, we chose different formats of our
team building meetings. Some examples:

- Weinvited volunteer team leaders
to a meeting dedicated to the
acquaintance with oneself and
the others. Part of the meeting
time was devoted to a team game
where volunteers had to find
solutions and implement them
together, while the remaining part
of the time was spent for sharing
experiences, with the help of the
Points of You associative cards.

- We set off on a guided tour with
Kaunas experts.

- Weinvited all volunteers to a
meeting with a well-known actor
from Kaunas Drama Theatre —
he offered the participants to play
several games and improvisa-
tions, making it easier for them to
get to know each other and have fun.

How much does it cost?

It may seem that team building activ-
ities are a process that requires addi-
tional resources (financial or human),
but what is key for a good team build-
ing meeting, is motivated participants
and creative, experienced leaders.

Without sufficient financial resources,
you can also involve volunteers quite
widely, for example, by asking them
to bring their own table games, home-
made food, and share their talents and
competences with the others, etc.

Recomimendation.:

W ben planning the
Jormat of your mee-
tings with volunteers,
1t 1s worth considering
the number of partici-
panis. In a small group,
the actiouties that haove
a durect focus on eoe-
ryone could take pla-
ce. For a larger group,
another format should
be chosen. For exam-
ple, one of the most
succeessful formats for a
group of over 100 peo-
ple was a battle of wits.

Likewise, you should not limit yourself
when you think about paid services,
such as renting a bus or a venue, or in-
viting a lecturer. You can always look
for partners and people of goodwill who
could support you with these services.

To conclude, our experience shows
that in order to maintain and grow the
motivation of volunteers for staying
in your organisation, it is important to
dedicate time for informal gatherings of
volunteers, when they have no respon-
sibilities, but come to have fun and get
acquainted. It does not have to be an
expensive pleasure — there are numer-
ous creative ways to build a connection
without significant financial costs.




MOTIVATING VOLUNTEERS

Food

Seeing this specific sub-theme men-
tioned in the section on motivation of
volunteers may raise the question of
how a basic thing like food can relate
to motivation. Inspired by our recent
experience, we decided to elaborate
on this theme in the present section.
We will explain, why.

Food can perform not only a physiolog-
ical, but also a social function. It did not
take much time for us to get convinced
that, indeed, eating is a process that
unites people, and also opens doors
for communication and common ex-
periences. Many times, we have heard
from our volunteers or have read their
feedback in questionnaires that having
delicious food served during activities
is a pleasant experience for them.

It is also important to keep in mind that
people who come to volunteer usually
come right after their work or studies,
at the time of lunch or dinner, besides,
volunteering takes long hours. In our
programme, access to drinking water
was ensured for all volunteers, all the
time, and the persons who spend more
than 4 hours for volunteering, were
also provided with food. The food that
we offered was mainly sandwiches,
pizzas, and various bakery products,
because many people fancy this kind
of food, and it is also easy to transport
and comfortable to eat.

As we have all four seasons in Lithua-
nia, we also provided hot drinks (coffee
and tea) for our volunteers at colder
times. This service is especially impor-
tant at a cold season of the year when
volunteering takes place outside.

Recomimendation

Undeniably; treat-
ng volunteers
with food and
drinks creates big
value, and in the
absence of funan-
clal resources, one
1might look for
SPONSors anong
the companies op-
erating in the field
of catering Our
volunteers were
happy to be treat-
ed with coffee by
OUl SPONSOIS —
the “Caffeine” cof-

Jfee network and

the “Druskininkiy
Rasa” mineral
ater company.
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Volunteer outfit

As already described in the section on
how to attract volunteers, volunteer
clothing has both played a functional
and visual role and served as a motiva-
tional tool for some people.

Next to the basic outfit set (T-shirt and
jacket), we also had additional outfit
elements (sweater and waist bag) that
we gave as a thank-you gift and an in-
centive for a certain number of volun-
teering hours achieved.

We have noticed that it was important
for some volunteers to be able to wear
the “Culturist’s” clothing. The “Cultur-
ist's” outfit created a sense of pride,
also made it easier to fulfil the vol-
unteer’s role and become part of the
community. At the end of the volun-
teering experience at “Kaunas 2022",
many volunteers wanted to keep their
outfit elements as a lovely souvenir.
For the purposes of sustainability, we
encouraged our volunteers to return
their outfit elements to us at the end of
the event, if they did not wish to keep
them, so that we could reuse them.

Recomimendation.

W hencoer the
possibilities allow,
1t 15 @orth oest-
g the distunc-
f1oe clothing or
extra Signs for vol-
unteers (ovest, cap,
etc,) — such items
will ensure good
astbility of volun-

reers in a crowd of

people, will help 1o
build the identity
of your voluniteer
conununity, and
will be kept as a
pleasant souvenir
Jfor the future.
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MOTIVATING VOLUNTEERS

Non-material and
material gifts

To our mind, in working with volunteers,
there is no single answer or solution to the
question of gift-giving. We used gifts as
additional, yet not essential external tools.
They were helpful when we wanted to
show personal attention and gratitude to
our volunteers. During the project, we did
not have a particular focus on gift-giving,
although we often surprised our volun-
teers with gifts for certain works or their
greater contribution. It was important for
us to avoid seeing gifts as the main motive
for volunteering in the project.

In addition to material gifts, such as outfit
elements or coffee vouchers provided
by our partners, we also invited our vol-
unteers to attend events free of charge,
which enabled them to be the first ones
to see an exhibition or a performance
that would otherwise be difficult to ac-
cess, or meet artists, creators, etc. We
noticed that such offers were greatly ap-
preciated and welcomed by the majority
of volunteers.

Still, an exceptional gift and a real surprise
for our volunteers was a piece of street
art dedicated to the “Culturists”, which
emerged in Kaunas at the end 0f 2022, on
the wall of the building at Savanoriy pr. 41.

Indeed, we tended to express our grati-
tude to volunteers by warm words and
by caring for their needs during the vol-
unteering period, as well as at the thank-
you events.

Recommendations:

Foen if gifts are not seen
as the main motioe for
volunteering, it is worth
considering gift-gioing as
an expression of your ap-
precration for the offered
assistance, as recelomg
SUfts 1s pleasant and can
merease momoation.

1t 1s worth considering an

option of groing the gifts
that bring experiences and
emotions, mstead of mate-

rial gifts.

"I hank-you coents and
celebrations

When organising thank-you events
dedicated to volunteers, we were dis-
cussing two options: inviting volun-
teers to be our guests and enjoy the
event or inviting them to contribute
to the creation of the content of the
event. We often were choosing the first
option, because we wanted to organise
a celebration, where volunteers would
have no other roles or extra concerns.

For us, such events served as a way to
express our gratitude, to show that vol-
unteers were visible and that we were
very happy to have them. We organised
thank-you events once or several times
a year (linking them to our maxi-events,
where assistance most needed).



Celebrating the “Culturists” Christmas
in our project has become a tradition
since 2019, and it was continued even
at the time of the global pandemic.
For many of us, the festive time before
Christmas is the time for reflecting on
the past year and for expressing our
gratitude. On this occasion, we invit-
ed volunteers to come together, cel-
ebrate, and have fun, and this was the
right time for us to thank them for their
contribution to the project and to in-
form them about the awaiting experi-
ences of the coming year.

The format of our thank-you events
and celebrations was entertaining,
with lots of laughter, pleasant memo-
ries, and delicious food.

Recommendations:

1t 1s worth organising
thank-you events at least
once a year, with an excep-
tional focus on volunieers.

Likewise, it 1s worth
building traditions like
celebration of Christmas,
World Volunteer Day; or
any other holiday that
volunteers would be ex-
pecting, knowing that it
will bappen again.

Counting volunteering
hours

On the “Timecounts” platform, one may
see how much time a person has spent
for volunteering. We noticed that it was
important for some volunteers to keep
track of their hours. Moreover, it was inter-
esting and useful for us to know the gen-
eral scope of volunteering. We were also
using a system under which, every month,
we invited volunteers to collect a gift.

For volunteers, an invitation to collect a
gift was a surprise, because we did not of-
ficially introduce this system to them. As
already mentioned before, it was impor-
tant for us that our volunteers would not
start seeing gifts as an objective and that
such practice would not affect their inter-
nal motivation to volunteer. Volunteers
would themselves decide if they wanted
to receive a gift, as this was not equally
important for everyone.

Social hours

Indeed, we had thought out and planned
well the ways of supporting motivation of
our volunteers in advance, as described
above, but we were taken by surprise to
learn that the time spent for volunteering
could be considered as the hours spent
for social or civil activity (which is an
obligatory part of the educational pro-
gramme for pupils in the schools of Lith-
uania), which brought significant added
value to volunteering. Indeed, we regu-
larly received requests from school-age
volunteers to issue a statement about
their hours spent for volunteering.

Thus, we realised that not all aspects
can be thought out and planned, and
some things, like this motivational tool for
young people, can come out only in the
course of the project.




MOTIVATING VOLUNTEERS

International
CcooOperarion




Exchange of volunteers

We saw international volunteer exchange as a good tool for motivating volun-
teers and sharing experiences, but our practice shows that its effectiveness
depends on the scope, context, and purpose of the Volunteering programme
being developed. Our Volunteering programme and motivational measures
were designed for a huge number of volunteers to be involved over a given
period of time, with relatively low human resources (3 positions).

Nevertheless, at the beginning of the programme, we considered the possi-
bility of joining the European Solidarity Corps. As we started the process, it
turned out that high-quality implementation of this programme requires ad-
ditional resources. We had to abandon this idea, as we did not have such re-
sources at that time.

A much more successful attempt was made in 2022, when we sent 3 volun-
teers to Veszprém, in the framework of our cooperation with “Veszprém-
Balaton 2023” (Hungary). We were delighted to have this cooperation and
supported our volunteers in this process, but we could only use this opportu-
nity thanks to the fact that coordination of the exchange was taking place at
the time which was less intense for us.

Thus, we learned from our experience that organising international exchange
requires significant involvement, while only a small number of volunteers
would be enjoying the results. Therefore, when compared to the other meas-
ures referred to above, international exchange seemed less advantageous in
our case. For this reason, we have not chosen international exchange as a key
motivational tool, worth investing our time.

Recommendation.:

International exchange programmes,
as a rool for supporting motioation,
seem to be most suitable for
organisations deoveloping small-scale
long-term Volunteering progranumes
and having sufficient time and,/or
human resources.
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MOTIVATING VOLUNTEERS

Business trip

It seems to us that our decision to take a group of volunteers for a trip
to Matera (“Matera Basilicata 2019” (Italy), the former ECoC) brought us
numerous advantages. At the end of our project year, we started planning
the legacy scenarios of the Volunteering programme. We knew that in Ma-
tera, after the title year “Matera Basilicata 2019”, local volunteers estab-
lished an association which has been successfully carrying out volunteer-
ing activities in the field of culture so far, so we decided to go and see how
we could apply their experience in Kaunas. After this trip, volunteers were
also inspired to continue volunteering and create their own association of
volunteers in Kaunas.




Recomimendation.

International experiences can be a very
beneficial source of inspuration both for
1he team members and for the volunieers
willing 1o apply the existing good practice
examples in thewr own city.

To sum up, international experiences are a strong motivator for volun-
teers, they also help to create a basis for new initiatives. It is true that in-
ternational exchange can require a lot of money and time. That is why, in
each specific case, it is worth assessing whether this tool is most efficient
under the existing conditions.
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MOTIVATING VOLUNTEERS

Sharing
experiences

Feedback

We do believe that key aspects of
working with volunteers involve not
only good planning of the training
programme, meetings, and volun-
teering positions, but also giving
volunteers an opportunity to speak.

Having completed a training cy-
cle or after implementation of a
midi- or maxi-event, we were ask-
ing volunteers to give us feedback
by filling out a questionnaire. This
approach was mainly chosen due
to the large number of volunteers.
Having assessed the answers, we
could see whether we were mov-
ing in a good direction, and how we
could improve the future experi-
ences of our volunteers.

Here 1s the feedback from
one of the volunteers af-
ter the Leadership Mas-
terclass.

“Compliments to the
lecturer for having creat-
ed a rather free and cosy
atmosphere in the train-
ing, which enabled us to
feel free of fair or anxi-
ety when expressing our
opinion, discussing, mak-
ing jokes. And the march,
as part of the training,
was also a very nice way
to get to know the team
better (like a team-build-

ing)”’



We sent separate invitationsto vol-
unteer team leaders, asking them
to reflect on their role. Depending
on the number of participants, we
used to invite them to physical
meetings. Volunteer team leaders
provided a lot of useful technical
information about the emerging
challenges, and even offered sug-
gestions on how to address them.
Where possible, we applied the
offered solutions. In this way, vol-
unteer team leaders, being volun-
teers themselves, could feel that
they were an important part of the
team.

A feedback form can bring an op-
portunity for volunteers to express
their views, while for us this served
as a tool to learn what we could
change or improve, and what we
had not foreseen or thought over.
For volunteers, filling feedback
forms is often the time of express-
ing their joy and gratitude and
sharing their impressions.

There is a variety of feedback for-
mats available: if only a few volun-
teers are providing assistance at
the event, you could stay for a cou-
ple of minutes after the event and
ask them how did it go. Speaking
about us, we often used electronic
questionnaires. Another important
aspect is that it is often easier for
people to express their thoughts in
writing, especially if the question-
naire is anonymous. Like this, we
could expect more open comments.

Here ts a quote from the
Jfeedback form filled by
one of the voluniteers after
the opening event of the
ECoC fitle year:

“It’s fun when you are
walking along the Laisves
aleja (note: Laisves aleja,
L. e. the Freedom Alley is
the main pedestrian street
in Kaunas centre) and
people recognise that you
are a volunteer and start
bravely asking ovarious
questions. It’s nice that
the townspeople and city
guests are not afraid to
ask questions, they would
always thank you for the
answers and wish you a
nice eovening | was sur-
prised by the sincerity and
good mood of the visitors.
There were several guests
who wished us very Rind-
ly that we take care of
ourseloes and try not to
[freeze outside, also thank-
g us for the provided
help not only to them
spectfically; but to other
people as well.”
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Volunteering
CXDEIIENCES.

Another way how volunteers could
express their thoughts and share
their experiences with other vol-
unteers is through creating posts
in the groups shared by “Cultur-
ists” on “Facebook” In our case,
this way was not very common
(we think that many people found
it uncomfortable to share their
views publicly), but we kept re-
minding our volunteers about this
option. They were more open in
groups with a smaller number of
members, where they knew each
other, e. g. in the group of Kaunas
experts.

Recommendation.

It 1s adovisable o try and
Jind ways bow to encourage
volunteers to share their
experiences with

each other

Fictures of
volunteers from
COCNLS.

In our project, all events, training
courses, and meetings were cap-
tured by photographers. We were
selecting relevant pictures and
sharing them with volunteers in the
“Culturists” group on “Facebook”.
Such practice is a good way to en-
joy the moments together, and for
volunteers — to have high quality
pictures, be noticed and visible.

Recommendations.

It 1s advisable to have
contracts concluded with
photographers and to
remind them regularly
about taking pictures of
volunteers.

1t 1s always good to have

a pownt in the volunteer-
ing agreement stating that
volunteers will be photo-
graphed and their pictures
will be used for representing
the project, etc.
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Volunteering association

In the middle of the title year, we started
planning different legacy scenarios for
our programme. Again, we took advan-
tage of the ECoC network and kindly
asked our colleagues for advice. For us,
the example of the previously men-
tioned “Matera Basilicata 2019” with an
independent volunteering association
that continues volunteering in culture,
seemed most attractive. We started
talking to Matera’s former volunteer co-
ordinators and association members
(volunteers), aiming to find out what we
could do, as coordinators, to adapt this
scenario in Kaunas. We realised that sus-
tainability of an idea can only be guaran-
teed if motivation comes from the com-
munity of volunteers, and everything we
could do was to inform our “Culturists”
about the existing possibilities and sup-
port them it in the process.

Indeed, we decided to introduce our vol-
unteer team leaders to the idea of con-
tinuing volunteering independently, and
we did it at a special march organised
for them. A few months later, as already
mentioned before, we also organised a
trip to Matera for three volunteer team
leaders, as we wanted to enable them
gain experience and learn the principles
of the association’s functioning. Most
likely, these steps have stimulated their
motivation and provided the necessary
know-how on how to take the initiative
for creating an association of volun-
teers in Kaunas. In February 2023, at
the time of writing this methodology, the
volunteers of Kaunas have already had
submitted the required documents to a
notary for the purpose of establishing an
association.

Recommendation.

W hen implemeniing the programme, it is
worth releasing control from time to tumne,
retreating from the mediator’s position,
and manitawung ndependent cooperation
among the volunieers instead. Such

steps do strengthen the relationship and
responsibility of volunteers and can turn
o valuable volunieering nitiatioes.
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LEGACY OF THE PROGRAMME

Legacy
event

At the end of the ECoC title year, considering the possible
legacy scenarios, we set some goals for ourselves and aimed
to respond to them by organising a special event of three parts:

FPart I:

We invited Lithuanian organisations working with volunteers
to a conference where we shared our useful insights and
practical advice.

Part 2:

The conference was followed by presentations of our partner
cultural organisations to volunteers, and a contact fair. At this
event, volunteers learned about the existing local and inter-
national opportunities of continuing volunteering in culture.

FPart 3.

On the next day, a live seminar was held for the future coordina-
tors of Volunteering programmes in the ECoC network, which
was aimed at reviewing our programme and sharing our advice
relevant to the specific aspects of the project.

The event was successful because it was beneficial for all
participants. At the conference and contact fair, the partici-
pating organisations could discover the volunteersinterested
in continuing volunteering, and also had an opportunity to
establish mutual partnerships.




ALGOS
NESTI

Legacy Event of the “Volunteering Programme®, 2022
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Legacy Event of the “Volunteering Programme®, 2022







Programme
reani




NV3IL INNVHOOHd




“l was very lucky to have an
opportunity to work in the
“Kaunas 2022” project and to be
entrusted with the responsibiliry
of creating a specific progranine,
namely a volunteering progranune.
The volunteers inoolved n

the progrmime are unique
personalities, all linked by a great
iner motioaition to contribute 1o
the creation of the culture of thewr
city. ‘I hey are wonderful people,
and working wib them was a
motioating process for me.”

MARIJA
PULOKAITE

Curator of the Volunteering
Programme




PROGRAMME TEAM

“I'he involoement of Kaunas
citizens un the “Kaunas 202
project brought great success for
the volunteering progranime.

In the company of the smiling
and motioated volunteers who
dedicated thewr time for a conumon
purpose, we wanted go on and
make a better effort un our work.
The “Culturists” have become my
source of insprration!”

AGNE
MEDEKSAITE

Coordinator of the Volunteering
Programme




“It 1s only now thatr I come to
understand what has happened
and what we have achicoed. we
haoe created and implemented

a programme that has helped us
attract a huge number of volunteers
[0 the actioities that lasted for
years — an unprecedenied coent
m Kaunas. And the most amazing
thing s that the “Culturists”

wish to continue volunteering in
the cultural sector. 1W7hat is it if
71201 @ proof of the success of the
programimer”

VITALIJA
LYSKA-ACCOSSATO

Coordinator of the Volunteering
Programme
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The five years of co-working in the international
project “Kaunas — European Capital of Culture 2022”
brought unique experiences of continuous teaching
and learning. For competence development, the
“Tempo Academy of Culture” programme was estab-
lished in the framework of the project and was aimed
at both specialised training and practical workshops
covering such topics as creative freedom, active com-
munity, open cultural networking, and sustainable
solutions for the city. The tools mastered by the local
residents enabled them to fulfil their dreams and
create that type of Kaunas and Kaunas district that
hundreds of people were dreaming about, bringing the
feeling of pride about their local place. We have in mind
different communities, active youth, seniors, repre-
sentatives of cultural institutions and various nations,
professionals and enthusiasts of architecture, design,
heritage. The lessons learned - both personal and
collective - reflect the values that we feel obliged to
share with the others: our personal values and the ones
shared by the entire Europe. The trilogy of our method-
ological publications reflects the experiences and
achievements gained during the years of our activity.
The three publications are dedicated to everyone
seeking positive change and caring about their city,
their community, and their neighbour.

Other Series Publications:

Community Programme Methodology,

Aisté Ptasinskaité - Paukste, Milda Rutkauskaite,
Kaunas, 2023, p. 254.

Youth Programme Methodology,

Aurelija Prasmuntaiteé, Kaunas, 2023, p. 164.









