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INTRODUCTION 
 

his seven-day-long training (from 
June 10th until June 16th of 2015) on 
media and communication, 

coordinated by CCIVS and hosted by the 
Hungarian organisation Egyesek Youth 
Association, is the fourth and last 
training of the project From Vision to 
Action. The project aims to use the 
existing capacities and potential within 
the International Volunteer Service 
Movement to follow up on the strategic 
goals of the White Paper for IVS in the 
thematic area of Sustainability and 
Environment whilst enforcing the 
support measures; Networking, 
Capacity Building, Impact and 
Communication and Visibility. This 
training on media and communication 
involves the participants’ creativity to 
learn and share about communication 
within their organisation through media 
and to learn how to use media to share 
a powerful message.  

T 

Objectives of the training 
 

 To learn how to create your message using music, rhythm and video 
images; 

 To practice fine-tuning existing communication materials (video images, 
documentation photos, info letters etc.) for higher impact in your 
communication; 

 To practice the basic skills for digital communication using storytelling 
(moving images, still images, information design); 

 To practice how to do creative documentation for funders and fundraising; 
 To practice working “ecologically”, using the principle of ‘”less is more” in 

communication. 

Participant organisations 

- Coordinating Committee for International 
Voluntary Service (CCIVS) – France 

- Concordia – France 
- Egyesek Youth Association (Egyesek) – 

Hungary 
- International Cultural Youth Exchange (ICYE) – 

Honduras 
- Indonesia International Work Camp (IIWC) – 

Indonesia 
- Jeunes Actifs dans le Volontariat et les 

Voyages Alternatifs (JAVVA) – Belgium 
- Service Civil International Hong Kong (SCI 

Hong Kong) – Hong Kong 
- Solidarités Jeunesses (SJ) – France 
- Solidarités Jeunesses Vietnam (SJ Vietnam) – 

Vietnam 
- Etudes et Chantiers (UNAREC) – France 
- Xchange Scotland - Scotland 
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PART 1 – PRESTENTATION OF THE TRAINING 
 

1. PRESENTATION OF THE TEAM 
 

Egyesek is a very, welcoming and highly 
media literate youth organisation based in 
Hungary. The training took place in their 
community accommodation called Creative 
Space Training Centre surrounded by the 
beautiful nature in the World Heritage village 
of Hollókő. A highly experimented team 
coordinated and facilitated the training from 
both sides CCIVS and Egyesek.  

A distribution and dissemination team on a voluntary basis was also created among the 
participants of the training. The team was composed of 5 persons, their tasks during the 
whole training were: 

 To send out daily tweets with a debatable or strong statement from the training. The 
tweets needed to get engagement from as many organisations and individuals 
present as possible; 

 To send out photos for publishing on Facebook. The photos should tell a story, 
accompany a quote, start a game or share a resource; 

 To post 7 to 10 best photos that tell the story of the training each day. The photos 
should be posted on the Vision to Action website www.ccivs.org/v2a; 

 To film, edit and publish a 3 to 4 minutes creative video documentation from the 
training.  
 

2. PHILOSPHY OF THE TRAINING  
 

Vision of the training: 

“By the end of the training participants will be able to create compelling, youthful, energetic 
and authentic audio visual materials for communication about their activities. Their image 

http://www.ccivs.org/v2a
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literacy will be boosted, their understanding of the workflow of producing audio/visual 
materials richer and deeper than at the outset. They will have had enjoyed learning together, 
and, as individuals, they will have had significant insights about communication using 
media.” 

 

The philosophy of the training is inspired by three ideas: 

o Jacques Rancière - The ignorance Schoolmaster 

Jacques Rancière is a French philosopher which believes that there is a problem in the way 
the pedagogues are thinking because there is this belief that they have the knowledge and 
that the students are ignorant. Only the pedagogue knows the exact distance separating 
knowledge from ignorance. He/she will always make sure to be one step ahead from the 
student, preventing the student to catch the teacher. Jacques Rancière says that this system 
must be replaced by another one; one where all intelligences are regarded as equal, one 
where the power of our intelligence and the desire to communicate are enough for learning 
and for emancipation. During this training the facilitators want to have this philosophy 
where everyone can learn from each other, where indeed knowledge is NOT a position.  

o Carol Dweck - Mindset 

Carol Dweck is an American psychologist and researcher in the field of motivation. She 
researched “growth mindset”, the idea that people can grow their brain’s capacity to learn 
and to solve a problem. There are two mindsets:  a fixed mindset and a growing mindset. In 
life one can be fixed or growing mindset depending on the challenge. Growth mindset will 
affront the challenge when the fixed mindset avoids the challenge.  

o Jonah Sachs - Winning the story wars 

Jonah Sachs is an American storyteller, author, designer and entrepreneur. He analyses how 
story telling changed over the last 1000 years. He says that before the culture of writing 
appeared there was the culture of oral communication, stories were told and only the good 
stories would stay in time. Then came the development of broadcast media, people who 
made media had the monopole of storytelling and the others would listen. The author calls 
this “survival of the richer” because when you had the power to communicate your story you 
had the possibility to say anything. But nowadays we came back to a very old way of 
communicating which is the digital era where everyone has its own ideas.  
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3. METHODOLOGY OF THE TRAINING 
 

A. PRE-TRAINING 
 

The training started before the participants arrived in Hollókö as the trainers prepared some 
online pre-training with lessons and assignments available on the project’s website.  

 

a. Lesson 1 - Defining a tiny project 
 

Lesson 1: http://bit.ly/1MkuHZM 

The participants to the training were asked to prepare a tiny project. The tiny project is a 
small media communication piece (that will benefit their organisations) that each 
participant will craft, design, create and share all through the training.  

The assignment for this lesson was for each participant to fill in an online form describing 
their tiny project and replying to questions to help them define it, such as the media form 
(video report, photo reportage, etc.), the communication goal (to amuse, to get funds etc.), 
the style (controversial, humorous etc.) or the audience (volunteers, politicians etc.).  

 

b. Lesson 2 - Shots and shots sequencing 
 

Lesson 2: http://bit.ly/1Q6JA4r 

This second lesson explains everything participants needed to know before starting to 
record shots. Shots are the most basic elements of the language of cinema. Shots are 
setups which are recorded on camera. When making a video, shots are recorded one after 
the other and the story moves forward by using these different shots. There are four 
elements of shots: light, actor or subject, composition and the movement of the camera or 
the actors or both1.  

                                                      
1 Miki Ambrózy (May 2015), Online Media Training - Lesson #2, [online video], http://bit.ly/1MeyxjO 
 

http://bit.ly/1MkuHZM
http://bit.ly/1Q6JA4r
http://bit.ly/1MeyxjO
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The lesson gives one tutorial about visual grammar which is the technique of telling stories 
and sending messages using moving pictures. The tutorial explains the different types of 
shots (panoramic, long shot, close-up et.), the camera height (eye level, level of the subject 
etc.), the direction on screen ( the line never to cross) and the camera movement (camera 
follows the action, camera fixed etc.)2. 

The second tutorial is about lighting, the 180 degree rule and other shot sequences.3 

The assignment for this lesson was first to reply to a theoretical quiz about the 180° rule and 
the choice of shots. Second, the participants had an assignment about shot types and 
continuity, they were asked to record three real-life scenes shots, following the rule of 
sequencing seen in the lesson.  

 

c. Lesson 3 - Editing basics 
 

Lesson 3: http://bit.ly/1NugSZy 

The video gives a basic framework for thinking about editing. Editing should be primarily 
about communicating emotions with images and sounds, everything else is secondary. To 
go from the raw video material to the edited piece 
of film some knowledge is needed:  

o Workflow describes the way to go from the 
camera to the computer and then from the 
computer to get the final video file. It’s 
about what goes in the computer, what is 
done in the computer and what comes out 
from it. Without a clean workflow, editing 
seems like an enormous technical 
challenge. It is important to learn how to 
film with a camera and to find editing 
software that is compatible with the files 
used and to know in the end the 

                                                      
2  Birth of Image (2010), Visual Grammar/ The 4 Basic Elements/ The Big Picture, [online video],  
http://bit.ly/1WyzflZ 
3 Lights Film School (September 2011), Filmmaking Tutorial: 180 Degree and Other Shot Sequence Tips, [online 
video], http://bit.ly/1iFiu65 
 

“How do you want the audience to 
feel? What they will finally remember 
is not the editing, not the 
camerawork, not the performances, 
not even the story – it’s how they felt” 

Walter Murch “In the blink of an eye” 

http://bit.ly/1NugSZy
http://bit.ly/1WyzflZ
http://bit.ly/1iFiu65
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compression to be used. For a video online the compression commonly used is H.264  
o Organisation of the different media is about having a system for organising the 

different media material. For example have one folder for the videos shot on day 1, 
have one folder for sounds, music, one folder for texts. Always remember to make a 
backup copy of everything on a different hard drive.  

o Practice – feedback – practice the only way to understand the shooting and editing is 
to practice and to have feedbacks. The best way is to show the edit to someone, a 
friend for example, and to observe its reaction while watching the edit. Is the person 
bored? Engaged? Laughing? With this kind of feedback it is possible to go back to the 
edit and to modify if needed. The more loops from practice to feedbacks are made, 
the sharper the videos will be.  

o Patience one step at a time has to be made. Starting with a small exercise before 
editing a big video project.  

The assignment 

1. The first assignment for this lesson was to read the article by Nicole Boyd on Walter 
Murch’s “Rule of six”4 or to hear him talk about it in a video5, and to answer a quiz form 
about the lesson.  

2. The second assignment was for each participant to download five raw video short shots 
sent to them and to edit them in order to create a short story. When not having a video editor 
software it is possible to use YouTube’s video editor6.  

 

d. Lesson 4 - Going deeper into the tiny project 
 

Lesson 4: http://bit.ly/1kcIUhe 

In this final lesson the aim was to focus again on the personal tiny project. To have a 
successful life on social media, the project needs to incorporate three things:  

o An element of storytelling; 
o A clear sense of purpose; 
o The right form. 

                                                      
4 Text available in annex 
5 Imaginox (2010), Walter Murch: the “Rule of six” in video editing, [online video], http://bit.ly/1FhvF3Z    
6 CNET (2010), How to: Use YouTube’s video editor, [online video], http://bit.ly/1RDz3OS   

http://bit.ly/1kcIUhe
http://bit.ly/1FhvF3Z
http://bit.ly/1RDz3OS
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The training in Hollókö focused on the first element, whereas this lesson 4 focused on the 
second element: a clear sense of purpose.  

This lesson is created thanks to the publication “Into Focus” by the American digital 
communications agency See37. This agency assists the non-profit organisations with their 
strategy, videos and web services. The report “Into Focus” has been created in collaboration 
with a public relations company and YouTube. It gives details of what the non-profit sector’s 
use of video communication looks like today and will look like in the near future. 

 

 

 

 

 

 

The assignment 

1. The first assignment consisted in reading through the report. 

2. The second assignment was to watch the video summarizing the content of the report8.  

3. The third assignment was about going back to the personal tiny project and to dig deeper 
into it and into the relationship between the message of the video and the result aimed 
thanks to it.  The participants were asked to answer four questions about their tiny project: 

o I want to (inform, remind, show etc.)…. 
o The audience of my video is…. 
o The message is that…. 
o The result I want is that…. 

 

 

  

                                                      
7 See3, Into Focus – A benchmark guide to effective nonprofit video, [downloadable video], http://bit.ly/2biOFL2  
8 See3, Tips & Tricks, [online video], http://bit.ly/1keWkZ6   

“The vast majority of nonprofit videos are made without a clearly trackable goal or a 
protocol for measurement – making it virtually impossible to determine their impact or 
effectiveness.” 

“If your video doesn’t have a purpose – a raison d’être – from the beginning, then 
“success,” however you might define it, is difficult to track and almost impossible to 
measure.” 

Into Focus – See3 

http://bit.ly/2biOFL2
http://bit.ly/1keWkZ6
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B. RESIDENTIAL TRAINING 
 

It is possible to find materials to learn about the production phase, there are many online 
film schools. For production having a pedagogue is not necessary. It is also possible to have 
a training about distribution, how to promote and have a strategy and an activity around the 
video. The difficult phase is the development, to develop something ready for production. 
The training was about this last phase.  

The methodology of the training was to have a loop from practice to feedback and from 
feedback to practice in order to always improve the work done during the five days and also 
to use reciprocal teaching, meaning that everyone brings some mutual knowledge.  

 

 

 

 

4. PROGRAMME 

 

 

Day 1 
STORIES 

Day 2 
(DE) 

CONSTRUCTING 
STORIES 

Day 3 
FINDNG STORIES 

Day 4 
SHARABLE 
STORIES 

Day 5 
THE ROAD 
AHEAD… 

Introduction Input + Feedback Input + Practical Practical Practical 

Practical Input + Practical Practical   

Input + Practical Practical Sharing Feedback Sharing 
Sharing Reflection Reflection Reflection  

Film: 
Act of Killing 

J.Oppenheimer 
2014 

Film: 
Born into Brothels 
Ross Kaufman – 

Zana Briski 
2004 

Practical Practical Closing 

The training aimed at allowing the participants to work on a tiny 
project and at the end of the training to have a two pages 
professional brief of the project that they will be able to give to 
their organisation. 
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5. GETTING TO KNOW THE ORGANISATIONS – THE INFOGRAPHIC 
FENCE 

 

The training started with a sharing activity about the communication of each organisation 
present. The sharing was done thanks to infographic posters about what each organisation 
knows and does quite well, what they need to improve and with a few key words adding the 
tiny project to it. The infographic should be attractive to the eye by respecting the elements 
of design: balance, dominance, direction and variation. 
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PART 2 – MEDIA AND MANIPULATION 
 

1. LOCAL VERSUS UNIVERSAL 
 

In each story there are two elements, one is local and the other one is universal. The 
facilitators showed to the participants of the training two different videos with different 
themes, targets and people involved:  

o Universal: the universal element is what bridges cultural, linguistic and age-related 
matters. For example a video about suicide is universal because stress leading to 
suicidal behaviours is universal.  

o Local: the local element is what can change according to the culture, the context, the 
language etc.  it’s the elements in the video which are particular things, names of 
characters for instance. People identify less easily to the local elements.  

The local versus universal is a concentric circular relationship where the local leads to the 
universal and the universal is inside the local but good storytelling needs to aspire for 
universal.  

 

2. BIG BROTHER PROCESS 
 

A. INSTRUCTIONS 
 

The big brother process is a mental 
tool to get the participants thinking 
about stories and to experience being 
in front of the camera before starting 
to put others in front of it during the 
training.  

In one room (the studio), one person 
(the speaker) is sited and filmed, he 
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or she is asked to tell a story about himself or herself that is essential to know him or her. It 
is important that the story is sincere and comes from the heart. In another room the video is 
being transmitted live to the rest of the participants (the audience). The latter are watching 
their comrade as if he or she was on television. The audience is asked to notice while 
listening to the story if the speaker is tuning out or in, losing or re-gaining interest, indeed 
they are asked to track the feelings and thoughts to understand why it is happening. If 
needed and wanted the audience will ask questions to the speaker, he or she will need to 
answer in the studio.  

 

B. ACTION 
 

The thematic of the stories told were very wide: 

o The difficulties of growing up in a bicultural environment; 
o The difficulty to be raised following a minority religion belief; 
o The disappointment and misunderstanding of parents regarding career choices; 
o The fear of the judgment of others; 
o The feeling of freedom while travelling and the feeling of escaping from something; 
o Overcoming shyness by writing; 
o The life of having a twin; 
o … and many other beautiful stories. 

 

C. REFLECTION 
 

After everyone had the chance to be part of the audience and to be a speaker they were all 
individually asked to reflect on the activity and to write for themselves about their thoughts 
by answering the following questions: 

o What does it tell about media? 
o What does it tell about mediated performance? Performance that is not in front of you, 

meaning media that has a media between the performer and the audience.  
o What does it tell about story telling? 
o Write notes, thoughts, feelings etc…. 
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D. FEEDBACKS 
 

The participants believe this has a double sense of manipulation because there is a 
possibility to play with the person that is a speaker as the audience is asking whatever they 
want and the speaker is left alone with himself.  

It’s interesting to see that most of the persons talked about something negative. The reason 
for this usually is that every story starts with harmony but eventually something goes wrong. 
Indeed, good stories need a problem to be effective.  
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PART 3 – COMMUNICATION FOR SOCIAL CHANGE 
 

 

This part focuses on the topic of learning how media can be used in IVS organisations to 
share the work done by them in their everyday activities. The matter here is to identify an 
approach to give to the communication as social organisations and social actors.   

The first and maybe most important thing is that IVS organisations are social organisations, 
and therefore the communication should have a social purpose. 

Profit companies do not make marketing and communication-oriented-to-selling because 
they “need” money, but because their purpose of existing (unfortunately) is making money.  

This example, taken to the field of IVS means that the organisations might need money, but 
what should be communicated about is more the purpose of existing, related to the mission 
the values, the vision and the social causes the IVS organisations work for.  

Below are three main principles that can orientate social organisations in using 
communication to bring the change they want to see in the world. It shows how to use 
communication to reach a goal.  

The media is ill, there is a disease, a complete misunderstanding that makes society think 
that being in the television is either for sell-and-buy 
purposes, or to entertain. But communication is what 
makes people human; and the pursuit of a collective 
social change is what usually gathers people together 
in an organisation: use the power of media to bring 
social change; real social and cultural transformation.  

“What approach for Communication when we are 
organisations that want to bring social change?” 

Once people are convinced with 
a powerful message, once their 
mind is opened, their 
engagement will arrive in 
different and profitable ways. 
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1. DON’T SELL YOURSELF, RAISE AWARENESS 

 

IVS organisations don't make corporative communication in the sense that there is no need 
to take the time of people to make them understand what is an organisation doing, but the 
purpose is to make people understand the root of social problems and the alternatives that 
exist. And through these contents they will also understand what the organisation does. 

IVS organisations don't make campaigns to raise funds; because there is no structural 
problem that will be solved by giving money, but by participating and starting social 
changes with engagement. People have a brain and have much more than money to donate; 
social change is made of people changing their societies. 

 

3. ACCEPT THAT YOUR ROLE IS TO CHANGE THINGS AND USE 
COMMUNICATION ACCORDINGLY 

 

Those who make communication have a huge responsibility for the message they transmit, 
for the culture they build. 

Communication is a tool that must contribute to have people more informed about the root 
causes of inequalities (not just their effects) around them and about the potential solutions 
and existing alternatives. Communication should allow people to understand that social 
change can always come through their engagement and participation, their recognition of 
being citizens.  

 

Example: 

What do the immense majority of the population understand about the problem of hunger in 
the world? How to solve it? Who are the main actors? Are you able to reply to these 
questions? 

And at the same time: can you think of several campaigns about hunger, images you have 
seen related to this problem? Of course! Hundreds of them! Hungry children about to die 
with a very clear message: “Donate! You will save a life”. Isn't it what we all have in our 
minds? Do you think we are saving lives? No! The problem of hunger is a political problem 
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with very big interests to which we all contribute with our consumption and our (lack of?) 
participation in political bodies in our countries, companies, etc. But a culture was created 
(also by humanitarian NGO's) telling that the problem of hunger could be delegated to 
charities by giving them money. This is completely absurd. And it is a case of NGO's 
contributing (of course against their will) to a culture of non-participation -and lack of 
awareness- for people on how to produce social change, and on what are the real causes 
that motivate the death of 25.000 people every day of hunger. 

If the right to life is the most fundamental Human Right, any campaign and communication 
about the topic should contribute to understand the need for action, to understand the root 
causes and main actors, and alternatives for participation to help solving this very complex 
tragedy that concerns us all as human beings? 

 

4. GIVE VOICE TO THE PEOPLE, THAT’S DEMOCRACY 
 

One important principle: Maybe NGOs shouldn’t talk in the name of people but make people 
talk! 

Usually communication campaigns talk to a public telling the problems that people have, 
instead of giving voice to people to explain their own situation. If IVS organisations have a 
vision of society that underlines the need for real democracy, the absence of hierarchy 
between people or social classes, then the communication we make should bring these 
values into practice.  

 

Example:  

Still using the tragedy of hunger example mentioned above. Who, according to you, is the 
typical person you have seen talking about hunger in Ethiopia, South Sudan, etc.? Aren't the 
images that come to your mind people of United Nations, presidents, NGO's in the field?  

But what about the social movements in the region, who suffer and fight against their own 
problems? But are there really social movements in Africa, of real Africans that fight against 
their own problems? OF COURSE! Can you see how perverse it is that communication in the 
thematic doesn’t allow us to know anyone in the region empowered and that we just talk in 
their name? 
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So a communication for social change should give the voice to those people who live the 
problems and propose locally their solutions. Accordingly that social action with this people 
should result in their empowerment to reach to their own solutions.  

 

5. FROM THEORY TO PRACTICE 
 

How to put these principles into practice?  

This is a spot that was produced by the organisation Quepo in cooperation with the Spanish 
branch of the European Against Poverty Network (EAPN) for the international day against 
poverty eradication.  

The spot was shown in cinemas all over Spain that week and also in the internet: 
http://bit.ly/1ojJDOs 

  

  

Some clarifications for a better enjoyment/understanding for non-Spanish: the first 
character is a famous actor in Spain; the voices were recorded interviewing people in the 
street. 

The three elements are present: use communication to let people understand basic 
problematics to transform, give the voice to the affected people, and call for participation. 
After that, people may think whether the organisation is their ideal platform to participate -if 
the organisation impacted, for sure they'll visit the website-, but if not, at least the video 
raised awareness to all spectators.  

http://bit.ly/1ojJDOs
https://www.youtube.com/watch?v=Hp5BSbk4lM0
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PART 4 –MEDIA PRODUCTION   
 

1. STORY FORMULA 
 

Jonah Sachs is an American storyteller, author and entrepreneur. He is the author of 
“Winning the Story Wars: Why Those Who Tell—and Live—the Best Stories Will Rule the 
Future”. Jonah Sachs helps social brands and causes with campaigns built on storytelling 
strategies. He shares that any storytelling should have inevitable steps in order to be good. 
Below is a scheme of the successful story formula.  

 

1.Identify the protagonist/2.Set the scene/3.Show a glimmer of hope/4.Introduce a 
nemesis/5.Show a breakthrough/6.Provide a twist-disappointment/7.Show the 
breakthrough-climax/8. The hero is changed/9. Share the moral-the story continues 
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The stories which are shared and become viral are either positive or negative.  

 Positive: Amusing, Inspiring, Cute, Illuminating 
 Negative: Shocking, Fearful, Anger, Controversial 

 

6. SIX HUMAN NEEDS 
 

The theory of the six human needs is a practical theory for making stories. The idea is that 
we all have basic human needs and always try to fulfil these six needs:  

o Variety (need some changing) 
o Certainty (to a certain degree we need the certainty, some things need to be certain)  
o Significance (need to feel useful, needed, need to feel that we are unique and have a 

place in this world) 
o Connection and love (need to feel close to somebody or something) 
o Growth (need to expend our capacity) 
o Contribution beyond yourself (need to give back, to contribute) 

All the successful stories told will have these human needs. 
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7. STEPS TO MEDIA PRODUCTION 
 

A. RESEARCH 
 

The first step for creating a media project is to make a research. It’s about interviewing 
people (the expected audience preferably) to talk and ask about the project, to observe their 
reaction when pitching the project. It’s interesting to ask them what they expect or would 
like to get from the project.  

The research phase also consists in watching and analysing other projects of the same kind 
to get inspiration and to avoid mistakes.  

 

B. MESSAGE 
 

The message-result definition tool: 
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C. PRODUCTION PLANNING 
 

Production planning is a plan for the future production, in which the facilities needed are 
determined and arranged.  

For the production planning phase, it’s important to keep in mind and think about:  

 Visual style (fast, slow, which camera); 
 Location; 
 Storyboard: drawing what is in the video for instance and describing it; 
 Human resources: who can film? Is there someone who likes to write? ; 
 Volunteers: for actors? ( Using actors or non-actors); 
 Equipment; 
 Schedule; 
 Missing skills: possibility to learn them or ask for help; 
 Costs; 
 Distribution: where is the project broadcasted? Newsletter, Facebook, YouTube? This 

will decide on the quality, the language, the style, etc. 
 

D. PRODUCTION 
 

Production is the action, the moment of filming, of creating the materials for a project.  

For the production phase (the raw material), it’s important to keep in mind and think about:  

 Image; 
 Continuity (logic of the images); 
 Composition: beauty; 
 Camera movement; 
 Mise-en-scene: set up how the camera and people will move; 
 Sound; 
 Atmosphere; 
 Foley: recreated sounds; 
 Sound effects: engine, gunshots etc.; 
 Voice, Dialogue; 
 Text on screen: Typeface/ layout/ size/ rhythm (thing about the text if for 

smartphone).  
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E. POST-PRODUCTION 
 

Post-production is more commonly known as editing. It’s the moment to think about the 
adjustments to make, the eventual additional filming needed etc.  

For the post-production phase, it’s important to keep in mind and think about:  

 Editing; 
 Additional filming; 
 Titles; 
 Credits; 
 Logos; 
 Sound design; 
 Sound mixing (levels); 
 Colour grading. 

 

F. DISTRIBUTION 
 

The distribution is the way to reach people by broadcasting the project.  

For the distribution phase (the dissemination phase), it’s important to keep in mind and 
think about:  

 Owned media (website, social media accounts, blog); 
 Earned media (what users share because it’s great); 
 Integration with existing communication (newsletter); 
 Schedule and lifetime (how long is the same video going to be played) ; 
 Measuring impact. 
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8. PRACTICING 
 

By following the methodology of practice-feedback-practice, the 
participants to this training were able to apply the theory learned, 
to experience many different types of media production and to 
improve their skills all through the week. Below are the assignments they had. Some of the 
videos are published on the project website on www.ccivs.org/v2a  

 

A. SHOOTING PORTRAITS 
 

 

 

 

 

The purpose of this activity is to know and feel what it’s like to make a filmed portrait of a 
person, to tell the story of another person with few shots and to learn about authenticity. 

The group of participant was divided two by two and in 
each pair there was a first phase of research interview. 
Each one needed one after the other, to be the interviewer 
and indeed the filmmaker that needed to know important 
things about the other person by answering to these 
questions: who are you really? Is your image the same as 
you? How to capture the essence of who you are? What is 

your story?  

The second step consisted in making a short film of only 
3 shots of 1 to 2 minutes in total. Editing was allowed but 
not compulsory, singing, sound-making was encouraged 
but no music could be used unless direct music. The 
short film needed to illustrate the portrait of the other. It 
was up to the duo of interviewers/interviewed to decide 
what story was to be told in the video and the way it should be filmed.  

General satisfaction of 
the group for this 

training: 88% 

http://www.ccivs.org/v2a
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B. SHOOTING A VIDEO CLIP 
 

The assignment of shooting a video clip aimed at allowing participants to move in excellent 
unity and synchronicity within a working 
team.  

The participants were divided in groups of 6 
to 8 people and were asked to create a 2 
minute choreography to a song that was 
given to them. The choreography had to be 
original, amazing and highly likely to go viral. 
It was allowed to use as many shots as 
possible. 

It was asked to the groups to keep in mind 
the following elements:  

 Mise-en-scene; 
 Storytelling; 
 Energy; 
 Enjoyment! 
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C. CREATING A COMMERCIAL 
 

The participants were asked to create a 30 seconds commercial about international 
Voluntary Service for their organisation. A maximum of 7 shots could be taken and a 
microphone or sound recorder had to be used.  

It was asked to the groups to keep in mind to:  

 Tell a story; 
 Be authentic; 
 Go beyond the cliché; 
 Mind the camera angles and compositions; 
 “Go beyond what you think you can do”; 
 Act if necessary; 
 Get people to act in the film if necessary; 
 Sing, shout, run, scream; 
 Use sound and music recorded on site or use copyright free music. 

The audience of the commercial:  

17-30 years old, global youth, basic English/French knowledge.  

The goal of the video clip:  

“Your organisation wants you to inspire and illuminate others to join their workcamps and 
volunteer internationally. You are allowed to choose a specific workcamp, but the 
commercial must be directed at a general youth audience.” 

The possible message:  

This list was brainstormed for the participants. They were able to pick from it or change it to 
their own liking. They can also write their own 
message: 

 “Giving leads to building” 
 “Travel, share, learn” 
 “Cultural learning is learning for life” 
 “Your hands build the world” 
 “Incredible what we can do with our own hands” 
 “Building bridges between worlds” 
 “worlds can be bridged” 
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 “local experience, global growth” 
 “Doing good starts local” 
 “Doing good is big. Do good, now!” 
 “Go global, give local” 

The expected result:  

After watching this video, young people want to sign up for the newsletter of the 
organisation, open the Facebook page, follow them on Twitter and visit the website in order 
to see how they could join.  
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D. PRESENTING A TINY-PROJECT 
 

During the pre-training the participants prepared a tiny project (see in Part 1 of this report). 
It’s a small media communication piece that will benefit their organisations. Each 
participant crafted, designed, created and shared their tiny-project all through the training.  

 

a. First step – Pitch 
 

In order to experience the teleprompter tool, 
the participants were asked to prepare a 
pitch of their tiny project that they presented 
to the group. The pitch had to include the 
four elements below: 

o Title 
o Synopsis: I want to (inform, remind, 

show etc.)… 
o The audience of my tiny project is… 
o The message is that…. 
o The result I want is that…. 
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b. Second step – First draft 
 

After presenting a pitch of their tiny projects the participants created first drafts of their 
projects to present to the group. The format and the themes of the projects were very diverse: 

 Video: Workcamp promotion to break with stereotypes about countries; 
 Video: About diversity of people and about what 

makes people unique; 
 Video: Workcamp promotion in Honduras; 
 Video: European Voluntary Service promotion; 
 Video: Call to close detention centers in Europe; 
 Video: About people living in the countryside; 
 Flyer: Updating organisation promotional flyer; 
 Video: Call to donate for reconstruction of village in 

Nepal after the 2015 earthquake; 
 Video: Promotional video for the project “Light a 

candle” for children in Brothels in Indonesia; 
 Media campaign: Use of social media to 

encourage people to engage in IVS; 
 Animated video: Workcamp promotion; 
 Online learning lessons for IVS organisations; 
 And many more… 

 

 

Have a look at some video on the project’s website: www.ccivs.org/v2a 

 

http://www.ccivs.org/v2a
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ANNEX 

WALTER MURCH AND THE “RULE OF SIX” - FILM EDITING Walter  
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