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Target group: Elderly men and their families (grandchildren, adult children,
nieces and nephews, etc.)

Event Step-by-step

The rest of the
museum and

Men and their
families attend

Pre-event

Create activity

dlscusspn to based on this a “family day Family Qay
collect info info event can be enjoyed
from men containing this and feedback

activity collected

Materials and equipment:
* Activity sheet developed
with men
Information sheets to be
placed by exhibits

Pens and writing pads
Snacks and activities for
youngest children to be
completed during feedback
session
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Activity:

A letter search activity
that ensured children
and their grandparent
would visit each info
placard in the exhibit
and discuss the
question and answer
together.
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Step Two: Family Day
Among all the other exhibits
and activities that a family
could visit for a family day,
one where a grandpa or adult
with more technical
knowledge on the topic of
farm machinery can interact
with a young person should
be included. During the
family day, children can ask
their grandparent about the
various machinery as
prompted by the information
sheets in the exhibit, and the
grandpas can teach.

DEERING 10-20 V
SEE TRAKTOR ON PUNANE, MONI TEINE AGA KOLLANE,

ROHELINE VOI SININE. KAS VARVUSEL ON TAHTSUS?

Pea igal pollutbomasinaid tootval firmal on oma firmavarv, mis
aitab masinaid dra tunda. Naiteks John Deere masinad on
enamasti rohelised voi kollased, New Hollandil sinine voi kollane.

Deeringud varviti punaseks juba peaaegu 100 aastat tagasi, 1936.
aastal.

pallutédmasinad liiguvad nii péllul kui teedel ja peavad olema
seetdttu nahtavad. Seetdttu kasutataksegi masinatel erksaid
varve. Monikord varvitakse erinevad masina osad teist varvi, et
neid oleks hoolduse ajal hea margata. Naiteks vedrustus on
Deeringutel Uldjuhul kollast varvi.
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Resources

Personnel One museum worker to collect the information, guide the men,
create the activity, and then help guide the activity during family day

Elderly men from the community (volunteer)

Time Family Day duration4 -6 h
Planning and preparation ~4-6 h
Implementation (incl. printing and preparing the activity) ~1-2 h
Feedback and documentation ~1-2 h

Spaceand  An existing museum exhibit and associated space
equipment Equipment and materials to print the necessary info sheets and
placards.

Budget Rough estimate for personnel cost is 400-500 €
Printing and Materials 20 — 100 € (Depending on quality and
permanence of information placards)

The men had A LOT of ideas to discuss when coming up with the activities
There was not always agreement: some men thought this particular
activity was too difficult or involved for younger children
Men noted that during the activity, intergenerational knowledge transfer
was mutual—the children were teaching and sharing as well
Children were most interested in the “game” aspect, but it provided an
opportunity for the older men to teach
The museum appreciated the knowledge brought in by the men
Interest in traditionally gendered occupations or topics (e.g. machinery or
farm equipment) can be fostered by the men in younger generations
regardless of gender
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Partners and reaching the
target group:

Pensioners’ associations
Local schools

Men's groups

Local Facebook groups
Local events dissemination
pages (municipality
website)

Elderly care facilities
Hobby groups
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Appendices and materials:
Example of work phases and time

spent
Business Model Canvas
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Appendix 1

Example of work phases and time
spent

Estimated working hours for the event (total approximately
20 - 30 hours)

Planning and preparation (~6-8 h):

e Gathering the elderly men and holding a development
workshop for the activity

* Designing the activity based on these results and any other
“family day” activities

Marketing and reaching participants (5-10 h):

* Designing and producing marketing materials (e.g. print ads,
social media posts) ~3-5 h

* Distribution: cooperation with elderly facilities, elderly groups,
other local networks, bulletin boards, Facebook, etc. ~2-5 h

Implementation (~8-10 h):

* Printing, hanging and distributing the necessary materials
e Setting up the space

* Event duration from 4 to 6 hours

* Collecting feedback and documenting during the event

Processing feedback (1-2 h):

* Reviewing and summarizing the feedback
* Recording possible development notes

APPI D SCIFNCES



Co-funded by
the European Union

inwerreg

Ap pe n d ix 2 Central Baltic Programme

Business Model Canvas

Vo e Value Customer Customer
Key Activities ey Fartners Propositions Relationship Segments

CoMe Stronger

Workshop to Associations and Recorded stories One-time e\{ent Elderly men
develop activity organisations: and knowledge or event series
for families pensioners’ about museum that targets not Young people

associations, exhibits just elderly men, (grandchildren)
“family day” at Local men’s but also their
the museum, groups Developing new families Parents
including the Services for the activities for
developed elderly (e.g. future events
activity housing services)

Local Schools Lower threshold
Intergeneration Local Facebook for elderly men to
-al learning and groups use museum
communication Municipal SETVICes > new

cultural offices customers for Channel

museums (reaching the
Marketing - clients)
Key Resources Improved/better
public services Facebook

Premises: normal Website

exhibits Associations and

Personnel: organisations

museum Word of mouth

employee to
gather info and
guide the activity

Human resources for the organization and Normal Entrance fees
implementation of the event and marketing One-time event fee
Printed materials for the activity (placards, activity

sheets)

Other marketing costs (e.g. paid advertising)
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