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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.1  

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 betterτ providing resources to students and their families; recruiting caring, 
committed mentors; seeking donations for scholarships, etc.τbut so too is it able to discern ŀǳŘƛŜƴŎŜǎΩ 
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 else who has ŀ ǎǘŀƪŜ ƛƴ .ƭǳŜ wƛōōƻƴΩǎ 
work. Some relationships, like those between mentors and mentees, will have priority over others. The 
fact that it is direŎǘƭȅ ŜǎǎŜƴǘƛŀƭ ǘƻ .wa!Ωǎ Ƴƛǎǎƛƻƴ ǘƻ ǇǊƻƳƻǘŜ ǎǘǊƻƴƎ ƳŜƴǘƻǊ-mentee relationships does 
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 
toolτthe 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: ²ƘŀǘΩǎ bŜǿ, for 
recent changes; Daily Use Guide, for how-to instructions on using certain features of the tool; and Best 
Practices for 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.  

  

                                                           
1
 Websites and email marketing services do not typically fall into the category of social media, but are included here because 
ǘƘŜȅ ŀǊŜ ŎŜƴǘǊŀƭ ǘƻ .wa!Ωǎ ƻƴƭine communications presence and closely associated with its use of social media 
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Communications Survey Analysis 

BRMA conducted a survey to gather feedback that would guide its communications decisions (see I. 
Survey Questions in Appendix A for questions and question specifications). It consisted of five main 
questions, 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. {ǳǊǾŜȅ ǉǳŜǎǘƛƻƴǎ ǿƛƭƭ ōŜ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ άvмέ ŦƻǊ ǉǳŜǎǘƛƻƴ мΣ άvнέ ŦƻǊ ǉǳŜǎǘƛƻƴ нΣ ŜǘŎΦ A 
basic report of the results to be emailed to BRMA stakeholders can be found in IV. Survey Report for 
Respondents of Appendix A.  

Response Overview 
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 
people ƛƴŘƛŎŀǘŜŘ ǘƘŀǘ ǘƘŜȅ ƎŜǘ άƧǳǎǘ ǘƘŜ ǊƛƎƘǘ ŀƳƻǳƴǘέ ƻŦ ƛƴŦƻǊƳŀǘƛƻƴ ŦǊƻƳ ǘƘŜ ǇǊƻƎǊŀƳ ƻƴ vнΤ р 
indicated too much and 5 indicated too little (see III. 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 
ǎǘǊŀǘŜƎƛŎŀƭƭȅ ƎŀǳƎŜŘ ǿƘŀǘ ǇŜƻǇƭŜ ƭƛƪŜŘ ŀōƻǳǘ ǘƘŜƛǊ ƛƴǘŜǊŀŎǘƛƻƴǎ ǿƛǘƘ .wa!Ωǎ ǇǊƻŦƛƭŜ based on the 
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). 

Figure 1.1  Q1- All  
 

 

 

 

 

 

 

 

 

http://www.surveymonkey.com/s/BRMACommunications
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Figure 1.2  Q7- All 

 

 

 

 

 

 

 

 

 

 

 

The overwhelming respoƴǎŜ ŦƻǊ άhǘƘŜǊέ ƻƴ vт ǿŀǎ ŜƳŀƛƭΣ ǿƘƛŎƘ ƛǎ ƛƴǘŜǊŜǎǘƛƴƎ for two reasons. The fist 
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) 
 98% on Mentors think email is άgreatέ for getting BRMA info, while roughly half think the 
ǿŜōǎƛǘŜ ƛǎ Ƨǳǎǘ άƻƪŀȅέ (Q5) 

 ¢ǿƛǘǘŜǊ ƛǎƴΩǘ ǘƘŜ ōŜǎǘ tool for 43 out of 47 Mentors and 62% feel the same about Facebook (Q5) 
 68% ǘƘƻǳƎƘǘ ƛǘ ǿŀǎ άƎǊŜŀǘέ ƻr άƻƪŀȅέ that BRMA updates appear in their newsfeeds; 52% did 

not value the Facebook messaging feature of the profile (Q6) 
 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) 
 мл ƻŦ ǘƘŜ мн άhǘƘŜǊέ ǊŜǎǇƻƴǎŜǎ ŦƻǊ vт όŘƛǎŎǳǎǎŜŘ ŀōƻǾŜύ ŎŀƳŜ ŦǊƻƳ aŜƴǘƻǊǎ 

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; perhaps ǘƘŜȅ ŀǇǇǊŜŎƛŀǘŜ ǘƘŜ ƴŜǿǎ ōǳǘ ŘƻƴΩǘ ƘŀǾŜ ǘƛƳŜ ǘƻ really engage.  
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Students Highlights (Figures 1.6-1.8 on page26) 

 уо҈ ƻŦ ǎǘǳŘŜƴǘǎ ǘƘƻǳƎƘǘ CŀŎŜōƻƻƪ ǿŀǎ άƎǊŜŀǘέ ŦƻǊ ƎŜǘǘƛƴƎ .wa! ƛƴŦƻΤ ŜƳŀƛƭ ǿŀǎ ŀ ŎƭƻǎŜ ǎŜŎƻƴŘ 
with 67% and 75% indicated that Twitter ǿŀǎƴΩǘ ǘƘŜ άōŜǎǘέ ŦƻǊ ǘƘŜƳ (Q5) 

 At least 70% of the Students who answered Q6 ǘƘƻǳƎƘǘ ǘƘŀǘ ŜǾŜǊȅ ŀǎǇŜŎǘ ƻŦ .wa!Ωǎ CŀŎŜōƻƻƪ 
ǇǊŜǎŜƴŎŜ ǿŀǎ άƎǊŜŀǘΦέ (Q6) 

 ¢ƘŜ ƻƴƭȅ άƴƻǘ ǘƘŜ ōŜǎǘ ŦƻǊ ƳŜέ ǊŜǇƭƛŜǎ ƻƴ vс ŎŀƳŜ ŦǊƻƳ н ƻŦ 10 Students (Q6) 

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

 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 
ǊŜǎǇƻƴǎŜ ǿŀǎ ƳŀŘŜ ǿƛǘƘ ǊŜǎǇŜŎǘ ǘƻ ǘƘŜ ά.wa! Ŏŀƴ ƪŜŜǇ ǳǇ ǿƛǘƘ ǘƘƛƴƎǎ L Ǉƻǎǘ ƻƴ CŀŎŜōƻƻƪέ ŀǎǇŜŎǘΦ ¢ǿƻ 
.wa! όƴƻǘ ¸[Lύ ǎǘǳŘŜƴǘǎ ǎŀƛŘ ǘƘƛǎ ǿŀǎ άƴƻǘ ǘƘŜ ōŜǎǘέ ǘƘƛƴƎ for them; the other four who answered this 
ǇŀǊǘ ƻŦ ǘƘŜ ǉǳŜǎǘƛƻƴ ǎŀƛŘ ƛǘ ǿŀǎ άƎǊŜŀǘΦέ These figures could be indicative of the group as a whole, but 
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 
question would be needed before making the decision to send more things home by post.      

Parents Highlights (Figures 1.9-1.11 on page 27) 
 !ƭƭ мр tŀǊŜƴǘǎ ŀƴǎǿŜǊƛƴƎ vр ǎŀƛŘ ǘƘŀǘ ŜƳŀƛƭ ǿŀǎ άƎǊŜŀǘέ ŦƻǊ ƎŜǘǘƛƴƎ .wa! ƛƴŦƻ; 14 said Twitter 
ǿŀǎ άƴƻǘ ǘƘŜ ōŜǎǘέ ŦƻǊ ǘƘŜƳ (Q5) 

 Only 7 of those 15 value Facebook as a means for staying informed (Q5) 

 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 BRMA Highlights (Figures 1.12 and 1.13 on page 28) 

 The one Friend who answered ǘƘŜ ƴŜǿ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ƳŜǘƘƻŘǎ ǉǳŜǎǘƛƻƴ ǎŀƛŘ ǘƘŀǘΣέ 
sometimes the emails are too last minute and things require more advance planningέ ƻƴ ǘƘŜ 
άhǘƘŜǊ ƻǇǘƛƻƴέ όQ7) 

 Email was the most popular means of getting info; the website ŀƴŘ ¢ǿƛǘǘŜǊ ǿŜǊŜ άƴƻǘ ǘƘŜ ōŜǎǘέ 
for the largest percentages (Q5) 

 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.  
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Website 

Whatõs New 

.ƭǳŜ wƛōōƻƴΩǎ ǿŜōǎƛǘŜ ǳƴŘŜǊǿŜƴǘ ŎƘŀƴƎŜǎ ƛƴ ŘŜǎƛƎƴ ŀƴŘ ŎƻƴǘŜƴǘ ŦƻǊƳŀǘǘƛƴƎ ǘƻ ƛƳǇǊƻǾŜ ƛǘǎ ǳǎŀōƛƭƛǘȅΦ 
Below is a visual summary of design changes and a list of content reformatting details.  

Design Changes 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Content Reformatting 

 Under About In the Main Menu 
o Overview page gives a more detailed description of BRMA than front pages and now houses 

Program Profile 
o In the News page 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 Archive, formatted the same way.  

o Photos page houses a large Picasa slideshow and provides a prompt to add BRMA on 
Facebook to see more photos  

o Video page is now linked directly to the BRMA YouTube channel 

 Youth Leadership Institute menu item ƛǎ ƴƻǿ ƭƛƴƪŜŘ ŘƛǊŜŎǘƭȅ ǘƻ ƛǘǎ ǎƛǘŜΩǎ ƘƻƳŜ ǇŀƎŜ  

 Events page 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 

 

Hexadecimal 
color values:  
Blue- 
#0081c6 

Dark blue- 
#002e46  
  

Wider, centered layout with 
a background that frames 
the page   

Horizontal menu, 
reorganized to make 
content easier to find 

Footer with general 
contact info  

Photo 
slideshow   

Social media sidebar 
with uniform icons   

Latest news section 
and brief blurb 
about BRMA  

New header with larger, 
updated images 

mailto:brma@chccs.k12.nc.us
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Daily Use Guide  

Adding Items ǘƻ άLƴ ǘƘŜ bŜǿǎέ ŀƴŘ άbŜǿǎ !ǊŎƘƛǾŜέ 
1. CǊƻƳ ǘƘŜ ǿŜōǎƛǘŜΩǎ ōŀŎƪ end in SchoolCenter, go to the In the News or News Archive page and 

select Edit from 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 
άI¢a[έ ƛŎƻƴ  

3. CƛƴŘ ŀ ƴŜǿǎ ƛǘŜƳ ǿƛǘƘ ǘƘŜ ǎŀƳŜ ƪƛƴŘ ŦƻǊƳŀǘ ŀǎ ǘƘŜ ƻƴŜ ȅƻǳΩǊŜ ŀŘŘƛƴƎ όǾƛŘŜƻΣ ŀǳŘƛƻ ƻǊ ŀǊǘƛŎƭŜύ; 
use Ctrl+F ǘƻ ŦƛƴŘ ǎƻƳŜǘƘƛƴƎ ǎǇŜŎƛŦƛŎ ƛŦ ȅƻǳΩǊŜ ƘŀǾƛƴƎ ǘǊƻǳōƭŜ ƭƻŎŀǘƛƴƎ ƛǘ ƛƴ ǘƘŜ ŎƻŘŜ 

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 descriptionτthis will ensure that formatting is 
consistent on the page 

6. Click Save in 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 Actions in the top menu and click Album Properties; set Visibility 
ǘƻ ά!ƴȅƻƴŜ ǿƛǘƘ ǘƘŜ ƭƛƴƪέ ŀƴŘ ǎŀǾŜ ŎƘŀƴƎŜǎ 

4. Find Link to this album in the sidebar on the right of the album page 
5. Select Embed Slideshow, make desired adjustments and copy code 
6. CǊƻƳ ǘƘŜ ǿŜōǎƛǘŜΩǎ ōŀŎƪ end  in School Center, go to the page you want to add the slideshow to 

and select Edit from the top menu  
7. Click the content box you want to add the slideshow to or add a new content box; if it the 
ŀŘǾŀƴŎŜŘ ŜŘƛǘƻǊ ǘƻƻƭ ōŀǊ ŀǇǇŜŀǊǎΣ ŎƭƛŎƪ ǘƘŜ άI¢a[έ ƛŎƻƴ  

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 ŀƭƛƎƴҐά---έ after width and height specifications to change alignment 
όǘȅǇŜ άƭŜŦǘέΣ άǊƛƎƘǘέ ƻǊ άŎŜƴǘŜǊέ ƛƴ ǘƘŜ ǉǳƻǘŀǘƛƻƴ ƳŀǊƪǎύ; add ƘǎǇŀŎŜҐάмлέ after align if text from 
nearby paragraph is too close to left/right sides of slideshow; add ǾǎǇŀŎŜҐάмлέ after align if text 
from nearby paragraph is too close to top/bottom sides of slideshow; 

10. Click Save in the upper right corner of the HTML editor 
 
!ŘŘƛƴƎ 9ǾŜƴǘǎ ǘƻ ¸[LΩǎ Multiple Google Calendars 

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 Calendar below What, select the appropriate calendar (YLI Club Meeting, YLI Service Project, 
yli@chccs.k12.nc.us) 

a. Note: The yli@chccs.k12.nc.us ŎŀƭŜƴŘŀǊ ǎƘƻǳƭŘ ōŜ ǳǎŜŘ ŦƻǊ ƎŜƴŜǊŀƭ ¸[L ŜǾŜƴǘǎ ǘƘŀǘ ŘƻƴΩǘ 
fall into the one of the other 2 caƭŜƴŘŀǊΩǎ ŎŀǘŜƎƻǊƛŜǎ 

4. Click Edit event details >> in 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, click the wŜǇŜŀǘΧ 
checkbox underneath the date/time boxes at the top of the Event Details page and fill in the 
necessary details 

6. Click Save in the upper left corner to save the event details and return to the calendar 
7. Visit the Calendar ǇŀƎŜ ƻƴ ¸[LΩǎ ǿŜōǎƛǘŜ ǘƻ ŜƴǎǳǊŜ ǘƘŀt the event has appeared there 

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


9 
 

Adding Links to YLI Photo Albums 
1. CǊƻƳ ǘƘŜ ǿŜōǎƛǘŜΩǎ ōŀŎƪ end in SchoolCenter, go to What We Do Ą Photo Gallery and select 

Edit from the SchoolCenter menu at the top of the page 
2. Click within the box that contains the links to the photo albums and make sure the Advanced 

Editor toolbar is showing 
3. Type the name of the new photo album under the appropriate school year heading 
4. CǊƻƳ ¸[LΩǎ CŀŎŜōƻƻƪ ǇŀƎŜΣ ǎŜƭŜŎǘ ǘƘŜ ǇƘƻǘƻ ŀƭōǳƳ ȅƻǳ ǿŀƴǘ ǘƻ ƭƛƴƪ ǘƻΦ !ǘ ǘƘŜ ōƻǘǘƻƳ ƻŦ ǘƘŜ 
ǇŀƎŜΣ ŦƛƴŘ ǘƘŜ ǘŜȄǘ ǘƘŀǘ ǎŀȅǎ άShare this album with anyone by sending them this public link:έ 
and copy the link below it 

5. BŀŎƪ ƛƴ ǘƘŜ ǿŜōǎƛǘŜΩǎ ōŀŎƪ end, highlight the name of the new photo album and click the link 
icon in the upper right corner of the the Advanced Editor toolbar (top row, fourth icon from the 
right) 

6. Paste the copied link into the Link URL field. Select Open link in a new window from the 
dropdown menu called Target below the URL field. Then click Update. 

7. Click the Save button in the upper right corner of the text editing box. 
8. When finished, ǎƛƎƴ ƻǳǘ ƻŦ ǘƘŜ ǿŜōǎƛǘŜΩǎ ōŀŎƪ end and go to the Photo Gallery page to ensure 

that the link is working properly 

Technical Assistance 

 See the I. Technical Assistance section in Appendix C: Resources ŦƻǊ {Ŏƻǘǘ [ŀǘƛƳƻǊŜΩǎ ŎƻƴǘŀŎǘ ƛƴŦƻ 
 
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 News as soon as possible  

 Update news pages at the end of every year to 1) ƳƛƎǊŀǘŜ ǘƘŜ ǇǊŜǾƛƻǳǎ ȅŜŀǊΩǎ ŀǊǘƛŎƭŜǎ ǘƻ ǘƘŜ 
archive and 2) make sure links to news items are not broken 

 When you encounter a broken linkΣ ǎŜŀǊŎƘ ǘƘŜ ŀǊŎƘƛǾŜǎ ƻŦ ǘƘŜ ƴŜǿǎ ǎƻǳǊŎŜΩǎ ǿŜōǎƛǘŜ ƻǊ Řƻ ŀ 
Google search for the missing article. If the article is unique in any way, but you are unable to 
ŦƛƴŘ ƛǘΣ ŀŘŘ ŀ ά/ƻƳƛƴƎ ǎƻƻƴΗέ note to the description and contact the news source to get a copy 
of the file.2  
o This happened with some WCHL/Chapelboro stories from 2007 and 2010 because the  siteΩǎ 

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 for aƻƭƭȅΩǎ contact info) 

 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 ά[ŀǘŜǎǘ bewsέ updates on Home page 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 

 

                                                           
2
 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 

http://www.chapelboro.com/
http://www.google.com/alerts
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Image Optimization Guidelines 

 

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

 Provide an Image Description for accessibility in disability browsers and older browsers 
 Provide a Title for the image; this will appear when  
 Go to the Appearance tab between General and Advance to set the ƛƳŀƎŜΩǎ alignment; it is best 

to set it from here,  rather than from the buttons in the advanced editor tool bar 
 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   
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Contactology  

Whatõs New 

Templates 
BRMA now has three email ǘŜƳǇƭŀǘŜǎΣ ŜŀŎƘ ŎǳǎǘƻƳƛȊŜŘ ǘƻ ǘƘŜ ŎƻƴǘŜƴǘ ǘƘŜȅΩƭƭ Ŏƻƴǘŀƛƴ ŀƴŘ ǘƘŜ ŀǳŘƛŜƴŎŜ 
ǘƘŜȅΩƭƭ ƛƴŦƻǊƳΦ Because the survey indicated that email was the clear preference for getting information 
from BRMA, considerable effort should go toward utilizing this tool to its maximum potential.  

 BRMA Updates Template (Figure 3.1 on page 13)τwill be sent at the beginning of every month 
and contain information relevant to current mentors, mentees and mentee parents  

 BRMA Allies Template (Figure 3.2 on page 14)τ will be sent at the beginning of every month 
and contain information relevant to current mentors, mentees and mentee parents 

 BRMA Allies Briefs Template (Figure 3.3 on page 15)τ 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. 

Subscription Lists  
/ƻƴǘŀŎǘƻƭƻƎȅ ƻŦŦŜǊǎ ŀ ǿŀȅ ŦƻǊ ǇŜƻǇƭŜ ǘƻ ǎǳōǎŎǊƛōŜ ǘƻ ŀƴ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ŜƳŀƛƭǎ ǿƛǘƘ ƛǘǎ [ƛǎǘǎ ŦŜŀǘǳǊŜΦ 
Creating a List lets you provide a link to a formΣ ŎŀƭƭŜŘ ǘƘŜ ά{ǳōǎŎǊƛǇǘƛƻƴ /ŜƴǘŜǊέ for them to sign up. 
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 
ǎŜŎǘƛƻƴ ƻŦ .wa!Ωǎ ƛƴŦƻ ǇŀƎŜ ƻn its Facebook profile.  

See II. 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.   
 
Daily Use Guide  

Editing a Template3 
1. From Campaigns in the main menu, click Create, then select Standard 
2. Under the Content tab, select Template, then click Create Content below the list of options  
3. Select the template you want to modify and click Choose Template 
4. Make desired edits 
5. When finished, go to the floating menu on the right and click Actions (last item in the list) 
6. Under Actions, select Save Template As, name your template and click Save As. Giving 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 -> Templates in the main menu. From here you can also 
edit the name of the template.  

Adding Links to Text Within an Email  
1. In the 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="#event1">Event1</a> 

                                                           
3
 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  
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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. In the 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 Assistance 

 See I. Technical Assistance in Appendix C: Resources for Contactology !ŎŎƻǳƴǘ aŀƴŀƎŜǊΩǎ 
contact info 

 

Best Practices 

 "Keep the design simple and scannable.έ  (from PR 20/20; see II. Useful Articles in Appendix C: 
Resources for the full article) 

 Make sure that your emails are not larger than 600 pixels wide in order to avoid readability 
problems with your client's email views  

 5ƻƴΩǘ ƛƴŎƭǳŘŜ ǾƛŘŜƻ; some email filters block messages with embedded files,   
 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  
 Create a text version of your email by selecting Create Text Version on the email editor page so 
ǘƘŀǘ ƛǘΩǎ ǾƛŜǿŀōƭŜ ƻƴ ǎƳŀǊǘǇƘƻƴŜǎ ŀƴŘ ƻƭŘ ŜƳŀƛƭ ǇǊƻǾƛŘŜǊǎ 

 Promote content on Facebook and Twitter when possible  
 Change up text of Donate link in the Allies email sidebar ǎƻ ƛǘΩǎ ƴƻǘ ƻǾŜǊƭƻƻƪŜŘ  
 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  
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Figure 3.1  BRMA Updates Template 
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Figure 3.2  BRMA Allies Template 
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 Figure 3.3  BRMA Allies Briefs Template 
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Facebook  

Whatõs 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 
ǾŀƭǳŜ .wa!Ωǎ CŀŎŜōƻƻƪ tǊƻŦƛƭŜ ǇǊŜǎŜƴŎŜΣ ǎƻ ŜŦŦƻǊǘǎ ǎƘƻǳƭŘ ŦƻŎǳǎ ƻƴ ƳŜŜǘƛƴƎ ǘƘŜƛǊ ƴŜŜŘǎ ǿƛǘƘ ǘƘƛǎ ǘƻƻƭΦ   

CŀŎŜōƻƻƪ CǊƛŜƴŘ [ƛǎǘǎ ǿŜǊŜ ŎǊŜŀǘŜŘ ŦƻǊ .wa!Ωǎ tǊƻŦƛƭŜΣ ƛƴŘŜƴǘƛŦȅƛƴƎ см ƳŜƴǘƻǊǎΣ пп ƳŜƴǘŜŜǎ ŀƴŘ мт 
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 Account drop-down menu in the upper right corner, select Edit Friends 
2. Click the list you want to add to from the left sidebar 
3. ¢ȅǇŜ ǘƘŜ ǇŜǊǎƻƴΩǎ ƴŀƳŜ ƛƴ ǘƘŜ ōƻȄ ƻƴ ǘƘŜ ƭŜŦǘ ƻǊ ŎƭƛŎƪ Add Multiple on the right to add more 

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 
ά/ƻƴǘŜƴǘ ǳƴŀǾŀƛƭŀōƭŜ ƳŜǎǎŀƎŜέ ǘƘŀǘ ŀǇǇŜŀǊǎ ŦƻǊ ǇǊƛǾŀǘŜ ǇǊƻŦƛƭŜǎ 

1. Click "Account" in the upper right corner and select "Privacy Settings" 
2. Under "Connecting on Facebook," click "View Settings" 
3. For "Search for you on Facebook," select "Everyone from the drop-down menu on the right 
4. Click "Back to Privacy" in the upper left corner 
5. Under "Apps and Websites" in the lower left corner, click "Edit your settings" 
6. Click the "Edit Settings" button for "Public Search" at the bottom of the list 
7. Click the "Enable public search" checkbox 

  

Best Practices 

 Keep tagging friends in posts and photos 

 Create Facebook Events for BRMA and YLI events targeted at students  

 {ŜŀǊŎƘ ŦƻǊ ǎǘǳŘŜƴǘǎ ƻƴ CŀŎŜōƻƻƪ ǿƘƻ ŀǊŜƴΩǘ ȅŜǘ ŦǊƛŜƴŘǎ ǿƛǘƘ .wa! ŀƴŘ ¸[L 
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Twitter  

Whatõs New 

YLLΩǎ ¢ǿƛǘǘŜǊ ŀǾŀǘŀǊ ǿŀǎ ǳǇŘŀǘŜŘ ǘƻ Ŧƛǘ ǘƘŜ ŘƛƳŜƴǎƛƻƴǎ ƻŦ ǘƘŜ ŀƭƭƻǘǘŜŘ ǎǇŀŎŜΦ  ¢ƘŜ ƛƳŀƎŜΩǎ ŦƛƭŜ ǘȅǇŜ ǘƘŜƴ 
had to be changed, when BRMA staff realized that it was not visible on smart phones (see General in 
Best Practices below).  

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 201 in Best Practices below 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 ŀƴȅƻƴŜΩǎ attention and 
promotion. TwitterΩǎ ǘǿƻ-way nature 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.4 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 
ǘǿŜŜǘǎΦ ¢ƘŜǎŜ Ŏŀƴ ōŜ ƳƻŘƛŦƛŜŘ ŀƴŘ ŀŘŘŜŘ ǘƻ ǘƘǊƻǳƎƘƻǳǘ ǘƘŜ ǿŜŜƪ ŀƴŘ ŀǎ ǘƘŜȅΩǊŜ ǘǿŜŜǘŜŘΦ Store them a 
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, I 
suggest making them private. 

From the Home page of your Twitter account, select the Lists tab below the tweet box. From the drop-
down menu, click Create a list and fill out the form. You can add an account you follow to one or more 
ƭƛǎǘǎ ōȅ ƎƻƛƴƎ ǘƻ ǘƘŀǘ ŀŎŎƻǳƴǘΩǎ ǇǊƻŦƛƭŜ ŀƴŘ ŎƭƛŎƪƛƴƎ ǘƘŜ ƘŜŀŘ ŀƴŘ should icon on the right, below the 
accounts tweet stats. Select Add to list from 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.  

 

 

 

                                                           
4
 How To Schedule an Update with TweetDeck http://support.tweetdeck.com/entries/175648-how-to-schedule-an-update 

http://bit.ly/
http://tinyurl.com/
http://support.tweetdeck.com/entries/175648-how-to-schedule-an-update
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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 
 Try to tweet 2-о ǘƛƳŜǎ Řŀƛƭȅ ōǳǘ ƭƛƳƛǘ ȅƻǳǊǎŜƭŦ ƛŦ ȅƻǳ ŘƻƴΩǘ ƘŀǾŜ ŎƻƴǘŜƴǘ ǘƘŀǘ Ŧƻƭƭƻǿǎ ǘƘŜ 

guidelines for increasing engagement in Twitter 201 
 
Twitter 201  

 Retweet ŦƻƭƭƻǿŜǊǎΩ ǊŜƭŜǾŀƴǘ Ǉƻǎǘǎ ōȅ ƘƻǾŜǊƛƴƎ ƻǾŜǊ ǘƘŜ ǘǿŜŜǘ ȅƻǳ ƭƛƪŜ ŀƴŘ ŎƭƛŎƪƛƴƎ Retweet 
(between Favorite and Reply) 

 

 9ƴŎƻǳǊŀƎŜ ŦƻƭƭƻǿŜǊǎ ǘƻ ǊŜǘǿŜŜǘ ȅƻǳǊ ǘǿŜŜǘǎ ōȅ ƛƴŎƭǳŘƛƴƎ άtƭŜŀǎŜ ǊŜǘǿŜŜǘέ ƻǊ άtƭȊ w¢έ ƛƴ ǘǿŜŜǘǎ 
when appropriate 

 

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

 

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

 

 Mention ŦƻƭƭƻǿŜǊǎ ƛƴ ȅƻǳǊ ǘǿŜŜǘǎ ōȅ ƛƴŎƭǳŘƛƴƎ ǘƘŜ άŀǘέ ǎȅƳōƻƭ όϪύ ŀƴŘ their Twitter username 
in a message about them 

 

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

 
 Reply ǘƻ ŦƻƭƭƻǿŜǊǎ ǿƛǘƘ ǘƘŀƴƪǎ ƻǊ ƻǘƘŜǊ ŀǇǇǊƻǇǊƛŀǘŜ ǊŜǎǇƻƴǎŜ ǿƘŜƴ ǘƘŜȅ άaŜƴǘƛƻƴέ ȅƻǳ ƛƴ ŀ 

tweet by hovering over their tweet and clicking Reply (after Retweet) 
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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.  

 

 

 

 

 

 

 tǊƻǾƛŘŜ ŀǎ ƳǳŎƘ ŘŜǘŀƛƭ ƛƴ ȅƻǳǊ ǘǿŜŜǘ ŀǎ ƴŜŎŜǎǎŀǊȅ ŦƻǊ ŦƻƭƭƻǿŜǊǎ ǘƻ ƪƴƻǿ ŜȄŀŎǘƭȅ ǿƘŀǘ ȅƻǳΩǊŜ 
referencing or provide a link to an external site with more details.  

 
 
 
 
²Ƙŀǘ ƛǎ WƻǾŜƴ ŀ WƻǾŜƴΚ tǊƻǾƛŘŜ ŀ ƭƛƴƪ ǘƻ ǘƘŜƛǊ ǿŜōǎƛǘŜ ƻǊ ŀ ǎǘǳŘŜƴǘΩǎ ǊŜŦƭŜŎǘƛƻƴ ƻƴ ǘƘŜ ǎession 
Why was the session great? Give more detail 
Did any students who follow YLI attend? Mention them 

 

  

OR: Our entire audience sang Happy Birthday to #BRMAgraduate Joyce 
Mason-Carter as she came onstage to give her speech #touching 
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YouTube 

Whatõs 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://youtube.com/graigmeyer) ŀǊŜ ŀǎǎƻŎƛŀǘŜŘ ǿƛǘƘ Ƙƛǎ ƴŀƳŜΣ ǊŀǘƘŜǊ ǘƘŀƴ .ƭǳŜ wƛōōƻƴΩǎ ƴŀƳŜΦ !ǎ ƻŦ 
February 2011,5 YouTube does not provide a way to edit this ǳǎŜǊƴŀƳŜ ōŜŎŀǳǎŜ άtoo much information 
[is] tied to each account.έ6 

The only option available to BRMA to have its channel fully associated with its name at this point is to 
re-ǳǇƭƻŀŘ ǘƘŜ ŎǳǊǊŜƴǘ ŎƘŀƴƴŜƭΩǎ ǾƛŘŜƻǎ ǘƻ ŀ ƴŜǿ ŀŎŎƻǳƴǘΦ ! ŎƘŀƴƴŜƭ ŎŀƭƭŜŘ .ƭǳŜwƛōōƻƴaŜƴǘƻǊǎ 
(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 
ƭƛƪŜ ǘƘŜ ŎǳǊǊŜƴǘ ŎƘŀƴƴŜƭΩǎ άWƻƛƴŜŘέ ŘŀǘŜ (August 2007), its channel views (2,200+), and the number of 
times each video has been viewed (nearly 1,000 for the YLI 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 
ŘŜǎŎǊƛǇǘƛƻƴǎ όƛΦŜΦ ά¢Ƙƛǎ ǾƛŘŜƻ ƘŀŘ отн ǾƛŜǿǎ ōŜǘǿŜŜƴ ώǳǇƭƻŀŘ ȅŜŀǊϐ ŀƴŘ ώǘǊŀƴǎƛǘƛƻƴ ȅŜŀǊϐΦύ 

Banner Image  
Until June 2011, Blue RibbonΩǎ ¸ƻǳ¢ǳōŜ ŎƘŀƴƴŜƭ ǇŀƎŜ ƘŀŘ ŀ ǎǘǊŜǘŎƘŜŘ ƛƳŀƎŜ ƻŦ ƛǘǎ ƭƻƎƻ ǎŜǊǾƛƴƎ ŀǎ ǘƘŜ 
ōŀƴƴŜǊΦ CƻƭƭƻǿƛƴƎ ǘƘŜ ǎǘŜǇǎ ōŜƭƻǿΣ ǘƘŀǘ ƭƻƎƻ ǿŀǎ ǊŜǇƭŀŎŜŘ ǿƛǘƘ ǘƘŜ ƘŜŀŘŜǊ ŦǊƻƳ .wa!Ωǎ ǿŜōǎƛǘŜΦ 
Consistency in such visuals increases recognition of the program.  
 

Daily Use Guide  

How to Change the Banner 
1. Select the Branding Options tab from the horizontal menu at the top of the page 
2. Click Delete in the Channel Banner row (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 Height row directly below) 
4. Click Save Changes at the bottom right corner of the editor page 

                                                           
5
 It is worth checking this policy periodically to see if it changes, as the technological capabilities of social media platforms 

evolve relatively quickly 
6
 Can I change my YouTube username? YouTube Help. 

http://www.google.com/support/youtube/bin/answer.py?hl=en&answer=55758  

http://youtube.com/graigmeyer
http://youtube.com/blueribbonmentors
mailto:brma@chccs.k12.nc.us
http://www.google.com/support/youtube/bin/answer.py?hl=en&answer=55758
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Jumo 

Whatõs New 

 òHonestly, I signed up on Jumo but don't really use it!  I prefer to focus social media efforts on FB and 

Twitter, and even those are hard to maintain on a daily basis when busy.ó 

When asked about the value of Jumo, Rebecca Clendenin, Communities in Schools NCΩǎ Communications 

& Media Specialist, provided the feedback above. Her response reflects the un-established nature of this 
new social media platform ǘƘŀǘ ŀƛƳǎ ǘƻ άconnect individuals and organizations working to change the 
ǿƻǊƭŘΦέ CǊƻƳ ǘƘŜ !ōƻǳǘ ǎŜŎǘƛƻƴ ƻŦ ƛǘǎ ǎƛǘŜΣ WǳƳƻ ŘŜǎŎǊƛōŜǎ ά²Ƙŀǘ ²Ŝ 5ƻέ ƛƴ ǘƘŜ ŦƻƭƭƻǿƛƴƎ ǿŀȅΥ  

Jumo makes it  easy to: 

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

Together we can speed the 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 Reader email 
newsletter.  

With all of this in mindΣ WǳƳƻΩǎ value to Blue Ribbon is minimal at this point. The site could serve as a 
valuable filter for information on relevant ƛǎǎǳŜǎ ōǳǘ ƛǘΩǎ ƴot a way to connect and build 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-ŀŎŎŜǎǎ ƳŜǎǎŀƎŜǎ ŦƻǊ ǇǊƻƎǊŀƳ ŜǾŜƴǘǎ ŀƴŘ ǊŜƳƛƴŘŜǊǎΦ ¢ƘŜ ǎŎƘƻƻƭ ǎȅǎǘŜƳΩǎ 
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.  
 
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: 

 
  
  

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/
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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 programτblogging reflective pieces about 
mentoring experiences, mentioning YLI in a tweet, forwarding an Allies email to a friend, donating to the 
{ǇƻƴǎƻǊ ŀ {ŎƘƻƭŀǊ ŦǳƴŘ ŦƻǊ ŀ ǎǘǳŘŜƴǘ ǘƘŜȅΩǾŜ ƴŜǾŜǊ ƳŜǘΣ tagging BRMA in a Facebook statusτis also a 
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: 

 Test out the text messaging feature of ConnectEd with YLI students 

 Monitor Contactology reports closely for changes in the way people interact with the messages 

 Use Twitter 201 guidelines to improve engagement of tweets 

 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  

I. Survey Questions  

Respondents were 

required to provide text 

answers to Q3 and Q4 

ά¢ƻƻ ƭƛǘǘƭŜέ ǘƻƻƪ 

ǊŜǎǇƻƴŘŜƴǘǎ ǘƻ vоΤ ά¢ƻƻ 

ƳǳŎƘέ ǘƻƻƪ ǘƘŜƳ ǘƻ vп 

Respondents 

were required 

to provide an 

answer for all 

rows of Q5 
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Survey Questions Cont.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

LŦ άhǘƘŜǊέ ǿŀǎ ǎŜƭŜŎǘŜŘ 

for Q7, respondents 

were required to 

provide a text answer 
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II. Survey Response Graphs 

Response Keys 
Q5 and Q6    Q7  
 
 
 
 
Mentors  
Figure 1.3  Q5      Figure 1.4  Q6 
 
 

 

 

 

 

 

 

 

 

 

Figure 1.5  Q7 
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Response Keys 
Q5 and Q6    Q7  
 
 
 
 
 
Students 
Figure 1.6  Q5      Figure 1.7  Q6 
 
 

 

 

 

 

 

 

 

 

 

Figure 1.8  Q7 
 
  



28 
 

Response Keys 
Q5 and Q6    Q7  
 
 
 
 
Parents 
Figure 1.9  Q5      Figure 1.10  Q6 
 
 

 

 

 

 

 

 

 

 

 

Figure 1.11  Q7 
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Response Keys 
Q5 and Q6      
 
Friends of BRMA  
Figure 1.12  Q5       
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1.13  Q6 
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III. Responses for Q3 and Q4 
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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-!ŘǾƻŎŀǘŜΩs recent Communications 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 ǘƘŀǘ ǿŜΩƭƭ ōŜ ǘŀƪƛƴƎ 
into account as we develop better ways to communicate with you: 

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

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

 Those who answered the question about new communications methods were most interested 
in getting text messages and more postal mail from BRMA 

 ¢ǿƛǘǘŜǊ ƛǎƴΩǘ ǘƘŜ ōŜǎǘ ǿŀȅ ǘƻ ƪŜŜǇ ǳǇ ǿƛǘƘ .wa! ŦƻǊ уу҈ ƻŦ ǊŜǎǇƻƴŘŜƴǘǎ  

 A special shout out to mentors, who represented over half of the survey responses! 

Wǳǎǘ ōŜŎŀǳǎŜ ǘƘŜ ǎǳǊǾŜȅ ƛǎ ŎƭƻǎŜŘΣ ŘƻŜǎƴΩǘ ƳŜŀƴ ǿŜ ŘƻƴΩǘ ǿŀƴǘ ǘƻ continue hearing your thoughts! If 
ǘƘŜǊŜΩǎ ŀƴȅǘƘƛƴƎ ȅƻǳ want BRMA to know about how it uses its website, emails, Facebook, or Twitter, 
email brma@chccs.k12.nc.us or talk to Lorie or Graig.   

mailto:brma@chccs.k12.nc.us
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Appendix B: Facebook Page v. Profile  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
Chart Summary 
¢ƘŜ ŀōƛƭƛǘȅ ǘƻ ǾƛŜǿ ƻǘƘŜǊǎΩ ǇǊƻŦƛƭŜǎ ƛǎ ŜǎǎŜƴǘƛŀƭ ǘƻ .wa! ŦƻǊ monitoring students and maintaining strong 
relationships with them. It is also useful for interactions with mentors, parents and friends of the 
program.7 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 
ŀƴƻǘƘŜǊ ǿŀȅ ǘƻ ǎǳǇǇƻǊǘ ǘƘŜ ǇǊƻƎǊŀƳΦ CŀŎŜōƻƻƪ LƴǎƛƎƘǘǎ ƛƭƭǳǎǘǊŀǘŜ ǘǊŜƴŘǎ ƛƴ άǳǎŜǊ ƎǊƻǿǘƘ ŀƴŘ 
ŘŜƳƻƎǊŀǇƘƛŎǎΣ ŎƻƴǎǳƳǇǘƛƻƴ ƻŦ ŎƻƴǘŜƴǘΣ ŀƴŘ ŎǊŜŀǘƛƻƴ ƻŦ ŎƻƴǘŜƴǘΦέ8 
 
Alternative Options 

                                                           
7
 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 

http://www.facebook.com/help/?search=insights
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To take advantage of the bŜǎǘ ŦŜŀǘǳǊŜǎ ƻŦ ōƻǘƘΣ .wa! ŎƻǳƭŘ ǎǿƛǘŎƘ ǘƻ ŀ tŀƎŜ ŀƴŘ ŎǊŜŀǘŜ ŀ ά.wa! {ǘŀŦŦέ 
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 
ǇƛŎǘǳǊŜǎ ŀǊŜ ǘǊŀƴǎŦŜǊǊŜŘΦ ¢ƘŜ ǊŜǎǘ ƻŦ ǘƘŜ tǊƻŦƛƭŜΩǎ ŎƻƴǘŜƴǘ όǇƘƻǘƻ ŀƭōǳƳǎΣ ǇǊƻŦƛƭŜ ƛƴŦƻǊƳŀǘƛƻƴΣ ǿŀƭƭ ǇƻǎǘǎΣ 
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.  
 
¦ƴŘŜǊ ǘƘƛǎ ŀƭǘŜǊƴŀǘƛǾŜΣ .wa!Ωǎ ƴŜǿ tŀƎŜ ŎƻǳƭŘ ǇŜǊŦƻǊƳ ŀƴ ŜȄǘŜǊƴŀƭ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŦǳƴŎǘƛƻƴΦ Lǘǎ Ŧŀƴǎ 
ǿƻǳƭŘ ōŜ ǎǘǳŘŜƴǘǎΣ ǇŀǊŜƴǘǎΣ ƳŜƴǘƻǊǎ ŀƴŘ ŦǊƛŜƴŘǎ ƻŦ ǘƘŜ ǇǊƻƎǊŀƳΦ ¢ƘŜǎŜ άŦǊƛŜƴŘǎέ would encompass a 
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.9 BRMA could also utilize its Causes page more effectively 
from this stance and take advantage of Facebook Ads and Insights.  
 
.ȅ ŎƻƴǘǊŀǎǘΣ .wa!Ωǎ Staff Profile could serve 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 emailsτimportant 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!Ωǎ ŘŜŎƛǎƛƻƴ ŀōƻǳǘ Ƙƻǿ ǘƻ ǳǘƛƭƛȊŜ CŀŎŜōƻƻƪ ǿƛƭƭ ōŜ ŎƻƴǘƛƴƎŜƴǘ ǳǇƻƴ ŀƴŀƭȅǎƛǎ ƻŦ ǘƘŜ /ƻƳƳǳƴƛŎŀǘƛƻƴ 
{ǳǊǾŜȅ ǊŜǎǳƭǘǎ ŀǎ ǿŜƭƭ ŀǎ ǘƘŜ ǉǳŀƭƛǘȅ ƻŦ ǎǘŀŦŦΩǎ ŀŎǘǳŀƭ ƛƴǘŜǊŀŎǘƛƻƴ ǿƛǘƘ Ŏurrent Facebook friends. The 
ƻǇǘƛƻƴ ǎƘƻǳƭŘ ōŜ ŎƘƻǎŜƴ ǘƘŀǘ ōŜǎǘ Ŧƛǘǎ ǘƘŜ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ƴŜŜŘǎκǿŀƴǘǎ ƻŦ .ƭǳŜ wƛōōƻƴΩǎ ǾŀǊƛƻǳǎ 
stakeholders and enables Blue Ribbon to build strong relationships with those groups.  

  

                                                           
9
 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 

I. Technical Assistance 

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  
.wa!Ωs Contactology 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 
ǘƘƛǎ ǊŜǎƻǳǊŎŜ ōȅ ŎƭƛŎƪƛƴƎ ά[ƛǾŜ /Ƙŀǘέ ƛƴ ǘƘŜ ǳǇǇŜǊ ǊƛƎƘǘ ŎƻǊƴŜǊ ƻŦ ŀƴȅ ǇŀƎŜ ǿƘƛƭŜ ǿƻǊƪƛƴƎ ǿƛǘƘƛƴ .wa!Ωǎ 
Contactology account. 
 
II. Useful Articles  

 Few Nonprofits See Increases in Fundraising as a Result of Facebook | The Nonprofit Quarterly 

 7 Steps to the Perfect Social Media Plan | Social Media Today 

 3 Surprising Facts About Social Media Measurement | PR Daily 

 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) 
 

III. 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-WǳƴŜ нлмм ƘŀǾŜ ōŜŜƴ ŎƻƳǇƛƭŜŘ ƛƴ ŀ ŦƻƭŘŜǊ ŎŀƭƭŜŘ ά.wa! ²ƻǊƪ 
CƛƭŜǎψ{ǳƳƳŜǊммΦέ   
 
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 
Design page (Advanced tab) in the back end of the websites. The exception to this is the "Social media 
sidebar header" file, which is Navigation Right Header in School Center. The Ŧƻƴǘ ŦƻǊ ¸[LΩǎ social media 
sidebar header is Gill Sans MT, bold; for BRMA it's Arial, bold.  
 

mailto:slatimore@chccs.k12.nc.us
mailto:molly@chapelboro.com
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/

