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Overview:  E-Mediat Workshops


	Workshop
	Description

	Workshop 1: Social Media & Networked NGOs Overview and Strategic Planning
Day 1: Introduction to social media for civil society and networked NGOs: Principles of 

best practices in social media
Day 2: Creating your social media strategy plan
Day 3: Coaching in small groups and one-on-one for NGOs and CSOs: Training on how to use OLC


	Day 1 is an overview of social media and examples.  Day 2 provides a framework for creating a social media strategy plan. Day 3 is focused on coaching NGOs on their plans in addition to training on the Online Learning Community.

	Workshop 2: Listening and Web Presence
Day 1: Listening, security, and privacy
Day 2: Strategic internet presence: Blogs 

and/or websites
	Day 1 shares techniques and tools for scanning and listening on social media channels, including how to set up and use a simple listening dashboard. Day 2 focuses on how to improve an existing web presence and/or setting up a blog, so they serve as an online home base for the NGO and links to the social media strategy plan.



	Workshop 3: Social Networks 
Day 1: Using Facebook strategically for NGOs
Day 2: Using Twitter strategically for NGOs
	In workshop 3, participants will learn how to use Facebook and/or Twitter and link to their social media strategy plan. If Twitter is not relevant for the participants, the Facebook workshop can be delivered in two days – with hands-on time and shoulder-to-shoulder learning.



	Workshop 4: Storytelling with Digital Video
Day 1: How to use simple video tools to support your social media strategy plan (Part I)
Day 2: How to use simple video tools to support your social media strategy plan (Part I)

	This hands-on workshop will teach participants how to use storytelling principles to create compelling videos that can be part of a content strategy for a blog, website, or Facebook. Participants will learn how to use simple video tools including FLIP camera, editing software, and YouTube.



	Workshop 5: Mobile Strategy 
Day 1: An overview of text messaging campaign and the mobile generation
Day 2: Sharing social media strategy plans and learning


	Workshop 5 will provide an overview to mobile tools and the mobile generation. As the last workshop, participants will have the opportunity to showcase their social media strategy plans and share what they have learned. 


For each Workshop Day, the Trainer’s Guide will include:

1. Participant Agenda: This one page handout is a simple version of the agenda which includes times and session titles. This document can easily be printed and distributed to participants. 
2. Trainer’s Agenda/Outline: This section will be a detailed version of the participant agenda and include learning goals, times/titles, and the following detailed information: 
- Learning goals

- Content to share

- Timing

- Instructions for the trainer on how to facilitate a discussion or lead an exercise

- Description of materials, such as checklists, PowerPoint decks, or additional resources

3. Workshop Materials:

- PowerPoint Deck: The entire workshop will be in one PowerPoint deck. Additional detailed notes about what to say and points to cover will be included in the notes section of the slide. You should print a notes version of the PowerPoint, which will include talking points and additional instructions for your presentations.
- Templates & Worksheets (If word document, this will follow the trainer’s outline)

- Online Resources (http://emediat.wikispaces.com/Tool+Box) and the Online Learning Community (OLC)

Participant Agenda
Day 1: Listening, Security and Privacy
Learning Objectives

· To understand and think through how information collected through listening can inform social media strategy decisions and be actionable
· To  introduce a simple method for using free or low cost listening tools
· To provide an overview of privacy and security issues and to understand how to protect personal privacy/security
Schedule

9:00 – 9:15 
Introduction, agenda review and icebreaker
9:15 – 9:45
Actionable listening: Why and what

9:45 – 10:15 
Google alerts and keyword searches

10:15 – 10:30
Break

10:30 – 11:15
Listening tools
11:15 – Noon
Demo: Setting up listening dashboard on iGoogle

12:00 - 1:00
Lunch

1:00 - 2:00
Hands-on time: Adding search feeds to dashboard

2:00 - 2:30
Workflow

2:30 – 2:45
Break

2:45 - 3:30
Privacy and security primer

3:30 - 4:00
Hands-on time: Privacy settings 
 

4:00 - 4:30
Reflection and closing


Day 2: Your Home Base: Websites and Blogs
Learning Objectives
· To understand the basics of establishing a web presence or home base that links to strategy goals and audience

· To understand how to write effective blog posts and build community

· To  set up a simple organizational blog on the blogger platform

Schedule
9:00 - 9:30
Program overview and Icebreaker

9:30 - 10:30
Principles of an effective strategic online presence: NGO's home base

10:30 – 10:45
Break

10:45 – 12:00
Blogging plan 


12:00 – 1:00
Lunch

1:00 - 2:30
Hands-on time: Setting up your “Blogger” blog

2:30 – 2:45
Break

2:45-3:30
Hands-on time: Writing your blog post

3:30 – 3:45
Break

3:45-4:30
Quiet time to incorporate ideas into social media strategy plans

4:30-5:00
Reflection and closing
Detailed Trainer’s Outline & Worksheets
Day 1: Listening, Security and Privacy
Learning Objectives

· To understand and think through how information collected through listening can inform social media strategy decisions and be actionable
· To  introduce a simple method for using free or low cost listening tools
· To provide an overview of privacy and security issues and to understand how to protect personal privacy/security

9:00-9:15 Introduction, agenda review and icebreaker

1) Provide introduction and give an overview of the program

· Introductions

· Review of Workshop 2 agenda

2) Exchange ideas through share pairs

Ask participants to find partners in the room and answer the following below. Remember, when you raise your hand, participants should stop interacting, change partners, and move to the next question.
· What is one thing you already know or want to learn about listening and social media?

· What is one thing you already know or want to learn about privacy and security on social networks?

9:15-9:45 Actionable listening: Why and what
Note: If you covered this content in Workshop 1, introduce this section as a review, and
ask participants to share what they remember about actionable listening and online media.
1) Actionable listening: Actionable listening on social media channels means transforming a “river of noise” into insights that allow you to take action. That is, you gain insight, can make a decision, or do something. Listening can help your organization craft conversation starters, figure out how to best start engaging, identify social content that you can incorporate into your content strategy, identify influencers who you can transform into brand ambassadors, or address a potential crisis early in the game.

2) Link listening to decision making: Listening on social media channels means you'll be looking at a lot of data and unstructured information. If you don't have a clear goal and you do not identify who you want to listen to, you can get quickly overwhelmed. Here are some typical goals: 
· To gather a baseline understanding of what is being published about your organization in online media

· To identify conversations about your programs that may help inform your marketing and outreach messaging

· To understand who the key bloggers are who write about your issues that you should cultivate

· To analyze the conversations that are taking place on social media channels with similar types of organizations
3) Share pair: Find a partner

· Have your Social Media Strategy Objectives and Listening Goals Worksheets (Completed in Workshop 1)
· Discuss what your goals are for listening

· Fill the first column of the worksheet
4) Keywords: These are words or phrases that are important to your organization's strategy objectives. Some basic ones include the name of your organization, other NGOs, your website url, or other terms associated with the work you do.
5) Share pair: Find a different partner
· Brainstorm different key words. 

· Write them down on sticky notes and add them to the wall. 

· Jot them down on your Listening Goals worksheet
6) Group Share: Find a different partner
· Brainstorm different key words
· Write them down on sticky notes and add them to the wall
· Jot them down on your Listening Goals worksheet
7) Resources: Listening Literacy Skills - http://beth.typepad.com/beths_blog/2009/01/listening-literacy-skills-keywords-are-king-what-keywords-or-phrases-have-brought-you-some-insights.html
9:45-10:15   Basic listening: Google alerts 

1) Google alerts:  The easiest way to do listening is to use the free Google alerts tool and with keyword searches. Google alerts monitors the web for anything published with your key words. It sends an email or can be read as “feed” (will be demonstrated later). Here are some things you can incorporate in your training:

· Demonstrate how the Google alerts work in Google alerts using “E-Mediat (insert your country name)”    
· Show how results can be previewed 

· Explain the basics of creating a good search query  

· Explain and show the advanced settings     

· Explain that you can have the alert delivered to your email box. iGoogle can be used to read all alerts in one place instead of reading emails for different alerts. Show them the delivery types  

· Show them how to cut and paste the feed url into a word document. Tell them they’ll need that url for later
· Ask for a volunteer to share their keywords and do the demo with their keyword
· Tell participants that they will need to experiment with refining the keywords   

· Coach them in front of the group if they need to adjust their settings or keywords to get better search results
· Show them how to set it up as an email alert for now
Please note: The presentation notes includes instructions for live demoing and additional resources. Also, If it makes sense for participants to use email, then tell them they can also use “Social Mention,” another social search tool and set it up to receive email alerts.   
2)
Resources: 

· Google Alerts
http://www.google.com/alerts
· Google Alerts Help
http://www.google.com/support/alerts/bin/static.py?hl=en&page=guide.cs&guide=28413&rd=1
· Video Tutorial
http://www.youtube.com/watch?v=13z8opWu5ZU&feature=related
· Search Tips in Arabic
https://docs.google.com/document/d/1vBnEtuGbx-8p7TydqS8xmBOnZ2vBQnpVyT0maozwEZw/edit?hl=en#
10:15-10:30 Break

10:30-11:15 Few Tools for Listening

1)
Introduction: Google alerts or social mention alerts sent to your email are a good way for novices to get started, but it doesn’t capture everything. Therefore, to make your social media strategy more effective you might need to do more detailed listening using other search tools. Also, since it may become too much to read in your email, setting up and using software called an RSS reader like iGoogle will be more efficient. In the next section, we will demo the tools and you will have an opportunity to test your keyword searches.

· Do a demo of each of the tools below using “E-Mediat” as your search term
· Have a word document open so you can cut and paste the url of the search into the document (It will make the next step, adding it to the iGoogle dashboard, easier)
· After the demo, have participants do their keyword searches on the different tools. Remind them to save the url into a word document for the next step
Note: There is some overlap between what these different tools will pick up with keyword searches. They should listen to their capacity.
2)
Description:

· Social mention: (http://www.socialmention.com) Social Mention is social search tool that lets you enter key words and search through many different online social networks and social media, including blogs, YouTube, Twitter, and Facebook. You can combine searching through many platforms into one search or you can create individual searches. How you choose to search will depend on the volume of what the search results return, your social media strategy, and personal reading preferences. You can create an RSS feed and add to your dashboard.

· Blog search: (http://www.icerocket.com) IceRocket is a blog search tool that lets you enter keywords and search for mentions on blogs. You can create an RSS feed and add to your dashboard.

· Twitter search: (http://search.twitter.com) You don’t need to have an account on Twitter to use it for listening. This is a good first step to figure out if Twitter is useful for your strategy. Find out if people using Twitter are talking about your issue or organization. 

3)
Resources:

· Social mention - Video Tutorial: http://www.youtube.com/watch?v=8HRu2zowt4U
· Twitter -  How To Use Advanced Search: http://www.youtube.com/watch?v=0VzGIICDgs0
11:30-12:00 Demo: Setting up your dashboard

This section will demonstrate how to add RSS feeds of searches, Google alerts, Social Mention, IceRocket, or Twitter to iGoogle Dashboard.  

1)
RSS reader: iGoogle is a dashboard that lets you read new content on the web using RSS. RSS allows information published on the social web to be read or published in another place – like your iGoogle dashboard for example. The benefit is that it doesn't add extra emails and gives you a single platform for your social media listening strategy. Also, you don’t have to constantly check for new content. There are many other RSS readers available, most are free, but we’re going to use iGoogle because it is easy and simple.

2)
Adding feed into iGoogle: Demo how to add a Google alert feed into iGoogle using “E-Mediat” search.
Note: If there are other RSS readers that are widely used in your country, substitute the above for those tools and do the same demo. Also, if you do use iGoogle, please note that you will need a Google Account to complete this exercise
· Open up iGoogle: http://www.google.com/ig
· Click the “add stuff »” link in the upper-right-hand corner

· Click the “Add feed or gadget” link in the lower-left-hand corner

· Cut and paste in one of the RSS feed urls, then press the “Add” button
· Close that box and return to your iGoogle home page (link in upper-left-hand corner)

Demonstrate how to adjust multiple searches shown on your iGoogle dashboard. Participants will have time after lunch to work on adding the searches using RSS urls they created in the morning. 
3)
Resources

A few things about how to adjust your iGoogle Settings

· How to use full screen: http://www.google.com/help/ig/videotour/#fullscreen
· How to get to iGoogle: http://www.google.com/help/ig/videotour/#backtoigoogle
Learn to keep track of your dashboard feed with a listening matrix

· http://blog.socialsourcecommons.org/2011/06/keeping-track-of-your-dashboard-feeds-with-a-listening-matrix/
12:00-1:00 Lunch

1:00-2:00 Hands-On Time: Set up Your Dashboard
· Leave 15 minutes at the end of this session and ask participants to pull up their iGoogle dashboards on the computers 

· Have participants look at each other’s iGoogle dashboards

2:00-2:30 Listening Work Flow

1)
Work flow: Listening takes time. There is the initial time to figure out your keywords and set up your tools. Someone will also need to be reading, summarizing, and sharing the information with other people who will be implementing your strategy, commenting or responding to people. Listening can be done in two hours a week.  

2)
Good habits for effective listening

Reading

· Set up aside a small block of time to read your feeds everyday

· Clean house often, RSS subscriptions tend to pile up

· Don't feel like you have to read everything that comes through in detail. Skim and use the "Mark Read" option

· Keep your feeds organized on iGoogle

· Start with a small, select number of feeds

· Review feeds as part of your routine

· Open interesting links in new tabs

· Read and follow interesting links in comments

· Subscribe to new feeds

· Revise keywords as you go

· Identify mission critical keywords
Analyzing

· You will want to look for patterns and trends over time. This requires stepping back
· Once a week, create a one-page report that includes a summary of mentions. You can include the title, url, and a sentence describing the article
· Share report with others in your organization
Responding

· What if no one is talking about your organization? That means it is time to start engaging. Once you have a policy around who will respond, you will get down to commenting and engaging in conversation
· Add value to the conversation

· Don’t be afraid to disagree

· Keep to the point of the topic

· Point to relevant sources if you have more information

· Watch the conversation develop

Reflection

· Are the topics of conversation changing?

· Is the tone, sentiment, or volume changing?

· Where are the most interesting conversations taking place?

· What does this mean for your strategy or programs?  

· How can you use the information to improve what you are doing?

3)
Resources

· RSS Readers
How To Wrangle Your RSS Feeds
http://amysampleward.org/2008/12/02/wrangling-your-rss-feeds/
· Google Reader Introduction (Video Tutorial) Overview
http://www.youtube.com/watch?v=VSPZ2Uu_X3Y
· The Art of Commenting

http://beth.typepad.com/beths_blog/2008/10/backtype-anothe.html
2:30-2:45 Break

2:45-3:30 Privacy and security online
1)
Presentation overview: Protecting your privacy security online
You will be using the social web and Internet to communicate and share information (news reports, information, media, etc.) for NGOs, but it is important to protect your privacy and security online. The extreme approach, favored by some, is not sending anything over the Internet that you are not willing to make public. There are ways to protect yourself. The following tips and tools are based on the information developed for NGOs and citizens in the Middle East. There is a lot of detailed information and many tools available to protect your privacy and security online, but we are only covering the basics. You can add more content and adjust the outline accordingly if you feel it is important for your participants.
2)
Security basics

· Know the difference between http: and https:

· Use a secure browser like Firefox with security add-ons 

· Use a secure email service, IM client, and VoIP software

· Use an anonymous network and proxy to get around filtering

3)
Social network privacy: General tips

· Don’t rely on social platforms as the single host for your information, it is very easy for governments to block access without warning

· Be careful about sharing too much information in your status updates – even if you “trust” your friends

· Screen friend requests - don’t accept friend requests from strangers

· Be careful about automating cross-posting from one service to another, you may be unintentionally sharing sensitive information

· Don’t share sensitive information on social network sites, in private groups or messages
4)
Facebook privacy tips

· Have everything set as “Friends Only” (meaning only friends have access to your page)
· Turn off public search; set it so that only friends or friends of friends can find you
· Set it so only friends can see your friends list, education, location and likes
· Avoid stating your location or where you will be
· Only accept friend request/add friends that you regularly talk to
· Limit public conversation to a minimum
· Let only friends see your tagged photos, or only allow “me” to see tagged photos of yourself 

· Check your PRIVACY SETTING at least ONCE A MONTH for Facebook changes

· Keep your Facebook account professional at all times
5)
Resources

· Summary of the points covered in this presentation
http://www.bethkanter.org/privacy-security/
· Security in A Box 
https://security.ngoinabox.org/en/
· Security in a Box (Arabic)
https://security.ngoinabox.org/ar
· AccessNow Guide
https://www.accessnow.org/pages/protecting-your-security-online
· Additional Privacy Resources:
http://emediat.wikispaces.com/Privacy+and+Security
3:30-4:00 Hands-on time: 
Making sure your privacy settings match your intention
Lab time: Give participants lab time to explore and change their Facebook privacy settings
4:00-4:30 Reflection exercise

Ask participants to do a series of share pairs asking these questions. Use a bell or “raise your hand” to be quiet technique. Allow participants to do 3 or 4 rotations before bringing everyone in a circle to share the takeaways for the day.

· What did they learn today?

· What is still unclear?

· What do they need to think about to complete the homework assignment?

· What is one thing they learned that they put into action?


Day 2: Your Home Base: Websites and Blogs
Learning Objectives

· To understand the basics of establishing a web presence or home base that links to strategy goals and audience

· To understand how to write effective blog posts and build community

· To  set up a simple organizational blog on the “Blogger” platform
9:00-9:30 Introduction and agenda review
· Overview reflections about listening or privacy

· Review agenda
· Overnight reflection
1)
Overnight reflection: As participants arrive at the training, give them a sticky note and ask them to write down the answer to this question: What was your takeaway from yesterday?   

· Ask people who are interested in sharing their thoughts with the group to share
· Summarize the key points
· Address any concerns
2)
Share pairs: Do a series of share pairs. Ask people to find a partner in the room and share the answers to these questions. Use a bell or “raise your hand” and be quiet technique. Allow participants to repeat process for second question. The questions are:

· What is one thing you already know or want to know about establishing an effective web presence?

· What is one thing you already know or want to learn about blogging?

9:30-10:30 Strategic online presence

· Home base: This is your organization's website that may include a blog or just be a blog
· Social outposts: This involves establishing a presence and building a relationship with your targeted audience on social media outposts like Twitter or Facebook
· Website, blog or both? Create a framework to help them decide

· Assessing your organization's website
The PowerPoint presentation will take participants through a check list of items to think about on improving their websites based on the resources below
1) Website Check List
http://www.nonprofitmarketingguide.com/resources/online-marketing/10-point-basic-website-checklist-for-nonprofits/
2) Effective Nonprofit Websites
http://gettingattention.org/articles/168/websites/effective-nonprofit-websites.html
3) Effective Nonprofit Web Design:
http://gettingattention.org/2010/06/nonprofit-website-content-above-the-fold.html
· Small group exercise
Participants will work in small groups or pairs to assess their “home base” on the checklist. Make sure the small groups have a mix of NGOs that have a website, blog or both. If all workshop participants do not have a website, then have them use the checklist and give them a list of 3 - 5 NGO websites to review. 

· Debrief: Based on the checklist and looking at the different sites, assess:

1. What works well on your website?

2. What could be improved?


10:30-10:45 Break

Note: Depending on your participants, you could spend the second half of the morning as “lab time” and get their blogs set up. Then do this presentation after lunch and use the second half of the afternoon as lab time to write posts.
10:45-12:00 Blogging strategy

1)
Basics of blogging: This presentation covers the basics of blogging with a variety of examples

· Types of blogs

· Editorial Focus

· Listening as research for blogging stories

· Types of blog content

· Encouraging comments

· Who does the work
· Measuring success

2)
Resources
· How To Blog
http://howtoblog.wikispaces.com/
· Blogging for Nonprofits
http://www.wearemedia.org/Workshop+Day+2+Sharing+Your+Story
· E-Mediat Resources
http://emediat.wikispaces.com/Blogs
· Blogging to Learn
http://blogging4learning.wikispaces.com/home
12:00-1:00 Lunch

1:00-2:15 Hands-on time: Setting up your “Blogger” blog

Use the following resource to set up your blog:

http://www.blogger.com/features
2:15-2:30 Break

2:30-3:30 Hands-on time: Writing your first post

1) Writing Posts

· Break into share pairs and have them write different types of posts

· Break into share pairs and have them write another type of post, but incorporate an image

2)
Resource
Blogger Instructions
http://www.blogger.com/features
3:30-3:45 Break

3:45-4:30 Quiet time to incorporate ideas on their social media strategy plans

· Ask participants to publish their posts. Ask for volunteers to come up and share what they did

(15 minutes)
· Dedicate the remaining session for participants to review their strategies and what they learned
(30 minutes)
4:30-5:00 Reflection exercise
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 Social Media Strategy Plan Template


1. Objectives

Describe your organization’s objectives for your social media plan using SMART (Specific, Measurable, Attainable, Relevant, and Timely) strategy.

	Objective 1:

	

	Objective 2:

	

	Objective 3:

	


Describe how these objectives support your organization’s mission:

Describe what you learned from benchmarking similar organizations and their social media objectives. How are these goals are a logical evolution of your communications/marketing strategy?

2. Audience

Identify the audience segments you hope to reach below:

	Segment
	Description
	Objective

	Target Audience 1:


	
	

	Target Audience 2:


	
	

	Target Audience 3:


	
	


3. Internal
Describe how the social media plan will be reviewed and received by senior management and board members. What questions do you anticipate?

Describe or attach your social media policy – and process for ensuring it is an active, living policy.


4. Content Integration

Where does a social strategy make the most sense? Where can it enhance existing marketing, program, or communications strategy? 

	Channel
	Social Integration 

	Website
	

	Live Events
	

	Email
	

	Print
	

	Mainstream Media (MSM)
	


Identify content assets that can be repurposed, remixed, or recycled for your social media strategy.

5.  Listening and Audience Research

Summarize what you learned about your audience from the social media audit, secondary or primary research, and listening techniques. Why are you focusing on these audience groups? What is your plan for ongoing monitoring and scanning during implementation?

6. Social Strategy

Please describe your social strategy:

· Engagement

· Promoting

· Social Content

· Network Building

7. Tool Selection and Techniques

Describe the specific tools you’ll be using to implement your social media strategy. Why did you select to use these tools?

	Tool
	Use 

	Facebook
	

	Twitter
	

	Blog
	

	YouTube
	

	Add More
	


8. Measurement

Describe your metrics for success. What specific data points will you collect and how will you collect and analyze this information? How will you use it to document return on investment?

9. Staff and Training

Who will be responsible for implementation? How many hours per week? What specific job description and responsibilities? What training will you provide?

10. Evaluation and Piloting

Please describe how you will monitor and evaluate your social media plan. How will you use data to improve your practice? What small piece of this plan will you pilot? Identify your pilot target audience. How will you collect and implement feedback?

11. Timeline

Please include a timeline for major tasks. 

12. Budget

Please provided a detailed a budget of how you will use funding to implement your plan. 

SMART Social Media Strategy Objectives




Principle:  Social media strategy connects, supports, and enhances an overall internet communications strategy and connects to offline behavior change or action. 
1.
What is the big goal your organization has for civil society?

2.   
Describe your organization’s program or communications objectives that support the above goal?
3. 
Make it SMART:
	
	Definition
	Describe

	S
	Specific
	

	M
	Measurable
	

	A
	Attainable
	

	R
	Relevant
	

	T
	Time-bound
	


4.    
What is the behavior change or action you want your social media strategy to help drive or influence?

5.   
What questions do you have? 
Listening Worksheet





Principle:  Use actionable listening to understand your target audience – includes listening on social media channels and other research. 


1.
What is the broad communications objective you want to support with a listening post?   

2. 
What are similar NGOs doing on social media channels? What conversations are they having?  Who is listening to them?

3.
What keywords or phrases will you use to create your listening post. Here are some starters:

· Nonprofit Name or Issue

· Other nonprofit names in your space

· Program, services, and event names

· CEO or well-known personalities associated with your organization

· Other nonprofits with similar program names

· Your brand or tagline

· Urls for your blog, website, online community

· Industry terms or other phrases

Listening Goals





1. Goals

· To gather a baseline understanding of what is being published about our organization in online media

· To identify conversations our programs that may help inform our marketing and outreach messaging

· To understand who are the key bloggers who write about our issue that we should cultivate

· To analyze the conversations that are taking place on social media channels with similar types of organizations
2. Keywords
· Nonprofit Name or Issue

· Other nonprofit names in your space

· Program, services, and event names

· CEO or well-known personalities associated with your organization

· Other nonprofits with similar program names

· Your brand or tagline

· Urls for your blog, website, online community
· Industry terms and other phrases
3.    Tools

· Google Alerts

· Social Mention

· Twitter

· IceRocket/Blogs 


Listening Goals, Keywords and Tools


	Goal
	Keywords
	Search Tool
	Notes

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Listening Report Template


	POSITIVE MENTIONS:

Summarize the key themes: Is this what you want people to know, think, feel, or do? Has anything changed when you look at the themes over time?

Link to a couple of examples: Title of Post/Article, Author
Pull out any insightful quotes



	NEGATIVE MENTIONS:

Summarize the key themes: What is a perception? What is a true complaint? How can you address it or fix the problem? Who needs to know? New issue or recurring?

Link to a couple of examples: Title of Post/Article, Author
Pull out any insightful quotes



	NEUTRAL MENTIONS:

Summarize the key themes:




Listening Tips





Why Listen?

Listening is typically used by nonprofits to provide better customer service, correct misconceptions, and other ways to support external audiences. Nonprofits are also using listening to support improved program implementation. The value of listening is not in the act of listening in and of itself, but how the organization uses the information to improve programs or marketing. 

Examples from nonprofits
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Gulf Coast Regional Blood Center listens by searching for discussions about blood donations in their local area and providing great content ideas for their blog. Although there is low volume, the listening has provided a lot of value. "We've been able to answer questions for people who want to donate blood but don't know the rules. When we found someone who'd had a negative experience at one of our facilities, we were able to respond to her concern and leave her with a good feeling about our organization."   
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Network for Good has some terrific stories about noisy, angry people becoming champions for their services because of active listening and then open engagement with them on social networks or in the comments of blogs.  One example is from the GiveWell Blog which posted a complaint about Network For Good's fees. Network for Good's Vice President, Katya Andresen, left a comment in response which led to a conversation and this follow up post from GiveWell. After some back and forth conversation, including asking for his input when they changed their fee structure, GiveWell became a supporter and user for Network for Good's services.

Getting Ideas for Campaigns or Programs
[image: image3.jpg]



GreenPeace Whale Trail  asked their online visitors for campaign ideas and they got some great ones, like the Great Whale Trail, where they tagged whales and then tracked them using GPS/Google maps. This drove traffic. 

Improving Program and Service Delivery
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LawHelp: Kate Bladow who blogs at Technola says that listening has become a best practice for staff persons responsible for program management, even if it isn't being done as an organizational wide activity. Notes Kate, "I found out this week that a colleague and I both listen to social media channels on "legal aid" and "pro bono"  because we want to know if anyone is reaching out and looking for legal aid."  Kate directs those people to their website where they can find legal information as well as referrals.  They also listen to identify people who are talking about wanting to take on pro bono legal work and recruit them as pro bono lawyers. 

Kate also uses listening techniques for her personal blog as a way to build her community of readers interested in legal aid, pro bono work, and other access-to-justice issues.  Listening helps her aggregate stories for her blog and has helped her grow the readership.

Listening Skills

The most important listening literacy skills are:
· Composing and refining keywords

· Pattern analysis and synthesis of findings

· Avoiding listening unless your mission is market research 

The Basics 

These are obvious. But it helps to have them listed and even better to create a one-pager and get input from other staff members.

· Nonprofit Name

· Other nonprofit names in your space

· Program, services, and event names

· CEO or well-known personalities associated with your organization

· Other nonprofits with similar program names

· Your brand or tagline

· Urls for your blog, website, online community

· Industry terms or other phrases
What Not To Search On

Try to avoid generic terms.  Like searching on google, it will bring you lots of noise.  If your organization's name or program names contain generic words, use Boolean operators like "AND" or "NOT."  (Need to brush up your Boolean skills, here's a tutorial)

Going Deeper
You may not know what is not worth searching until you try it and revise based on what you see.  Don't assume that you'll get it right on the first try, either.  It takes some time and a little bit of a reiterative process to fine-tune those key words.

Recently, a nonprofit that provided services to caretakers, including grief counseling, wanted to look at how caretakers and family members think or talk about grief and dying of an elderly patient.   After trying broad terms and got nothing, they tried phrases like "My elderly mother died of cancer." 

Remember that the more phrases and keywords you add, the more results you'll have to look at and that could get overwhelming if you're not using a professional tool.  So, if apply the so what test:

1.) List your keyword phrase or topic word
2.) List 3 reasons why you're interested
3.) List 3 specific sub-topics or related ideas
4.) Review and pick the most relevant

Listening is only half, Connecting and Engaging is the other half
Unless your mission is to do market research and use listening techniques to feed research reports, you want to take the next step of actually engaging.

Danielle Brigida shared some wonderful insights about the other half of listening which is having that conversation.  "I spend a majority of my time listening and responding to questions, commenting on blogs, and tracking NWF's mentions and various programs. But also it's important to connect with people based on their interests (I will sometimes search twitter for "kids outside" and then compliment them on giving their kids a green hour!) 

Blogging Planning Questions



The Why

· Why should we blog?
· Why are we writing a blog?
· How do we know it makes sense to blog, as individuals and/or as a NGO?
The What

· Before you begin a blog how do you plan to sustain your work on the blog?
· How do we ensure that the content on our blog is interesting?
· If you are blogging under the name of your organization how do determine what is appropriate and how things should be put across?
The Who

· Who's it for? Who are we aiming to reach / to engage?
· What are we wanting them to think about? And what do we want them to think about us?
· What about the 'voice' of the blog? How do we know whose-what voice to use as we blög, on our blog or other blogs?
The How
· Do we need great writers who have a passion for blogging?
· What kind of skills, such as self-editing, are the key skills needed for any blogger.
· Which blog software would you recommend? (find a site that compares them)
· What about confidentiality? How do we develop and enforce clear boundaries about what can and cannot be shared to avoid violating trust of the groups and individuals you support.
The When
· If we have a blog, how do we know how often to update it?
· When should we write one - every week / month / quarter?
· Do people expect a (e.g.) monthly one, that way you can publicize it in e-bulletins/newsletters and you can say "come back on the first day of the month to read our new blog" - or is it more of an occasional thing i.e. when we have something to say.
Home Base Assessment




Checklist: Use this checklist to help you evaluate your organization’s home base and make improvements.
1.  Consistent organizational branding

· Includes the organization’s logo
· Uses branding colors and fonts
· Easy access to information about what the NGO does, programs, and staff
· Domain name or url includes organization’s name or branding
· At a glance, can understand what the organization does
· Uses a simple tagline that says what the organization does
· Includes photos or visuals on the top page
· Includes city and country/location
2.  Intuitive / logical navigation and structure

· Makes content easy to find: Organize it by priority, time, alphanumeric order, or some other logical method
· Makes it easy for users to find information they need
· Makes it easy for users to determine where they are in the site, where they’ve been and how to get where they want to be
· Has top and side navigation bars that work together
· Has no “dead links” that lead users to a dead end with no exit
· Includes a technical contact in the event that a user experiences difficulties
· Includes a “contact” page with name, email, phone numbers
3.  Short content that is fresh and updated regularly

· Includes stories about what the organization does, not just the mission statement
· Content is up to date, old content is removed
· People don’t read on screen, they skim.  Content is chunked so it’s easy for users to digest the key points
· Content is written for the  audience
· If the target audiences are very different, the site offers distinct entry or home pages for each group
· Links to additional detail for the user who really wants to know more
4. Good visual design
· Good visual design principles, including home page with a large space on the home page, including a sizable headline, longer summary and/or photo
· Use of graphics and photos and video to create interest and meaning
· Use of a consistent page layout for each section
5.  Links and integrates social outposts
· Links or summarizes content from social outposts
Based on workshops, blog posts, and other material created by Beth Kanter 
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