
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

GUIDE    
6 ideas, 6 options 

     Having an idea is to have a chance !!! 
 



Global Boomerang Guide ERASMUS + 2015 2 

 

TABLE OF CONTENTS 

 

 

 

INTRODUCTION                                                                     Pages      3 , 4,  5 

 

EXTREME FACTORY  Project                                                 Pages     6 , 7,  8 

 

F.I.R.S.T  Project                                                                      Pages     9, 10 

 

FUCK FOOD WASTE  Project                                                  Pages   11,  12 

 

FUNITY  Project                                                                        Pages    13,  14,  15 

 

SEXY FINISH SAP  Project                                                         Pages   16,  17 

 

TIME BANK  Project                                                                  Pages    18,  19,  20 

 

 

 

 

 

 

 

 

 



Global Boomerang Guide ERASMUS + 2015 3 

 

GLOBAL   BOOMERANG   GUIDE 

 
Global Boomerang was one project of Youth Exchange, Multilateral, we was developed from 1 to 9 of July, 

2015, in Castilla y León, specifically in the province of Zamora, where participated 52 young people from 22 

to 30 years of 6 different countries: Germany, Slovakia, Greece, Italy, Lithuania and Spain in which work is a 

priority issue as generating self-employment and promoting youth business or social initiatives. 

Global Boomerang, as its name suggests, proposes a shift back and forth between players involved in the 

project (partner organizations, participants, countries and communities of origin, etc ....) for the innovative 

work group, the combating exclusion because of unemployment, opening doors to creative, proactive and 

innovative thoughts much needed in crisis situations, which we serve to create more opportunities and 

conditions for young people in our desire to include us in the labor market in the model current or another 

in which we are able to think and promote. Especially intended to convey to the young participants in the 

exchange with own business ideas and those who are especially interested in the topic, which we believe 

are all the positioning of a brand or idea, is a key to development marketing communications effectively in 

the company, besides considering that it is based on perceptions and that these are developed from 

marketing communications to include the experiences of customers and word-of-mouth that brand 

generates. It is therefore essential to have a plan for positioning or repositioning of the brand. 

Global Boomerang guide is a document where we expose projects undertaken by the participants of this 

project funded by the European Union. 

The projects presented to us as by a canvas model, strategic model based on an idea, with this type of 

project we study the strengths and weaknesses of our projects, looking for success. 

Our little guide presents six DEVELOPED examples of how from an idea we draft a success, we worked two 

different points, public and private entities, 3 examples of each. 

All our projects deal with any kind of mass, breaking the barriers and showing how a group of young 

diferntes nationalities can develop an idea in this little manual we can see how a small idea, undertake and 

create an action that covers the needs of society, all our ideas are accompanied by a video, video we use to 

sell their idea and demonstrate that cover any need in society 

Following the topic of the Youth Exchange we jump to the practical field to transform just an Idea to a Real 

Project.The group was divided in 6 small teams, where each country was represented in each team to 

create a true international  team to work during the 4 sessions in the same project. 

The first part of the project was coordinate the small teams and each one have the option to choose one of 

the ideas suggested(more than 12 ideas, from different sectors and with public and private perspectives) or 

propose one by their own and work on it. 

All the participants were highly motivated and with a collaborative attitude along the difficult process to 

select one idea to develop the project.  
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The projects selected were: 

- F.I.R.S.T From imagination to realization: A innovative marketing agency. 
- Extreme Factory: A Extreme Sport company provider. 
- Fuck Food Waste: NGO which connects institutions taking care of disadvantaged groups. 
- Funity: Empowers and integrates mentally disabled people in society. 
- SAP: The best chances to get practical experience within or after your studies. 
-            Time Bank:  
 

The third session we used the Lean Canvas Methodology that we have been learning during the previous 

session using roleplays and games. So the teams fulfilled the Canvas structured without problems of 

misunderstanding the topics. They showed in a single CardBoard Map all the business problems and 

probable difficulties: the cost structure, revenue streams, key activities, key partners, channels, key 

resources, customer relationships and value propositions 

The last session was created an spot in one minute with their own resources, to show clearly the value 

proposition of the Project and the Key activities of them. After the recording session the videos were 

shared and showed between all the participants. 

 

The groups understand easily how to create a project since nothing and go to the real market with them:  

 

1. Decide the activity and sector. 
2. Understand the customer and their problems. 
3. Give a solution to the user and structure it to create a business model. 
4. Show your value proposition, what makes your project different, and go to market 
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This guide is funded by the Erasmus program + 

 

 

 

 

In the edition of this guide and its difussion has 

involved the following entities and its participants. 

 

GERMANY      AEGEE-Dresden                               https://www.aegee-dresden.org/tag/aegee-dresden/  

SLOVAKIA      A.D.E.L.                        www.adelslovakia.org 

GREECE              YOUTHFULLY YOURS GR          www.youthfullyyours.gr 
 
ITALY                  FERMATA SUD                               http://www.zafferanaweb.it/ 
 

 
LITHUANIA        EUROPROJECT                      https://www.facebook.com/pages/Youth-cooperation-center-
EUROPROJECT/670109509685450?sk=timeline 
 
SPAIN                   WE LIVE                                          http://asociacionwelive.wix.com/welive 

 

 

 

   

 

  

 
 

 

 

 

https://www.aegee-dresden.org/tag/aegee-dresden/
http://www.adelslovakia.org/
http://www.youthfullyyours.gr/
http://www.zafferanaweb.it/
https://www.facebook.com/pages/Youth-cooperation-center-EUROPROJECT/670109509685450?sk=timeline
https://www.facebook.com/pages/Youth-cooperation-center-EUROPROJECT/670109509685450?sk=timeline
http://asociacionwelive.wix.com/welive
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Extreme Factory 

 

“Extreme Factory” is a business entity focusing on extreme sports acitivities. 

 

Team members: 

 Gabriela Kovarova-Slovakia 

 Barbora Nemova-Slovakia 

 Romualdas Serys-Lithuania 

 Ousema Oucham-Italy 

 Philipp Fenner-Germany 

 Francesca Branchina-Italy 

 Irmina Brazauskaite-Lithuania 

 Julia de Fuentes Hergueta-Spain 

 

1. SUMMARY OF THE PROJECT 

 

We had to create a business entity which works in extreme sports industry. For the project 

we had to describe most important aspects for the company establishment such as 

customer segment, value proposition, revenues streams, key activities, etc. The team 

members of the project are very enthusiastic about it and motivated to create something 

that could change the industry of extreme sports events organisaiton. First of all we had to 

describe the typical client of such company and than we had to represent everything in 

theoretical and more detailed level. All of the members were invloved in all activities, 

everyone has shared their ideas so that is why we were able to take the best decissions for 

the key aspects. 

 

                   2.     CUSTOMERS 

 

Our customers have the oportunity to choose from the wide range of the extreme sports 

like rock-climbing, climbing wall and climbing winter, etc. Our activities are organised only 

in well known and exclusive places. Our value proposition is consistend of the following 

aspects: 

 We always organise competitions among the participants; 

 Clients have opportunities to select any extreme sport activity they want. 
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               3.   OBJECTIVES OF THE PROJECT 

 

We have focused on 1 segment, aged from 18 to 25 and this segment is consisted of 

students and working people. It is really important for us to stay with our customers in 

contact. Every time we try not only to fullfil their expectations but also exceed their needs 

and the most important aim for us is to have satisfied customers. We provide to our 

customers life experiences and they give us then their feedback. We are in contact with 

our customers through these channels: 

 Social media 

 Sports magazines 

 Advertisement in brochures 

 Exhibitions 

 Individual website 

 Sports websites 

                                                      

                             4.     KEY ACTIVITIES 

 

 Our key activities are: 

 Extreme sports 

 Rock-climbing, climbing wall, climbing winter and raftting 

Our key resources are: 

 Instructors 

 Appropriate premises  

 Copyrighted identity  

 Office equipment  

 Transportation. 

                               

                               5.     KEY PARTNERS 

 

         7.    Our key partners are: 

 Sport centres 

 Shops of sport equipment 

 Gyms 

 Tourism centres 

 Investors 

 Universities 
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                              6.     COST STRUCTURE  

 

Cost structure consists of : 

 

 Salaries 

 Utility services  

 Rent of premises, equipment, etc. 

 Transportation costs  

 Equipment cost 

 

                              7.     REVENUE STREAMS 

 

The revenue streams are: 

 

 Money from investors 

 Special prices for groups 

 Lower prices for combined activities 

 Separated price for every single activity depending on different conditions, duration of 

the activity, etc. 

 

                              8.       DIFFUSION 

 

EXTREME  FACTORY  GROUP  VIDEO 

 

https://youtu.be/zZgv_ds-BHY 

 

 

 

 

 

 

 

 

https://youtu.be/zZgv_ds-BHY
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F.I.R.S.T – from imagination to 

realization 

 

TEAM MEMBERS 

 Ligita Radevic from LITHUANIA 

 Monika Timkova from SLOVAKIA 

 Lenka Piacková from SLOVAKIA 

 Jan Philipp Rauprich from GERMANY 

 Davide Antoneli from ITALY 

 Chiara Consiglio from SPAIN 

 Konstantinos Eleftheriadis from GREECE 

 

1. SUMMARY OF THE PROJECT 

 

Find our own idea for a startup and learn how to implement in the Business model canvas. 
Think about a campaign in the service sector, especially in the area of Business to Business 
solution. Create an innovative marketing agency for small and middle-size companies. 
Producing advertising campaign for potential customer 
 

2. OBJECTIVES OF THE PROJECT 

Our first objective is try to give to small and middle-size companies the opportunity of grow up by 

the using of social media. We hardly want than this kind of company doesn’t oversleep time of 

web 2.0.  

Using the opportunity of web 2.0, we want to create unique brand marketing strategies for all our 

customers. 

 

3. CUSTOMERS 

Our customer segment is composed by young startups that need to enter in a market for a first 

time or improve their own position and network. We focus our attention on small and big 

companies with innovative ideas. 

We promote a personal relationship with the customer, with a “face to face” model, supported by 

the use of email and telephone contacts too. 

But not only direct contact: the CHANNELS that we use to connecting with costumers are Internet, 

Media and social networks.  
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4. KEY ACTIVITIES 

After a complete market analyze process, we create connection between enterprises and 

customers, finding an efficient marketing strategy for the enterprise.  

We produce Brands and support their own development, create with that a visual identity for the 

enterprise.  

 

5. KEY RESOURCES  

Our creativity is supported by a very comfortable work environment in which all of our workers 

are able to give the best of their skills. The flexibility of our resources makes possible work 

everywhere with the only use of a laptop, a wifi connection.  

 

6. KEY PARTNERS 

Our partners are basically influent groups of enterprises and government institution, as chamber 

of commerce and local organizations.  

 

7. COST STRUCTURE  

Our costs structure is characterized by a majority of fixed costs (linked to the employment and the 

network) and we develop economy of scale increasing production and reducing the effect of all 

our fixed costs. 

 

8. REVENUE STREAMS  

Payment with a percentage of the profits of the costumers. They pay for a full brand marketing 

and visual identity creation. “Packing” solutions (base, premium, gold) for costumers. 

 

       9.   DIFFUSION 

 F.I.R.S.T  GROUP  VIDEO 

https://www.youtube.com/watch?v=9tJ9GXuF1JY&feature=youtu.be 

 

 

 

https://www.youtube.com/watch?v=9tJ9GXuF1JY&feature=youtu.be
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FUCK FOOD WASTE 

 

TEAM MEMBERS: 

 Nefeli Papagiannakou gr 

 Alzbeta Medvedova SK 

 Mazena Palevic LT 

 Xristina Tsakirtzi GR 

 Jura Elena Sedyte LT 

 Katarina Cvoligova SK 

 Asimakopoulou Alexandra- Afroditi GR  

 Stefi Tudorache ITA 
 

 

1. SUMMARY OF THE PROJECT 

 

FFW is an NGO which connects institutions taking care of disadvantaged groups such as the 

retired, the homeless and orphans, with entreprises producing food waste. By donating excess 

food, restaurants, supermarkets, small stores and bakeries can improve their sustainability and 

help those in need. FFW works to bring both sides together to reach an agreement which will be 

benefitial for everyone. 

 

2. OBJECTIVES 

- Reducing food waste in the most charitable way 
- Reducing ecological impact of food providers 
- Improving the living conditions of disadvantage groups 
- Providing an example for good practise  
- Giving to the volunteers experience with the third sector 
- Building more sustainable and empathic society 
 

3. COSTUMERS 

The customers are the institutions which are taking care of disadvantage groups. we are 

connecting them with our partners who provide the food and we facilitate their relationship.  
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4. CHANNELS 

We are communicating online, in person and promoting our activities via the website, social media 

and printed materials such as flyers, posters.. 

after reaching the  initial agreement between our customers and partners we keep in touch with 

both sides to make sure that everyone is satisfied. 

we contact potentional customers ( homeless shelters, orghanages, retirement houses) and 

partners (restaurants, bakeries, small storesand supermarkets) to establish relationships with 

them and then connect them to work together. The work is done by volunteers. The costs of small 

expenses of FFW are covered by donations, fundraising and crowdfunding. 

 

5. COSTS AND REVENUE 

 

The expenses are travel costs, office supplies, promotion flyers, website msintenance, etc. The 

organization is not for profit and produces no income fromthe customers.  

 

      6.   DIFFUSION 

 

 

FUCK FOOD WASTE VIDEO 

 

https://youtu.be/bL3Uxpg3IZI 

 

 

 

 

 

 

https://youtu.be/bL3Uxpg3IZI
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FUNITY 

 

1. DESCRIPTION 

 

FUNITY empowers and integrates mentally disabled people in society. 

2. TEAM MEMBERS 

 

 Lukas Mikelevic (LT) 

 Sara Cadoni (IT) 

 Miriam Carpinato (IT) 

 Doina Pogon (IT) 

 Alejandro Valencia Montes (E) 

 Inès Carrasco Moreno (E) 

 Viktoria Schwarz (DE) 

 Nadja Baumert (DE) 
 

3. SUMMARY 

 

FUNITY is a non-profit organization that aims to include young mentally disabled people in society 

with the help of volunteers. The volunteers, mostly students in social science or workers in social 

context, get a training to support the addressees of the project the best possible. Each volunteer is 

sent by the organization to take care of one customer. They don’t only help them in daily life tasks, 

but do fun activities together – in the best case, they become friends ♥. We are available from 

Monday to Sunday. 

 

4. OBJECTIVES 

 

- Support mentally disabled people in their daily life  

- Ensure their social inclusion in society 

- Volunteers benefit of the mutual exchange in their personal development as responsible 

and open-minded citizens 

- Encourage the dialogue and integration in our society 

-  
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5. COSTUMER SEGMENTS 

The most important costumers of our project are mentally disabled aged between 14 and 25 who 
need support in their daily routine and integration 
Customer Relationships 

- The relationships to our customers and their families are very important and personal 

- We have constant contact and regular meetings with the volunteers and the beneficiaries 

 

6. CHANNELS 

- Website and flyers  

- Advertisement in social media 

- Organize events to meet new people that might be interested in joining the FUNITY team 

 

7. DEVELOPMENT OF THE PROJECT 

 

Key activities 

- Training for volunteers 

- Teach the disabled to become more independent in their daily life 

- Trips and activities for volunteers and disabled people 

- Services for the teams, provide them with our resources, e.g. Minibus  

Key partners  

- Special relationship (contract) with sports clubs, cultural centres (museum, theatre, 

cinema, library etc.) 

- Local governments/institutions of the State 

- Volunteers 

- Investors 
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Key resources  

- Office with material  

- Minibus  

- Workers 

- Trainers 
- Secretary 
- Manager 

 

8. COST STRUCTURE 

 

- Salaries for the workers 

- Rent of the office 

- Minibus for the trips 

- Advertisement 

- Money from investors 

- Money from governme 

 

9. DIFFUSION 

 

FUNITY VIDEO 

 

https://www.youtube.com/watch?v=UAFMRpKLIWw&featu

re=youtu.be 

 

 

 

 

 

 

 

https://www.youtube.com/watch?v=UAFMRpKLIWw&feature=youtu.be
https://www.youtube.com/watch?v=UAFMRpKLIWw&feature=youtu.be
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SEXY FINISH SAP 

 

1. DESCRIPTION 

 
We are f*cking SAP and we can offer you the best chances to get practical experience within or 
after your studies. 
 

2. TEAM MEMBERS 

 

 Pavlina Ploumpidi (Greek) 

  Klára Polácková (Slovak) 

  Tomas Jenkelevic ( Lithuanian) 

  Sotiris Parastatidis (Greek) 

  Martin Slavik (Slovak)  

 Seit Sabani ( Macedonia/Italian) 

  Max Reitmeyer ( German) 
 

3. SUMMARY 

We save people’s lives from misery. We support young people. We create opportunities for 
the future. We work together with the market leaders in whole Europe to gain the best 
experiences for you. We can offer you personal treatment and guidance.  
 

4. OBJECTIVES 

We work only with market leaders, we offer only paid internships, after collaboration with 
our company, people have higher chance to find appropriate job. 
 

5. COSTUMER SEGMENTS 

Students who are about to finish or who already finished University in Spain. 
We offer friendly but also professional free hugs for costumers, free welcome shots, 
contests with gifts. We have personal assistance, offering memberships for past customers 
and common free time activities.  
 

6. CHANNELS 

The most important channels are office were we can provide personal treatment, 
telephone, a web site, social media (FB page, Twitter, Youtube Channel, Instagram), 
workshops, exposures and also newsletters. 
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7. DEVELOPMENT OF THE PROJECT 

 

A.  
 
# Meetings 
# Activities 
# Internships 
 

B.  
Office, employees, trainers, secretaries, internet 
 

C. 
Our partners are the Spanish government, the EU institution, Universities, advertising 
companies (media), Finlandia, Quatar airlines, Black White Nigga. 
 

8. COST STRUCTURE 

 
- Salary of employees, rents (electricity, internet), material costs, Lobbing, advertising 
(commercials, material), services (cleaning, parking). 
 
- Small entry fee (20$), small fee for getting internships (5% of whole price), financial 
contribution after getting a job through our organization. 
 

 
9. DIFFUSION 

 

SEXY FINISH SAP   VIDEO 

 

https://www.youtube.com/watch?v=HDZLkZgeJAc&feature=youtu.be 

 

 

 

 

 

 

https://www.youtube.com/watch?v=HDZLkZgeJAc&feature=youtu.be
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TIME BANK 

 

1. BRIEF DESRIPTION 

 Platform for exchanging services where time is the currency 

 

2. TEAM MEMBERS 

 Jorge Sanchez Hernandez (Germany) 

 Gabriele Apulskyte (Lithuania) 

 Maria Nieves Cuesta (Spain) 

 Malik Martin (Germany) 

 Marios Kourousias (Greece) 

 Enrique (Spain) 
 

3. SUMMARY OF THE PROJECT 

 

Time Bank ® is an innovative trend that allows people to get services in exchange for theirs 

without paying any money. The website is the main communication channel for users to 

make an agreement. After the agreement is made, the action happens, and afterwards 

both evaluate each other as host and "Timer". After the evaluation and the approval from 

both parties, the time counter of the host and "Timer" are updated as specified in the 

agreement.  

 

4. OBJECTIVES OF THE PROJECT 

 

 Good tool to activate people 

 To improve the relationships inside the local community 

 To lower the consumerism of the local community 

 To give the chance to lower economic status people to get services they could not pay for 
with money 

 A platform to use free time in a productive way 
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5. MY COSTUMERS 

 Our costumer segment is divided into three main target groups: 

 Unemployed people 

 Retired people 

 Students 
 
The three groups are the part of the population with the most free time and the lowest 

salary/budget 

 

 Relationships 

In order to build a healthy, close and long-lasting relationship with our users, we 

focus on a high quality assistance (fast, individualized and effective) together with an active 

social network that will help bring people closer to our brand. 

  

                           6.   CHANNELS 

 Potential users are reached through social media: Facebook, Twitter, LinkedIn and 

Instagram. Once they sign up on our website, they can interact with one another.  

Our advertisement is mainly done through Google Adwords and Facebook. 

 

                           7.   NEEDS 

 A. Activities 

We need to have a user-friendly platform that allows the users to get into contact with 

other users.  

 B. Resources 

 Website, employees (finances responsible, IT, community manager), office 

 C. Partners 

The government supports our project financially.  

A company buys anonymous data from our users, in order to know the needs of the 

population of specific areas.  

Google Adwords and Facebook are also necessary for our projects, in order to advertise 

ourselves. 
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                           8.      COST STRUCTURE 

 Salaries, website maintenance, office expenses and advertisement 

 

                            9.     REVENUE STREAM 

Users can also become our costumers. When our users don't have more time on their  
bank, but want to order a service, then they can buy time from the website. 

 Our main costumer is the Data-Research company that buys data from our users. 
 Government with financial help  

  

 

10. DIFFUSION 

 

 TIME BANK   VIDEO 

 

https://www.youtube.com/watch?v=BIn-olKiBf0&feature=youtu.be 

 

https://www.youtube.com/watch?v=BIn-olKiBf0&feature=youtu.be

