Speaker Notes and Outline

Thank You for coming to this presentation on Digital Advocacy & Activism. (Click)
Social media and the dissemination of technology has changed the way individuals create boundaries for themselves and others, the way they discover themselves and their world, and what it means to be part of a community.
This presentation is about attracting and advocating for people who use and need our services in a different way than we did only a few years ago. This video I’m about to share with you will be an introduction to presenting ourselves through social media amongst those changes in community connections. (click on video) 
(When video is finished click to next slide)
 Who has a cell phone connected to the internet? 
A steadily increasing number of people are doing most of their internet browsing on cell phones. 88% present of US adults, that’s ages 18 to over 75 years old have one. 31% of cell phone users surf the web and use mobile sites exclusively on their cell phones. As you look at this keep in mind where do the people you serve fall under? The majority of students we serve at URI are Millennials and they are ages 18-34. The many of these students came to college thinking that landlines were irrelevant and having their cell phones as one the most important devices to communicate utilizing social media.  (Pause for a moment) Now let’s get into the topic of being advocate. (click) 
Defining Advocacy. Advocacy is an act of earnestly supporting and encouraging a cause, policy, or interests and welfare, of a group, community, or individual, within the bounds of a system or process. These action may or may not be public. (click)
Can we say that activism and advocacy are the same thing? (click)
Advocacy work is done through formal channels and accomplished through systematic efforts and organizational planning from within a system or institution. 
Activism consists of a variety of efforts to promote, impede, or direct social, or behavioral change with the intent to be public. This work is accomplished by utilizing both informal and formal channels of communication, and usually does not contain its efforts to a formal channel of communication within an institution or system. (click)
Activism is defined here as an extension of the advocacy process where some kind of direct and deliberate action is taken publically to bring about political or social change. (click)
With these definitions in mind ask yourself how would you define digital advocacy for yourself or your organization? (click)
Defining Digital Advocacy. Digital Advocacy is the act of educating and influencing people. Not only in traditional face to face communication but it extends into networked groups, in such a way that it can be shared, and signal others about the message. (Click)
A digital advocate must develop their message and its surrounding culture by creating opportunities for people to work with the messages and pass it on. (Click)
Think about for a moment how you or your organization tailors their message for different dimensions of personalities and various levels of digital media engagement? (Click)
Why Target Audience Is Important. The programs and services you have to offer depend on being relevant to a target audience. (Click)
Defining your target audience relates to how your developing your message and services so that what is being communicated causes your audience to recognize that you are talking specifically to them. (Click)
Part of every organizations mission is being recognizable and visible to the communities to which it serves. An audience will not interact with you if they can’t see themselves in what is being offered to them. (Click)
The power of your organization relies on the ability to focus the needs and wants of its target audience. (Click) 
Who is your target audience? (Click)
Our Target Audience is who we are serving and who we desire to serve. (Pause) Just as social media is designed to be interactive and engaging I would invite you to grab a pen to jot some notes down about how to use what you learn here today. What we are about to briefly go over is the basics for a strategic plan dealing with how to reach your targeted audience and have them recognize you as an advocate utilizing social media. These are the questions you must answer to effectively create a plan. (Click)
1. Who is your target audience? Age, education level, etc., (Click)
2. Where is your target audience located? Same building, on campus, off campus, etc., (Click)
3. What do they think or know about you? (Click)
4. What would you like them to think and know about you? (Click)
5. How will you attract them to your location, programs, and services? (Click)
6. Who else is competing for their time, energy, and investment? (Click)
7. What do you offer to recruit and retain them? (Click)
Research has shown that the content of successful campaigns for social media connects people back to the organization, and is used to network within communities along the lines of the advertised message for over five years. (pause) With this in mind can we honestly say that posting a flyer or some contact information to reach us on a web page or a blog alone is an intentionally effective to our audience? 
The answer may surprise you. The answer is yes for a minority of the people it will be, but it is almost as effective as posting a piece of paper on a bulletin board. To effectively reach the broadest range of people within our target audience we need to know how they use technology and what are they seeking.  (Click)
The Social technology ladder is used to understand how people use digital media. Digital media engagement profiling is used to understand how people are using the information and communication we are exchanging with them. 
Inactives are people who just don’t go to content. Focusing on inactive individuals allows you to make your content and information more visibly relevant and appealing to them and others.
Spectators are people who just enjoy watching what is happening but don’t interact with the information and content. They listen to the podcasts, check out your pictures, read your articles, and move on. Focusing on Spectators allows you to understand what content and information is more relevant and appealing to a general audience.
Joiners come into many groups and keep their profiles visible but not much else. They are often there to network and want the social proximity of being part of the group. Focusing on Joiners allows you to know what content and information is important to people who seek to be thought of as knowledge and connected in your area.
Collectors are those people who feel the information is important and attempt to have a digital copy of all of it. Focusing on Collectors allows you to know what content and information is historically, socially, and professionally relevant in your area. 
Critics are those people usually immersed in the information and have a particular slant on the way they feel it should be. Focusing on critics allows you to get a sense of the culture your part of, hot button topics, the expectations, and values, dealing with the content being provided to them.
Creators are those people who begin to be the face of your content and information. Focusing on creators allows you to understand what styles and content is working and what is not. 
After going through all the profiles of individual digital media use you can see there are discreet behaviors that put a person in that category. Individuals may have a different profile for every site they belong, and we may belong in more than one of these categories for different groups within one site. For this presentation we are going to keep it simple and use this engagement profile as a blanket strategy for social media engagement of LGBT students. (Click)
COMING OUT is a life – long process of exploring one’s sexual orientation and Gay / Lesbian identity and sharing it with family, friends, co-workers and the world. It is one of the most significant developmental processes in the lives of LGBT people. Coming Out is about recognizing, accepting, expressing and sharing ones’ sexual orientation with oneself and others. 
What are our student seeking out and needing across different developmental levels of their identity? I have used Cass’s model here so that we can intentionally get at the different needs at each level with our messages and programing. It is also important to think about how our language should change as we communicate to those students across different levels of development. 
(Look at model as describe it as related to web content appropriate to the programs and service offered) 
(Skip this section for detail for this section for 15 min presentation) (Click)
Stage 1: Identity Confusion
This is the "Who am I?" stage associated with the feeling that one is different from peers, accompanied by a growing sense of personal alienation. The person begins to be conscious of same-sex feelings or behaviors and to label them as such. It is rare at this stage for the person to disclose inner turmoil to others.
Stage 2: Identity Comparison
This is the rationalization or bargaining stage where the person thinks, "I may be a homosexual, but then again I may be bisexual," "Maybe this is just temporary," or, "My feelings of attraction are simply for just one other person of my own sex and this is a special case." There is a heightened sense of not belonging anywhere with the corresponding feeling that "I am the only one in the world like this."
Stage 3: Identity Tolerance
In this "I probably am" stage, the person begins to contact other lgbt people to counteract feelings of isolation and alienation, but merely tolerates rather than fully accepts a gay or lesbian identity. The feeling of not belonging with heterosexuals becomes stronger.
Positive contacts can have the effect of making other gay and lesbian people appear more significant and more positive to the person at this stage, leading to a more favorable sense of self and a greater commitment to a homosexual self-identity.
Stage 4: "Identity Acceptance"
There is continued and increased contact with other gay and/or lesbian people in this stage, where friendships start to form. The individual thus evaluates other lesbian and gay people more positively and accepts rather than merely tolerates a lesbian or gay self-image. The earlier questions of "Who am I?" and "Where do I belong?" have been answered.
Coping strategies for handling incongruity at this stage include continuing to pass as heterosexual, and limiting contacts with heterosexuals who threaten to increase incongruity (e.g. some family members and/or peers). The person can also selectively disclose a homosexual identity to significant heterosexuals.
Stage 5: "Identity Pride"
This is the "These are my people" stage where the individual develops an awareness of the enormous incongruity that exists between the person's increasingly positive concept of self as lesbian or gay and an awareness of society's rejection of this orientation. The person feels anger at heterosexuals and devalues many of their institutions (e.g. marriage, gender-role structures, etc.) The person discloses her or his identity to more and more people and wishes to be immersed in the gay or lesbian subculture consuming its literature, art, and other forms of culture.  For some at this stage, the combination of anger and pride energizes the person into action against perceived homophobia producing an "activist."
Stage 6: "Identity Synthesis"
The intense anger at heterosexuals -- the "them and us" attitude that may be evident in stage 5 -- softens at this stage to reflect a recognition that some heterosexuals are supportive and can be trusted. However, those who are not supportive are further devalued. There remains some anger at the ways that lesbians and gays are treated in this society, but this is less intense. The person retains a deep sense of pride but now comes to perceive less of a dichotomy between the heterosexual and gay and lesbian communities. A lesbian or gay identity becomes an integral and integrated aspect of the individual's complete personality structure.
After looking at individuals needs we must begin to get a sense of how those individuals at different levels are fitting into our online and face-to-face communities as a whole. (Click)
This is an introduction to applied social architecture. To say it another way, we are beginning to assess how individuals utilize our content, information, and space in a particular environment. Social media offers blended environment interaction as people can talk online and meet face to face. 
[bookmark: _GoBack]The abundance and proliferation of virtual communities and collaboration environments provide the opportunity for anyone to play just about any role in the journalistic process. Our audience has taken on the roles of publisher, broadcaster, editor, content creator, commentator, advertiser, and so much more. In many ways our messages are competing with our audiences within online communities, and if we are not being intentional with our communication, and being strategic in our plans to reach our audience, and linking those messages back to us, many people will not see it. If they do see your information often they will probably pass over it thinking it is irrelevant to them. When people are using search engines they are often solution focused and may not know what information is quality and what is not. The following profiles were of individuals and now we move into looking at individuals within communities who are seeking to satisfy their needs.  

For organizations to understand how to engage their audience, we must consider what motivates the audience to take on new roles and what kinds of content and interaction yield the most fruitful participation. Online communities are not merely trading grounds for information but an immediate extension of our face-to-face groups with our digital network groups. And as in any social system, looking at what motivates our audience helps us understand what is the most valuable resource we offer for each person at that time. Intentionally focusing on our audiences needs and developmental levels will draw a greater number of people from multiple communities as they begin to find a place from what you’re offering. 
That brings us to how do we use social media for digital advocacy? (Click)
After gathering the information about your audience and who they are you’ll start creating a plan (Click)
These are things you will need to consider and have answers for as you do. You must have a clear definition of the problem and how it affects people in both positive and negative ways. (Click)
You must take on the problem in manageable bites. (Click)
You must be able to express and show in multiple ways the desired behavior. (Click)
You must have a strategy and a measureable outcome. (Click)
Once you have that your ready for step 2 (Click) (Click)
Clarify your main goals and then choose your social media with those objectives in mind. (Click)
Ensure that messages are interactive, collaborative, and easily shared. (Click)
Establish partnerships and promote a centralized channel for people to link back to you and join your advocacy efforts. (Click)
Channel online interest into specific, targeted activities that further the campaign’s goals. (Click) (Click)
Now it’s time for step 3. (Click)
Clarify your main goals and then choose your social media with those objectives in mind. (Click)
Ensure that messages are interactive, collaborative, and easily shared. (Click)
Establish partnerships and promote a centralized channel for people to link back to you and join your advocacy efforts. (Click)
Channel online interest into specific, targeted activities that further the campaign’s goals. (Click)
There are things to consider as you target audiences by developmental level and media engagement profile. (Click)
When designing  your plan to communicate effectively with your audience make sure that the writing styles your using to present the information are varied. If possible having a faculty, staff, and student partnership will allow your message to immediately come across as credible and engaging your audience stylistically across a variety of topics.

Now I would like to introduce you to two different applications for you to consider in your social media strategy. (Click)
Social media applications and strategies for you to consider as you begin planning your campaign. 
Geo-tagging photos, videos, and wikis to a location. Geo-tagging becomes geo-bombing when it is part of a organized campaign. Geo-bombing is one of the techniques that can be employed to enable more effective dissemination of your YouTube videos campaign through applications like GPS enabled Smartphones and Google Earth. Any geo-tagged YouTube video will show up when the Youtube layer of Google Earth/Maps is turned on. (Click)
Geo-tagging your video
During the upload process on YouTube you can geo-tag your video with a location. Sign into YouTube and click Upload. Select your video and fill out all the text boxes and then click on the Advanced tab. You will see “Video location” click on it and search for the place you shot the video.” Follow the directions and upload your video.
Any Geo-tagging for photos or videos you do across sites will be very similar. (Click)
Comment on slide of the video uploaded. (Click)
Comment on slide of the video uploaded. (Click)
How to display geo-tagged YouTube videos on Google Earth?
 
To activate the Google YouTube layer, you have to navigate to the “Layers” menu on the left-hand side of Google Earth. Expanding the “Gallery” node in the layers tree will expose the “YouTube” layer. Once you check the box next to YouTube Layer all the Google YouTube icons appear all over the globe. (Click)
Comment on the slide and show video of effective use of this technique. (Click)
Cross posting is an e-campaigning tactic that requires basic familiarity with different technologies, web applications, and services. 
An example would be a text message sent to Twitter updates my Facebook, LinkedIn, RSS feed; Word Press account, YouTube, and Google maps. 
The content on a blog and website are not separate entities. They can now be connected over countless web platforms and services simultaneously. 

Your blog, Twitter, or website, may remain your primary medium of choice for content, but since only some readers will follow you on one service this broad dissemination approach is useful to engage more people. (Click)
Here’s what we are doing at URI LGBT Center
We have established The Community, Equity, & Diversity Digital Collections (CEDDC) which has received approximately 34,000 downloads of our programs (audio, video, and reports) over the last year.
The LGBTQ  Center within the CEDDC has received over 27,500 of those downloads for our programs (audio, video, and reports) over the last year. The goal for the collections next year is to establish it as a North East LGBTQ resource with a global reach.
The Coordinator of the LGBTQ Center , Joseph Santiago is Co-Chair of the Digital Community Voices Committee at URI. This committee goal is to encourage dialogue around diversity education while supporting a digital media literacy skillset. Shared programs from this committee will have the potential to reach approximately one million television viewers in Rhode Island and many more across the US.
The LGBTQ Center is in the process of doing a campus climate and needs assessment for our students.  (Click)
Questions or comments please feel free to contact us. To view this presentation again or other programs go to www.uri.edu/glbt and click on Down Load Our Programs.





















