	1. Name of the city and contact information of persons giving the report


	City of Rotterdam, Cleo Pouw, c.pouw@obr.rotterdam.nl, +31 (0) 489 4189


	2. Explain briefly how the report was drawn (for instance: “draft by core group, then Local Support Group discussion so and so participating”…etc)

	This report was drawn up by Local Support Group members Cleo Pouw and Floor van Hulten. After making the draft, the report was submitted to other LSG member who adjusted the report to the final version. 


	3. SUMMARY: Expectations and achievements of MY GENERATION in your city (i.e.  which questions did you want to address, how you went about them, what was achieved, main learning points, shortcomings, conclusions) (1 page)

	At the start of My Generation, the Local Support Group wanted to ensure the continuation of the positive effects of the 2009 “Rotterdam European Youth Capital” year. To a large extend this has been achieved. The city of Rotterdam has adopted a policy framework which ensures the continuation of several projects implemented during the European Youth Capital year 2009. This framework ensures the continuation of projects that help empower and support the young people of Rotterdam. 
The continued projects which were adopted by the Rotterdam Youth Council, are now scattered over several organisations without one responsible organisation. 

The main learning point for now is that the continuance should have been given more attention before the start of 2009. Another learning point is that an extensive baseline study is most important to be able to measure outcomes and successes.
At the moment, the Local Support Group is to start a movement to take the continuation of the European Youth Capital year to a next level. More information on this will be given in chapter seven: Local Action Plan. Besides this, a research is now being conducted on how to better ensure these long term effects which will both give tools for Rotterdam and for future European Youth Capitals.


	4. TRANSFORMING OUTREACH: Work on transforming Outreach. Outreach might have been your main theme, or in a secondary role. In any case we need to know (1) What have you done in transforming Outreach, explaining also: (2) How have young themselves, the city & local, education & business community (possibly) been involved? (1-3 pages)

	Inspired by the My Generation workshops, the Rotterdam Chamber of Commerce has started a co creation project with young entrepreneurs. Several workshops were organised in which the Chamber of Commerce together with young entrepreneurs tried to figure out why young entrepreneurs do not seem to find their way to the Chamber of Commerce for information and support. During these workshops the idea of a Go2Guy (or Go2Girl) was developed. 

The idea of the Go2Guy is that when a young entrepreneur registers at the Chamber he or she will get linked to a person that knows what the Chamber has to offer to support (young) entrepreneurs. The Go2Guy can also support the young entrepreneur by providing feedback and giving advice. This will increase the success rate of businesses of young entrepreneurs. At the end of 2010 a pilot has been started with Go2Guys for 25 young entrepreneurs. 
Other examples are the continued projects after the Rotterdam European Youth Capital year like Dynamic Duos. This is a project that links youngsters to adults so they can learn from each other in a duo.  


	5. EDUCATION AND EMPLOYMENT: Work on transforming Education and transition to Employment (“E/E”).  E/E might have been your main theme, or in a secondary role. In any case we need to know (1) What have you done in transforming E/E, explaining also: (2) How have the young themselves, the city & local, education & business community (possibly) been involved? (1-3 pages)

	A great example of better “guidance” in the transition from education (or no education) to employment is the Dutchversity/Hi5 concept. Dutchversity/Hi5 is part of the Rotterdam Local Support Group and has not only inspired the Rotterdam LSG members but also the LSG members of partner cities. In Rotterdam many organisations have connected to the Hi5 concept. Within the LSG the educational members, the Rotterdam youth department, the Chamber of Commerce and youngsters have now connections with Hi5.  

Hi5 does this by working on the empowerment of the young and by informing youngsters on the possibilities in the labour market. Making them look at other options than the obvious ones. Hi5 does this in cooperation with youngsters, educational institutions and business. 

Hi5 has several working plans focussing on different target groups (always young people). These plans are now being used by the different members of the LSG. For instance, the youth department with a focus on “early school leavers”. With regard to the educational members of the LSG and their connection to Hi5; they will together set up training sessions to inform youngsters on the meaning and content of different professions. This, so they can make a well informed choice as to where they want to focus their studies on and if their view on a certain profession is realistic. This will decrease disappointment during or at the end of a study and might also open up new career options for youngsters. 
For the Rotterdam Local Support Group, the input of youngsters has been of great added value to the other LSG members and the Local Action Plan.



	6. LOCAL SUPPORT GROUP. Chapter on your Local Support Group activities (explain the composition, evolution and main activities of your LSG, and comment on how useful it has been, and what is the future of this networking. (1-2 pages)

	All the members of the Rotterdam Local Support Group can be found in Annex 1. The Local Support Group consists of people from different backgrounds. Naturally, youngsters are part of the Rotterdam LSG. Besides youngsters, the LSG consists of policymakers from the youth department, representatives of different educational institutions, city policy advisors, NGOs, business representatives, the chamber of commerce and young entrepreneurs. 

The Local Support Group has evolved since the beginning of My Generation. The Rotterdam Local Support Group is an organic, dynamic group. Many different people and organisations are involved on and off, with a permanent core of people (both professionals and youngsters) that have been involved from the beginning.  

Local Support Group members have made connections through My Generation. Thanks to the LSG, people have found these connections and they will keep on cooperating in the future. For Rotterdam, the LSG has proved to be a very useful network. 


	7. LOCAL ACTION PLAN and sustaining the best of MG. (Explain what your LAP is – The title, is it a part of a city strategy, a youth policy, for whom, what are the main points goals and responsibilities and next milestones, and comment on the usefulness of your LAP in sustaining the best of MG and establishing better coordination of youth activities and policies in your city) (1- 3 pages)

	Youth Empowerment in Rotterdam

At the start of My Generation, the Local Support Group wanted to ensure the continuation of the positive effects of the 2009 “Rotterdam European Youth Capital” year. This is/was done by strengthening the position of young people so that we can jointly (youth and adults) create a city that is attractive to young people in many ways and that provides opportunities for the development of talent. 

This was done by getting political support for continuing projects, initiated during the Rotterdam European Youth Capital year, after 2009. By keeping these projects running, youngsters get the opportunity to influence the city’s politics and their own lives. Around ten projects have been continued after the Rotterdam European Youth Capital Year. These projects are now being led by the Rotterdam Youth Council. 

Next to the continuance of these projects the LSG has made a start with bringing together different people and projects in a movement that connects and inspires many people: Kama-Muta (movement for love). The Local Support Group members have been brainstorming on this movement during several meetings with different stakeholders. Even though the idea behind Muta is supported by all LSG members, we are still looking for the right obstacles to tackle so the movement can really commence. One of the things, the LSG is still having problems with is the fact that the movement is still quite vague. This is because the movement has to develop itself, since it is a movement. However, not everyone is able to see his or her place in the movement. The Kama-Muta needs a strong leader to connect all people. Unfortunately, the LSG is still searching for the right person. Connected to the leader issue is the question who will be the “owner” of the movement. 
Kama Muta Action Plan

Introduction

In 2009 Rotterdam became the Youth Capital of Europe and the focus was on young people. This is not a bad idea, after all the cliché says it all: they are the future. The youths of Rotterdam are its future capital. To secure and nurture this future capital we need to look after it well, just as with do with our savings.

In the run up to and during 2009 a movement was initiated enabling young people to play an active role in society. A movement in which the value of these youths and their input are recognized and made use of in practice. A movement in which the youths of Rotterdam are given more room to use their strengths to raise Rotterdam up to a higher level.

Now that 2009 is over the focus on young people has diminished somewhat. It is now important to maintain the momentum of the movements started in 2009. The key questions here are how this can be achieved, who is responsible and what is necessary?

The answers to these questions make up the recipe needed to continue nurturing the movement and keep the momentum going. 

For the time being will refer to this movement as Muta. Muta means moving in old Sanskrit, Kama-Muta means moving for love. With the development of the recipe for Muta optimal use is made of everything that has been set in motion by and for young people. The recipe to nurture Muta consists of a number of basic ingredients including:

-
Co-creation 

-
Idealism 

-
Experience 

-
Synergy: network, scouting, ; linking factor, facilitating dynamics 

-
At least 10 people must benefit from the idea /project

-
Social enterprise 

-
Success rate 

-
Independent management 

-
From the city, for the city, by the city.

The recipe for Muta

Firstly the concept is briefly described. After this the core elements (bold face) of the concept will be detailed. Finally this section concludes with an introduction into “What’s next?”

 In Short
The American writer Ernest Hemingway was quite clear “Never confuse movement with action”. The recipe to make optimal use of all that has been set in motion by and for young people and to continue nurturing Muta is not an event or a series of events. These are temporary means which enable the movement to manifest itself at various times. The recipe to continue nurturing Muta must take root, must touch and activate a variety of people and must inspire. People must feel they want to be a part of the movement. 

The recipe for this movement takes the form of a large network and platform. This must operate at various levels both regional and local. With a core organization that mainly coordinates and communicates and with satellite groups independently and actively linking  the movement to the city. Key figures must be involved in the movement at the various levels to take responsibility for the ingredient “success rate” 

Leadership in de form of a person or group is an important element to inspire people and bind them to a movement. A feedback group is also necessary to ensure that the image, the substance and the implementation of the substance and values of the movement are not compromised. The youth panels from various local councils and schools could act as scouts to link particular initiatives and people to the movement. 

One of the most important elements determining the success of a movement is its communications strategy. This can be seen in successful social movements from the past and also in successful modern initiatives such as TED in which the largest department is that for media and communication. The use of various media is not only a means of getting a message across; it is also a strategic instrument to launch, develop and strengthen a product or movement. 

 Core Elements. 

 A choice must be made between making things concrete and keeping them vague. Although it is important to have a concrete base to work efficiently from, it is even more important to leave room for development. By definition a movement is not static!

Form 

Organizationally the form consists of four parts:

Core organization: a small organization of professionals. For example two permanent employees working together with freelancers.

· Operating  regionally and/or further afield; 

· Coordinating; mainly supporting the individual dynamics of initiatives associated with Muta and ensuring that the logistics of the movement remain effective;

· Communicating, to market the brand name Muta and to support initiatives linked to it. This also includes involving the digital community; 

· Guaranteeing the quality of Muta, both substance and values; 

· Central contact point for Muta (brand name); 

· Annually organize a major event to link all Muta networks;

· Work actively to improve the chances of success of various valuable initiatives within Muta; 

· Setting up all kinds of initiatives within Muta is not a task for the core organization. It’s task is to encourage already existing initiatives to become involved with Muta. Continue scouting, communicating and coordinating. 

Satellite Groups: existing or still to be developed initiatives in/from the city. For a start the youth panels, culture scouts and even youth workers could form a satellite group in each district.

· Operating locally or regionally. District councils, schools, youth panels, businesses, institutions etc;

· Consists of participants from various different fields. Policy makers, workmen, youths;

· Scouting, actively looking for valuable initiatives, ideas and people and attracting them to the movement. This could be a good task for the various youth panels and the culture scouts;

· Organizing various activities to translate the substance and values of Muta into practice. For example, a monthly platform for the presentation of ideas or workshops. 

Digital community: this is mainly a means of communication, but a very important one. It is the most dynamic element of the movement. 

-
It is interactive and easily accessible;

-
It is of high quality;

-
It is important that the community is flexible and able to adapt to the requirements of the participants. A clear and firm framework is essential.;

-
It must be up to date.

Networks: existing networks and initiatives that are associated with the movement in a less active role than the satellite groups. They can be activated as required. On the other hand, they can also call on the movement for help in their times of need. For example if they have a problem which they are unable to solve on their own they may organize a Muta activity and make use of the Muta-network to try to find a solution.

 Substance and Values 

“ Dr King had a dream, not a plan” - Simon Sinek 

The substance and the values of Muta must appeal to and inspire people. People must be given the feeling that they want to be a part of it. The quote above expresses this perfectly. 

Framework: The framework should not be completely boxed in. It must be discussed within a wider group, consisting of those people who will eventually be putting Muta into practice. The vision and mission of Muta will be formulated during a workshop on the 14th of July.  

Concrete versus Vague: This is the most important core element in which the choice must be made about what will be specified in concrete terms and what will be left vague. This is the heart of Muta. The Great Place to Live for example has chosen to encompass lofty terms, immeasurable terms, such as integrity, courage and love. 

Questions: The key questions are 

•Why? 

•How? 

•What?

 Key figures 

Are people who are extremely valuable to Muta. This may be because they are famous or because they occupy a particular position.

Law of the few: in 1960 a professor asked his students to ensure that a letter is delivered to a businessman in Boston, either personally or via people who know him. The results showed an average of 6 links (people) between a student and the businessman. This experiment “six degrees of separation” has been repeated more often, including an experiment by Missus Oprah Winfrey Herself, and this average appears to be universal.

Key figures are important as they improve the chances of success of an idea, initiative or movement. Not only because these people frequently have access to means and funds, but also because they can contribute to the image and position of Muta. Key figures are often busy people who are only prepared to spend time on and have their name associated with projects that they themselves endorse. This in turn improves the chances that other people will become interested in Muta and invest their time in it.

Malcom Gladwell describes three different types of key figures:

· Connectors: sociable people with a gift for connecting to people. This can be either due to their character or due to their position. A combination of the two is perfect.

· Informants: are always aware of the latest developments. These are people on whom others rely to keep them up to date with the latest news and information.

· Salesmen: frequently charismatic people with the ability to influence and convince people

Various levels of power: it is important to involve key figures who not only command various skills but also operate at different levels of power. Consider for example a policy adviser for the local authority or for the central department at the city council. Or a salesman for a company or the director of the company.  

Media: binding specific people to your cause can make it easier to activate the media. There is more interest in the story, which makes for good, strong communication. Making use of celebrities can create a hype, which in turn generates more interest in Muta.

 Leadership 

Identity: can be related to the key figures. It does not have to be a person, it could be a group. However, it is important that the identity inspires and promotes the actions and values of Muta. Muta is still looking for a leader or leaders.

Curator: The leader(s) could also be given the role of curator, such as Chris Anderson of TED. A curator makes a selection from the multitude of possibilities. The selection is made based on various criteria but the curator has final say. This improves the clarity of the choices and methodology of Muta. A curator is frequently chosen based on experience and expertise. 

 Feedback Group 

Is a form of leadership and could support the curator. A group consisting of various people from various fields guarantee the quality of Muta. If concepts have been chosen that can not be measured: such as integrity, courage and love, it is important that they can be assessed as objectively and honestly as possible. This group must incorporate the synergy necessary for the movement.

 Communications strategy 

Make or Break!: Communication can make or break. Not only external communications but also internal between the Muta participants. A good communications strategy involves and collects input while broadcasting information. At TED the communication/media department is its largest department; Apple is also a success story – it does more than just sell a product; it markets a brand name.

Strategic medium: by considering social movements it is easy to see how much impact media have on the success or lack of success. Media must be strategically used to strengthen and expand Muta, but even more importantly, to increase the chance of success.

Image: the image of a movement is not determined by the people who are participating, but by the onlookers. It is important to realize this and include monitoring of the image in the communications strategy.

Nurture participants: Muta participants are involved because they believe in the movement. It is no good if they feel that they are just a number. Looking after the participants is an important aspect of the communications strategy. Participants need to feel that their participation and contributions are important and essential. After all they are, aren’t they?

 What’s Next? 

Here and there we have presented a framework or given a short introduction. Muta must not be defined and set up by just a few people. It is much bigger than that. It is a wide-ranging movement that other movements wish to be involved in.

But why? On the 14th of July a workshop will be organized to discuss answers to this question after which Muta will be further specified. This concept sketches a framework for Muta. On the 14th of July we hope to fill in this framework together. The following key questions will be discussed:

Why set up a Muta (movement)? 

What are the most important values for you? (listen to your heart)

How should it work? (listen to your head)

The Wheel

Instead of trying to re-invent the wheel we have taken a look at initiatives with one or more of the above-mentioned ingredients and with one huge common denominator:






Idealism

A short summary of three initiatives (‘’) is presented below, followed by a list of ingredients relevant to the recipe for each of the initiatives (‘’):

 The Münchhausen movement came about in 2004 when six Rotterdam organizations joined forces because they were unhappy about the sub-optimal chain living-learning-working-health care despite all efforts that were being made. This initiative functions at a high (power) level and has a good chance of success. Managers and decision makers throughout the city agree with each other that a solution to the problems must be found even if a tortuous route is sometimes necessary.

To ensure a sufficient quantity of the ingredient “chance of success” in the recipe it is important to attract and bind people, businesses and groups in a position of power to the movement. Positions with the potential for creating opportunities or actually putting a brilliant idea into practice. These people, businesses and groups add a touch of haute-cuisine to the recipe.

 TED is a non-profit organization dedicated to propagating noteworthy ideas. TED started off as a four-day conference in California 25 years ago and has now grown into an organization supporting ideas that change the world. At the annual TED conference, the world’s best brains and entrepreneurs are invited to take the floor for a maximum of 18 minutes. Their talks are then published free of charge on TED.com. 

What is special about TED is the way in which the organization functions at different levels. The annual conference is by invitation only and even then a ticket costs more than €5,000.- per person. This may be elitism but it is a deliberate choice made by the organization. The visitors to the conference are people who are extremely successful in one or more areas. Even though the tickets are expensive, financial success is not a criterion for allocating the invitations. What is important is whether the visitors to and the speakers at the conference can improve the chances of success of an idea. The selected speakers present an idea and the visitors contribute with their knowledge, network, means or a combination of these – co-creation. The speakers at the conference are not paid to speak; they come because they are given the opportunity to speak in front of a valuable public. The number of visitors to the conference is limited to ensure an intimate atmosphere.

To ensure that the ideas do not remain private and to increase the impact of them, TED has other products. In addition to free publication of the conference videos and events in other countries such as TEDGlobal and TEDIndia, there is also TEDx. TEDx is a programme of local, independently organized events to bring people together to share a TED-like experience. The “x” stands for: TED independently organized event. A TEDx can be organized by a city, school or company. Or even with a group of friends in your own living room. It is up to the people and groups to take the initiative.

The most interactive part of TED is the Open translation Project, in which TED enthusiasts take the initiative to translate the TEDTalks videos. In this way the videos become accessible to those who do not speak English. 

There is also a TEDPrize which provides financial support to enable a number of ideas to be implemented. In addition people and businesses themselves may contribute funds to an idea of their choice.

In TED the substance is determined by the curator Chris Anderson who is also managing director of TED. He is supported by the TED Brain Trust, a group of more than 30 people working in various areas. Examples are the joint founder of Google, a cancer research student, an inventor, an actress etc.

Just as with the Münchhausen Movement, TED attracts people in important positions (of power) to it. TED has chosen to operate at a high, elitist level to improve the chances of success of the ideas and to increase the added value of the whole concept.

On the other hand TED extends its influence to everyone by means of the videos on the websites and their translations. Noteworthy here is that TED does not just broadcast to people, but actively involves and activates them to implement the concept. In this way everyone is given the possibility of independently organizing their own TEDx event or translating a TEDTalks video. A movement is set in motion.

Although the concept is large-scale, the TED organization is not. It is worth noting that the media team is by far the largest department. Much attention is paid to communication and coordinating it. Considering the millions of people who have been reached, this has been a good choice. There must of course be substance to what is being communicated. Not everyone agrees with allowing the curator to determine what is or is not accepted; this is frequently seen as elitist or ‘old boys club’. However it is clear and guarantees the quality. In addition the TED Brain Trust ensures an open view and provides input.

All the previously mentioned ingredients can be found in TED and TED provides an insight into the substance of various ingredients. Consider under “Independent management” the TEDx, Open Translations and even the large-scale conference. In this last case, people who can help each other are brought together but after that they must take their own initiatives. Taking their own initiative is the substance of most of the above-mentioned ingredients.

The construction of a mother organization, TED, which makes it possible for smaller or communities from further afield to link in to the concept, is a strong basis on which to nurture the movement. The task of the mother organization is mainly coordinating and communicating, ensuring that the heart and soul of the concept is not compromised. It makes the concept accessible to all. The conference, which is not as accessible, sets the desired quality tone.

 Great Place to Live is a diverse network of 500 people of which 200 are regularly active.  It was founded in 2005 by Noor Bongers, from Rotterdam, together with the network organizations Nieuwe Garde, Great Place to Work, Elven Stone and organizational consultancy agency Pentascope. The theme is social innovation, the goal is a more attractive world. The means that are used include newspapers or magazines, gatherings and exciting interventions. According to Noor Bongers, the original aim was to bring people together who would not rest until they had made their contribution to a better world. Like-minded people striving for social innovation and new ways of doing business whereby synergy develops between the life of your dreams, innovation and social returns. 

A conscious choice was made to keep the image of Great Place to Live intangible so that it can not be compartmentalized. Although some people find this rather vague, Noor Bongers quotes one of his architect friends: “Add an extra room to a house. A room with no function. Then you will see that people will personalize the room and use it on their voyage of discovery.” This room symbolizes the intention behind a Great Place to Live. A place where people feel at home and where they will be stimulated to take action to create their own Great Place to Live. It strongly encourages people to do what they most of all want to do.

Just like TED, a Great Place to Live provides opportunities for organizing meetings with people in the network, for entrepreneurship “inspired by Great Place to Live” or to sell or develop their own Great Place to Live Programme.

There are however a number of pre-conditions to organizing or participating in a Great Place to Live. It is a joint project, it contributes to tackling the heart of the problem, it gives pleasure and it adds to the value. There are three core values that form the starting point of the network. These core values are lofty concepts that are aimed at individuals:

Courage
Love

Integrity

These are pure concepts and can not be measured. Just as with TED, with its Brain Trust, Great Place to Live has a core group to monitor the standards. The rule of business is that everything must be discussed objectively and honestly. A person will not be admitted to the network if his or her integrity is in doubt. In that case the person will be made acquainted with the true reason for the non-acceptance and the expressed doubts will be discussed and justified. Great Place to Live can be reproached for being an ‘old-boys’ club but they maintain the importance of integrity, friend or not. Diversity is certainly a characteristic of Great Place to Live. From bank manager to art academy student, from scientist to organizational consultant, from architect to educationalist to network specialist, they are all involved in Great Place to Live and discover common ground in the starting points and goals. Great Place to Live is an attitude network. 

A Great Place to Live has further developed and in the current environment the added value of “new thinking” is not only recognized but is also sought after. People from the business community and government and other individuals approach Great Place to Live to learn about the “new thinking”

Great Place to Live focuses on opportunities and potential that hasn’t yet been realized, unlike the Münchhausen movement that acts based on existing problems. Great Place to Live frequently acts on the dreams and wishes of a group of people to improve an area, a target group or a different topic. A Great Place to Live has many similarities with TED. The network has been set up freely and the movement builds on various individuals supported by the core-group responsible for coordination.

What makes a Great Place to Live so special is the choices that have been made for when the form or substance is formulated in concrete terms and when not. A deliberate choice has been made not to formulate explicit frameworks so as not to restrict the network, its reach and its accessibility. 

Another similarity with TED is the core-group who act as curators determining what does or does not belong in Great Place to Live. However, unlike TED, they have specified the criteria that are used for the assessment, even if they are not measurable criteria. Great Place to Live builds on feelings, core values that drive both the participants and the movement as a whole. The aim is to assess and make use of these values as objectively and honestly as possible.

The individual is the starting point used to view the whole. Starting with the actual personal requirements of the various individuals a common ground is found and this is used to progress towards the big picture. This process ensures that people are involved and gives them more power and influence.

The self-regulatory power of the network is optimized because people act according to their core values. There is no admittance committee and you are never actually a member. You either feel that you are involved or not. Everyone provides their own version of the concept Great Place to Live and it is the interaction between these people that makes the movement so special. It provides the opportunity of working both on what you think is important and on solving a problem. This is similar to TED with its publishing of the videos, the translation of them and organizing the TEDx. 

All previously mentioned ingredients can be found in A Great Place to Live. However is it not organized as formally as the previous two initiatives.
Matrix
The left hand column gives the basic ingredients that were mentioned at the start of this document and are essential for Muta. These ingredients were found in the three initiatives that were used as an example for the discussions of this concept. 

The right hand column divides the various core elements of Muta among the basic ingredients. Which basic ingredients are needed for which core elements? How much of each basic ingredient is used in the various example initiatives?  Answers to these questions are useful for the further development of the Muta concept. 

Münchhausen

TED

Great Place

Core Element
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Co-creation

X

XX

Form, key figures, feedback group

Idealism

XX

XXX

XXX

Substance and values, communications strategy

Experience

X

XXX

XXX

Leadership, substance and values, key figures, communications strategy

Synergy

X

XX

XXX

Form, key figures, feedback group, communications strategy

Min. 10 people benefitting

XXX

X

Form, substance and values

Social enterprise

XXX

XXX

XXX

Substance and values

Chances of success

XXX

XX

Form, key figures, leadership, feedback group, communications strategy

Independent management

XXX

XX

XXX

Form, key figures, communications strategy

From, for and by the city

XXX

X

Form, substance and values, key figures, feedback group

X = present 

XX = significantly present 

XXX = overwhelmingly present

All three movements, the Münchhausen Movement, TED and Great Place to Live are constructed so that other initiatives, parties or satellite groups can link in to the core organization. Use of the media plays a large role where wide-ranging publicity is required in both TED and Great Place to Live. All three make use of (frequently already existing) networks. 

----
To conclude, the Local Action Plan has been achieved for the largest part: the political support to continue great projects after the European Youth Capital year 2009. However, the Local Support Group wants to achieve more and has therefore made a start with the movement Kama-Muta. This extra part of the LAP is still being developed and needs more time.  


	8. LEARNING IN MY GENERATION (Where did MG make a difference – what additional dimension did it add? What have been your main learning points in MG? Methods of Outreach, informal learning, youth engagement, connecting to business… what? Have you learned something important from other sources than MG that was useful? Where and what could you have learned more? (1-2 pages)

	My Generation has mainly made a difference by empowering young people and really co-creating with them on all My Generation themes. Youngsters involved in My Generation have experienced that they can make a difference and have something to say. This was always done in an informal setting. 

Co-creation was adopted by several members of the Rotterdam Local Support Group and incorporated in their organisations. Examples are given in chapter four: Transforming Outreach. 

Besides co-creation, My Generation has connected different organisations during the international workshops. These organisations all work with young people but did not always know about their interests and opinions. By participating in the My Generation workshops the organisations and youngsters got the chance to get to know each other and their organisations. This has led to new connections and more cooperation in Rotterdam. 



	9. REFLECTIONS ON THE MG-JOURNEY as a whole (i.e. has the “MG-journey” been useful for your city? Has the design, ways of working and support in MG been useful and adequate? How should these kinds of projects be improved in the future? (1-2 pages)

	My Generation has helped several Rotterdam organisations to connect with each other to make their work more valuable. Also the input and thoughts of youngsters (Through co-creation) has made a difference in how organisations work. 

Especially the co-creation working method has been of added value to Rotterdam. By experiencing this during the international workshops several organisations were inspired to also use this working method. 

Also the way the international workshops were organised with a lot of participation from the participants has been inspirational to many of the Rotterdam participants. 


	10. OPEN COMMENT (perhaps you have something you want to add here as a free comment)

	xxx



