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Open SoSi
Concept Jam: Workshop Script

October 13, 2009
Please share your comments and improvements via Twitter (hashtag #opensosi)
 or on http://www.socialsignal.com/opensosi



	
	Preparation checklists

ASK CLIENT TO PROVIDE:

· Dot stickers (two colors)
· Flipcharts & markers 

· Masking tape (unless using sticky flipchart paper)

· At least two flipchart easels

· Projector

· Coffee, snacks & lunch

PACK:

· Speakers

· VGA adapter

· Chocolates
PREP WORK ON SITE:

· Open 2 SubEthaEdit docs (or Etherpad docs), and get them running & saved on both session leaders’ computers:

· Intros (to record participant names & roles)
· Everything else (session notes & backchannel)
· Put up flipchart paper and put out markers

· Put out our background material and tip sheets

· Put up a sheet with our contact info on it



	9:00
	Welcome: Goals & context for session

Introduce ourselves 

We are working with [client] to identify opportunities for supporting your [communications and marketing OR mission and fundraising] activities through a more engaged, participatory online presence.  Today you’re going to help us think about opportunities that would apply the latest generation of “social media” tools to your audience and mission. We’ll sift through these ideas together to identify the most opportunities, which we’ll then help [client] develop into a vision for future development on the web.
Review agenda for the day

Overview: what is the social web, and how can it build on your strengths

We’ll be looking at three [four] main kinds of social media opportunities:

· Knowledge management

· Storytelling

· Connecting
· [optional] Fundraising

….and we’ll be jumping in with ideas ourselves.
NOTE: This sample workshop script has a compressed timetable to allow for ALL FOUR sections above. We prefer to deliver workshops with only three so it isn’t as rushed.

We don’t want to put a lid on the creativity in the room, so we’ll see how the conversation unfolds before deciding how to handle the sifting process. If we have time we’ll do it here today, if not we’ve got a pretty straightforward way of doing that online that will use very little of your time.

But to begin we need to be clear about how social media and online conversation can be relevant to your work. 

	9:10
	Spectrogram: Where do you stand on technology?
Ask participants to stand in the room (left-right or front-back) relative to where they stand on each of the following:
The Internet brings out the worst in human nature. 

vs.
The Internet brings out the best in human nature.

The [client] web site is going to be MOST helpful in engaging people who can’t or won’t come to face-to-face events.

vs.
The [client] site is going to be MOST helpful in getting more people involved and attending our face-to-face events. 

I never touch a computer.

vs.
Some people can’t function before their first cup of coffee; I can’t function until I look at my Blackberry.

>> Give chocolates to people who say stuff

	9:25
	Discussion: What do YOU think you have to build on?

>> put up the question on the wall or slideshow

“What do you think is unique or effective about [client]’s work that you’d like to see translated or extended into how you work online?”

Record their assets/strengths as participants share them.
Group them into major strengths they have to build on.

	9:40


	Taking it online

Now you know what you have to build on. 

But what can the social web help you do with it? And what do we mean by “the social web”?

Well, the past 30 minutes have given you a taste of what the social web feels like.

The conversation that we just had is what’s possible using the tools we’re talking about today: creating a community in which people feel engaged, in which everybody’s knowledge gets surfaced, and people build relationships.

You’ve just experienced the three key dimensions of the social web:

1. user/participant-driven….content & knowledge come from users

2. conversation rather than message-push

3. users are driving, the organization is more like a “host”

And our conversation specifically mirrored the kind of approach we recommend to making social web projects work well:

1. inviting people in with a “low threshold” form of participation

2. once they are in, encouraging them to contribute more deeply

We want to put this revolution in a little context by sharing our favourite video with you:

The Machine is Us/ing Us (http://www.youtube.com/watch?v=6gmP4nk0EOE) 
NB: make sure speakers are plugged in first.

	9:55
	Context framing: What we’re aiming for

As we look at different ways you might use social media, we want to draw inspiration from your particular goals, audiences and strengths.

e.g.

· How can storytelling serve each of our key goals?

· How can storytelling reach or engage each of our audiences?

· How can storytelling build on our assets?
We’ll begin by making a list of the goals and audiences you think are important, and then we’ll go back to the list of goals & assets we identified earlier.

Key goals:  What are you trying to achieve in the next 2-5 years?
· Ask for suggestions from the group
· [goals identified during discovery process, e.g. awareness building, fundraising]
Audiences: Who do you need to reach or engage to achieve those goals?
· Ask for suggestions from the group
· [Make sure to include all of the various audiences identified during discovery process]
Strengths/assets : What are you great at, that you can build on?
· Bring attention to the flipchart from opening exercise

· Ask for additional suggestions

	11:00
	BREAK (15 mins)

	11:15
	Knowledge management

What is it?

Tools that help people share, exchange and build knowledge together. For example, wikis and social bookmarks.

What’s a wiki? 

SHOW >> Wikipedia page for a topic relevant to this client
A wiki is a collaboratively edited web page or site.  On a wiki page, anyone who visits the page (or some time, any registered user of the site) can add to or change its content.  One of the first and best-known wikis is Wikipedia, a collaboratively edited encyclopedia: it now has almost 5 million articles across its 229 different language editions, and tens of thousands of users edit articles on the site each month. [Source: Wikipedia article on Wikipedia]

A secondary characteristic of wikis is that they make it really easy to create hyperlinks – those (usually blue and underlined) words or phrases that let you jump from one web page to another. A lot of wiki software automatically creates a new web page (and hyperlinks to that page) anytime someone smooshes to words together LikeThis. (These kinds of links are called “CamelCase”, because the T in the middle looks like a camel hump.) If this page was a wiki, there would now be another page titled LikeThis, and if you clicked LikeThis, you’d be taken to that new page.  Unfortunately, nobody has yet figured out how to create hyperlinks on paper, so for now you just have to keep reading this in a linear way. (See why people often prefer to read stuff online?)

What is social bookmarking? 

SHOW >> delicious/[keywords+relevant+to+client]
compare with IE/Firefox/Safari bookmarks:

· solves the problem of multi computers

· solves the problem of having to choose 1 folder

· lets you discover new resources and colleagues
What is reviewing and rating?

SHOW >> Example of a social web site where people review and rate items (e.g. Yelp, Kaboom)
Allows people to share their expertise, experience and opinions.



	11:30
	Why do online knowledge management?

Support the knowledge-intensive parts of your mission while offering tangible value to users.

Organizations have used knowledge management to:

· Organize community knowledge [Library success]

· Keep minutes of meetings and plan events [Northern Voice]

· Share volunteer responsibilities  [Katrina]

· Write a report (Google Docs)
· Share information [nptech tag]

What makes for effective knowledge management

· Doesn’t have to be a conversation

· Either closed (limited to small group of trusted collaborators) or VERY big (self-correcting)

· Someone takes the lead and writes a first draft or establishes the tags

Knowledge management: how can it work for you?

· Looking at your goals, audiences and assets, do you have any thoughts on how wikis can help your office or the party make the most of that opportunity?

· Any last inspirations? We can come back again later.



	12:00
	LUNCH

	1:00
	Storytelling – expressing and engaging

1. What does storytelling look like online?

Probe for

· Blogging: stories from you or your audience, posted as text in reverse chronological order. Usually an informal voice. Timely. 

· Podcasting: a series of digitized audio recordings (“episodes” or “shows”) distributed online using a newsfeed. The audio equivalent of a blog. (Videocasting has video recordings)

· Video sharing: an online service that hosts and displays video files submitted by users, allows searching, and offers embedded players on third-party web sites. Often has social networking features, tagging and newsfeeds.

· Photo sharing: an online service that hosts and displays digital/digitized photos. Usually has social networking features, tagging and newsfeeds.

2. Why use it:

Online storytelling is an inexpensive way to directly communicate with a large number of people – and potentially, help them communicate with you and with one another.

· Extend the reach of a speech, panel or conference

· Enrich your message and make your story compelling

· Provide ways for supporters to contribute

· Bring new voices to an audience

· Deliver news

· Educate

· Advocate



	1:10
	3. Who is using it:

Organizations have used online storytelling to:

· Publish alternative perspectives on public events  (treehugger)

· Create conversations with members and the public (Share your story)

· Offer a personal voice or inside view of an organization (EDF)

· Build simple, low cost web sites - http://www.nominationwatch.org/
· Help organizations collaborate and build a common network (step it up)

· Raise issue awareness: American Foundation for the Blind’s CAPTCHA campaign on YouTube targeting Facebook, MySpace and Friendster (www.youtube.com/watch?v=4jrgMlufa7w) . results: Facebook launched a confirm-by-email alternative; Google launched an audio CAPTCHA

· Show grassroots support on an issue: Oxfam Starbucks Photo Petition using Flickr (www.oxfamamerica.org/starbucks)

· Share news with members and the general public (healthy practices)

· Motivate voters with cautionary (personalized!) tales (CNNBC video)

Innovative possibilities are popping up all the time:

· Bitstrips.com

4. What makes a great strategy:

· Speak with or invite authenticity, distinctive voice, interaction and passion.

· Learn the technical basics – from photo composition to how not to pop your P’s – but don’t think you need to be an expert

· Keep the bar low at first as you build your tech chops 

· Use each medium’s strengths

· Natural, spontaneous and authentic trumps staged and stilted

· Find ways to engage your listeners/viewers, and encourage them to spread the word – or better yet, be part of it

Think about where the audience is – podcasting and videocasting are still relatively small (but growing very quickly), while video and photo sharing are huge 

	1:30
	Storytelling: how can it work for you?

· Looking at your goals, audiences and assets, do you have any thoughts on how blogging can help your office or the party make the most of that opportunity?

· Any last inspirations? We can come back again later.

	2:00
	Fundraising and revenue

What it is:

Tools that allow individuals to raise money online on behalf of an organization or cause

A variety of other revenue sources, such as:

· intellectual property

· advertising

· product sales

Individual fundraising tools

· most famous early example: Howard Dean campaign

· linked to web sites (e.g. ChipIn)

· now in social networks (e.g. Facebook Causes)

Other revenue sources

· intellectual property: sell content, software and data, e.g. premium articles, site data (BE VERY CAREFUL)

· advertising: tradeoff between revenue and intrusiveness/distraction/tone of ads

· product sales: from wristbands to T-shirts to more – but you have to fulfill purchases (or find someone to do it)



	
	2. Examples:

Individual fundraising tools

DonorsChoose.org

GiveMeaning

Amado

FirstGiving

Other revenue sources
(IP) GetActive

Google AdSense

(product sales) Tilonia.com

(product sales) Zazzle.com

3. Why use it:

· revenue generated can be substantial

· gives supporters an active outlet for engagement

· networked fundraising can draw in new supporters

4. What makes a great strategy:

· low threshold to participation, donation

· high sense of security, trust around cash transaction

· compelling cause/story, easily told and repeated

· strong value proposition (other revenue sources)



	2:20
	Fundraising and revenue: how can it work for you?

· Looking at your audience and considering their relationship to you and to your mission, do you have any thoughts on how they could help you raise funds online?

· Now let’s think about other ways of generating revenue. What opportunities do we have?

· Any last inspirations? We can come back again later.

	3:00
	BREAK (15 min)

	3:15
	Connecting

What it is:

Social networking tools that help people connect online

Calendaring and meetup tools that help people connect offline

Social networks

· sites that help you connect with people with you have common interests

· typically enabling you to talk, work or share info with people

· typically include group functions

· many other sites (eg Delicious.com, Flickr) include social networking components

Calendar tools

· Help people coordinate schedules

· Notify people about events

Meetup tools

· Help people self-organize events with likeminded people



	
	2. Examples:

Social networks:

· LinkedIn (2010 Professionals)

· MySpace: Planned Parenthood

· Turn It Off! BC on Facebook

· ChangeEverything

Calendars:

Eventful

Meetups:

Outdoor recreation meetup

Why use it:

· Connect with your supporters

· Help your supporters connect with one another

· Help your supporters collaborate in support of your mission

· Deepen your relationship with supporters

· Find new supporters

· Find resources (LinkedIn)

What makes a great strategy:

· figuring out where your people live: LinkedIn, Friendster, Facebook, MySpace

· using an EXISTING network rather than starting a new one – a new one is only VERY rarely a good idea

· getting to know the social network you’re planning to use BEFORE plunging in

· reading up on best practices for that social network

· assigning a staff member to manage your network and keep it alive

	3:30
	Connecting: how can it work for you?

· Looking at your goals, audiences and assets,   do you have any thoughts on how social networking can help your office or the party make the most of that opportunity?

· Any last inspirations? We can come back again later.

	4:00
	Voting

Give everyone 6 dots. 3 red, 3 blue.
· Choose your 3 RED dots based on what you think will have the biggest impact on:

· Achieving your key goals

· Reaching your audiences

· Building on your strengths

· Choose your 3 BLUE dots based on the three ideas that you’d most like to use regularly yourself.

Meanwhile, we need to drawe a matrix chart with  high-low value axis and high-low difficulty axis.

	4:15
	Mapping ideas on matrix
Look at the flipcharts on the wall and pull out the ideas that have gotten a critical mass of dots.  As you note the first idea that got a lot of dots, ask the room where you should write it on the matrix. Allow some discussion but limit it for time reasons. Write each popular idea on the matrix until they’ve all been placed in the appropriate place on the matrix.

NOTE: If any idea got lots of red dots (seen as important) but few/no blue dots (i.e. nobody actually wants to work on it) note that on the matrix.
Discussion of matrix opportunities

Focus on high-value, low-difficulty (if have time, move onto high-value, high-difficulty quadrant): (20-30m):

· Do you feel like the high-value, low-difficulty quadrant captures what you think [client] should be pursuing?

· Are there items in the other quadrants that you feel [client] should be moving on?

· What resources are needed to realize the online opportunities you've identified? 

· Who would need to participate?

· What decision-makers have to buy in?

	4:45
	Wrap-up 

· we're going to need some time to digest your feedback

· we're going to develop a short list of possible next steps

· we'll probably need to contact some of you individually with clarifying questions

· we'd also appreciate hearing from you with further feedback or suggestions of other people whose input will be crucial in moving these ideas forward

· thanks to organizers

· any last questions?



Please share your comments and improvements on this document via Twitter (hashtag #opensosi)
 or on http://www.socialsignal.com/opensosi
This work is licensed under a Creative Commons Attribution-Noncommercial-Share Alike 2.5 Canada License. Info: http://creativecommons.org/licenses/by-nc-sa/2.5/ca/
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