Strategic Communications 2.0 – How to use new tools to build support, raise money and stay in business

Nonprofit Communications 2.0 – Seven Steps to Transform Your Organization

See www.pegspace.org For online version of this presentation.

Presenters: Scott, Kari and Lauren-Glenn have a long history of work with community media and social change. As part of www.pegspace.org, they join a group of developers who seek to leverage the relationships of the public access community to promote free speech. All nonprofits can gain the benefit of using new technologies (media and communications) to mobilize support for social change.

· Scott Alumbaugh, sea@seadogdesigns.com,www.seadogdesigns.com
· Kari Peterson, kapeters@dcn.org,www.pegspace.org
· Lauren-Glenn Davitian, Center for Media & Democracy, Davitian@cctv.org, www.cctv.org
 The new generation of internet 2.0 tools provides opportunities AND challenges for nonprofit organizations. The short story: if you don’t make effective use of these new communications tools you will be “out of business”. The first step is for organizations to understand that their strength lies within their networks of clients, supporters and fellow nonprofits. Are your board and staff prepared to move into the Nonprofit 2.0 world? Do you know what is possible? Do you have a “strategic” plan? Have you thought about how to re-organize your work flow? Who can you turn to for help? 
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ii. MEANS OF PRODUCTION

a. email

b. blogging

c. online media
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f. Syndication

g.Tagging

h.Content Management Systems 

III. Web 2.0 Applied

a. E-Democracy: from Political & Activist Campaigns

b. Friend Raising to Fundraising: “Resource Development

COMMUNITIES From mobile devices to open source programming, new tools are being used to connect traditional communities in new ways. Understanding the trends and work of thought leaders in this field, organizations can begin to multiply their relationships and amplify their message in order to build a larger membership willing to support the mission on a number of levels (of engagement). From political support, membership or donations of time and/ or money, we’ve moved from “TV centric” to network centric organizations. MORE >
II. STRATEGIC COMMUNICATIONS

While it may seem easy enough to add a “Donate Now” button to your web site, or send an email with a link to You Tube video, these decisions must be made within the context of a strategic communications plan designed to reach your target audiences and use viral techniques to amplify your message. MORE > (Below)
a. Planning for Integration - Organizations that want to be heard in the debates that shape our society must embrace strategic communications as a critical tool to achieve their goals. MORE > (Below)
b.Viral Marketing = Social Networking + Marketing

Originally referenced in Greek Athenian histories, and finally coined in the late 1990s by venture capitalist Steve Jurvetson, the term "viral marketing" is commonly defined as network-enhanced word-of-mouth. MORE > (Below)
c. Building Blocks of Nonprofit Communications

Nonprofits are all about connecting with people. Nonprofit groups live or die based on their ability to communicate complex issues to large audiences, engage supporters in their cause, and foster collaboration within and across organizations. They are in an excellent position to take advantage of the move towards bottom-up, user-driven, collaborative communities made possible through the latest generation of web tools. MORE > (Below)
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	NETWORK EFFECT
	I. Network Centric Communities

From mobile devices to open source programming, new tools are being used to connect traditional communities in new ways. Understanding the trends and work of thought leaders in this field, organizations can begin to multiply their relationships and amplify their message in order to build a larger membership willing to support the mission on a number of levels (of engagement). (From political support, membership or donations of time and/ or money. We’ve moved from TV centric to network centric.

· 
	Network Centric, Trends



	Don Hinchcliffe

Web 2.0
	http://web2.wsj2.com/social_media_goes_mainstream.htm

	

	Leveraging Relationships for Social Change Internet Age
	Leveraging Relationships in the Internet Age


	Network Centric



	
	“Everyone in the community is part of our family. Our job is simply to let them know that!”

· Organizational Sustainability: Where " Friend Raising" Meets " Fund raising

· Hildy Gottleib

http://www.help4nonprofits.com/NP_Fnd_Sustainability_Art.htm

	Network Centric, Fundraising

	Internet and Social Ties
	Re: Internet and Social Ties 

Pew Center for Internet & American Society: 

http://www.pewinternet.org/PPF/r/172/report_display.asp

	· Network Centric, Trends



	The Future of Nonprofits 


	· The Future of Nonprofits

· by Marty Kearns

-Speaking at NTEN

a. activist.blogs.com/networkcentricadvocacypaper.pdf

www.network-centricadvocacy.net/2005/01/why_bad_present.html
www.greenmediatoolshed.org

	· Network Centric 
· 

	· Web 2.0 Definition


	· Web 2.0 Definition 

· December 10, 2006

· Tim O’Reilly

· Web 2.0 is the business revolution in the computer industry caused by the move to the internet as platform, and an attempt to understand the rules for success on that new platform. Chief among those rules is this: Build applications that harness network effects to get better the more people use them. (This is what I've elsewhere called "harnessing collective intelligence.")

· http://radar.oreilly.com/archives/2006/12/web_20_compact.html
· 
	Trends, Networkcentric

	TRENDS OF THE WEB 2.0 WORLD


	TRENDS OF THE WEB 2.0 WORLD

1.   Six Degrees of Separation: The Network Effect

2. Time Shifting/ Place Shifting: TV Centric to Network-Centric

3. Free Software Movement/ Open Source & Data Integration – 

(Drupal/ Linux/ Open Source Software)
4Broadband Fiber, Open Networks & Public Ownership -(Policy Area)
5. Wireless Distribution & Mobile Devices & Mobile Action

6. Video on the Internet/IPTV (Flash Animation/ Venus Project/ Digital Bicycle

7. Syndication, Tagging and Widgets

8. Demographics: Millennials to Aging Boomers

· 
	· Network Centric, Trends



	Smart Mobs
	Smart Mobs: The Next Social Revolution  by Howard Rheingold

http://www.smartmobs.com/
Smart mobs emerge when communication and computing technologies amplify human talents for cooperation. The impacts of smart mob technology already appear to be both beneficial and destructive, used by some of its earliest adopters to support democracy and by others to coordinate terrorist attacks. The technologies that are beginning to make smart mobs possible are mobile communication devices and pervasive computing - inexpensive microprocessors embedded in everyday objects and environments. Already, governments have fallen, youth subcultures have blossomed from Asia to Scandinavia, new industries have been born and older industries have launched furious counterattacks.

· 
	· Trends, Networkcentric 

· 

	
	· 
	

	Trends
	The New Media Mogul -- You

What do Blinkx, Magnify.net, Splashcast, Panjea, Eyejot, Vringo, and BUZ have in common? They aim to give consumers control of their own media.

Uploading video to the Internet is so 2006. Now the question is what to do with those clips once they're in cyberspace. Many of the fledgling companies strutting their stuff at the annual DEMO conference in Palm Desert, Calif., think they have the answer.

Source: Arik Hesseldahl, BusinessWeek, January 31, 2007

http://www.businessweek.com/technology/content/jan2007/tc20070131_688495.htm
· 
	· Network Centric, Trends

· 

	Participatory Culture
	What is Participatory Culture

Howard Reingold reports on Harry Jenkins at Annenburg:

http://weblogs.annenberg.edu/diy/2007/01/henry_jenkins_at_diy_media_sem_1.html
"Amateur content is getting global visibility. And fan communities are not just distribution channels, “but the seedbeds of cultural creation, Jenkins stated, in a kind of "ecological relationship with blogs and grassroots communities that create cultural material and social networks that distribute it." Examples: The deaf community using video of American sign language; people invade Wal-Mart, use the equipment on the shelves to create video of Wal-Mart and put it on YouTube; fan communities driving snippets of mass media moments to viral distribution through the online community (Stephen Colbert at the National Press Club dinner, for example); the famous OK Go treadmill video and the world of peer to peer grassroots music videos it represents (reminding Jenkins of vaudeville); lonelygirl15 (which reminds Jenkins of PT Barnum); the blurring of lines between real life and fiction in reality television; the emergence of YouTube as a political space with the tasering of a student at UCLA , George Allen's racial gaffe, and the Saddam Hussein hanging going viral and effecting public opinion and election outcomes; the grassroots surveillance and sometimes vigilante action that mobile media afford.


	NetworkCentric, Participatory Culture



	Trends in North America
	· Forrester Research Assesses The State Of Consumer Technology Adoption; Survey Of Nearly 67,000 North American Households Evaluates Technology Use Across Five Generations

· http://www.tmcnet.com/usubmit/2006/07/31/1754551.htm
· 
	· Network Centric, Trends

· 

	Mobile 
	· Ten Things You Didn’t Know about Mobile TV

· With Mobile TV being hyped as the next big thing in the telecoms world the big question is whether the experience is sufficiently compelling to draw people into become paying subscribers. Mobile TV faces significant competition for people's time, not least from other applications on the device itself. Where, how and why do people watch Mobile TV? What elements need to be in place to offer a seamless and compelling experience? What are the real world barriers to a achieving this and how can they be overcome? And ultimately what are the characteristics of this emerging medium that set will it apart from its competitors and help it both find and cement its niche in the media landscape?

· http://www.janchipchase.com/mobiletv
· 
	· Network Centric, Trends

· Mobile

	Mobile
	· Katrin offered to write article on Mobile.

· See also

· http://www.nten.org/events/webinar/2006/10/05/txt-for-change-mobile-messaging-for-advocacy
· 
	· Network Centric, Trends

· Mobile



	Online Media
	· Peer to Peer Video 

· A few takeaways from an Ars Technica story on NPD report that claims that peer-to-peer (P2P) video downloads are out pacing purchases from legitimate video download services by a rate of five to one.

· http://arstechnica.com/news.ars/post/20061227-8500.html
· http://splashcast.wordpress.com/
· 
	· Trends, Online Media, Network Centric

	Online Media
	You Tube Business Model

· YouTube CEO Chad Hurley said at the World Economic Forum in Davos, Switzerland, last week that the video site plans to begin sharing revenue with individual content creators.

·  "In terms of paying users revenue for the content that they're uploading, we're definitely going to move in that direction," Mr. Hurley told the audience.

· http://www.redherring.com/Article.aspx?a=21098&hed=Viacom+to+YouTube%3a+Yank+Videos
· 
	· Trends, Network Centric, Online Media

	Trends

Digital Future Project
	· Pew Center for Internet and American Society

· The Center for the Digital Futures at the USC Annenberg School just released the 2007 Digital Future report.

· # The Digital Future Project found that involvement in online communities leads to offline actions. More than one-fifth of online community members (20.3 percent) take actions offline at least once a year that are related to their online community. (An “online community” is defined as a group that shares thoughts or ideas, or works on common projects, through electronic communication only.)

The Center has collected a wealth of unique and invaluable data looking at the ways technology is changing our social, political and economic lives.
· http://www.digitalcenter.org/
· 
	· Network Centric, Trends

· 

	Demographics
	MILLENNIALS

The tools of cultural production are in the hands of teens

BY HOWARD REINGOLD
http://www.smartmobs.com/archive/2007/01/01/the_tools_of_cu....html
Ask yourself this question: Which kind of population seems more likely to become actively engaged in civic affairs — a population of passive consumers, sitting slackjawed in their darkened rooms, soaking in mass-manufactured culture that is broadcast by a few to an audience of many, or a world of creators who might be misinformed or ill-intentioned, but in any case are actively engaged in producing as well as consuming cultural products? Recent polls indicate that a majority of today's youth — the "digital natives" for whom laptops and wireless Internet connections are part of the environment, like electricity and running water — have created as well as consumed online content. I think this bodes well for the possibility that they will take the repair of the world into their own hands, instead of turning away from civic issues, or turning to nihilistic destruction.


	Trends, Network Centric, Demographics, Audience
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Late Boomers
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	II. STRATEGIC COMMUNICATIONS
	II. STRATEGIC COMMUNICATIONS

· While it may seem easy enough to add a “Donate Now” button to your web site, or send an email with a link to You Tube video, these decisions must be made within the context of a strategic communications plan designed to reach your target audiences and use viral techniques to amplify your message.
	· Strategic Communications



	
	Integrating your Online and Offline Strategies

While it may seem easy enough to add a “Donate Now” button to your web site, or send an email with a link to You Tube video, these decisions must be made within the context of a strategic communications plan designed to reach your target audiences and use viral techniques to amplify your message.
	· Strategic Communications



	a. PLANNING FOR INTEGRATION


	a. Planning for Integration - Organizations that want to be heard in the debates that shape our society must embrace strategic communications as a critical tool to achieve their goals. Four things to look at: 


	· Strategic Communications

· 

	· b. VIRAL MARKETING

· 
	· b.  VIRAL MARKETING = SOCIAL NETWORKING +

· MARKETING 

· Originally referenced in Greek Athenian histories, and finally coined in the late 1990s by venture capitalist Steve Jurvetson, the term "viral marketing" is commonly defined as network-enhanced word-of-mouth. (From http://www.sitepoint.com/article/get-the-bug-viral-marketing

	· Strategic Communications

· 

	· c. BUILDING BLOCKS OF NONPROFIT COMMUNICATIONS

· ii. MEANS OF PRODUCTION AND ii. DISTRIBUTION
	· Nonprofits are all about connecting with people. Nonprofit groups live or die based on their ability to communicate complex issues to large audiences, engage supporters in their cause, and foster collaboration within and across organizations. They are in an excellent position to take advantage of the move towards bottom-up, 
user-driven, collaborative communities made possible through the latest generation of web tools.

· 
	· Strategic Communications



	
	
	· 

	
	
	

	a. PLANNING FOR INTEGRATION


	a. Planning for Integration - Organizations that want to be heard in the debates that shape our society must embrace strategic communications as a critical tool to achieve their goals


	· Strategic Communications



	
	· Spinproject.org – Strategic Communications Assessment

· www.spinproject.org

	· Strategic Communications

	2006 BEST RESOURCES
	· 2006's Best Resources for Nonprofit and Foundation Communicators

· http://nancyschwartz.com/2006_resources_nonprofit_communications.html
· http://www.idealware.org/articles/participatory_tools.php
· http://www.epolitics.com/2006/12/12/participatory-media-tools-for-nonprofits-and-campaigns/
· New online participatory tools like blogs, YouTube, and MySpace can be powerful and valuable – if they mesh with your goals. Colin Delany walks through the benefits and costs of common participatory tools and suggests which are likely to be useful for you.

· Many companies and organizations are now establishing blogs, creating MySpace sites and YouTube channels. They are experimenting with social media as they look for new ways to interact with constituents and promote themselves. But of course, every opportunity has costs as well as benefits, and each of the new technologies will absorb resources -- they'll demand your time at the very least. Considering your mission and communications goals, what tools and strategies are likely to be worth the effort? Let's look at the options one by one.


	· Strategic Communications

	59 SMARTEST ORGS ON LINE
	· The 59 Smartest Orgs Online

· http://www.squidoo.com/org20
· These charities were chosen for their excellence in online storytelling and collaboration with their donors. We didn't play favorites to one cause over another, nor did we look at their fundraising goals or number of members. Instead, these organizations are winners because of their web 2.0 smarts and a willingness to engage their constituents far beyond asking them to dig into their pockets.

· These are organizations that give their volunteers and members a voice and get out of the way. They're pros at mobilizing awareness online. They're experimenters. Innovators. On a mission. They're fearless.


	· Strategic Communications
.

	Case Study
	· With its Media Volunteer Center

· Updating contact lists can be a major headache for organizations and often the only way to get the work done is to hire an intern or a temp. Green Media Toolshed came up with a different solution.

· http://mediavolunteer.org
· http://www.greenmediatoolshed.org/

	· Network Centric, Strategic Communications

	
	
	

	b.   VIRAL MARKETING


	b.  VIRAL MARKETING = SOCIAL NETWORKING +

MARKETING 

Originally referenced in Greek Athenian histories, and finally coined in the late 1990s by venture capitalist Steve Jurvetson, the term "viral marketing" is commonly defined as network-enhanced word-of-mouth. (From http://www.sitepoint.com/article/get-the-bug-viral-marketing

	· Viral marketing


	Viral Marketing
	· Get the Bug: Viral Marketing Unmasked

· http://www.sitepoint.com/article/get-the-bug-viral-marketing

	· Viral marketing 

	The Naiive Prospect
	· Embracing the naive prospect

· http://sethgodin.typepad.com/seths_blog/2006/12/embracing_the_n.html
· Many businesses cater to individuals and corporations that are making a once in a lifetime purchase. Whether it's a DJ for your kids sweet 16 or a company that pours tar on the roof of your factory, it's unlikely you're an expert when you go to buy the product or service.

· So, unlike a purchase from an educated consumer (shoes, for example, or a car or workman's comp insurance) this purchase has very different rules. Jargon, for one, is missing, so it's hard to communicate crisply. Education matters, because without the confidence to decide, the prospect will stall, or evade, or just move on. And trust is essential, because there's so much fear on the line.

· Most of all, I think it's essential to acknowledge internally that your job is to turn naive, fearful new prospects into confident spreaders of word of mouth.


	Viral marketing

	
	· Understanding the Funnel


· Seth Godin Top Post of the year

· http://sethgodin.typepad.com/seths_blog/2006/01/understanding_t.html
· 
	Viral marketing

	
	· Kowasaki Interviews Seth Godin

· http://blog.guykawasaki.com/2006/08/ten_questions_w.html
Also see Kawasaki power points on entrepreneurial change.

· 
	Viral marketing

	STORY TELLING
	· STORY TELLING

· From NTEN: 
· > The Fundamentals of Storytelling in Online Communications 

· > Telling a More Compelling Story: How video can help you engage more people online.


	Viral Marketing, Storytelling 



	
	· Going Viral

· http://www.epolitics.com/2006/07/03/online-tactics-viral-campaigns/
· http://www.climatemash.org/
· http://www.net.org/newsroom/audiovideo.vtml
· Was Climate Mash a success? As an educational tool, yes — lots of people saw the animation. As an action-generator? The campaign got about 4000 people to send emails to Congress, with half of them opting to join the Clear The Air list. So, our conversion rate for action was around 1% and for signups was around 0.5%. We didn’t spend an immense amount of money on Climate Mash, but if we’d viewed it solely as a list-builder, it would have been significantly cheaper to buy the names.


	Viral marketing

	
	· Free Press Save the Internet viral piece

· www.savetheinternet.com

	Viral marketing

	
	· The Meme Epidemic - A Case Study

· By Darren Barefoot,

· http://www.onedegree.ca/2006/07/31/the-meme-epidemic-a-case-study
· Internet is ideal of memes

· Currency of WOM marketing

· A few popular sites can spread them rapidly

· Long Tail matters – popular sites link to smaller sites with larger base

· Social bookmarking sites can help

· Be multilingual

· Be relevant, funny, topical, immediate payoff and way for them to act, easy to forward and promote ruthlessly – measure success from POV of relationship building


	· Viral marketing

	BOOKLIST
	· The Books to Read About Spreading Ideas 

· Marketing and a bunch more

· Perfect for marketers, job seekers, politicians, intellectuals, missionaries and managers.

· http://www.squidoo.com/bestideavirusever/

	· Viral marketing

	BOOKLIST
	· Conversation Marketing: The Book

· http://www.conversationmarketing.com/internet-marketing-book/
· Internet marketing intimidate you? Relax. You're not alone. I've seen CEOs and marketing chiefs of Fortune 1000 companies reduced to damp rags by talk of search engines, return on investment, site design and the rest of the mish-mash that forms the online marketing world. Conversation Marketing, the book, provides a rubric for distilling all of the technology and three letter acronyms into a common-sense internet marketing strategy. In just under 100 pages, the book will give you the tools to make good decisions about:

·     * Your online audience

·     * Your internet marketing strategy

·     * Design and features of your site

·     * Promoting your site online, without being tacky

·     * Analyzing results, and drawing the right conclusions

·     * How to create a good call to action, such as (ahem)


	· Viral marketing

	
	
	

	· c. BUILDING BLOCKS OF NONPROFIT COMMUNICATIONS

· ii. MEANS OF PRODUCTION AND ii. DISTRIBUTION
	· Nonprofits are all about connecting with people. Nonprofit groups live or die based on their ability to communicate complex issues to large audiences, engage supporters in their cause, and foster collaboration within and across organizations. They are in an excellent position to take advantage of the move towards bottom-up,
user-driven, collaborative communities made possible through the latest generation of web tools.

· 
	Strategic Communications, Building Blocks

	BUILDING BLOCKS OF NPO COLLABORATION


	· The building blocks of Nonprofit Collaboration 

· Alexandra Samuel, Social Signal

· RSS, tagging, social bookmarking

· http://nten.typepad.com/newsletter/2006/12/the_building_bl.html

	· Strategic Communications, Building Blocks

	
	Revealing Some Treasures of Web 2.0

http://docs.google.com/View?docid=dfs44cnb_24g7vg5k

	

	a. EMAIL
	MEANS OF PRODUCTION & DISTRIBUTION
	

	EMAIL SAVVY ORGANIZATION
	Listening - 

EMAIL SAVVY ORGANIZATION

- Direct people through email infrastructure – Gilbert

http://images.soceco.org/non/NewsletterModelMd.jpg
Reference: Nonprofit Online News

http://news.gilbert.org/Savvy
The Email Savvy Organization

· 
	Strategic Communications, Email

Brainstorm with Holly.
progressive exchange list

	
	· Nonprofit Online News

· http://news.gilbert.org/

	· Strategic Communications

	
	· 
	· Strategic Communications, Email, Metrics

	Newsletter 
	· > Make Your Newsletter Work Better. Proving and proven techniques

The Email Newsletter Marketing Model

news.gilbert.org/2004TENMM

Where Web Pages Leave Off

http://www.useit.com/alertbox/20020930.html
How E-newsletters can help Charities Further their Mission

http://www.philanthropy.com/jobs/2002/09/19/20020919-99867.htm

	· Strategic Communications, Email

	Text messaging
	NTEN Lessons without Borders: Reaching people where they’re at with text messaging
	Strategic Communications, Email

	Political Email Strategies

(More on Advocacy Below) *
	· http://www.epolitics.com/2006/07/03/online-advocacy-tools-email-lists/
· List serves – in house until you reach a certain size

· List building – through ruthless promotion (submit your site to search engines, link to relevant sites, listing in relevant places, search engine optimization, always post your URL), bug people, position yourself as an expert..

· List Management – Frequency, relevance, watch your statistics

· 
	· Strategic Communications, Email, Advocacy

	Fundraising Email Strategies 

(More on Fundraising Below) *
	· How to raise Thousands of Dollars with Email

· http://www.donordigital.com/rtde.php

	· Strategic Communications, Email, Fundraising

	Interview 
	· NTEN INTERVIEW WITH MADELINE STANIONIS

· http://nten.typepad.com/newsletter/2006/01/interview_with_.html

	Strategic Communications, Email, Fundraising

	
	
	

	Measuring Your Impact
	· What is a Click Worth?

· http://sethgodin.typepad.com/seths_blog/2006/12/what_is_a_click.html
· http://www.conversationmarketing.com/clickworth.html
· You probably have already figured it out (if you're buying clicks, I hope so!). If not, here is a handy spreadsheet: Click value measurement.


	Metrics 

NOTE: Not sure where to put this exactly.

· Metrics merits a brief intro with some links.

	
	How do you Measure and Plan for the Future?

Evaluation/ Assessment:

Human

Electronic

New Contacts generated

New partnership

Number attending

Revenue generated

Survey

One on one’s

Testimonials

Pictures

Video Document

Reference: See also Gilbert on Metrics.


	Metrics

	
	· METRICS

· >NTEN:  What Your Stakeholders Aren’t Telling You: How to use web statistics to read between the lines and build a better relationship


	· Metrics

	b. Blogging
	
	

	
	· Beth Kantor on Blogging https://bethkanter.wordpress.com/web-20-guide/blogging/
· Why? Talk about your organization, makes you more findable, opportunity to build relationships.


	· Prod Dist, Blog

	
	· Case Studies: http://www.netsquared.org/casestudy/blogging
· We could use some access blogs here as well and media policy blogs.
	Prod Dist, Blog

	
	· How to Market Your Blog in 2007

· http://www.problogger.net/archives/2007/01/11/how-to-market-your-blog-in-2007/
· Write Well

· Fill a need

· Become an Expert

· Design is important

· Get your own identity

· Interview other Bloggers

· Have a contest
· Publish research and new stories

· Promote yourself

· Create links and track backs

· Widget that allows a community to develop around your blog

· Join a blog network, forum, carnival…


	Prod Dist, Blog

	c. Wikis
	· 
	· 

	
	· How do I use Wiki’s?

· http://coolcatteacher.blogspot.com/2006/08/how-i-use-wikis-what-do-you-do.html
· Beth Kantor on Wikis:

·  https://bethkanter.wordpress.com/web-20-guide/wiki/
· Wiki & the Perfect Camping Trip

· http://www.commoncraft.com/archives/000648.html
· 
	· Strategic Communications, Wikis, Prod Dist

	
	· Tidlywikis What are they?

· http://www.tiddlywiki.com/
· 
	Prod Dist, Wiki, Strategic Communications

	
	· CoolCat Teacher

· http://coolcatteacher.blogspot.com/
· 
	Prod Dist, Wiki, Strategic Communications

	
	· http://www.youtube.com/watch?v=1UZ_k6pw8so&eurl=

· 
	Prod Dist, Wiki, Strategic Communications

	d. Online Media
	· 
	· 

	
	· Online Advocacy Tools: Video and Animation

· http://www.epolitics.com/2006/07/03/online-advocacy-tools-video-and-animation/
· Part of a broader strategy, requires promotion and supporting materials, you can create the media or encourage your supporters to do so.


	· Prod Dist, Strategic Communications, Online Media

	Political Uses

Media Reform uses
	www.freepress.net/conference
http://www.barackobama.com/video/

	Prod Dist, Strategic Communications, Online Media, Advocacy

	· Sherrod Brown for Senate (Ohio)


	· Sherrod Brown for Senate (Ohio)

· http://www.sherrodbrown.com/
· Faced with unseating a two-term senator in the perennial swing state of Ohio, Rep. Sherrod Brown knew he'd have to fight smarter and harder to win.  He turned to some of the most interesting tools on the Web, particularly an audio service called Evoca that allowed supporters to record and post their own endorsements of Brown. A heartfelt personal endorsement from a neighbor can mean more to an undecided voter than anything coming directly from the campaign.  Brown's team also made sure their message could spread easily on political and personal blogs and news-sharing sites. Pre-made link banners, high-resolution campaign photos, campaign videos on YouTube, RSS feeds and direct links to sympathetic state and national blogs were all corralled in a single "Online Tools" clearinghouse on Brown's campaign web site.  Again, quantifying the effect is hard. But in a state that George W. Bush carried in both 2000 and 2004, Brown beat incumbent Mike DeWine by 12 points in the November 2006 election.

	Prod, Dist, Strategic Communications, Online Media, Advocacy

	Video the Vote
	Featured up above.

Video the Vote
	Strategic Communications, Online Media, Advocacy

	e. Mash Ups
	
	

	
	· MASHUP

· http://www.quasimondo.com/clockr.php

	· Real life example.

· Access locations with a Google map.

Iowa Example. 

	
	
	

	ii. MEANS OF DISTRIBUTION
	ii.  MEANS OF DISTRIBUTION
	Prod Dist, Strategic Communications, RSS, Syndication



	f. SYNDICATION
	· 
	

	
	· Tech Soup: Marni Webb – RSS for Nonprofits

· http://techsoup.org/learningcenter/internet/page4781.cfm

	Prod Dist, Strategic Communications, RSS, Syndication

	RSS
	· Reading and Tracking Blogs (and other info) and Publishing Content with RSS
· https://bethkanter.wordpress.com/web-20-guide/reading-and-tracking-blogs-and-other-info-and-publishing-content-with-rss/
· Real Simple Syndication

· Efficient way to keep track of what you are interested in 


	Prod Dist, Strategic Communications, RSS, Syndication

	
	· Nonprofit Guide to Getting Started with RSS

· http://www.consultantcommons.org/node/105

	Prod Dist, Strategic Communications, RSS, Syndication

	Political Uses of RSS
	· Why Campaigns and Organizations Should Use RSS

· http://www.epolitics.com/2006/11/15/why-campaigns-and-organizations-should-use-rss/
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	· The Hunt for a New RSS Reader

· 5 Comments 12.14.06 – Review of top 10 rss feeds/ Startpage/

· http://marshallk.com/
· Organizing a Feed Reader

· http://marshallk.com/
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	Widgets
	· >NTEN:  Widgets are the new black
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	· What is a Widget?

· But in web 2.0, to paraphrase Shakespeare, "The Widget's the Thing."  More than a dialogue box, the widget is the whole application.  And generally, what it does is grab information, graphics, etc. from one site (or multiple sites) and display them on your site.  These mini-applications usually don't require any additional software and their code can be embedded right into any of your web pages.  I grabbed a few of my favorites and posted them on the N-TEN site.

· So, there are dozens of new companies cropping up right now whose only product is a widget.  It may be a bubble, but it may be more.  Because here's the cool thing.  The lasting legacy of the Open Source Movement is in the open API's and community driven content we see everywhere today.  And these widgets capitalize on both.  So as long as the trend towards increased openness continues, we should see a lot more of these.

· Oh - and if you're interested in all things widget, a great blog is Widgetoko.

· http://www.widgetoko.com/
· 
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	· The Year of the Widget?

· User-generated content was a hallmark of 2006. It's a fair bet 2007 will be all about further customizing your online life.

· http://www.msnbc.msn.com/id/16329739/site/newsweek/page/1/
· But, thanks to widgets, taking multiple steps to track down headlines in one place and then check your e-mail in another may seem woefully outdated this time next year. These mini-applications—also called “gadgets”—are simple bits of code, easily dragged onto a desktop or pasted into a personal page, where they are constantly updated with whatever information you want. “It’s the exact opposite of what the Web used to be,” explains Om Malik,
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	· Major Marketers Cozy up to Widgets

· http://www.micropersuasion.com/2006/11/major_marketers.html
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	· Widgets Example:

· http://www.labpixies.com/
· 
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	· Impact of Widgets

· WIDGETS

· http://www.splashcastmedia.com/
· Destination sites will be of less importance as widgets will exist in potentially thousands of places, providing information that can be accessed not from the page but the widget, being the mini-application on the page. In turn, the page will be less important, too. What is served to the page will be far more interesting and valuable to the user. The most important development may be how widgets are actually measured. How is a widget faring? What value does it have for the user? Time spent using a widget, the types of media people check out on a widget, geographic usage, ratings and more will be just some of the factors that will play in importance.

· 
	· Prod Dist, Strategic Communications, RSS, Syndication, Widgets

	g. TAGGING
	· 
	· 

	
	· Tagging

· https://bethkanter.wordpress.com/web-20-guide/tagging-flickr-delicious/
· Habits of Del.icio.us Users

· http://slackermanager.com/2005/12/the_several_hab.html
· 
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	· TAGGING

· Webinar: Tag, That's It! Aggregating info to better serve your stakeholders

· Event Date: 09/13/2006 11:00 am to 12:30 pm, Pacific Time

· Presented by: Marshall Kirkpatrick

· Tags are the newest and, some would say, easiest way to organize information on the web. Let's face it, in today's world we could all use a little more of that! It's not only a great way to organize information you use every day, it's a great way to organize information for your stakeholders. If you're looking for ways to pull in and share content from all over the internet with your members, clients, or board, then this webinar will help you do it! We'll discuss how tags work, share case studies of how tags are being used to tame the information age, and point you to the tools and resources you'll need to use tags yourself.

· https://www.ntenonline.org/eweb/Dynamicpage.aspx?webcode=EventInfo&evt_key=deac31c5-e329-44ca-98dd-e18cbdcd1502
· 
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	· Techcrunch

· Micropursuasion

· http://bethkanter.wordpress.com/web-20-guide/
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	· NTEN; >Microformats Are the New Tags
	· Prod Dist, Strategic Communications, Tagging

	Metrics

Tagging 
	EVALUATION

FROM DIGITAL WEB MAGAZINE: Building a Website for Analytics

http://www.digital-web.com/articles/building_a_website_for_analytics/
EXCERPT:

Many sites today are driven by content management systems (CMS), which allow non-technical users to create and manage content.

Integrating your analytics data collection into your CMS is one of the single biggest opportunities to streamline and automate your reporting. Site tagging and measurement should be a byproduct of your content publishing process. Here are a few examples:

    * Content Groups: Analytics tools can organize individual pages into higher level user-defined groups. As you plan the content organization for your website and set up a CMS, align each content area to the desired analytics content group. You can then extend the CMS to automatically set the appropriate content group tags on each page. As new content is added, the content groups are dynamically added and fed directly into your reports. This is an elegant solution which reduces ongoing tagging work and can make grown analysts weep for joy.

    * Page Titles: Most reports use the contents of the HTML <title> element as the name of the page. However, page titles are often completely meaningless and fail to provide context to the content of the pages. Most analytics solutions support alternative page titles, so simply add a field in your CMS which asks for a meaningful page name, and program your site to add it into the template. As content contributors add content, those page names will be automatically associated with each page, which is a big win.

    * Custom Metadata: There are often additional types of data in a CMS that describe content. For example, Digital Web Magazine may want to track the popularity of specific authors across its site. Because authors can belong to multiple content groups, a custom variable can be set on each page which identifies the author and feeds into a specific report. The data has already been defined and the CMS can be extended to include it in the template. As new authors are added, pages are automatically tagged and fed directly into the reports.

By automating the tagging process and integrating it with your content-publishing workflow, you can streamline the reporting process and save significant time and energy along the way.
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	· TAGGING

· Webinar: Tag, That's It! Aggregating info to better serve your stakeholders

· Event Date: 09/13/2006 11:00 am to 12:30 pm, Pacific Time

· Presented by: Marshall Kirkpatrick

· Tags are the newest and, some would say, easiest way to organize information on the web. Let's face it, in today's world we could all use a little more of that! It's not only a great way to organize information you use every day, it's a great way to organize information for your stakeholders. If you're looking for ways to pull in and share content from all over the internet with your members, clients, or board, then this webinar will help you do it! We'll discuss how tags work, share case studies of how tags are being used to tame the information age, and point you to the tools and resources you'll need to use tags yourself.

· https://www.ntenonline.org/eweb/Dynamicpage.aspx?webcode=EventInfo&evt_key=deac31c5-e329-44ca-98dd-e18cbdcd1502
· 
	· Prod Dist, Strategic Communications, Tagging, CMS, Metrics

	h. CONTENT MANAGEMENT SYSTEMS
	THE ELECTRONIC HUB OF HUMAN NETWORK BUILDING 

Platform powered by various interlocking databases
	

	
	- Web Platform and Content Management Systems

What to Consider Before you Build your Web site

http://www.techsoup.org/learningcenter/webbuilding/page5061.cfm?cg=searchterms&sg=web%20design
http://www.techsoup.org/learningcenter/webbuilding/page4896.cfm
The Modern Nonprofit Website – March 2 2007
http://www.gilbert.org/programs/workshops/seminars/WSPTmore
So, what is a content management system?
http://www.steptwo.com.au/papers/kmc_what/index.html
· Seven Strategies for Evaluating Open Source Content Management Systems

· http://www.linuxjournal.com/article/8301
How to Evaluate Content Management Systems

· http://www.intranetjournal.com/articles/200208/se_08_19_02a.html
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	Choosing CMS
	· NTEN and Idealware Software Review Series: Comparing Open Source CMS's

· Event Date: 11/15/2006 11:00am to 12:30 pm, Pacific Time

· Presented by Ryan Ozimek, David Geilhufe, and Patrick Shaw

· Open source content management systems (CMS) are particularly attractive to the nonprofit community because of their cost-efficiency, but what do these systems actually do? And what are the differences between the most common CMSs? We’ll compare Joomla, Drupal, and Plone for typical nonprofit needs, and then experts in each of the systems - Ryan Ozimek, David Geilhufe, and Patrick Shaw – will demo the systems and answer your questions.

· https://www.ntenonline.org/eweb/Dynamicpage.aspx?webcode=EventInfo&evt_key=061cce1d-2e2e-478b-b0bf-7307e3ab9d8a
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	· Overview

· This describes a Drupal project to create a youtube style video sharing site. There are two major pieces that this project dealt with that stretch the project:

· # converting users’ uploaded files into a multi-platform format (FLV Flash videos)

· # hosting the uploaded content with Amazon’s s3 services

· http://www.tunaspecial.com/?p=162
· 
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	OPEN SOURCE SOFTWARE
	· NTEN WEBINAIRE 

· http://nten.org/events/webinar/2007/03/14/comparing-open-source-cms-tools
· 
	· Prod Dist, Strategic Communications, Tagging, CMS, Metrics


	f. Budgeting/ Fundraising


	Ten Best Online Fundraising Resources of the Year

http://news.gilbert.org/features/featureReader$6321
Budgeting for Growth in youth Serving Organizations

http://www.techsoup.org/learningcenter/techplan/page5021.cfm?cg=searchterms&sg=budget
Core Themes Related to Grant Seeking and Technology

http://www.techsoup.org/learningcenter/funding/page5029.cfm?cg=searchterms&sg=budget
· How to raise Thousands of Dollars with Email

· http://www.donordigital.com/rtde.php
NTEN INTERVIEW WITH MADELINE STANIONIS

· http://nten.typepad.com/newsletter/2006/01/interview_with_.html
· What is a Click Worth?

· http://sethgodin.typepad.com/seths_blog/2006/12/what_is_a_click.html
· http://www.conversationmarketing.com/clickworth.html
You probably have already figured it out (if you're buying clicks, I hope so!). If not, here is a handy spreadsheet: Click value measurement.

How do you Measure and Plan for the Future?

Evaluation/ Assessment:


	


	III. WEB 2.0 APPLIED
	III. Web 2.0 Applied – 

a. LESSONS FROM POLITICAL & ACTIVIST CAMPAIGNS

Nonprofit organizations are using new internet tools in a strategic way with great success. Let’s take a look at the best practices that will have an impact on your Marketing, Development and Advocacy work.
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	· New for 2007: Can Democracy 2.0 Change the World?


	· New for 2007: Can Democracy 2.0 Change the World?

· Time Magazine’s Person of the Year for 2006 is You. Time sees the tipping point of self-produced, online, “citizen” media as “a story about community and collaboration on a scale never seen before.” The magazine’s homage extols the “cosmic compendium of knowledge Wikipedia and the million-channel people's network YouTube and the online metropolis MySpace.” Time sees the public power of the internet age as “the many wresting power from the few and helping one another for nothing and how that will not only change the world, but also change the way the world changes.”

· Time Magazine thinks that because we are using these new tools in unprecedented numbers that we have seized the “reins of the global media” founded and framed “the new digital democracy”.

· But remember: 2006 is also the same year that Comcast and Time Warner acquired Adelphia Cable—creating a “duopoly” that now serves more than 50% of the U.S. cable/ internet market. 2006 is the year that AT&T merged with Bell South to control 50% of the phone and internet lines in the US –effectively putting the humpty dumpty monopoly of Ma Bell back together again after 20 years. 2006 is the year that the telcos also moved aggressively in Congress, the states and the FCC to gain access to the most profitable video markets. The industry failed to gain new federal telecom legislation, but succeeded in many state legislatures and scored a major win to bypass local authority and public service obligation (including public access) with a favorable FCC ruling in late December.
· . 

· In the same year that millions of “you” are posting content to a global network of networks, major telecom and media companies are racing to own as many of our eyeballs as possible. That’s why, in 2006, Google paid $1.6 billion for www.YouTube.com, Cisco bough Linksys for $500 million and Microsoft made massive investments in video gaming. 

· How is it that “you” can “seize the reins of global media when fewer and fewer companies own greater percentages of the network, more of the content and—importantly—most of the gateways that we must access to use the internet, watch TV and post this avalanche of “citizen media”? 

· In this environment, how do “you” turn the ability to make short videos or post blog entries into a “community of collaboration” that “wrests power from the few”?

· What is the strategic application of these tools and how do nonprofit organizations harness their cost-effective, people-moving potential of the web 2.0 world?

· We believe that digital democracy is only possible if “you” are transformed from consumers of message units into media activists. 

· Digital democracy is possible if we insist that the airwaves and the public rights of way in which telephone and cable wires are hung are PUBLIC RESOURCES. 

· Digital Democracy is possible if we tell Congress, the states, the FCC and the courts that telecommunications is a UTILITY managed locally for the public benefit—like water, gas and electricity. 

· Digital Democracy is possible if we pursue new ownership structures and ensure that our networks and media outlets are owned by a DIVERSE group of owners that include municipal ownership, co-ops and innovative public-private partnerships. 

· Digital Democracy is possible if we mobilize on behalf of public interest protections are strengthened—our networks remain open, service is extended to all parts of all urban and rural communities and penalties for non-compliance are enforced.

· Digital Democracy is possible if we fight for public access to be set aside in the form of channels, applications and funds for non-commercial speech on all media and telecommunications carriers.

· Digital Democracy is possible if we are willing and able to defend the constitutional protections of free speech and free press—among our many other precious rights.

· There is room for activism at all levels of public involvement: in our cities and towns, at the Legislature, at the FCC and in Congress. Together we can transform the power of “you” into the power of “we” and, in fact, wrest power from the few. 
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	· Mobile Voter

· http://www.mobilevoter.org/
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	· Organizing Meetings

· http://www.idealware.org/articles/fgt_online_rsvp.php
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	· USE IN RELATIONSHIP BUILDING

· M&R The Ten Commandments of My Space Advocacy

· http://teachersteachingteachers.org/
· 
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	Personal Democracy
	· Personal Democracy Forum Manifesto

· Democracy in America is changing. A new force, rooted in new tools and practices built on and around the Internet, is rising alongside the old system of capital-intensive broadcast politics. Today, for almost no money, anyone can be a reporter, a community organizer, an ad-maker, a publisher, a money-raiser, or a leader. If what they have to say is compelling, it will spread. The cost of finding like-minded souls, banding together, and speaking to the powerful has dropped to almost zero.

· http://www.personaldemocracy.com/about/#manifesto
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	· VOTER GENERATED CONTENT

· http://www.personaldemocracy.com/node/1146
· It's time to coin a new term: voter-generated content. The buzzword of the day, "user-generated content," has got everyone from Madison Ave to Silicon Valley talking, and investors pouring money into start-ups galore as people realize that power has shifted from top-down marketers to everyone mom-and-pop with a PC, some simple software tools and a broadband connection.

· But the ramifications for politics are going to be as big as they are for business. It used to be that politicians and political organizations were masters of their own message--they decided when they spoke to their members, the press and the public; they controlled their brand; and most of the time the only way to interfere with that controlled process was with access to the national media.

· No longer….
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	· History of Online Campaigns

· http://www.washingtonpost.com/wp-dyn/content/article/2006/11/03/AR2006110301393.html
But thus far, the most compelling narrative about the Internet and politics is not about candidates' skill with new media. Rather, it centers on activists' use of e-mail and Web sites; small donors' contributions online; bloggers' passion to debate issues; and amateur videographers' search for "gotcha" moments. Perhaps that is the best contribution this technology can make to democracy

	ADVOCACY

	
	· Seven Days at Minimum Wage, 

· http://www.sevendaysatminimumwage.org/
· With minimum wage hikes coming before voters in six states in 2006, advocates for working families needed to find a way to tie together the somewhat staid policy of fair pay with the people it affected on the ground. So, ACORN and the AFL-CIO teamed up to create Seven Days at Minimum Wage, a video diary of sorts highlighting real people trying to eke out a living on the stunningly paltry minimum wage.  The videos were hosted on YouTube - which made them cheap - and passed virally by email - which made them effective. Several thousand people viewed each of the eight clips. It's impossible to quantify how much the videos helped - but they certainly didn't hurt. Minimum wage hikes passed in all six states.
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	· X Sherrod Brown for Senate (Ohio)

· http://www.sherrodbrown.com/
· Faced with unseating a two-term senator in the perennial swing state of Ohio, Rep. Sherrod Brown knew he'd have to fight smarter and harder to win.  He turned to some of the most interesting tools on the Web, particularly an audio service called Evoca that allowed supporters to record and post their own endorsements of Brown. A heartfelt personal endorsement from a neighbor can mean more to an undecided voter than anything coming directly from the campaign.  Brown's team also made sure their message could spread easily on political and personal blogs and news-sharing sites. Pre-made link banners, high-resolution campaign photos, campaign videos on YouTube, RSS feeds and direct links to sympathetic state and national blogs were all corralled in a single "Online Tools" clearinghouse on Brown's campaign web site.  Again, quantifying the effect is hard. But in a state that George W. Bush carried in both 2000 and 2004, Brown beat incumbent Mike DeWine by 12 points in the November 2006 election.
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	· Analysis of 2006 Elections

· http://www.epolitics.com/2006/11/08/what-we-can-learn-about-online-politics-from-the-2006-campaign/
· The Internet is Still a Spark, Not a Firestorm

· Online video came of age, greatest impact is amplification, starting with opinion leaders, can ignite spark but needs us to fan the flames. George Allen Campaign/ Makaka good example of this.

· The Internet Is Best at Connecting Campaigns with their Dedicated Supporters, Not a Mass Audience

· Still a medium of niches, excels at relationship seeking and building, catch people at right moment and get them to take an action, once they are in you can develop the relationship, but it is not a mass medium, viral campaigns reach larger groups but remains essentially about relationships building

· Email is Still the Killer Application

· Main way that campaign keep in touch with supporters and the media, essential to capture email addresses, most direct way to stay in touch and get out last minute messages. Cell phone text messaging may take over this but they are limited, Myspace can be used but it still accounts for small percentage of activists required to win elections.
· Online Fundraising Has Not Supplanted the Old-Fashioned Kind, But It Still Matters

· Less than 5% of the money was raised this way, but it brings in small donors who may have been previously excluded and generates a sense of involvement which leads to voting and persuasion of peers.

· Political Microtargeting Went Mainstream

· Database driven microtargeting wake up, led by Republicans, very detailed work – cross referencing voter databases with marketing databases to find likely supporters in unlikely places and target them with finely honed messages – in 2004 houses on the same block in Ohio often got completely different direct mail pieces and phone messages.

· The Information Explosion

· How have campaigns changed? Overflow of information. Challenge is to be heard and seen in the clutter.
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	· See: Online Politics 101

· http://www.epolitics.com/download-online-politics-101/
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	· Youth Involvement

· The Center for Information & Research on  Civic Learning & Engagement 

· http://www.civicyouth.org/quick/youth_voting.htm
· *  Turnout among 18-29 year-olds increased for the second major election in a row.

·     * Young adults voted for the Democratic candidate over the Republican candidate in races for the House of Representatives (58% vs. 38%), the Senate (60% vs. 33%) and governor (55% vs. 34%).

· Getting Out the Youth Vote: What Works

· Source: Young Voter Mobilization Tactics
· George Washington University

· In 2004,young voter turnout increased more than in any election since 18 year 

· olds won the right to vote 35 years ago. Turnout among our nation’s youngest 

· voters ages 18-24 increased 11 percentage points from 36 percent to 47 percent; 

· turnout among 18-29 year olds increased 9 points from 40 percent to 49 percent. 

· (U.S.Census Bureau 2005) 

· $40 million spent in 2004 to turn out young voters

· 20 million 18-29 year olds went to the polls

· Given that there are 42 million in this coterie in 2006 they are an important demographic group

· The research shows that the most effective method of generating a new voter is an in-person door knock by a peer. The next greatest impact was seen by phonebanks with longer,chattier phone scripts or volunteers making the calls. Also, recent survey data by Young Voter Strategies shows that the online tools that are most effective are the ones where the young voter either opts-in to the conversation or gets to interact in some way. 

·     * Personalized and interactive contact counts. The most effective way of getting a new voter is the in-person door knock by a peer; the least effective is an automated phone call. Canvassing costs $11 to $14 per new vote, followed closely by phone banks at $10 to $25 per new vote. Robocalls mobilize so few voters that they cost $275 per new vote. (These costs are figured per vote that would not be cast without the mobilizing effort.)

·     * Begin with the basics. Telling a new voter where to vote, when to vote and how to use the voting machines increases turnout.

·     * The medium is more important than the message. Partisan and nonpartisan, negative and positive messages seem to work about the same. The important factor is the degree to which the contact is personalized.

·     * In ethnic and immigrant communities, start young. Young voters in these communities are easier to reach, are more likely to speak English (cutting down translation costs), and are the most effective messengers within their communities.

·     * Initial mobilization produces repeat voters. If an individual has been motivated to get to the polls once, they are more likely to return. So, getting young people to vote early could be key to raising a new generation of voters.

·     * Leaving young voters off contact lists is a costly mistake. Some campaigns still bypass young voters, but research shows they respond cost-effectively when contacted.

· 
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Philanthropy for Active Citizen Engagement (PACE) and E-Volve release the first edition of a state-of-the-field report on online citizen engagement called "Power to the Edges."

This first edition is a snapshot of the current state of online democracy in the age of connectivity brought about by the Internet and other digital information technologies. "Pushing Power to the Edges" provides an overview of the state of online democracy; what it is, where it is headed, and what it means for activists and those who support them.

http://evolvefoundation.org/?q=pacepartner
The age of connectivity brought about by the Internet and other digital information technologies is reshaping how Americans do business, obtain news and information about the world, engage in social functions, shop, express their creativity, and engage in community life.

This report provides an overview of the state of online democracy; what it is, where it is headed, and what it means for activists and those who support them. A literature review was completed, online discussions were monitored and nineteen in-depth interviews with leaders in the fields of online technologies, nonprofit capacity building, citizen engagement and social networks were conducted. This effort is intended to be a snapshot in time, not the ultimate guide, and to serve as a jumping off point for further discussions to occur online about how these tools and the culture of online civic engagement can be further developed and scaled for broader, deeper and more lasting citizen action.

Traditional ways of engaging civically are coming to an end. For example:

    * Large numbers of people can be mobilized within hours—even minutes—to donate, volunteer, protest, call Congress, boycott—all at little or no cost.

    * Individuals are by-passing the work of established parties and organizations with their self-generated campaigns.

    * Individuals, groups and organizations are generating their own news without the benefit of mainstream media. 

For the purposes of this report, we use four meta categories to describe the kinds of activities included in online civic engagement (more information and examples are available in the Appendix.)

    * Collaboration: many people working together on a single activity, effort or project. Types of technology include wikis, and Yahoo groups discussion boards.

    * Communication: talking with and among constituents. Examples include email, chat rooms, listservs, text messaging using cell phones, and instant messaging

      .

    * New media/Content development: generating and disseminating original news. Examples include web sites, web logs (blogs), newsletters, RSS (news syndication software), and podcasting (regular audio programming delivered via the Internet to an iPod or other MP3 player).

    * Organizing/Collective Action: coordinating the activities of large numbers of activists and supporters. Examples include smart mobs, meet-ups, virtual phone banks, online petitions, and volunteer management databases.

Online activism does not preclude or even dilute the need for “on land” activism, nor does it change the ultimate ends of citizen engagement, but it does require a change in culture for organizations to successfully engage in it. In particular, nonprofit organizers must be aware of the impact that online technology has in three main areas: fundraising, targeted communications, and field management. The implications for practitioners are significant and challenging. Organizations must:

   1. Nimbly jump on to the fast-moving wave of opportunities that the Internet both delivers and makes possible.

   2. Integrate online activities with offline.

   3. Leverage extended networks of activists, friends and sympathizers across issues areas.

   4. Lead using a new set of facilitative skills.

The report concludes with a series of findings and recommendations of the ways that organizations, individuals and philanthropy need to adapt and change to keep pace with the continuing dizzying changes occurring technologically. In order for online democracy to flourish and become the backbone for a renaissance in civic participation, philanthropy and nonprofits must also keep pace by investing in networks of organizations and people that can best take advantage of this new environment, while supporting new training, leadership and planning skills.
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	Vote May 17 Committee (http://www.votemay17.org)

Using email, web tools, and community networks, the Vote May 17 Committee will mobilize a volunteer base to remind people about the May 17 election and urge them to turn out the vote.
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	CitizenSpeak (http://www.citizenspeak.org)

A free and easy to use web advocacy service that delivers high-value to organizations working for change. CitizenSpeak allows an individual or an organization to mount a web based e-mail persuasion campaign with a couple of mouse clicks.
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	CivicSpace (http://www.civicspacelabs.org)

A grassroots organizing platform that empowers collective action inside communities and cohesively connects remote groups citizens. CivicSpace encourages self organizing communities regardless of partisanship or agenda, to use online tools to organize discussions, and engage in collective, positive social action.

ended up registering 240,000 people in 2004.
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	Just Vote (http://www.justvote.org)

Sometimes life is just plain old surprising – in a good way. Our friend Josh Rosen has done an amazing job creating a very clean and simple voter registration site that with no marketing dollars
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	VoterPunch (http://www.voterpunch.org)

A web based congressional scorecard tool. VoterPunch gives citizens and non-profit organizations an unparalleled window into how specific members of Congress are voting on issues.
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	AdvoKit (http://www.advokit.net)

AdvoKit is the next generation of citizen democracy software. Created and designed by open source advocates, AdvoKit empowers grassroots campaigns to create powerful social networks for change. Advokit is an online hub for a campaign’s voter registration, voter id, get-out-the-vote, door-to-door canvassing and phone bank operations. Groups can maintain every aspect of their constituency-building work in a central location that’s accessible and secure.
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	FRIENDRASING TO FUNDRAISING
	III. Web 2.0 Applied 

b. FRIEND RAISING TO FUNDRAISING

Nonprofit organizations are using new internet tools in a strategic way with great success.  
	FUNDRAISING



	Friend Raising
	· Organizational Sustainability: Where " Friend Raising" Meets " Fund raising

Hildy Gottleib

http://www.help4nonprofits.com/NP_Fnd_Sustainability_Art.htm
"
 “Everyone in the community is part of our family. Our job is simply to let them know that!”

The key is to base your revenue development efforts on everything your organization does, is and has. The best part of this approach is that it encourages you to build on those assets - get more people involved, have more people attend, increase the programming, increase the bond with the community. The stronger your asset base, the stronger your mission can grow, the more you can accomplish for the community, and the more those assets can continue to support the organization, all while you just continue to do your work.

This cycle is affirming and regenerating - the very essence of sustainability. As your organization gets stronger and accomplishes more for the community, those assets will generate more revenue, all while your mission work continues to be strengthened.
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	6 DEGREES OF SEPARATION
	Internet and Social Ties
Pew Center for Internet & American Society: 

http://www.pewinternet.org/PPF/r/172/report_display.asp
Each of us has social networks of 35 people

Using electronic tools, younger people (the “millenials”) have a reach of 75

Think of the math? What this suggests and research bears out: we have a greater impact with our peers. Audience starts with our circle of friends and builds out from there. Our objective is to achieve a “network affect” by animating our friends and their networks. How can nonprofit organizations harness this capacity?
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	SIDE BAR GRAPH:

Services/Programs:

· Welcome

· Educate

· Ask

· Thank

Another way to look at it may be more familiar:

· Prospect

· Cultivate

· Solicit

· Steward
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	The Giving Path

http://www.pledgewell.org/thepath.html
The Giving Path, model cultivate by public radio over the past ten years or more spells this out more fully and is worth considering:

1. Become a regular listener.

2. Become aware of a station's need for their support.

3. Come to agree that the station's need is valid.

4. Accept responsibility for helping the station meet its needs.

5. Act by pledging or making a donation.

http://www.pledgewell.org/thepath.html

	FUNDRAISING

	
	· Webinar: Top Five Things You Need To Know About Raising Money With Email

· Event Date: 05/11/2006 10:00am to , Pacific Time

· https://www.ntenonline.org/eweb/Dynamicpage.aspx?webcode=EventInfo&evt_key=c2aa43a5-8284-4c8a-966a-0130743e9248
· Presented by Madeline Stanionis

· Perhaps you're skeptical. Sure, MoveOn and the Red Cross can raise lots of money with email, but if your organization isn't a brand name, can you?

· The short answer: You bet.

· The long answer: You can raise a healthy amount - thousands if not tens of thousands of dollars - if you approach email fundraising with a measure of intelligence and creativity. This webinar will deliver advice, insider tips, and recommendations, and plenty of examples that show you exactly what to do, step by step, to raise substantial money with email. And - you'll probably have some fun a long the way.

· Join Madeline Stanionis in cutting through the hype and getting to the heart of how it all really works, and how you can make it work for you.

· NTEN INTERVIEW WITH MADELINE STANIONIS

· http://nten.typepad.com/newsletter/2006/01/interview_with_.html
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	EMAIL
	· Email – Skip the Small talk
· What's interesting to me is that there are almost no sessions on what to do with a person once you've gotten them to join a list.  So - hooray for the newest report from M+R.  Want to Cultivate New Members?  Skip the Small Talk!  Real numbers!  You gotta love that.

· See M&R Strategic Services/ also Tech soup

· Writing E-mails for Fundraising: The "Rules" Are a Bit Different from Your Other Communications

· Excerpt from Raising Thousands (if Not Tens of Thousands) of Dollars with Email

· As far as e-mail copy is concerned, there are two key writing components. The first is the subject line; the second is the body of the e-mail itself. Since readers encounter the subject line first, let's begin there. http://www.guidestar.org/news/features/money_with_email.jsp
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d. Content Production & Distribution

· The building blocks of NonprofitCollaboration 

· Alexandra Samuel, Social Signal

· RSS, tagging, social bookmarking

· http://nten.typepad.com/newsletter/2006/12/the_building_bl.html
Revealing Some Treasures of Web 2.0

http://docs.google.com/View?docid=dfs44cnb_24g7vg5k
Nonprofit Online News

· http://news.gilbert.org/
- RSS & Syndication & Tagging

· Tech Soup: Marni Webb – RSS forNonprofits

· http://techsoup.org/learningcenter/internet/page4781.cfm
· Why Campaigns and Organizations ShouldUse RSS

· http://www.epolitics.com/2006/11/15/why-campaigns-and-organizations-should-use-rss/
· Nonprofit Guide to Getting Started withRSS

http://www.consultantcommons.org/node/105
· The Year of the Widget?

· User-generated content was a hallmark of2006. It's a fair bet 2007 will be all about further customizing your onlinelife.

· http://www.msnbc.msn.com/id/16329739/site/newsweek/page/1/
· But, thanks to widgets, taking multiplesteps to track down headlines in one place and then check your e-mail inanother may seem woefully outdated this time next year. Thesemini-applications—also called “gadgets”—are simple bits of code,easily dragged onto a desktop or pasted into a personal page, where they areconstantly updated with whatever information you want. “It’s the exact oppositeof what the Web used to be,” explains Om Malik.

· Tagging

· https://bethkanter.wordpress.com/web-20-guide/tagging-flickr-delicious/
- Web Platform and Content Management Systems

What to Consider Before you Build your Web site

http://www.techsoup.org/learningcenter/webbuilding/page5061.cfm?cg=searchterms&sg=web%20design
http://www.techsoup.org/learningcenter/webbuilding/page4896.cfm
The Modern Nonprofit Website – March 2 2007
http://www.gilbert.org/programs/workshops/seminars/WSPTmore
So, what is a content management system?
http://www.steptwo.com.au/papers/kmc_what/index.html
· Seven Strategies for Evaluating OpenSource Content Management Systems

· http://www.linuxjournal.com/article/8301
How to Evaluate Content ManagementSystems

· http://www.intranetjournal.com/articles/200208/se_08_19_02a.html
·  - Email Strategy 
UnderstandingERelationships

http://news.gilbert.org/features/featureReader$5733
The Email Savvy Manifesto

http://news.gilbert.org/features/featureReader$4020
- Blogging

· Beth Kantor on Blogging https://bethkanter.wordpress.com/web-20-guide/blogging/
· Why? Talk about your organization, makesyou more findable, opportunity to build relationships.

· How to Market Your Blogin 2007

· http://www.problogger.net/archives/2007/01/11/how-to-market-your-blog-in-2007/
-  Wikis

· How do I use Wiki’s?

· http://coolcatteacher.blogspot.com/2006/08/how-i-use-wikis-what-do-you-do.html
· Beth Kantor on Wikis:

·  https://bethkanter.wordpress.com/web-20-guide/wiki/
· Wiki & the Perfect Camping Trip

· http://www.commoncraft.com/archives/000648.html
- Online Media

· Online Advocacy Tools: Video andAnimation

· http://www.epolitics.com/2006/07/03/online-advocacy-tools-video-and-animation/
· Part of a broader strategy, requirespromotion and supporting materials, you can create the media or encourage your supporters to do so.

- Means of Distribution: Syndication/ RSS Feeds

· ech Soup: Marni Webb – RSS forNonprofits

· http://techsoup.org/learningcenter/internet/page4781.cfm
e. Evaluation/ 

FROMDIGITAL WEB MAGAZINE: Building a Website for Analytics

http://www.digital-web.com/articles/building_a_website_for_analytics/
Manysites today are driven by content management systems (CMS), which allownon-technical users to create and manage content.

Integratingyour analytics data collection into your CMS is one of the single biggestopportunities to streamline and automate your reporting. Site tagging andmeasurement should be a byproduct of your content publishing process. Here area few examples:

f. Budgeting/ Fundraising

Ten Best Online Fundraising Resources of the Year

http://news.gilbert.org/features/featureReader$6321
Budgeting for Growth in youth Serving Organizations

http://www.techsoup.org/learningcenter/techplan/page5021.cfm?cg=searchterms&sg=budget
Core Themes Related to Grant Seeking and Technology

http://www.techsoup.org/learningcenter/funding/page5029.cfm?cg=searchterms&sg=budget
· How to raise Thousands of Dollars withEmail

· http://www.donordigital.com/rtde.php
NTEN INTERVIEW WITH MADELINE STANIONIS

· http://nten.typepad.com/newsletter/2006/01/interview_with_.html
· What is a Click Worth?

· http://sethgodin.typepad.com/seths_blog/2006/12/what_is_a_click.html
· http://www.conversationmarketing.com/clickworth.html
You probably have already figured it out(if you're buying clicks, I hope so!). If not, here is a handy spreadsheet:Click value measurement.

How doyou Measure and Plan for the Future?

Evaluation/Assessment:

Human& Electronic

· NewContacts generated

· Newpartnership

· Numberattending

· Revenuegenerated

· Survey

· Oneon one’s

· Testimonials

· Pictures

· VideoDocument

Reference: See also Gilbert on Metrics.

