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TIM FUCHS: Good afternoon and welcome to Part 2 of CIL-NET's Using Social Media. I'm Tim Fuchs. Today's teleconference and webinar is presented by the CIL-NET, operated by ILRU, National Council on Independent Living. Today's call is being recorded an archived copy will be available within 48 hours. We will break a few times for questions, just like last time. If you have connected by the telephone you press 01 to ask a question. You can ask questions by using the text box on the screen. If you are connected by CART you can use the talk back feature. If you are on either of the computer-based platforms we will voice your questions to the presenters for you. And if you are on the teleconference you can ask them yourself. We will do our best to get to all questions during the call. If time is an issue we will forward them to the presenters and they will respond after the call. Thanks for your understanding.

Again, you will see if you are participating by the webinar the PowerPoint presentation displays on your screen and the slides will advance. If you are participating on the teleconference you want to make sure to have the PowerPoint open or printed out in front of you. If you have not opened the PowerPoint or printed out you will want to print it out. The URL is at www.NCIL.org/training/social media 2010 materials. You want to make sure that the PowerPoint is open.

I want to welcome our presenters back. I am glad that we have Michele Martin and Carol Voss with us today. Today Carol will be detailing her experience and the center's experience implementing some of these tools and strategies. I will now turn it over to Carol to begin. Carol will be our lead presenter for today. Michele has a lot of knowledge on the topic, she may jump in. Thanks to both of you, let's get started, Carol.

CAROL VOSS: Great. Thank you so much. Welcome, everybody. This is Carol Voss. We serve the metro Milwaukee area. As we get started I wanted to outline the objectives on slide 3. Or is it number 2? I'm waiting for the advance, there we go, number 2. What we want to do today is we first want to learn basic social media how to. Second, you will learn how social media involvement can assist centers to advocate and create changes. I think this is really key with respect to social media usage and the power of advocacy that now moves on to the internet and different social media platforms. It's a really exciting time to build community online. Third, I will be speaking from a personal story reference, independence first, and how we've implemented social media and the trials and tribulations along the way. Our story may be similar to your stories as you get started.

Slide 3. Here's a little bit background about me. I am in a luxury position I realize. I know that not all centers have this luxury. However that is not to say that you can't implement social media and do it very successfully on your own without somebody like me. I'm hoping you can take pieces and make it work for you. I'm a news junkie. I'm trying to stay on top of things in our area and statewide and nationally. I tend to be a resource to staff. Also I do a lot of media relations with reporters. I am a listener online. I want to see what others are doing and try to implement it. I'm a persuasive talker. I'm a networker. I'm a connector and a trainer and a horn tooter. Tooting the horn for Independence First is really a pleasure. I say that with a word of caution, social media is not about tooting your own horn all of the time. It's about a sharing of experience and dialogue. While you can toot the horn of your organization, you also have to toot others' horns. If you want to ask any questions after this webinar I welcome any emails at my email address. I encourage you to check out my online business card, it identifies the social media networks that we're on as part of the business card. If you explore that for yourself, it's a free service. I encourage you to check that out, also. I also put our social media contacts, as well as my online business card on the bottom of my emails in my signature line. I would also encourage you to think about doing that if you start to get involved with social media.

Slide 4. We ask the question, why bother with social media? There are a lot of good reasons to bother. This morning I just read a report from the "Wall Street Journal." They found that a third of adults that are internet users post to Facebook and Twitter at least once a week. That's a significant portion of the internet users that are posting to those two sites. 70% of the social media users identified are over the age of 30. We're not just talking about really young users. 70% of the people that were surveyed also are spectators, they do a lot of reading through social media channels and blog posts and Twitter and Facebook. They found that only 17% of internet users used no social media. So this is a big and growing population of folks with and without disabilities that are using social media channels. I think it's just a sign of things to come. Why would you bother with social media? Basically I see social media as advocacy in a different form. Social media can really build awareness. Which actually has a lot of effects. If you have more awareness for your organization you have better credibility in terms of community leaders when they're making decisions. In terms of the media with respect to your expertise with disability and access issues. You have the ability to do better cost mother service for your consumers -- customer service for your consumers. And promoting social change, because you are taking the things that you are already doing through email, phone calling, and through your website and using other channels to really reiterate that. I will tell you other things that you can do later on in the presentation. Certainly, you will also experience more volunteer interest at your organization with awareness, and then ultimately more fund raising. If people think of you as a reliable organization with -- creditable organization with value they're more likely to give you their time, their money, and certainly have a stronger loyalty to your organization. Another reason to think about using social media is that you can be part of the conversation that we expect is already happening, with or without you. You would rather be part of that conversation than having people talk about your organization and you not being able to respond. I will tell you a specific example about Independence First later, that will Harkin back to this point. It really helps to engage with the people that you are already working with. It actually helps you to expand your network of consumers, of donors, volunteers, the community at large, and also reporters. There are a lot of reporters that are on social media channels. That's their preferred way of communicating in a lot of cases. If you are somebody that is interested in getting more exposure through the newspaper, or television or radio for your organization it's a really big tool right now that you can use to try to gain that attention. It will also help you build a network for change. You have your contacts now, I'm sure that the independent living movement is always wanting to get more on board. We want to promote inclusion and access. You have a limited network that's always trying to be expanded. This is just another way to expand that network and identify people who are interested in getting on board with your advocacy initiatives. Certainly, there's no financial cost like advertising. But the true cost of this is your time. Really time is money, as they say. It's better than not being there at all if you can spend some time doing this. I guess some of the things I wanted to reiterate, that the more time you put in to it the more you will get out of it. I firmly believe if you put a little bit of time into it you get more benefit than the time you put in. We have certainly experienced that. I will tell you more about that later.

Slide 5. There are social media pitfalls. I'm sure there are people on the line right now trying to decide if the pitfalls are too scary or not. We need to talk about these so you can have your fears dispelled and you can understand why you would do this. You have to accept that you don't have 100% control of the message on social media. When you pay for an ad you submit what you want it to say, what you want it to look like and all of that. But when you get on social media it's truly a relationship and a conversation. The only part of the conversation that you can control is the part that you contribute. There will be people that may have a complaint, there's always that chance. But there are many, many more people that will be complementary, that will be helpful, will be friendly and will generate a lot better word of mouth for you for participating. I firmly believe there. There may not be all good interactions involved with social media. The truth then in social media is how do you respond to those? If you are there you can respond to them, rather than having someone kind of going on and on about your organization and not being in that space. It's important to be aware and monitor what people are saying about your organization. If they're not talking now they will soon be talking about your organization. Because those numbers of people who are participating in social media are going up and up and up. Another pitfall is it can be time-consuming. You can put, you know there are people that have full-time jobs who only do monitoring for large corporations. There are others that only do posting. You know, I'm certainly not suggesting that you need a dedicated staff member that does this full-time. If you give it time you will reap the benefits, I believe this very strongly. I think Michele has that same opinion. You can be RT’d, which means re-Tweeted. If you are on Twitter this is an example of how a message can go far beyond your own current network. If you offer useful information that someone else that is watching your feed thinks is useful, they will reTweet it. All of their followers, which are probably not all of your followers, will see what you said. If they see something in there they like it will be re-Tweeted. It gets to be this ripple effect of awareness that can be generated in a matter of minutes. Some of the largest news stories -- I see it on Twitter before I see it on the news or information. People are posting all over the world on Twitter, there right there, you get it first. I saw Michael Jackson passed away on Twitter, I saw the Haiti situation unfolding on Twitter. It's just a wealth of news information there. Getting back to the pitfalls, at this point social media is not overtly measurable. There are some things that you can see your influence of. The number of followers you have on Twitter, the number of fans you have on Facebook, the number of subscribers to your feed on your blog. There are things that you can see. But certainly people who are in marketing in corporations are working to identify what the real benefit and return on investment is for social media platforms. I'm sure as time goes on it will be unfolding and more and more tools will be available to measure. At this point you will see a lot of response once you get into doing this for a while. Another pitfall is that you need to respond on a timely basis. These are real-time platforms. What I mean by that is think of yourself when you make a call to complain about something. You want to have service immediately don't you? The quicker a company responds to your call the more impressed you are by that. That's a negative example. But what I can tell you is that evenly in positive examples, if someone is asking you a question, if somebody is trying to re-Tweet you or build a relationship on Facebook or Twitter the sooner you respond to that the more impressed they will be with your organization. So there is a timeliness factor to social media. There are some tools that actually will help you with that, including email notices and things when people make postings. It's not something that you have to be sitting there watching all of the time. But it's something to be aware of; someone should monitor that so you can be responsive. Another pitfall is that you do have to do staff education; you may have to be working closely with the IT director or upper management to understand the benefits of social media. Because a lot of times the first knee-jerk reaction will be its play time, it's a waste of time, it's taking away from other tasks. What I say to that is if you have a reason for being there it's not play time, it's worth while. Some large companies encourage all of their staff to have a Linked In profile because then they're expected throughout the whole corporation to be telling the story of the organization that they work for as a regular course of action. I don't expect IL centers to do this. But it's something to think about. There is a little bit of an argument there. There are firewalls that people put up to prohibit Facebook and other social media channels. That's something you will need to talk about and see what makes sense for your organization. As I alluded to, planning is required. This is not just a, you know, haphazard participation. It never ends; it will continue and continue and continue. New platforms will evolve. It's something that is evolving just like the internet, websites and any other technology. It's growing and growing. More and more people are participating. It's a good idea to know what is happening out there.

Slide 6. Now you have to decide, you will continue to be asking this question I'm sure, do you want to work with social media or not? If you decide no, there's not enough time or staff. You would still need a policy, I think. The reason is because so many people are using social media on their own as a personal use. They may have a Facebook profile or MySpace profile. You need to have a company expectation.

MICHELE MARTIN: Carol, this is Michele. Can I jump in?

CAROL VOSS: Absolutely.

MICHELE MARTIN: I wanted to let people know that on the wiki, where we post add lot of information, we do have links to a lot of different examples for social media guidelines on policies. I know that was a question from last week. If people are looking for sample policies, there are links to those sample policies. So -- I agree with you, you need to have a policy whether you are actively using social media or not.

TIM FUCHS: Thank you for that. If the answer is yes, here's how you will get started after this question break. We will take a brief break for questions at this point. It's question break time. We will do our best to answer any questions.

OPERATOR: Thank you. If you do have a question you press 01 on your telephone key pad. Again to enter into the queue you can press 01 on your telephone key pad. There seem to be no audio questions at this time. Mr. Tim Fuchs, do you have any web questions?

TIM FUCHS: We do. Bill is wondering how you organize your social media structure in terms of staffing.

Marj Elhardt says: To ask a question, type into the Speak into the Event" box below.

Sure. I'm the primary social media person. I do have other staff that are cross-trained. I'm not on all of the time clearly. I have two others that know how to post. Certainly -- I should tell you this, because we have a Facebook Fanpage any employee that becomes a fan of the organization's Fanpage is automatically added as an administrator for the Facebook Fanpage site. That's something we're doing because we want staff to feel comfortable to post to page. Everyone that posts on it, if it's somebody that is out of the norm would identify their name after the post. But it's not linked to their profile. If that makes sense. Or their initials after the post. Facebook is any staff that is a fan of our page is automatically added as an admin unless they don't want to be, we ask them. We encourage our staff to have a Linked In profile. Which is aggregated into the company profile. Most staff don't do much with their profiles other than put it up there. Twitter is more specialized. We have three Twitter posters, but I am the primary poster.

TIM FUCHS: Second question from Kim. She's looking for tips on where to start with social media. Facebook? Twitter?

CAROL VOSS: I think when I tell the story of how we got involved you will figure out reasons why we did certain things. What we said last time was really do a little bit of research, if you have a lot of youth programs you may want to consider MySpace. There are a lot of youth users in MySpace. Just looking at the demographics and why you want to use social media and seeing what matches with your plan best. There's plenty of information on Google. Just say Facebook user demographics. You will come up with resources. You can learn from what I will say in a little bit, too.

TIM FUCHS: All right. Thanks. Let me go back to the phone to see about questions.

OPERATOR: I do not have any questions in the queue. If you do have a question to ask you can press 01 on your telephone key pad. I do have a question for you from June, go ahead.

TELECONFERENCE AUDIENCE: Hi, Carol. I wondered could you be more specific about how reporters have found you in your social networking?

CAROL VOSS: Absolutely. What I will tell you is that most of my success has been through Link In and Twitter postings with media reporter resources. However, what is really interesting is if I have made a connection on Twitter with a reporter a lot of them will friend request me on Facebook and become our fans on our fan page. It was a snowball affect. The reason I like Twitter is so much is there's very few nonprofits that are using Twitter really affectively and really building a relationship and having a personality. There are a lot of posts that are really broadcast messages about an event or marketing initiative, things that are another marketing tool. Where Twitter's etiquette is more about resource building, relationship conversations with people, commentaries, and basically if you begin to follow people on Twitter they will follow you back. Reporters will take a note of who is on their follower's list and follow you as a result. If they like what they see that will spur on conversations. It's hard to even describe this to people. But you have 140 character limit on Twitter. That's a really short period of characters that you have to make a media pitch. I have gotten way more success on Twitter than emails or any press release. We're in an urban setting. Press releases don't work well. Individual relationships with reporters from an email standpoint are important for us but from a Twitter standpoint we're really standing out in our area as folks who get social media and are contributing to the greater good in the community.

OPERATOR: That is the only audio question I have.

TIM FUCHS: Okay. Let's try to fit one more in. Our next question comes from someone. They make a comment -- many of our consumers are low income. Do you see these individuals use social media or not? How critical is having high speed internet in the home?

CAROL VOSS: We covered this last time a bit. At least in our IL center we have a computer recycling program and training classes. Our recycling program is based on financial need. People have to fill out an application. They have to say that they otherwise couldn't afford a computer. We've received grant funding for high speed internet for a year for the individuals that receive a computer. We're trying to help people with disabilities develop basic user skills and have access. That's one of our advocacy issues, to make internet more available to people with disabilities. That's really how we're handling it here. I would encourage other IL centers to look into considering that for their on centers. I would be willing to share any information that we have about that program, if you are interested in looking at that. It's also a very green initiative. There's some initially funding that could be eligible from a green initiative funding source. It expands your funding opportunities. I don't know, Michele, do you have anything to say about the high speed versus dial up?

MICHELE MARTIN: I do think for social media, depending on the platform that you are using, high speed is probably easer. You will have such slow download speeds if you use dial up, that can be a challenge. Some are accessible through cell phones. You can Twitter and receive Tweets through a cell phone. Same thing with Facebook and that kind of thing. For people that have cell phones that's another way to access it, and get that kind of information. I did also want to say that I think it's important particularly for consumers to be able to access the social media for the community building aspect. I was doing research for another project that I'm doing in New Jersey. One of the things we got from consumers was this is a great way for them to connect to others like them. From around the world, you know. They had this feeling of community and being able to get help from other people. So I don't want to lose sight of that piece of it.

I also want to double back on your comment, because there's so many people that have iphones, Blackberries, these new Droids, Smartphones. When we get back to the pitfalls and things like that -- people are still doing their social media even if your network is shutoff to them at work.

AUDIENCE: Right. A lot of the staff already have it on their phones and will do it any ways.

CAROL VOSS: That's a management issue. If people are playing around in a way that you don't want them, that's a management issue. I can shut off social media, people will just go talk in the lunchroom.

AUDIENCE: Right.
CAROL VOSS: Always you can monitor it. You can watch and see what times people post. I don't want people to get hung up on that.

AUDIENCE: Right.

TIM FUCHS: All right. Thanks. I want to make clear we have a couple more questions. But let's go ahead for now.

CAROL VOSS: Okay, great. Slide 8.Why do we want to participate? We have to prepare before we engage in any social media. I would really encourage you to think ahead as to why you want to do this. Take a realistic inventory of what you have to offer in terms of your expertise, in terms as a resource to the community and the business. However you will look at yourselves, basically judge what you have to offer to the community that would be viewing your social media platforms. And come up with a rationale as to why you want to use the social media. That should lead you in a certain direction with respect to whatever platform you will choose to engage with. Set goals for social media involvement. For example, for us we really want our community to see us as the resource in our community on disability and access. Point blank. We want to be top of mind in our area, in the Milwaukee area, the first place people think of when they think of disability and access is Independence First. We want to share resources in our community and show that we're a leader. We want to comment and use it as an advocacy platform so when decisions are being made, when a newspaper article comes out on a particular -- for example, some resistance on an affordable housing project and there's a lot of not in my back yard talk going on we will comment. We will say, hmm, people with disabilities need more affordable accessible housing, why is this a problem? It puts questions out there. We use it also to a smaller extent on an update basis, community activities, how people can get involved, if there's a rally or something that we're doing in our area, telling people the specifics about the event, why we're doing it, really broadening our base with respect to volunteers. We really are not doing a lot with asking for money on social media channels at this point. We're still building relationships. We feel strongly as people grow in seeing us as "the" primary resource in the Milwaukee area, they have stepped up and on their own, offered things. Offered their computers and offered to help us with a particular project. It's been wonderful to be sought out. You also have to decide then, we're going to Bill's question, who will build content? Is it one person? You need to have a backup person for that person, that person will go on vacation. You don't want to let the social media drop at any point. You have to decide if you can divvy up responsibilities. For example, we're starting a blog, we're dividing up responsibilities because advocates that have expertise in different issues. Our transportation advocate will have one week where they blog at least once. Our housing advocate will have another week. Our ADA person will have a week. It doesn't fall to one person, so that it becomes so time-consuming. You have to decide what you can do. I know, I saw Keith H from Louisville on, he's an associate director down there. He does their social media. Consume social media, listen and learn the etiquette. Play around with it on your own. In order to participate you have to see what is the appropriate way to participate with social media. I would encourage you to watch our feed, follow us on Twitter if you go on Twitter, look at your Facebook stuff. Look at other, even national organizations, just to see how others are doing it. In order to listen in you probably have to have some profile even though you may not use it actively. In order to prepare to engage in social media you might want to look at the wiki site that we have provided for in session. You also want to start listening to what people are saying about your organization already, even if you are not there. I will give you a specific story later. You can also use things like Google News Reader, it crawls the internet on certain terms, if you want to monitor when your organization's name comes up on the internet then I get an email when our organization comes up on the internet. Sometimes I catch articles that I didn't know even existed. I can see what people are saying about us am.

Slide 9. Once you have prepared, you know why you want to do it, you know how to do it from watching others, you have to get involved and cultivate the conversation. Social media is social. It means there are relationships. There's give and take. And the more love you give, the more love you will get. What I mean by that is that it may not always be about you and your organization. You may want to post news articles that might relate to something that you are doing, you may want to comment that you are doing something like it. You want to give some additional props or credit to others, that's how you make friends. When you get started, not only do you want to do that, but you want to introduce yourself when you are deciding that you will pull the trigger. You will say, you know, for example, if you were on Twitter you would say I'm so and so from this IL center and I'm new on Twitter, I'm looking for any tips. See if anybody will respond. It's astonishing how many will find you and start to follow you. Even though you are posting out in the wilderness and you don't have a lot of followers, all of the things that you are writing about are searchable. When people search or "disability" they may trip on to your page. They start to follow you, or fan you. You would put your link on your website; put it on your home page. It doesn't hurt to put it in your email signatures. The more people that know about it the better. You can post on one social media platform that you are on another platform also. Sometimes that works to get people to follow you. It's a correspondence. If somebody says something that is -- you know, near and dear to the IL philosophy comment on it. Whether it's a blog post or a fan page or whatever. That's how people find each other. The conversation begins and it continues and continues. That's why you need to be responsive. It's not just for your relationship with consumers because some consumers may be there. It was interesting, today I had a post on our Facebook Fanpage from someone in Connecticut. Somebody found us, they fanned us. They said they're a person with a disability living in Connecticut. I want to find people in my area. I found where the Connecticut IL centers are and I responded back in a post to her that said Peer Support is a core service. I encourage you to check out this link. I think it's important to help people no matter if they're in your service area or not. People will follow you and fan you and it becomes broader than your service area. Don't get hung up on the service area. You reap the benefits of not only become well known in your area, but well beyond that. You realize how big the community is, and you can help each other. Offer your expertise and help. When you do your inventory about what your value is to the world, basically, offer to help, offer resources, post links, post news articles, post a connection to your blog, post a connection to your website in a particular area, post "do you know" 2010 is the 20th anniversary of the ADA. Be a little creative and start posting about connecting who you are and what you do to the greater issues. I think it will serve you very well. That leads to the last point on that slide, provide unique and shared content. You want to provide your own content so that it can be shared throughout the internet. And you have a perceived value through social media that you exist. And you share other peoples' content if it's something that your IL center agrees with. Give love, and you will get love back with respect to social media.

Slide 10. Once you get the planning done, and you start to cultivate the conversation then what happens? Well, it just keeps on going. It's an ongoing process. Deadlines. You have to jump, especially if you have a relationship with a reporter and they ask you a question through your social media channel, which sometimes happens. A lot of these reporters are on social media way more than their email accounts. They expect to get an immediate response. It's something that you have to work on to try to be present to them. The more present you are, the more impressive you will be to them. If you talk to them, they will talk to you. Set goals for yourself. If you want to do, you know, a number of followers on Twitter, a certain number of fans on Facebook, a certain number of members on Linked In, set goals for yourself. But you can also set pacing goals. You may say I want to post one time a day at minimum. I want to Tweet three times a day. Set those goals and see if you can schedule them into your busy life to accomplish them. Once your profiles are set up the posting and sharing is very, very easy and quick. The monitoring and the posting and things like that -- our executive director sends out emails we get through our DBTAC for our region. They're always postings judgments from the DOJ, new policy issues in DC. When he gets that information and sends it out to the agency those are the things that I will post on our Twitter. I will log in and say did you know that the DOJ just had this judgment on blah blah blah and add the link. Those things feed into the social media and it grows your influence. You do have to do training for the staff that will be needing to do posting for social media. And the policy will assist with that. It is a lot of live and learn in social media, especially when you are just getting started. You can try things. People are not going to judge you on how you use things. As you use it you get better and better. As long as you're being thoughtful in your approach -- it's almost like you learn as you go, as long as you have a plan. Also, don't be afraid to share content that you see. There's value in sharing all of that information and building community around the disability rights movement and the independent living movement. If something is going on in another part of your state don't hesitate to share that in your area. You never know if somebody has an interest. You can influence a lot of folks by being generous.

Slide 11. This is a big old title. What I really wanted to express in this is that social media can act as an amplifier to what you are already doing; it can really enhance what your processes are already. If you are posting an event or some fundraiser you can post it in four different places. Your website, email channel, and two social media channels. The more places that people have to stumble on it, the better off you will be as an organization, you will get greater participation. You just don't know where all of those people are getting their information from. Basically, it just amplifies what you are doing. It doesn't add that much time on to what your current processes are. All of these things can really work together for maximum effectiveness. I know there are organizations that have multiple accounts sometimes, especially on Twitter. One account will post it, the other account will re-Tweet it. There's a little bit of that goes on too. It can elevate social issues and advocacy issues because of the share ability factor. I also wanted to really let people know there's an impression. If you post it in one place, marketing theory says five to seven impressions is what it takes to have somebody integrate something into their consciousness. Because of these ads that are going on in print, online, television, radio, whatever. It takes people five to seven impressions to make an impact in their thinking. Social media channels work together with the other places to get the word out about your organization. But also that ripple effect. Don't underestimate that in social media. If something happens, if you post something, somebody likes it; somebody shares it with the people that follow them. I know I did a study, I wish I wrote the numbers down. There's some foundations, if a foundation likes what they see they're more likely to fund you. I would say that is true. The Christopher Reeve Foundation is on Twitter. We posted something and it got re-Tweeted four times. We did the math. If we have X followers, they have X number. You can check and see how many followers they have. It actually multiplied our own followers by five times what we had. Those were unique people that didn't know anything about us that were talking about us. That was a real significant number. That's the kind of stuff that my executive director loves to hear. We do get funding from the Reeve Foundation, that helps us to maintain that relationship.

Okay. I think we're ready for another Q & A break, slide 12.

OPERATOR: If anyone has a question to ask at this time please press 01 on your telephone key pad.I have no audio questions for you at this time. Mr. Tim Fuchs, do you have any questions via the web?

TIM FUCHS: I sure do. Thanks. Bill asks, if we have any tips -- excuse me, if we have any tips about designing or framing our content value, and as a second part of the question, how do you keep from straying from your content scope?

CAROL VOSS: Depending on what platform you are on there's different rules for different platforms. What I mean by that is that something may work very well on Facebook. But it may not work well on Twitter. There's ways you can connect the two. If you do, I would suggest connecting Facebook posts to Twitter. When I post something on your Facebook fan page it will automatically post to our Twitter account. Twitter uses is lot of abbreviations, it's much more personal and personality-based. It just wouldn't have the same impact as on Facebook. Facebook users are not always Twitter users. With respect to content that we share, I use Facebook more for updates on organizational events, I always have a call to action, and how people can get involved. I almost always have a link to more information for them. So that the posts can be short and sweet, but people can link to find out more information, which may link back to our website. When it comes to Twitter that is a more murky area. The reason is because people follow people on Twitter because they like their personality. When I do a Twitter post with personality I will put down that it's Carol Voss that says something, unless it's something that I feel comfortable that the organization would feel would be okay. While we do post about our own organization's stuff, probably 75% of the other Twitter posts that I do are resource oriented. Let's say Marley Matlin has a Twitter post, I follow her. I will say it's great to hear that you are interested in whatever. She may or may not respond back. If she responds back that's huge. She has thousands of followers. Then those followers will draw to our account to see who she is talking to. I would not advise trying to -- don't start replying to Oprah in the hopes that she will reply back. I don't know how else to describe what we do, other than encourage you to listen and watch and see what the etiquette is for different posting and social media. I don't know if you have anything else to offer, Michele --

MICHELE MARTIN: Hello?

Okay. No, I think you covered that really well. You have to get comfortable with the different media and see what the culture is. It's like learning a language really.

CAROL VOSS: I did notice that Michele posted the foundations that Tweet, that's a great resource. There's a lot of foundations that are on Twitter, which is a donor issue for you potentially.

TIM FUCHS: All right. Thanks. Let's see. The next question is also from Bill. The best way to monitor hits with each of the social media tools that we've talked about.

CAROL VOSS: Which one is a bit easier to answer, thanks, Bill. It tells you. The platforms will tell you how many fans, views. I think that is the best way to look and see. You can also see when you check your analytics for your website, if you want to see where people are coming from you will see the information about where folks have come from. If it comes through Twitter it will show that in your analytics on your website. That's a little deeper. In terms of fans, followers, and that impact that's right there for you on the platform. You will able to see that. You can actually -- Facebook, Linked In, and Twitter you can see what other's fan numbers and followers are, too. Which is also helpful when you look at the impact of what you are doing and whether they are engaging with you.

TIM FUCHS: Great. Steve wants to know if you monitor these things only during business hours.

CAROL VOSS: How big of a sucker is Carol Voss? That's the question. Okay, I'll be honest. Because I'm the primary social media person when I go in to check my personal page I will glance at the Independence First fan page. The reason why is because it doesn't take more than a minute to do that. When it comes to Twitter, I may or may not check that feed. It really just is a, like, a minute to take a look and log back out. I don't expect people to be on these platforms at 2:00 a.m. or 3:00 a.m. unless they're insomniacs and they're really, really into it. The quicker the better, but certainly during business hours when it's a business account is understandable response time. You know, you can do what you want with it, with the access and all of the people that you have. That's up to you.

I would say you can set most of the platforms up so you get email alerts. With Twitter you can get an alert every time someone signs up to follow you. If you are checking your email you will see that information.

You can also set your Smartphones that way. You could really be notified if you had a smart phone and you had to a Facebook or Twitter account you could set it up to ping you when there's a comment made about you, or directly to you.

TIM FUCHS: Okay. Great. All right. One last question from the web. Kim wants to know if you recommend making separate platforms for donors versus consumers.

CAROL VOSS: We don't currently do that. The reason why is we're pretty broad right now. I will tell you in this next segment how we're using Facebook. I don't know, it's not made sense to me to do that at this point. -- with the way that we're using it, Michele?

MICHELE MARTIN: I agree with that. I think that -- it depends on the platform. If you are using a blog your blog audience you want to gear it towards donors. In that case you might want to have a blog for donors and one for consumers. That makes sense in that case. I don't know it makes sense to have different Facebook fan pages unless you will start delving into you want to use Facebook as a community building for consumers. Overall I tend to agree.

TIM FUCHS: Thanks. That's it for the questions on the web. Let's check in with Julie.

OPERATOR: I don't currently have any questions. I would like to go over the instructions. If you have a question you can press 01 on your telephone key pad to enter into the question queue. I have no audio questions.

CAROL VOSS: All right. We will move right along to slide 13. And get into the story of how we got started. Hopefully this will help you to understand our evolution and maybe get some nuggets. How did it get started? It all started with Linked In. I do a lot of community networking for the organization with different groups; I network with community leaders, other leadership networking groups. I got turned on to Linked In by somebody in a community leadership role. They said I should have a profile. I started there. I looked into it. It's a professional social media platform. It is your professional -- it's almost like a professional resume that gets posted. What your expertise is, your work experiences, however much you want to put out there in terms of your professional, personal stuff. My understanding is now, Michele, you might want to chime in. A lot of HR directors are making sure that some people in certain positions have a presence on the internet. They will search your name when they're looking at hiring you. They will see what is out there about you. And in a professional position it's not a bad idea to have a Linked In profile. I found out there's such a thing as a company profile. I decided that we should have a profile for our company. After I finished my personal profile I put in Independence First. As time went on more and more people from Independence First started having Linked In profiles. I saw over 20 staff members that have profiles now with Linked In. They get aggregated when you have a company profile. It gives us a presence as a company. There's a lot that you do with your company profile once it's there. This is the least interactive social media place to start. It doesn't hurt to start there. When it starts to get interactive is when you start to connect to people there. It becomes a real professional networking social network. When I meet folks in the community, community leaders, people in different coalitions, people in other organizations that I feel like when you get a business card it's the same thing as if they have a Linked In profile. I have almost 400 connections now. It just becomes another way for people to get a hold of me. They can message me privately there. It's just -- it's just another way. It's sort of like an email. Some people work that way. I get email notifications when something is sent to me. I also use it as another marketing opportunity. There's a status update opportunity there. I will likely put in something very short about what I'm working on or something about the organization's event so people who are my connections will see when they go to their home page what I have updated. It's just another way for them to get aware of some of the things that we're doing. Where it starts to get interactive there's groups in Linked In. I started by searching "Milwaukee." I identified several groups there that are professional networking groups that are online, what they do is, they post discussion topics. It's kind of like the old message boards, but it's always professional. Someone may ask a question -- does anyone have a good contact for something? Others can respond. You can follow groups, or get a digest at the end of the week. If you start to post there then you start to gain connections there. You also start to become an expert for your organization on whatever questions you are answering. That's a helpful, very low time commitment, and professional way to start in social networking.

On the slide you see my Linked In profile that's public. I would gladly consent to link to any of you if you request me. That's fine. I see no down side of connecting to people on Linked In. It broadens your network. No one spams you; no one tries to sell you stuff there. I don't see any down side to connecting to somebody. You can also see the link to your company profile there, as well. If you would like to check and see how we've done that, you can see it. You don't have to be a Linked In person yet.

Slide 14. We decided to expand our youth services area for the IL center. We said where the kids at? The kids are on MySpace and Facebook. MySpace was an area we decided against because of history of -- it's not the most professional environment. There's a whole lot of cyber bullying that can happen on there. There's also people that have -- this is a case on Facebook, too. When it comes to kids -- we had felt that Facebook was a more secure environment to direct them to. There wasn't as much history of online stalking and things like that. Although I know they've taken steps to eliminate some things now on Myspace. But there had been a history at the time we got involved. We started a Facebook for our peer support group. We thought it would be good to have that presence on Facebook. We started a Facebook group. To have a group you have to have a personal profile. I had not been on Facebook yet. To set up my group I had to have a Facebook profile. That's what I did. I set it up for myself. It wasn't difficult. Because we had a Girls First group page, and we had no Independence First page yet, I said that doesn't make sense. If we have one we should have the other. I set up a group for Independence First on Facebook. We had a few hundred folks join. I found that because I was the primary posters on a group it would always say Carol Voss says blah blah blah blah. Every time I did a post it had my name on it. I didn't like that. I had a personal profile. People were coming out of the woodwork from high school, family relatives, friends that were on Facebook. It's interesting how your friend’s number on a personal profile will grow through friend requests. It's a great tool. Right now I have close to 600 Facebook friends on my own profile page. At the point where I decided I didn't like the group, I noticed some other groups in town had these other pages. It turns out they were fan pages. What I did was shut down the -- and let all of our friends know, that I was going to move to a fan page. The reason is because the fan pages are a lot more customizable and a lot more business oriented. If I do postings on our fan page it says Independence First says, versus Carol Voss says. It became a professional tool for communication. I preferred that. It wasn't linked to my personal profile. That is we also have the other staff are that are on Facebook -- when they become a fan they're made by me to be an administrator. Unless they don't want to be. But we encourage staff, if they want to share resources and events and stuff. I check it so regularly that if somebody had something put up that inappropriate I could remove it. We have never come across that. People use good judgment. It's the same as when people do presentations in the community. I think people get hung up on postings and things like that. But the same damage can be done to an organization when a staff member is out doing a presentation to a group and says the wrong thing. I think people who are professionals know what good judgment is, they should know what is good judgment is. That's why you have your social media policy, also. Now that we have a fan page what I started to do, my friends all knew that I worked for Independence First, I invited my friends to be fans. I also posted it on our Linked In profile. When we got into other -- Twitter, I have built additional fans because I have cross posted. When I did this presentation we had about 310 followers. Now we have 325. We have grown even in the couple of weeks. My goal for Facebook is to post events, links, information, video content. We respond to other posts within 24 hours. I post once a day on our fan page. That's more about us. It doesn't take that much to have a Facebook fan page. If you get set up with, that's how it works. The person that runs the girls first is the administrator. She doesn't have a lot of activity, when she does it's because she's running new groups. She's really the lead person on that.

Slide 15. We got involved with Twitter because there's a feature on Linked In that you can follow your brand's name. We had seen that somebody posted on Twitter. I did a social media experiment. I posted in different groups that we needed computers. Someone posted it on Twitter. I thought we needed a Twitter account because we needed to be there to respond. Right now you can see there's different etiquette. We talked about that a lot. We talk a lot about media being there too. You can seek out a mentor. Look who others are following, start following, watch them. Independence First now has 1128 followers, we're the number one curator of the accommodation and disability category list. We have worldwide followers. We are basically listed in 62 people's lists as a disability and access provider. And Flicker. I see Tim is telling me to wrap it up, don't worry, I saw it. We use Flicker for photo hosting. You can upload a certain number of photos every month. It's easy. We're not really sure if we will stick with it or not. We think so.

Slide 17. We're launching our new page this spring. Check for it. I will give you a snapshot --

Slide 18. We're integrating video in the lower left. We are making it completely interactive.

Slide 19. In our advocacy section we will have feeds with news about accessibility issues. We will have a video blog. We'll have a regular blog about advocacy issues. We have a hot advocacy section in the lower center section there. That's what we're planning on doing. I don't think we have a ton of time for Q & A for slide number 20 --

TIM FUCHS: But we will try to get back to you guys to answer any questions that are outstanding. Let's do that quickly. We have a couple of minutes.

OPERATOR: I have no audio questions for you, ma'am.

TIM FUCHS:  All right. I will go ahead. On Facebook what are tips that you have for keeping your personal page separate?

When you have a business page it identifies what posts you make as the organization's post. So your personal information, your personal profile information will not show up in connection with that page.
TIM FUCHS: Great, the perfect answer. That brings us to the end of the questions. If any of you think of questions in the next five minutes or days please don't hesitate to send them along. You can email me. I will spare everyone reading out my phone number. But you can find that on the website. Don't hesitate to email me. If I can't answer them I will pass them along. Thank you so much, Carol. I think these two parts together have been very helpful. Know that I have learned a lot. I'm sure our audience has too. Let us know what you think of today's presentation. Please go ahead and fill out the evaluation. You can see the link right in front of you. You can click on that. If you are participating on the teleconference switch to slide 21. Or can you access it from the training page. Again, my sincere thanks. I appreciate your participation. Have a wonderful afternoon. Let us know if you have any follow-up questions. Thanks very much.

