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Why Social Media?

Blue Ribbon Mentor-Advocate plays an important role in the Chapel Hill-Carrboro community as it works
to close the achievement gap and support minority students with tools for reaching their potential. Such
significant work requires strategic communications efforts on all fronts. This protocol will examine the
social media side of those efforts."

The value of social media lies in the way that it promotes engagement and creates a two-way dialogue

between an organization and its stakeholders. For BRMA, this means that audiences not only know and

understand its needs bettert providing resources to students and their families; recruiting caring,

committed mentors; seeking donations for scholarships, etc.T but so too is it able to discern - dzZRA Sy 0S5 a Q
needs in enhanced ways. This kind of information is crucial for sustaining a program that is so grounded

in relationships.

That being said, efforts with social media should be pursued with the aim of sustaining healthy

relationships with students, mentors, parents, program alumni, volunteers, the school system, donors,

general supporters, local media, similar organizations and anyone elsewhohasl & dF 1S Ay . f dz2§ w
work. Some relationships, like those between mentors and mentees, will have priority over others. The
factthatitisdireOG f @ SaaSydAlf (2 . wa! QA&-m¥ntedrdastichyfiipsdods LINE Y2 (i
not make good media relationships unimportant though. BRMA will have to employ strategies based on

formal and informal research to determine which social media tools provide a means to the end of

healthy relationships.

The Social Media Protocol contained here begins with a summary and analysis of a formal research
toolT the communications survey conducted in May. The survey plays an important role in the
remainder of the protocol, as its responses inform what communication methods to emphasize and/or
modify.

After the survey report, each of the social media and digital communications tools that Blue Ribbon uses

is examined. Where applicable, the tools are described in three different contexts: 2 K I { Q &forb S &
recent changes; Daily Use Guidefor how-to instructions on using certain features of the tool; and Best
Practicesfor maximizing communications potential.

The body of the protocol concludes with steps for moving forward. Appendices are included at the end
with supplementary materials, like survey data graphs and technical assistance contacts.

! Websites and email marketing services do not typically fall into the category of social media, but are included here because
ikKSe | NB OSy limdtofmunictions prveaenc®@and cBsglf associated with its use of social media



Communications Survey Analysis

BRMA conducted a survey to gather feedback that would guide its communications decisions (see |.
Survey Questions in Appendix A for questions and question specifications). It consisted of five main
guestions, and two that branched off of the second question for more detailed responses depending on
the answer selected. The survey was distributed via email through SurveyMonkey to the Allies email list
on May 13. A customized link (http://www.surveymonkey.com/s/BRMACommunications) was posted to
Facebook and Twitter that morning and re-posted 5 days later. On May 23, a second SurveyMonkey
email was sent asking those who had not already done so to complete the survey by the following day at
midnight.

Below is an overview of the responses, followed by highlights and implications for specific

demographics.{ dzZNIS@& |jdzSadA2ya oAff 6S NBFSNNBR B2 & davwm
basic report of the results to be emailed to BRMA stakeholders can be found in IV. Survey Report for

Respondents of Appendix A.

Responsédverview

There were 94 respondents total, all of whom were categorized by their relationship to BRMA in Q1

(Figure 1.1). Since mentors dominated the responses, most of the analysis here is separated by the

relationship demographic so as to tailor response efforts to the differing needs of each group. All but 10
peopleA Y RAOI GSR GKIG GKS& 3ISG adaedzad GKS NARIKEG | Y2dzyi
indicated too much and 5 indicated too little (see Ill. Responses for Q3 and Q4 in Appendix A).

Though there were 94 respondents, only Q1 and Q2 were answered by all. Q5, a required question

about the best ways to get BRMA information, was answered by 81 people (data from respondents who
quit the survey after the first two questions was still recorded). Forty-eight people answered Q6 which
A0NI GSIAOILTEfe IIdASR ¢KIG LIS2LI S f BajedoRrthd 6 2 dzi
different capabilities of a Facebook Page vs. Profile. Respondents were asked to skip this question if they
were not Facebook friends with Blue Ribbon. Q7 had 56 responses that were distributed near-evenly for
the answer options (Figure 1.2).

What is your relationship to BRMA?

[@=N
A
(V)
>

Figure 1.1 Q1- All

Parent 1% (18)

Mentor 553 % (52)

Student in ERMA, 96 % (9

Student in YLI

(but not ERMA) 6.4 % (6)

Friend of the Program 96 % (9



http://www.surveymonkey.com/s/BRMACommunications

Figure 1.2 Q7- All BRMA uses many different tools to keep you informed about the
program. If BRMA was able to try new methods, what other ways would
be better for communicating with you? (Check all that apply.)

- Mzking more Connect Ed
Autemated Phone Calls

Sending more things
B ome by postal mail

- Sending text message

214%(12) updates andlor reminders
B Other (please specify)

The overwhelmingrespoy 8 S T2 NJ dh G KSNE 2y v T foritwd reSord TheffiE ¢ KA OK
is that the question specifies new methods and email is a standard, established tool for BRMA. Second,

90% of respondents had already indicated their preference for email as the best way to receive

information from BRMA in Q5. This signifies that BRMA should focus much of its energy on tailoring

emails to stakeholder needs and wants and reviewing Contactology reports.

It is also relatively significant that text messaging and postal mail received equal interest, as they
represent different ends of the technological spectrum for communications. Further investigation is
necessary to determine the extent to which each of these methods should be pursued, especially given
the associated costs. Page 22 contains further information on text messaging.

Mentor Highlights(Figures 1.3-1.5 on page 25)
e 98% on Mentors think email is Ogreaté for getting BRMA info, while roughly half think the
6S0AaAGS A@s)edzaild az e
e ¢ o AGGSNI AtdoyF& 4B oul o€ & Mént®rd dnd 62% feel the same about Facebook (Q5)
o 68%UK2dzZaAKUG A (ra@l dhadrviNBotate€app@ar in their newsfeeds; 52% did
not value the Facebook messaging feature of the profile (Q6)
e The 25 Mentors who answered Q6 about Facebook features were divided almost equivalently
on what they did/did not value (BRMA is friends with 61 Mentors on Facebook)
e Mn 2F (GKS MH GhiGKSNE NBaLRyaSa F2NI vt O0RA&0Odz A

These trends indicate with a relative degree of certainty that email is the most valued form of
communication for Mentors and that it should be cultivated with their preferences in mind. It seems
that interacting with BRMA on Facebook is not a priority for this audience, but they value getting quick

updates this way; perhapsi KS & | LILINSOAF 1S G KS nfdflyedgagd dzi R2y Qi KI @



StudentsHighlights(Figures 1.6-1.8 on page26)

e yo: 2F atdRRSylGa GK2dza3KG Ccl 0So221 ¢lFa&a a3aINBrie 7T
with 67% and 75% indicated that Twitter 6 | &y QG G KS ¢@8)SaiGé¢ F2NJ GKSY

e At least 70% of the Students who answered Q6 0 K2 dzZ3 K{i G KIF G SGOSNEB | aLIS Ol 2
LINS&ASyOS g)ad aINBLF G Pé

e ¢KS 2yte ay2i0 GKS 06Sail TFT23tddbBs(QaNBLI ASa 2y vc O

e Near-equal percentages of Students thought receiving text messages and more postal mail
would be better communication tools (Q7)

e Seven Students considered postal mail a better means of communication, compared to 6 who
thought text messaging would also be valuable (Q7)

Unsurprisingly, Students have an overwhelmingly positive response to Facebook. The only negative

NEBalLlRRyaS s6la YIRS 6A0GK NBaLSOd G2 GKS a.wa! OFy |
.wa! oy2i0 ,[LO0O aidzZRSy (& farkthanRthdbtker fur whb abswéredthii G KS 0 S
LI NI 27F GKS | dzS & dHes? figurad dolldRe irdidativé df the gréup M whalepriit

only 6 out of 44 BRMA students who are Facebook friends with the program gave feedback.

It was surprising, though, that postal mail and texting were favored by such a close number, given that
cell phones are used by so many in this generation. Do students really pay attention to their mail boxes
as much as they do their text inboxes? A survey (formal or informal) targeted at students on this
guestion would be needed before making the decision to send more things home by post.

ParentsHighlights(Figures 1.9-1.11 on page 27)
e ff mMp tINBYylGa FYasSNAYy3I vp al ARubKdTitteSYF At &t
gl a ayz20 GKSaspSaidé TFT2N) GKSY
e Only 7 of those 15 value Facebook as a means for staying informed (Q5)
e 46% of Parents were interested in receiving text messages. (Q7)

Again, email is the clear choice for getting info from BRMA. Also notable here is that, in the context of
Facebook, Parent responses are more representative than the other demographic groups. Fifty-three
percent of the parents BRMA is Facebook friends with answered Q6 (9 of 17), compared to 41% of
mentors (25 answered, 61 are FB friends) and 13% of BRMA students (6 answered, 45 are FB friends).

Friends of BRMAdighlights(Figures 1.12 and 1.13 on page 28)

e TheoneFriendwhoansweredi KS ySg 02YYdzyAOFGA2ya YSGK2Ra | dz
sometimes the emails are too last minute and things require more advance planningé 2y (0 K S
GhOKSNI@LIIA2YyE o

e Email was the most popular means of getting info; the website YR ¢ 6 A 1 G SNJ 6 SNB ay 2
for the largest percentages (Q5)

e 4 of 9 Friends answered the Facebook features question, all with positive responses

Since only nine Friends responded, it is difficult to draw any concrete conclusions with their responses. If
BRMA has the resources in the future, it would be worthwhile to try to engage stakeholders who are not
directly involved in the program at the present moment to determine how to cultivate relationships
with them.



Website

What 6s New
fdzS wAoo2yQa 6So0aAiildsS dzyRSN¥Syid OKIFIy3dISa Ay RSaiAdy
Below is a visual summary of design changes and a list of content reformatting details.

Design Changes

. . Horizontal menu,
Wider, centered layout with .
reorganized to make

a background that frames tent easier to find New header with larger,
the page content casierto fin updated images

kBlue Rlbe Hexadecimal
Mentor-Advocate color values:
CHAPEL HILL-CARRBQRO CITY SCHOOLS
Blue-
m About  GetInvolved Resources  Youth Lea hi fitute  Evel it Contact #008 1C6
Welcome! Stay Updated!
Get all the |atest Da rk blue'
BRMA news with:
#002e46

Latest News:

Suppor: BRA. . Win $10001
Find out more about the Sunrise Rotary Club Rubber Duck Race and Rafle taking
place on Saturday, June 4,

BRMA Graduation Celsbration

On Sunday, June 5 at 3:00 P we will honor our graduates at Carrboro High
School. This year's BREMA Graduation Celebration will also mark our program's
15th Anniversary. We're very excited to celebrate with all of youl As always, we
encourage students, parents, mentors and families to join us at this wonderful Home Page i
evant L2ore o

YouTube

Blue Ribbon Mentor-Advocate is a comprehensive support program for students in the Chapel Hill- Carboro City Schools, 'ﬁp‘_ " Blag

W provide students with mentaring, tutoring, advocacy enrichrent, leadership training, and scholarship support services

Youcan use this site to learm how to valunteer, mest our mentors and mentees, suppart our schalarsk p program, see how we turn
students into servant-leaders, and review press coverage of our good work

Office Location: Chapel Hill High Schoal, 1708 High School Road, Chapel Hill, NC 27516 « Mailing Address: Linghln Center, 750 South Merritt Mill Road, Chapel Hill, NC 27516
Phone: §19-918-2170 « Email: brma@chces k12 nc.us « Website: bifleribbonmentors.org

Latest news section ~ Footer with general  Photo Social media sidebar
and brief blurb contact info slideshow with uniform icons
about BRMA

Content Réormatting
e Under About In the Main Menu
O Overviewpage gives a more detailed description of BRMA than front pages and now houses
Program Profile
O In the Newspage now contains media coverage from the last two years that is consistently
formatted, divided into two sections based on source, and labeled for video or audio
content. Older stories can be found in the News Archiveformatted the same way.
O Photospage houses a large Picasa slideshow and provides a prompt to add BRMA on
Facebook to see more photos
O Videopage is now linked directly to the BRMA YouTube channel
e Youth Leadership InstitutenenuitemA & y2¢ f Ay {1 SR RANBOGEE& G2 A
Eventspage now contains an embedded Google Calendar with BRMA and YLI events listed. It is
set to Agenda view because Month view cuts off the titles of events. The calendar and Picasa
slideshows are both managed by the Google account for brma@chccs.k12.nc.us

oy
ax



mailto:brma@chccs.k12.nc.us

Daily Use Guide
Addingltemsii 2 aLYy GKR b6&SH& | NOKABSE
1. CNRBY (KS ¢ 8ndia ScHodConder, gb to @d In the Newsor News Archivepage and
select Editfrom the SchoolCenter menu at the top of the page
2. Click the content box you want to add to and if it shows the advanced editor tool bar, click the
Gl ¢a[ ¢ AO2Y
3. CAYR | ySga AGSY 6AGK GKS alryYS 1AYR FT2NXIG | a
useCtr+Fi2 FTAYR a2YSUKAYy3d ALISOATAO AT @2dz2QNB KI Ay
4. Copy and paste that news item to the correct location (coverage is listed in reverse
chronological order, with the most recent items first)
5. Update the article title, news source, date and descriptionT this will ensure that formatting is
consistent on the page
6. Click Savein the upper right corner of the HTML editor

Embedding a Picasa Slideshow
1. Login to Picasa Web Albums with brma@chccs.k12.nc.us or yli@chccs.k12.nc.us account
2. Create a new album or select an existing one to embed
3. From within the album, select Actionsin the top menu and click Album Properties set Visibility
G2 al'yezyS gA0GK GKS tAYyl1é¢ YR al @S OKIy3aSa
4. Find Link to thisalbumin the sidebar on the right of the album page
Select Embed Slideshoymake desired adjustments and copy code
6. CN2Y (KS & 8nd & Achiol Ceéter,@dtdfe page you want to add the slideshow to
and select Editfrom the top menu
7. Click the content box you want to add the slideshow to or add a new content box; if it the
I RGFYOSR SRAG2NI (22 o0FNJFLIWSIFENARZ Ot AO0] GKS al
8. Paste the slideshow code into the HTML editor
9. Change the numbers in width="---" and height="---" to customize the dimensions to the
website, if necessary; add I f A 3-§/aftefi width and height specifications to change alignment
0GeLlIS afSTUET GNRIKGE 2add KOSy SrimtEvigidyext trdnS  |j dz2 G |
nearby paragraph is too close to left/right sides of slideshow; add @ & LJ O Sfteéaligm i¢ text
from nearby paragraph is too close to top/bottom sides of slideshow;
10. Click Savein the upper right corner of the HTML editor

4

I RRAY 3 9 @ wilipk Gaogle Calpridadsi

1. Login to Google Calendar with yli@chccs.k12.nc.us account

2. On the calendar, click the day and time the event will take place

3. From the pop-up box that appears, type the name of the event in What. In the drop-down menu
for Calendarelow What, select the appropriate calendar (YLI Club Meeting, YLI Service Project,
yli@chccs.k12.nc.us)

a. Note: Theyli@chces.k12.ncusOlF f SYRFNJ aK2dz2f R 6S dzaSR F2NJ 3S
fall into the one of the other2caf SY Rl N& O 4 S3I2NR Sa

4. Click Edit event details >3n the lower right corner of the pop-up box and fill in the location,
description and any other pertinent details

5. For repeating events, like monthly YLI High School Service Club meetings, clickthew S LIS I { X
checkbox underneath the date/time boxes at the top of the Event Details page and fill in the
necessary details

6. Click Savein the upper left corner to save the event details and return to the calendar

7. VisittheCalendaldr 3S 2y | [ L Q& @& Bdedeit haSappeaed theyed dzZNB G K |



https://www.google.com/accounts/ServiceLogin?hl=en_US&continue=https%3A%2F%2Fpicasaweb.google.com%2Flh%2Flogin%3Fcontinue%3Dhttps%253A%252F%252Fpicasaweb.google.com%252Fhome&service=lh2&ltmpl=gp&passive=true
mailto:brma@chccs.k12.nc.us
mailto:yli@chccs.k12.nc.us
https://www.google.com/accounts/ServiceLogin?service=cl&passive=1209600&continue=https://www.google.com/calendar/render&followup=http://www.google.com/calendar
mailto:yli@chccs.k12.nc.us

Adding Links to YLI Photo Albums

1.

CNRY (KS ¢ 8ndiaScHodicenser, go to @hat We DoA Photo Galleryand select
Editfrom the SchoolCenter menu at the top of the page

Click within the box that contains the links to the photo albums and make sure the Advanced
Editor toolbar is showing

Type the name of the new photo album under the appropriate school year heading

CNRY ,[LQa ClFOSo62271 LI3ISzT &aStSOG GKS LIK2{G?2
LI 38T FAYR ( $h&e thisSlbuth with &Yofie byssdnding theén this public link:¢
and copy the link below it

B O1 AY (KS emlSighlight th&r@nde ofdhle W photo album and click the link
icon in the upper right corner of the the Advanced Editotoolbar (top row, fourth icon from the
right)

Paste the copied link into the Link URIfield. Select Open Ink in a new windowfrom the
dropdown menu called Targetbelow the URL field. Then click Update

Click the Savebutton in the upper right corner of the text editing box.

When finished,a A Ay 2 dzi 2 F (erfd Snd gb t thé PhotdScalkery pagk tddnsure
that the link is working properly

Technical Assistance
See the I. Technical Assistance section in Appendix C: Resources¥ 2 NJ { O2 G4 [ 0AY2NBQa

Best Practices

Update the Google Calendar with BRMA and YLI events as soon as their dates are set. Be
mindful of changes that occur to event times and locations after they have been added to the
calendar and change accordingly.

Add new media coverage to In the Newsas soon as possible

I £ 0

Update news pages atthe end of everyyearto 1) YA ANJ 4 S (G KS LINBGA2dza &SI NI

archive and 2) make sure links to news items are not broken

When you encounter a broken linkx a4 ST NOK GKS F NOKA@Sa 2F (KS

Google search for the missing article. If the article is unique in any way, but you are unable to

FAYR AMNZY A RR natedadihé Hescription and contact the news source to get a copy

of the file.”

0 This happened with some WCHL/Chapelboro stories from 2007 and 2010 because the siteQ a
archives are still in the process of importing stories. Check Chapelboro.com periodically or
contact Molly Buckley for a progress update. (See I. Technical Assistance in Appendix C:
Resources fora 2 f fcodtéetbinfo)

Set up Google Alerts for BRMA to get news to make sure nothing about BRMA is missed,

especially from blogs

Use Twitter feed widget to keep & [ | { éws (ipdabes on Homepage low-maintenance and as

current as possible

Include a few simple images that break up the text, but do not clutter or distract from it. Follow

the guidelines on the following page for optimizing images

Unique article may be: from a prominent news source or featuring a prominent figure associated with BRMA; include
multimedia content; on a subject not already covered by current articles

ySo


http://www.chapelboro.com/
http://www.google.com/alerts

Image Optimization Guidelines

Site Map Edit " Design  Help

YW@ B 75U i = : JA- B~ D Les=a
£ I x o A1

¥ Insert/edit image - Google Chrome

O w2 .chees ki Z.nc.us/educationfincudes/scripts/ace /35 2 fjscripks/tiny_mee/plugin

~

General || Appearance || Aduancad |

r General
Irmage URL ||
|
|

Image |
description

Title [

e After clicking the image icon in the advanced editor tool bar (circled in orange), use the browse
(circled in red) to upload an image

e Provide an ImageDescriptionfor accessibility in disability browsers and older browsers

e Provide a Title for the image; this will appear when

e Go to the Appearancetab between Generaland Advanceto setthe A Y I Zlfgr@hént; it is best
to set it from here, rather than from the buttons in the advanced editor tool bar

e You can link an image to an external website by selecting the link icon to the immediate left of
the image icon in the advanced editor tool bar

Because the Contactology emails are similar to a webpage in layout and functionality, apply
these practices to images in emails too

10



Contactology

What 6s New

Templates

BRMA now has threeemail i SYLJX I 1S4 Sl OK Odzad2YAT SR G2 GKS O2yi
i KS@ Qf Becadse/tAe 2uNay fidicated that email was the clear preference for getting information

from BRMA, considerable effort should go toward utilizing this tool to its maximum potential.

e BRMA Updates Templatgigure 3.1 on page 13)T will be sent at the beginning of every month
and contain information relevant to current mentors, mentees and mentee parents

o BRMA Allies Templatéigure 3.2 on page 14)T will be sent at the beginning of every month
and contain information relevant to current mentors, mentees and mentee parents

¢ BRMA Allies Briefs Templat@igure 3.3 on page 15)T will be sent at the beginning of every
month and contain information relevant to current mentors, mentees and mentee parents.

The week before these emails are sent, they will be shared with staff for their additions about events,
info, updates, etc. Since these are monthly messages, brief reminders can be sent closer to event
dates/deadlines when necessary.

SubscriptionLists

/2y Gl OG2t238 2FFSNAR I gFe& F2N LIS2LX S G2 adzma
Creating a List lets you provide alinktoaformX OF f £ SR ( KS afprdzdnitdsNdupi A 2
BRMA now has an Allies List so that new people interested in the program can start receiving its emails.
This link has been placed in the social media sidebar of the website and in the Contact Information
aSOGA2Yy 2F . wisFafbookbrgfile2 LJ IS 2

See Il. Useful Articles in Appendix C: Resources for information on hidden images, which allow people to
sign up for one specific list from a form, thus bypassing the Subscription Center page that contains
others lists to sign up for.

NRA 6 S
I Sy

o

@)
y

Daily Use Guide

Editing a Templaté
From Campaigngn the main menu, click Create then select Standard
Under the Contenttab, select Template then click Create Contenbelow the list of options
Select the template you want to modify and click Choose Template
Make desired edits
When finished, go to the floating menu on the right and click Actions(last item in the list)
Under Actions select Save Template Aslame your template and click Save AsGiving your new
template the same name will NOT override the original template.
a. Suggestion: Give your new template a slightly different name, then delete the old
template by going to Settings-> Templatesin the main menu. From here you can also
edit the name of the template.

Adding linksto Text Within an Email
1. Inthe email editor, select the content box with the text you want to link somewhere else within
the email, switch to HTML view and find the link code, i.e. <a href="#fevent1">Eventl</a>

ok wnNpE

® Use these steps for minor re-formatting edits. For major edits (like making the header image link to a website or changing the
width of the vertical divider line), edit the template code

11



2. Copy that line of code, paste it in desired location and update it with new name, i.e. if there are
only links for 4 events and you want to add another, you would copy this code to the end of
your list and change like so: <a href="#event5">Event5</a>. Save.

3. Inthe content box with the text you want the link to take you too, follow the same steps above,
but this time find the corresponding code: <a name="event1"></a> and update it after moving
to the correct place, i.e. <a name="event5"></a>

Technical Assistace
e See |. Technical Assistance in Appendix C: Resources for Contactology! OO2 dzy i al yIF 3SNDa
contact info

Best Practices
e "Keep the design simple and scannable.€ (from PR 20/20; see Il. Useful Articles in Appendix C:
Resources for the full article)
e Make sure that your emails are not larger than 600 pixels wide in order to avoid readability
problems with your client's email views
e 52y Qi A Y QdmdzinSil fildrs BRoSknessages with embedded files,
e Link to external content-- if there's anything readers would Google to learn more about, save
them a step and provide a link for it
e Create a text version of your email by selecting Create Text Versionn the email editor page so
GKIFIG AGQa @OASglofS 2y aYFNILK2ySa FyR 2fR SYIA
Promote content on Facebook and Twitter when possible
Change up text of Donate link in the Allies email sidebara 2 A G Qa y2i 2@0SNI 2271 SR
Include an icon in Updates email to alert readers to important content
Use the Report functionality to evaluate what works and what should be improved in emails

12



One column layout
Figure 3.1 BRMAUpdates Template ideal for simple
updates; audience
gets what it needs

Header image linked Bl Ribb without
to BRMA website k uc on unnecessary

Mentor-Advocate content

It wou are hawving trouble wiewing this message, see it in wour brovser,

CHAPEL HILL-CARRBORO CITY SCHOOLS

[Month] Updates

Introcuction paragraph

Thanks far all you dal
Categorized summary Graig Meyer

of update items, with . i
_ P _ -Events - - Opportunities - - Info - —— Space for personalized
internal links to the - Eventl - Oppt - Infad introduction paragraph
location of their - Event - Opp2 - i to make readers feel
o - Event3 - Dpp3 - Infa3

descriptions below - Evantd - Oppd - Infod connected to the sender
Events Simple images break
Eventl Title —— up text and enhance
Day, Date and Time .
Location visual appeal

Flease join us to celebrate BREMA's graduating seniars and recognize the
accamplishments of students with outstanding academic achievament. YWe'll alzo
he recognizing BRMA's 15th anniversary, Wie invite all students, mentors and their
families o join us.
Consistent formatting _ _ : . :
The program starts at 3:00, with a reception to follow. Semi-formal clothing is encouraged (na tshits ar
of text headers, title, jeans).
SUbt'tles' etc. IFrou have any photos of your mentoring relationship that you'd ke included in this year's slideshow,
plaase emali tharn to Gralg at omeyenehecs i 2.ne.us by Friday.

BREAK
Info

Info1 Title

BRMA still has a few scholarships remaining for students who wish to attend surmmer camp this yvear.
You canfind our entire camp list here. YWe have full scholarships availahle for students to attend Camp
HMew Hope, DS| Comedy Camp, Ats Prints at Caroling Friends School, #hd [rvin Learning Farm.

Info2 Title

Almost all students should already know whether they have passed the initial set of End of Grade or End
of Course tests far their grade leval Ifyou want to know whether vour student has passed and whether
he or shewill have to go to summer school, checkwith your schoal's family specialist or the student's

nSYF A€ f guidance counselar.
takes readers back ——Lip*®
to the top

Social media buttons
of the page )
in the footer

powered by

contact
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Figure 3.2 BRMAAlliesTemplate

Header image linked
to BRMA website

Horizontal rules break
up categories into
more readabl sections

hBlue Ribbon

Mentor- Advocate

CHAPFEL HILL-CARRSORD CITY BOHGOL S

Blue Ribbon Report E-Newsletter | [Month 2011]

Renunders...

Storyl

hay 31stis the lastday to adopt a duck for the Sunrise Rotary Club's
Rubber Duck Race and Raffle. BRMA will receive half the proceeds on the
ducks we sell, so visit our wehbsite today to learn how to buy a duck and
browse the list of prizes to choose from ifyour duck wins the race!

Story2

BRMA wants to make sure that you're getting information about the
pragram in the best ways possible. Please take this 5-6 guestion
Communications Survey-- your feedback is very impartant!

News to Know...

Story3

Inthe recent Federal budget compromise, Blue Ribhon Mentor-Advocate
took a hit. ¥We lost $12,800 in funding for 2011-12 when Congress
eliminated the hudget for Learn and Serve America. This would have
funded service projects for our Youth Leadership Institute, including the
annual Annual Spring Break Service Trip. Who knew that the negotiations
inWashingtonwould impact us?

The silver lining is that the money we'll lose is the only funding we receive
from the state or federal government. We're lucky to have enough support
from the Chapel Hill-Carrboro community that 97 % of our program
funding comes from local sources.

Still, ifyou want to support our efforts to continue the Youth Leadership
Institute programming next vear, you can help decrease the deficit by
sending a donation to BREMA or giving online.

Story4

BRMA s excited to announce a new partnership with the UMC Schoal of
Education to complete a full external evaluation of our programming and
it's impact on our students. Funding from The Oak Foundation will allow
BRMA t0 work with Drs. George Mohlit, Dana Griffin, and Juan Carrillo on
a 14-month project.

The research team will be examining the ways that BRMA promotes
sacial mohility for students of calar and influences their academic
success. BRMA students, parents, and mentors should expect to hear
from members of the research team throughout the summer and fall.
Wie'll send yousword of their results when they complete the research in
20121

Check tlis out...

Storys

Atthe Gala celebrating Dr. Meil Pedersen's retirement, Blue Ribbhon
graduate Kevin Cruz gave a alimpse into his relationship with mentar Dr.,
Federsen. Read Kevin's maoving story of their friendship, which was later
printed in the Chapel Hill Mews.
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[Quick Update]

Cn Sunday June 5, Blue
Ribbon will haonor its
graduates and celebrate
18 years of supporing
students. The program
will hegin at 3 pom. with a
reception to follow.
Flease join us at
Carrbara High Schaooll

Donate to BRMA

All donations to BRUMA
are tax-deductible and
go directly to students.
Wisit our weebsite to learn
howe wou support our
programs.

Follow BRMA

Stay updated on all that
BRMA does with
Facebook, Twitter and
ouTube!

Two column layout
ideal for newsletters,
where shorter updates
and static items can be
placed

Table of contents with
internal links to the
location of their
descriptions in the
body

as52y 4GS G2
always accessible

Social media buttons
in sidebar for easy
access



Figure 3.3 BRMAAIlies BriefsTemplate

If you are hawing trouble viewing this meszage, see it in wour browser.

kBlue Ribbon

New title and headline
alert readers to
different function of
this message

Mentor- Advocate

CHATFEL HINE-CATRSOND CITY SOHCOLS

— Blue Ribbon Briefs | June 2. 2011

A Quick Update from BRMA...

Subhead 1 Here

[Mew Content] May 31stis the last day to adopt a duck for the Sunrise
Rotary Club's Rubber Duck Race and Raffle. BRMA will receive halfthe
proceeds on the ducks we sell, sowisit ourwebsite today to learn how
to buy a duck and hrowse the list of prizes to choose from if yvour duck
wins the race!

Subhead 2 Here

[Mewr Content] BRMA wants to make sure that you're getting
infarrnation about the prograrm in the best ways possible.
Flease take this 5-6 question Communications Surey-- your
feedback is very impartant!

15

Consistency in layout,
format and color
scheme helps readers
understand this
message serves
essentially the same
purpose as the longer
version

Donate to BRMA

All donations to BRMA are
tax-deductible and go
directly to students. Visit
ourwebsite to learn how
YO SUppart our programs.

Follow BRIMVA

Stay updated on all that
BRMA does with Facebook,
Twitter and YouTube!
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Facebook

What 6s New

After the implications of switching from a Facebook Profile to a Page were studied, BRMA decided to

stay with a Profile (see Appendix B: Page v. Profile for report). Based on the survey results, students

@ tdzS . wa! Qa ClF OSo0221 tNRFA{S LINBaASyOSz a2 SF¥FF2NI
CII 0S06221 CNRARSYR [A&dG&a 6SNB ONBFIGSR FT2NJ . wa! Qad t NP
mentee parents. These lists will make it easier to invite people to Facebook Events and keep track of

Facebook relationships.

Daily Use Guide

Adding Friends to Lists
1. From the Accountdrop-down menu in the upper right corner, select Edit Friends
2. Click the list you want to add to from the left sidebar
3. ¢ LIS GKS LISNBR2YQa Yyl YSAdd Multiﬁlé@StheGi@ﬂ‘-fto addynorél KS f ST
than one person at a time

Making Facebook Profile Publicly Searchable

This will ensure that a profile can be linked to from a website, emails, etc. without giving users the
G/ 2yGSyid dzyl @ AfFofS YSaalasSé GKFG | LILISENB F2NJ LN

Click "Account" in the upper right corner and select "Privacy Settings"

Under "Connecting on Facebook," click "View Settings"

For "Search for you on Facebook," select "Everyone from the drop-down menu on the right
Click "Back to Privacy" in the upper left corner

Under "Apps and Websites" in the lower left corner, click "Edit your settings"

Click the "Edit Settings" button for "Public Search" at the bottom of the list

Click the "Enable public search" checkbox

NouswNE

Best Practices
e Keep tagging friends in posts and photos

e Create Facebook Events for BRMA and YLI events targeted at students
e {SIFNOK FT2N aGdzRSyidia 2y ClFIOS06221 ¢K2 INByQld &Si
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Twitter

What s New

YIL@&AGAOSNI | @1 GFNJ gl & dzLJRIFIGSR 2 FAG GKS RAYSyaazy
had to be changed, when BRMA staff realized that it was not visible on smart phones (see Generalin

Best Practiceselow).

Blue Ribbon and YLI have developed a solid foundation on Twitter. As Program Coordinator Graig Meyer
put it, "we have Twitter 101 down, we need 201 now." Twitter 201in Best Practicedelow contains
guidelines for taking Twitter to that next level. It also includes concrete applications of those guidelines,
from both BRMA/YLI tweets and great examples from other accounts. As BRMA develops its Twitter
presence, it should keep in mind that tweets have the potential to garner I Y & 2 aft&n€oh and
promotion. TwitterQ & -wWiagn@ture is at its best when dynamic interaction occurs between tweeters.

Daily Use Guide

Planning Tweets

TweetDeck provides a means for planning, scheduling and sending Tweets ahead of the time you want

them to be published.* Because this service might not be around long, it is wise to develop the general

practice of planning Tweets ahead of time. Looking at upcoming events, recent news coverage, mentor-

mentee tips, etc., spend about 30-45 minutes at the beginning of the week coming up with a list of 5-10
GsSStad ¢KSasS OFly 6S Y2RAFASR | YR | RRSdrRetherga (i K N2 dz3
a shared Google Spreadsheet where staff members can make contributions.

Lists

You can create Lists on Twitter (as on Facebook) for categories of followers make it easy to stay updated
with certain groups. These lists can be private or public. When lists serve this organizational purpose, |
suggest making them private.

From the Homepage of your Twitter account, select the Liststab below the tweet box. From the drop-

down menu, click Create a listaind fill out the form. You can add an account you follow to one or more

fArAada oe 3A2Ay3 (2 GKIF G | OOshdandidoRén theddR, Beloltbe | YR Of A O
accounts tweet stats. Select Add to listfrom that drop-down menu.

URL Shorteners
A URL shortener is a free web service that allows you to condense a long URL address. It is very simple
and critical tool for making your tweets engaging. With 140 characters, you can only describe so much,
but with a shortened link to an article to video a tweet can convey much more. There are two primary
URL shorteners:

Bitly: http://bit.ly/

Tinyurl: http://tinyurl.com/

In my experience, bit.ly tends to provide shorter links than tinyurl.

* How To Schedule an Update with TweetDeck http://support.tweetdeck.com/entries/175648-how-to-schedule-an-update
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http://bit.ly/
http://tinyurl.com/
http://support.tweetdeck.com/entries/175648-how-to-schedule-an-update

Best Practices

General

The optimal Twitter avatar is a .gif image with dimensions around 360 px x 360 px

Actively seek out BRMA stakeholders, especially students and mentors, and follow them

Actively seek out similar organizations and follow them

Provide variety in the content of tweets: BRMA/YLI events, accomplishments, recognition;

mentions, replies, retweets (discussed below); links to articles, videos, resources, pictures

o Trytotweet2-0 GAYSa RFEAf&@ odzi fAYAG @2dz2NBSEF AT @&2dz
guidelines for increasing engagement in Twitter 201

Twitter 201
o RetweetF2f f 26 SNEQ NBf SOOIyl LI2aAGa 08 KReWSaAYy I 2 FS N
(between Favoriteand Reply)

youthmentoring 3 >
@ Over 14 million youth in the U.S. r at-risk but Mentors provide a way

out. One day w/a YMC Mentor can save a child's life
http://ow.ly/56T66

20 hours ago Favorite Retweet Reply
e 9y O2dzN}F 3S F2ftf26SNR (2 NBGoSSU e2dzNJ 6sSSia oe
when appropriate

e Use URL shorteners to include links to interesting articles, videos, and blog posts about BRMA,
YLl and CHCCS specifically; and mentoring, service, leadership and education in general

BRMentors

BRMA is holding its 10™ Annual Graduation Celebration this Sunday. Join
us in honoring the 2012 grads. Please RT!

MentorCentral
b+ Mentors: check out our latest article on relationship length and at-
' risk yaouth!l http:dtinyur] . comiEalngud

e MentionT2f f28SNE Ay @2dzNJ 66SS0a aheir TwitfefQubedzink y 3 G K S
in a message about them

. BERMentors
Shout out to @kcs_tarheel and her mentee for winning the BRMA
Scavenger Hunt on Saturday. Thanks to all who joined us!

e Replyiz F2ff26SNBR 6AGK GKFyla 2N 238KSNIJ I LILINE LINX | |
tweet by hovering over their tweet and clicking Reply(after Retwee)

ﬂ KansasMentors
1 @CISKansas That is wonderful news about your new supporter!
s Congratulations.
8 Apr 10 Favorite Retwest 5 Reply
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Hashtag your tweets to label and make them easy to find in a search by including the number
sign (#) and the label that describes your tweet.

sy BRMentors
l So touching... Cur entire audience sang Happy Birthday to BRMA
graduate Joyce Mason-Carter as she came onstage to give her
speech.
OR: Our entire audience sang Happy Birthday to #BRMAgraduate Joyce
Mason-Carter as she came onstage to give her speech #touching

QX
<
w
O
w
QX
Q¢

t NEOARS d YdzOK RSGOFAf Ay @2dz2NJ G§gSSG |
referencing or provide a link to an external site with more details.

~ BlueRibbonYLI
N Sreat session at Joven a Joven.

2 KOG Aa W2@0Sy || W2@0SYyK t NPPARS | Aefson 12 GKSAN
Why was the session great? Give more detail
Did any students who follow YLI attend? Mention them
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YouTube

What 6s New

Account Username

When BRMA set up its YouTube channel in 2007 the account that created it was under the name of

Program Coordinator Graig Meyer. Thus, the account username (GraigMeyer) and URL

(http://voutube.com/graigmever) NB | a8a20A 1 6SR gA0K KAA& YIY S NJ {KSN.
February 2011, YouTube does not provide a way to edit thisdzd S NI/ I Y S tod Sudh-infizémStiord

[is] tied to each account.£®

The only option available to BRMA to have its channel fully associated with its name at this point is to

redzLX 2 R GKS Odz2NNByid OKIyyStQa @ARS2a G2 | ySé | OO0
(http://youtube.com/blueribbonmentors) managed by the brma@chccs.k12.nc.us address was recently

created and could house the relocated videos. The task of migrating the videos would be time-

consuming; but, it would provide branding consistency and avoid potential confusion when the time

comes for a new BRMA Program Coordinator.

The downside to this move is the loss of statistics associated with the four-year-old account. Information
fA1S GKS OdzNNBy i (ADgkist 2g0y)Sté cEhénel dieW(A2g0$) Riéd th&duriib8r of
times each video has been viewed (nearly 1,000 for the YLl in Ghana Slideshow) would not transfer to a
new account. These figures are impressive and something that add to the perception of BRMA as an
established, supported, and credible program. Having this additional support from a social media
platform like YouTube might not be a top priority, but it's a subtlety that could influence potential
mentors, media, and friends of the program.

When Blue Ribbon has the resources (time, staff, a means of recording the account statistics), it should

consider transitioning content from its current channel to the BlueRibbonMentors channel. A brief note

could be made in the description section of the Profile box to explain that BRMA has had a presence on

YouTube since 2007. Viewing statistics for BRMA videos with over 100 views could be included in their
RSAONALIIAZ2Y A OADPSP G¢KAA DPARS2 KIR oTH @ASga o0Sis

Banner Image

Until June 2011, Blue RibbonQ& , 2 dz¢ dz6 S OKIl yy St LI 3S KIFIR |
OFYYSNXY Cc2ff2¢6Ay3 GKS adSLBAa o0St26> GKI G
Consistency in such visuals increases recognition of the program.

Daily Use Guide

Howto Change the Banner
1. Select the Branding Optiongab from the horizontal menu at the top of the page
2. Click Deletein the Channel Bannerow (first row in the Branding Editor)
3. Upload desired banner; make sure it is approximately 960 px wide and not more than 150 px tall
(banner height can be changed in the Channel Banner Heightbw directly below)
4. Click Save Changest the bottom right corner of the editor page

® It is worth checking this policy periodically to see if it changes, as the technological capabilities of social media platforms
evolve relatively quickly

® Can | change my YouTube username? YouTube Help.
http://www.google.com/support/youtube/bin/answer.py?hl=en&answer=55758
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Jumo

What 6s New

OoHonestly, | signed up on Jumo but don't really use it! | prefesdoifdenedia efforts on FB and
Twitter, and even those are hard to amaioh a daily basis when Busy.

When asked about the value of Jumo, Rebecca Clendeni@ommunities in Schools NCQ @ommunications

& Media Specialist, provided the feedback above. Her response reflects the un-established nature of this

new social media platform G K I i I cdnieét indiv@lual$iand organizations working to change the

g2 NICR®¢& (GKS ' o2dzi aSOGA2y 2F Ala araSz wdzy2z RSAON
Jumomakesit easyto:

- Find the issues and organizayionm care about
- Follow the latest news and updates
- Support their work with your time, money and skills.

Together we can speedthe pace of global change.

Jumo was released in February 2010 and has not gained the same following that its contemporaries
have built up. The site is still in its beta phase, so updates and enhancements in functionality are still
taking place; users are alerted via email when changes have been made.

The platform appears to be relatively low-maintenance. A Facebook account is required to set up a Jumo
account (see below for How To), and content from both Facebook and Twitter can be pulled to populate
a Jumo newsfeed. Users have the option of receiving updates from the site in its Jumo Rader email
newsletter.

With all of thisin mindZ ~ WdzMu2 £ 8lue Ribbon is minimal at this point. The site could serve as a
valuable filter for information on relevant A & & dzS & ot daiy to dofin€xBandybuild relationships
with primary audiences, especially since the majority of survey respondents didn't indicate a very strong
interest in social media.
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Text Messaging

Both BRMA staff and survey respondents wanted to learn more about a text messaging option for
getting quick, easy-to-l OO0Saa YSaal3ISa F2NJ LINRBINIY S@Syiaa
ConnectEd Phone Call service has the capability to send text messages and CHCCS Web Architect Scott
Latimore is looking into this option. YLI is planning to pilot this technology and transition away from
using Twitter and Facebook for reminders about events and meetings. Below are details about other
mass texting services, should the need for alternatives arise.

F Y R

FrontlineSMS

FrontlineSMS was created for grassroots NGOs in developing countries to communicate without an
Internet connection. It is free for nonprofits to download & use the software. You can explore how the
software works; watch a basic introduction video; and read a recent National Geographic article about
Frontline being a finalist in a prestigious design science competition to get a better understanding of
what it does.

Ez Texting

To get a general sense of how mass texting services operate, visit Ez Texting. Rates:
Starter Value Plus
$10/month $24imonth $49/month

200 Exprezs Meszages o
400 Standard Messages

5 centslexpress message
2.5 centsistandard message
F25keywordimanth

anytime additions

centsfexprass message
centsistandard message
F2Ekeyard/month
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500 Exprezs Meszages or

1,000 Standard Meszages

anytime additions

centsfexprass message
centsistandard message
F2Ekeyard/month

1,000 Express Messages o

2,000 Standard Meszages
1 Keywvard

anytime additions

centsfexpress message
centsistandard message
F2Eheyard/month


http://www.frontlinesms.com/aboutthesoftware/about-the-software/
http://www.youtube.com/watch?v=FgtGbx-GKqo
http://newswatch.nationalgeographic.com/2011/05/12/emerging-explorer-project-makes-buckminster-fuller-finalists/
http://www.eztexting.com/

Moving Forward

Blue Ribbon Mentor-Advocate does amazing work. Some of it has been shared and is known in the

Chapel Hill-Carrboro community and even beyond. But building awareness of a program is only one
dimension of communications. Having people engaged in a programT blogging reflective pieces about
mentoring experiences, mentioning YLl in a tweet, forwarding an Allies email to a friend, donating to the
{LRyaz2N I {OK2fl NJ Fdzy R whgingBRMA ia diFde#dSol/ sthtusil K HséaQ & S
critical responsibility of communications. The features of social media fit this need for dynamic, two-way
dialogue about how Blue Ribbon can support its stakeholders and vice versa.

As it moves forward, there are things BRMA can do with social media to foster relationship-building
engagement:

e Test out the text messaging feature of ConnectEd with YLI students

e Monitor Contactology reports closely for changes in the way people interact with the messages
e Use Twitter 201 guidelines to improve engagement of tweets

e Be more intentional about connecting with students on Facebook

Every BRMA staff person does not have to contribute directly to these efforts, but there should be input
and dialogue among the entire staff.

Determining the return on social media should happen through a constant process of evaluation, again
with input from the whole staff. It will be possible to measure some of that return with facts and figures,
like the number of click-thrus in and Updates email or the frequency that BRMA is mentioned or tagged
on Twitter. Other things will be less quantifiable but just as important when deciding whether a
particular social media strategy was effective. The factors that go into why someone decides to be a
mentor are numerous and nuanced such that they may not be directly attributable to social media.
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Appendix A: Communications Survey

[. Survey Questions

Blue Ribbon Menior Advocate wants to make sure that it's giving you information about the program in the best ways

possible. Please take a few minutes to amswer these 56 questions about BRMA's communications tools. Your feedback
is important to ws!

1. What is your relationship to ERMA?

Parent

Mentar

Stugiant In BRMA

Stugient In ¥LI {but not BRMA)

Friend of the Program

2. How much information do you get from BRMA?
— a¢z22 fAGGE SE
NBaLRyRSyila

Just the fght amount YdzOKé¢ G221 0

Too much

3. Please tell us what Kind of information you would like more of and'or which
communications tools you would like more fregquent updates from.

=l

j required to provide text
4. Please tell us what kind of information you would like less of and/or which answers to Q3 and Q4
communications tools you would like less frequent updates from.

Respondents were

- |

|
5. What are the hest ways for you to receive information from BRMA? Respondents

This Is great! This s okay. This Is not the best for me. were required

Emall to provide an
Websits answer for all
Facabook rows of Q5
Twitier
Postal Mall
Connect B4 Automatad
Phone Calls
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SurveyQuestionsCont.

6. What do you like most about BRMA's Facebook profile? (Please skip if you are not

Facehook friends with BRMA.)

This I great! This s okay. This Is not the best for me.
| can witte on BRMA'S wall
and comment on s posts.
BRMA updates show up n
my nawslead
BRMA can tag me In posts
and phoios.
| can tag BRMA In posts
and photos.
| can communicate with
BRMA sialT through
Facahook MEssaging.
BRMA can keap up with
things | post on Facenook.

Otner (pleass spacify)

|
7. BRMA uses many different tools to Keep you informed about the program. If BRMA
was able to try new methods, what other ways would be better for communicating with
yvou? (Check all that apply.)

LT &hiKSNE

WMaking more Cornect Ed Automatad Phone Calls for Q7, respondents

Sending mare things hiome by postal mail were required to

provide a text answer
Senalng text messags Updates anNWOr rEminoers

Oither {piaase spadty)

BRMA appreciates your responses. Don't hesitate io cal (313-318-2170) or emall {ormagchess K12.nc.s) with any questions or sUggestions
about how BRMA communicabes with you, Werd love to hear what you think!

R.E. You can ind us on Facedook at facebook. combluerbbonmentors and Twitter at BRMentors and BlueRIbbonyLI I you haven't already!
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Il. Survey Response Graphs

Response Keys

Q5and Q6  mmm This is great!
Bl This is ckay.
This is nat the
— best for me.
Mentors

Figure 1.3 Q5

What are the best ways for you to receive information from BRMA?

21%M |

106 % (5)

VWebsite 51.1% (24)

83%(18)

Facebook 27.7%(13)

21% (1)
847%(3)

Twatter

[
27.7%(13)

Postal Mail 489 % (23)
234% (1)
|
Connect Ed Automated )
nnec! utomal .
Phone Calls 383 % (18)

51.1% (24)

617 % (29)

Making more Connect Ed
Automated Phone Calls

Sending more things
home by postal mail

Q7
[

Sending text message
updates and'or reminders

mm Other (please specify)

Figure 1.4 Q6

you are not Facebook friends with BRMA.)

579 % (46)

| canwrite on
BRMA's wall and comment
onits posis.

BRMA updates show
up in my newsfeed.

BRMA cantagmein
posts and photos.

| cantag BRMA in

91.5% (43) posts and photos.

| can communicate with
BERMA staff through
Facebook messaging.

BRMA can keep up with
things | post on Facebook.

280%(7)
280%(7)

|
24.0% (8)

| |
16.0 % (4)

| |
16.0 % (4) ‘

What do you like most about BRMA's Facebook profile? (Please skip if

amn

520 % (13)

0 10 20 30

Figure 1.5 Q7

40 50

BRMA uses many different tools to keep you informed about the
program. If BRMA was able to try new methods, what other ways would

be better for communicating with you? (Check all that apply.)

400 % (10)
440% (1)

! T
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Response Keys

— Making more Connect Ed
Q5and Q6  mmm This is great! Q7 LAutomated Phone Calls
B This is ckay. pm SENding more things
home by postal mail
This is not the
L Sending text message
best for me. - updates and/or reminders
mm Other (please specify)
Students
Figure 1.6 Q5 Figure 1.7 Q6
What are the best ways for you to receive information from BRMA? What do you like most about BRMA's Facebook profile? (Please skip if

you are not Facebook friends with BRMA.)

100.0 % (10)

Email . | can write on
BRMA's wall and comment
on its posts.

Website . BRMA updates show s
up in my newsfeed. 300% (3
333 % (10)
Facebook . BRMA can tag me in
posts and photos.

300 % (3)

800 %
| can tag BRMA in @

ts and photos.
750 % (9) pos ph

| can communicate with 80.0% (8)
BRMA staff through

Postal Mail _
Facebook messaging.
800 %
“onnect Ed Automated BRMA can keep up wiith @
Phone Calls things | post on Facebook

583%(7)

Figure 1.8 Q7 BRMA uses many different tools to keep you informed about the
' program. If BRMA was able to try new methods, what other ways would
be better for communicating with you? (Check all that apply.)




Response Keys

Q5and Q6  mmm This is great! Q7
Bl This is ckay.
This is not the
-t ferme
Parents
Figure 1.9 Q5

What are the best ways for you to receive information from BRMA?

Connect Ed Automated
Phone Calls

Making more Connect Ed

B putomated Phone Calls

Sending more things
B fome by postal mail

— Sending text message
updates and'or reminders

mm Other (please specify)

Figure 1.10 Q6

What do you like most about BRMA's Facebook profile? (Please skip if
you are not Facebook friends with BRMA.)

100.0 % (15)
| canwrite on

BRMA's wall and comment
on its posts.

BRMA updates show
up in my newsfeed.

BRMA cantagmein
pasts and photas.

| cantag BRMA in

933 % (14) posts and photos

| can communicate with
BRMA staff through
Facebook messaging.

BRMA can keep up with
things | post on Facebook.

424% (4)

556 % (8)

Figure 1.11 Q7 BRMA uses many different tools to keep you informed about the
program. If BRMA was able to try new methods, what other ways would
be better for communicating with you? (Check all that apply.)




Response Keys -
Q5and Q6  mmm This is great! B This is okay. - E:; %{S:rnrr.i:am

Friends of BRMA
Figure 1.12 Q5 What are the best ways for you to receive information from BRMA?

Ernail

Website

Twitter

Postal Mail

Zonnect Ed Automated
Phaone Calls

0 2 4 B

Figure 1.13 Q6 What do you like most about BRMA's Facebook profile? (Please skip if
you are not Facebook friends with BRMA.)

| can wnte on 2
BRMA’'s wall and comment 2

on its posts. |

e ——
BRMA updates show |

up in my newsfeed.

e e | L S S —
posts and photos.
) 1
oo A e
posts and photos.
| can communicate with e
BRMA staff through 2

Facebook messaging.

e | pot o Farenonc S S S
things | post on Facebook.
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lll. Responses for Q3 and Q4

3. Please tell us what kind of information you would like more of and/or which ¥ Download
communications tools you would like more frequent updates from.

Response
Count

Hidle Responses 3

_[Responses )] ] [Text Analysis ] [My Categories (0} ]

GOLD FEATURE: Text Analysis allows you to view frequently used words and phrases,
categorize responses and turn open-ended text into data you can really use. To use Text
Analysiz, upgrade to a GOLD or PLATINUM plan.

Learn More | | Upgrade w»

Showving 3 text responzes Mo responzes selected
Through ermail or Facebook would be a communication tools that would benefit me. Student (YLI)
72011 930PM  Wiew Rezponzes

Just mare info an projects ect Student (YLI)
2011 B:32PM wWiew Rezponzes

I'would like to receive smaller e-mails more frequently. | like reminders hecause sometimes | read the long e-mails and forget
ahout same aofthe oppartunities contained in therm.

AMEMT 123080 View Responzes

Mentor

4. Please tell us what kind of information you would like less of and/er which ¥ Download
communications tools you would like less frequent updates from.

Response
Count

Hitle Responses ]

_[Responses k)] ] [Texl Analysis ] [My Categories () ]

GOLD FEATURE: Text Analysis allows you to view frequently used words and phrases,
categorize responses and turn open-ended text into data you can really use. To use Text
Analysiz, upgrade to & GOLD or PLATIMURM plan.

Learn More | | Uparade »

Showving 5 text responses Mo responzes selected

To many suneys and questions about how the mentoring is going. Do you really need weekly updates? Mentor
231 5:3PM Wiew Responses

 enjoy all the information Blue Ribbon has to offer Student (YLI)
2001 BT10PM  Wiew Responses

just don't have time to read all the emails hot often will go back to therm when time.. Friend
a4 T 801AM  View Responses

america learmns oy less frequently Mentor
A3 1T 10 46PM Yiew Responzes
stuffthat applies to my mentee specifically. M

entor
23T 8:15PM Wiew Responses
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IV. Survey Report for Respondents
To be sent to over the BRMA Allies list when the next email goes out in mid-June.

Thank you to those who participated in Blue Ribbon Mentor-! R @ 2 ©rkcénSCOmmunications Survey.

Of the 94 mentors, students, parents and friends who responded, we learned a great deal about your

preferences for receiving information about the program. Here are some highlights G K1 i ¢ S Qf ¢ 0S
into account as we develop better ways to communicate with you:

e 90% of respondents said that email is the best way to get BRMA info

e Students like email but prefer Facebook for staying up to date on BRMA and YLI

e Those who answered the question about new communications methods were most interested

in getting text messages and more postal mail from BRMA

e ¢CHAUGSNI AayQil GKS o0Sad slreée (2 {(1SSLI dzlJ ¢AGK . wa

e A special shout out to mentors, who represented over half of the survey responses!
Wdza &t 06SOldzaS GKS &adz2NBSe& Aa dotiridihGaRnEyoRdughty) @0 Y Sl y ¢
0§KSNBQa [|wark BRKAtY kdow @bdulhow it uses its website, emails, Facebook, or Twitter,
email brma@chccs.k12.nc.us or talk to Lorie or Graig.
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Appendix B: Facebook Page v. Profile

*Discovered via experimentation; could not find official documentation of this

ChartSummary

CKS ToAfAdGe G2 @GASH 20 KSNRiRringdNBedidahdSaintakidgstdriga Sy G A | f
relationships with them. It is also useful for interactions with mentors, parents and friends of the

program.” If BRMA switches to a Page, it risks losing the depth of the relationships it has formed with

these key groups because of privacy restrictions that exist for Pages.

Despite this significant drawback, a Facebook Page has features that could be valuable to BRMA because
Pages were created for the needs of businesses/organizations. Facebook Ads that target specific
demographics could be created to recruit mentors, fundraise or generate general awareness/support for
BRMA. Facebook Causes can be linked directly from a page, which gives BRMA fans easy access to

Fy23KSNI 6F8 (2 &dzdLINI (GKS LINRPINI YD CHOS6221 LY&A
RSY23INI LIKAO&S O2yadayLliazy 2%F O2ydSyids FyR ONBFGAZ

Alternative Options

’ Communications Survey results will indicate extent to which this aspect of the Facebook Profile is useful to these groups
8 Facebook Help Center, What are Insights? http://www.facebook.com/help/?search=insights
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To take advantageofthebS &G FSIF GdzNBa 2F o020KZX . wa! O2dAZ R &6AGO0O]
Profile. The Page and the Profile should serve distinctly separate purposes in order to lessen the

confusion of having two Facebook presences. A clear protocol for the use of each would have to be

developed so that little to no content overlap occurred. It would be inefficient for BRMA staff to have to

update two separate pages with the same/similar content; it would be frustrating to those who were

both Profile friends and Page fans to have the same/similar updates from two different sources appear

in their Newsfeeds.

If BRMA took the Page plus Staff Profile route, it could switch its current Profile to a Page without losing

the friend base it has built up. In the switch process, all friends automatically become fans and all profile

LA Ol dzNB& FNB (N yaFSNNBRd® ¢KS NBald 2F GKS t NRFAES
comments, etc.) would NOT be relocated to the new Page. However, Facebook allows users to

download all of this content; it would not be lost indefinitely in the switch.

'YRSNI GKAa FEGUGSNYIFGAGST . wa! Qa ySg tIF3S 0O2dzZ R LISN.
g2dZ R 0SS aldzRSydGaz LI NByidasz YSyd2 wduldéngoRpas¥aNA Sy Ra 2
broad group of supporters including former mentors/mentees/parents; donors; partners; similar

organizations; and local media. The Page would provide fans with status updates about the program and

post related/interesting material (photos, videos, articles, etc.). Material sent out in the Allies emails

would correspond to that posted to the Page.” BRMA could also utilize its Causes page more effectively

from this stance and take advantage of Facebook Ads and Insights.

& 02y (i NIstaffiPiofile coula der@as a way to relay communications classified between the

internal (for staff only) and external (for the general public) levels. Its friends would be current students

(YLI and BRMA), mentors and parents. Material available here would correspond to that sent out in the

Updates emailst important information about resources, events, and other news relevant specifically to

these three groups. BRMA would have to re-friend individuals and it could take some time to regain the

strength of the current Profile. If the value of such a Profile was clearly articulated to students, parents

and mentors, however, its functionality should match that of the old Profile soon. With a Staff Profile,

BRMA could maintain the connections that have proven to be so valuable in relating to students.

Conclusion:

BRMA occupies a unique and challenging position in regard to using Facebook effectively. Is it missing
out on potentially beneficial tools and metrics by using a Profile? Should it operate a Page and loose its
special connections with students? Does an operable middle ground exist?

.wa! Qa RSOAaAA2Y | 02dzi K2g (2 dziAft AT S ClL OSo6221 6Af
{ dzNBSe NBadzZ Ga a ¢Sttt | & K SrreftEateliodk friends2fle adl TFQa
2LIW0A2y akKz2dAZ R 6S OK2aSy (KIFKG o0Said FAda GKS O2YYdzy

stakeholders and enables Blue Ribbon to build strong relationships with those groups.

° Better still, material on the Page could compliment material in the Allies email, i.e. some stories in email could link to the Page
for people to read more about or view multimedia
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Appendix C: Resources

|. Technical Assistace

Website

Scott Latimore , Web Architect
Chapel Hill-Carrboro City Schools
919-967-8211 ext. 28318
slatimore@chccs.k12.nc.us

Molly Buckley, Duchess of Digital Media
1360 WCHL/Chapelboro.com

(Office) 919-240-6039

(Cell) 703-470-5586
molly@chapelboro.com

Contactology

. W a dCéhtactology Account Manager is very helpful and responsive.
Ashley McClelland, Account Manager
(Direct) 919-794-4055
(Toll Free) 866-363-0670 ext. 4055
amcclelland@contactology.com

Contactology also has a chat feature that enables users to instant message with its support staff. Access
GKA&a NBA2dz2NDS o0é& Ot AOlAYy3d a[ ABS [/ KIFGé Aywall kB dzLILIS
Contactology account.

Il. Useful Articles
e Few Nonprofits See Increases in Fundraising as a Result of Facebook | The Nonprofit Quarterly
e 7 Steps to the Perfect Social Media Plan | Social Media Today
e 3 Surprising Facts About Social Media Measurement | PR Daily
e Create a List Sign Up Form on Your Website | Contactology (hidden images)
Enewsletter Programs: Tips and Best Practices | PR 20/20
Mentoring E-Newsletter Example | Mentoring Partnership of Minnesota

The Who, Why And How Of Twitter | Media Bistro
E-communications | University of Washington (valuable best practices documents)

[1l. BRMA Work Files Folder

All of the files (images, Word docs, PDFs, PowerPoint) created for Blue Ribbon Mentor-Advocate and its

Youth Leadership Institute from May-Wdzy S Hnmm KI @S 6SSy O2YLIAt SR Ay |
CAf Sayp{dzy YSNMmm®dE

For the Website, I've tried to match the image file names with the names of where they go in School

Center, i.e. the "Background Image" file is what's uploaded in the Background Image section of the
Designpage (Advancedtab) in the back end of the websites. The exception to this is the "Social media
sidebar header" file, which is Navigation Right Headein School Center. The ¥ 2 Y (i  B&iNdnedid L Q&
sidebar header is Gill Sans MT, bold; for BRMA it's Arial, bold.
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http://www.nonprofitquarterly.org/index.php?option=com_content&view=article&id=13021:few-nonprofits-see-increases-in-fundraising-as-a-result-of-facebook&catid=155:nonprofit-newswire&Itemid=986
http://socialmediatoday.com/pammoore/295258/7-steps-perfect-social-media-plan
http://www.prdaily.com/Main/Articles/8494.aspx
http://help.contactology.com/kb/settings/create-a-list-sign-up-form-on-your-website
http://www.pr2020.com/page/enewsletter-tips-best-practices
file:///D:/My%20Documents/Undergrad/Senior%20Yr/Fall%20'10/JOMC%20232/BRMA/Summer%202011/□%20http:/campaign.r20.constantcontact.com/render?llr=7lzbrycab&v=001Udjluc4seek4n96mN-nNh9rXbTF-5jFOEPZKJle7LChKa4dBxrc-VWnVPyaj2dU-ibSrPS5kpyFBKc_LWSrmiaRNLtPUtCrMoA09m0ExlQ_sNPFc6b3y--e5I-BdAmktpT053OjESV6XhT6yw9RYr_H1bPggbHSA__5pScJXgLO7bLPNQ4YsZkZmmc0cJItWQ9b6uG6Wl1Sg9sfy7E8nIH8WmeNFA2qIFIWPf7jloJ_CnnFrASNodiR_Ut8YJTrI1O_vMI3qDeSa9cLaE9o5tnyVqFWTDfqN5DSlXRQMoYIqOYiW1oU8VSHN0w7fkT0R23XQtv683CMi3Niqvsm-VpG9-ecGGgh6aczAEpJQkDEPlVox11rWCg==
http://www.mediabistro.com/alltwitter/twitter-who-why-how-infographic_b9884
http://www.washington.edu/externalaffairs/uwmarketing/bestpractices/ecomm/

