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John Westbrook: Hello and welcome to the second day of NIDRR Center on Knowledge Translation for Disability and Rehabilitation Research 2014 on line conference focusing on effective media outreach strategies.  This is John Westbrook, director of the center located at SEDL in Austin, Texas.  I will be serving as your facilitator for the day.  I hope you are able to enjoy the first day of our conference on Monday, although I was on an airplane trying to get back to Austin at the time of our Monday conference, I hear that our speakers, Tim McGuire, Donna Lockett and Sylvia Rincon did an excellent job of providing a thorough overview of the current state of flux in the media and how to more effectively work with reporters and other journalists to promote visibility and use of your research results and expertise.  If you would like, you may access the presentation materials, video, and the unedited transcripts.

First day of the conference in the expo room through its conference materials link.  You can find a link to the expo room in the helpful links pod, which is located on the bottom right‑hand side of your computer screen.  If this is the first day you are able to join us in the conference, as it is for me, I extend a big welcome to you.  I have a view instructions to help you get familiar with our Adobe Connect meeting room platform.

First, I invite you to actively participate and ask questions of our presenters.  To ask your questions in this online conference, you can use the chat box on the left side of the meeting room screen or you can Tweet your question using hashtag KT media or we will also be taking questions via email at KTDRR@SEDL.org .  And if you would like, you are welcome to call us, and our staff will take your question and relay it to me and I will ask your question.

Our number is 1‑800‑266‑1832.

Of course, if we have more questions than we have time for, we will seek an answer to your question from the speaker after the conference ends and post it to the expo room archive.  So be sure to check the archive after the conference if you have a question you wish had been answered.

CART/captioning is being provided by Caption First and the link to CART is available in the helpful links pod on the lower right side of your screen.  Notice that at the bottom left of your screen is a box with the conference logistics readily available at all times.  If you have any technical problems, and I hope you don't, you may contact technical support by email or by phone.

For a brief overview, here is our agenda for today.  Our focus is on social media, specifically how to use it to its fullest potential in the areas of research awareness, and an overarching knowledge translation strategy.  We have a full lineup of great speakers, I think, that they are delighted to have joining us and at the end of the day, we will have three breakout rooms for you to choose from based on the social media platform you are most interested in learning more about.

Groups will focus on Facebook, Twitter and You Tube mediums.  So think about which group you want to participate in.  Each breakout group will feature hearing from several other invited grantees.  They have had successful experiences in effectively using one of the social media platforms.  You will have the opportunity to interact with them, to ask questions about what they did or make comments about your social media experiences.  Okay.  We are a little bit ahead, but let's get started our first presentation today is titled Peeking Behind the Magic Curtain.  Demystifying the Tools and Strategies of the Digital Age presented by Bonnie Zink.  Bonnie come from Saskatchewan, Canada and is a community based knowledge mobilizer who helps tell stories through the use of traditional and newer digital media.

Bonnie works to connect knowledge producers with knowledge users and to facilitate the process of coproduction by connecting researchers with community members, government representatives, and anyone else interested in becoming part of the knowledge mobilization process.  Welcome, Bonnie, and I am so glad that you are with us today.  I will turn it over to you now.

Bonnie Zink:  Thank you, John.  It's a pleasure to be here, and I thank you for thinking of me for this presentation.  Social media is a lot of fun, but it has a lot of value embedded in it, and most of you already know how to do these things, you just do them in a different way on social media.  Let's get right into it.  There is a work book that goes along with this presentation that you can download, and I encourage you to do that now.  While we are working through the slides, I will be referencing the work book quite often, so the workbook will help you to follow along a lot more than the slides will.

We will get started while you are doing that.  I will give you a little background on what's going on here, tell you what this is all about.  The workbook and this presentation were developed quite sometime ago with a colleague of mine McQueen Smith, she works with the Saskatchewan advocate for children and youth and she leads communications over there.  Flora is an award winning knowledge translation specialist as well.  This work book and this presentation is meant to help you discover what social media means for you and how to put it to work for you.

We will work on defining your goals and locating your audiences.  We will talk a little bit about the various channels and platforms that are available to you, and hopefully be able to answer some of your questions about how to use those channels.  Let's get right into step 1.  The first step to any strategy or to building any strategy is always a self assessment, as you know.  And like I mentioned, you guys will have already done this previously in your other work.  If you look in the workbook there is a place for you to fill out and there are questions to help you access the information that you want to know.

The biggest thing in this part of the self assessment is to actually really think through what you want to do, what results you want to have, who is going to manage this whole process of social media, and how are you going to figure out that your efforts are successful?

So please turn to page 6 in the work book, and we will talk a little bit about step 2 which is figuring out your goals and objectives.  I like the smart method, but there are other methods out there that are just as effective, and I encourage you to use whatever method works for you.  Social media is important because it can help you establish your expertise.  It can help you track your research in a specific area.  It can help you understand what people are saying about you, and why they are saying it about you.

It can help you access the conversations that are really important to you in your work, and as you think through all of this, just keep thinking about your end goal, what that end goal is.  The goals are more overarching and more general in flavor and your objectives are going to be very specific in nature.  If you follow this method, the smart method, you will be able to develop those objectives so they link to your goals, but the other important piece here is how to link them to the goals of your organization as well.

Many of you are working with institutions like universities or you have a larger team of researchers or there are other partners involved in your work.  This is where we really want to think about what their goals and objectives are, and how we can connect our social media goals to those goals.  And just make those connections.  If you think about that right at the start, you are going to have an easier time of measuring it later.  So in the Smart method you want to be specific in your objectives.  You want that objective to be measurable in the end, you want it to be achievable, so think of your capacity to accomplish this work, and you also want it to be realistic.

You don't want it to be too far gone out there.  It needs to be realistic.  You also need to set a time frame for yourself.  So set that time frame so it makes sense to you, and that way your objectives are going to be real and tangible and achievable.  And if you look in the work book on age 7, there is some sample forms that you can fill out to help you do that.  Here is the most interesting part.  Some people think that they need to be everywhere all of the time.  Well, as you probably noticed, there are 1001 different social media platforms.  Each of those platforms is good at something.

Now is the time to think about what platforms are you going to use?  Is it going to be Facebook?  Is it going to be Twitter?  Is it going mendeli, is it going to be academia.EDU.  Is it You Tube?  Where is your audience hanging out?  Where do they go?  Where do they hang out?

If you want to connect with Polly makers ‑‑ policy makers, most are on Twitter.  If you want to connect with government representatives, most of them are on Twitter.  Even Barack Obama is on Twitter, as you know.  Our own Prime Minister in Canada is also on Twitter and many of our political leaders are there as well at a lower level.  Most of our municipal counselors, our city counselors are on Twitter and very active on Twitter.

You want to figure that out, and you can turn to page 8 and I have got a little bit of a write up on each of the main social media platforms and what each is good at.  For instance, if you want to build a very interactive community and you are curating or collecting and sharing a lot of content, Tumblr might be someplace you want to be.  There is other social media as well.  I want you to think about your email as being social.

If you are on any email lists that require you to respond or post or reply all, that's actually a social activity.  So don't discount the value of email and email lists because they are very active and there is a lot of value there.  If you want to turn to page 10, there is a form there that you can fill out that will state your objectives, state the tool that you want to use, think about how it will help you reach our goals and you have already set those if you have stepped back and also think about the capacity that you have.  Do you have the capacity to monitor the conversations that are going to result from your activity?  It's very important to be present on social and to be timely on social.  Please don't set up a profile if you are not going to use it because it's going to ‑‑ it's not going to reflect positively on you.  If you set up a profile on Twitter and people start connecting with you and you don't respond, your community will have a very bad start and that's what we are trying to do with all of our social activities.  We are trying to build community and be engaged with that community.

That doesn't necessarily mean that it's going to take a lot of time, but it does take some effort on your part.  I suggest you do not contract out your social activities.  Do not pass it off to someone who does not have the level of knowledge to speak and to be engaged with your community.  So they need to know your research, know your work, have the same passion that you do.  Ultimately it may be you, yourself, that manages these activities and that's okay.  If you only have a few hours a week to devote to social, that's okay too.  But just be sure that you are talking with your community and engaging in a timely manner.

John Westbrook  Bonnie, this is John.  I think that we have a question that kind of goes along with what you are talking about now.  And the question is, how does one find the balance between making content truly engaging while keeping a professional image?  Do you have any examples of anyone in rehabilitation medicine really doing this well?  On on I'm not familiar with the area of rehab medicine as much as you are ‑‑
Bonnie Zink:  I'm not familiar with the area of rehab medicine as much as you are.  However, it's important to be yourself on social.  You are a person.  People engage with people.  They connect with people.  So if you are on Twitter, be yourself.  You will notice if you follow my Twitter, and it's @Bonnie Zink on Twitter.  Go ahead and follow me.  You will notice I talk a lot about KT.  I talk a lot about my real life as well, which is I'm a knitter, and by the way, Tim McGuire mentioned knitting in his talk yesterday.  That was fantastic.  I'm also a writer in the knitting world so I have split that personality out.  But in order to maintain that persona of who I am, I talk about my personal life a lot.  You know what I read, because I put it up there.

You know where I am, because I'm a huge user of four square.  I absolutely adore four square.  You know what I'm doing, like people know that I'm presenting right now, so if they message me, they know they are not going to get a message back until I'm done presenting, because I don't typically engage on social media when I'm engaged on something else like this.

You know what I'm doing pretty much from a day‑to‑day basis.  And what this does is it helps present myself, and my personal brand, and, you know what, you are building a brand.  People are going to connect with who you are and what you do.  So talk about it.  But remember this.  Everything you put out on social media is always public.

If you put it in an email, it can become public.  If you put it out on Twitter, the entire world sees it.  So if you are not comfortable talking about something, it's okay to say I'm not comfortable talking about this in an open forum, could you give me a phone call.  That's really where the magic of social happens is that it just, it's a gateway to that relationship.  You start the relationship on social and move somewhere else.

Does that answer your question?

John Westbrook  I think it does.  Yes.

Bonnie Zink:  Awesome!  So that's a nice lead in to what we are going to talk about now, which is about building your audience.  This is really important.  It takes time, it takes effort.  You have networked your entire career, so many of you are already familiar with how to do this.  You are just going to do it and transfer those skills, you will transfer them onto the digital stage.  If you have, if you are trying to get your research picked up by the media, you are going to want to connect with media, and a lot of media people are on social.  And most of them, actually, are on Twitter.  I have an entire list on Twitter devoted to media personnel working into Saskatchewan, working in Canada and working across the world.  I have built those relationships over time, and it's been quite a few years since about 2008, 2009, I have been working on those relationships, but you know when I send something out, and I tag them in it by mentioning them in a Tweet, it usually goes somewhere else.

I had a client at the University of British Columbia who works in healthy children research.  When I was actually managing his social for him and building that platform for him, some of his research got picked up by The New York Times because of the activity I was conducting on Twitter.  So it can always go somewhere else.  You never know who lies in your network and what value they can have.

So how do you do this?  How do you pick these people out?  Well, Twitter has a fantastic search engine, so if you go to Twitter.com and on your home page at the top of the screen on the right‑hand side there is a search bar and you can type in key words, you can type in hash tags, you can type in names of people, and if they are on Twitter, Twitter will help you find them.  Twitter makes it very easy for you to upload your current address book from email and helps you pick out the people who are currently on Twitter from that, from your current address book.  So I don't want to go too much into the how to's of Twitter, I would like to concentrate more on the strategy.

So, again, let's think about who you want to actually hear your message.  If you are working with healthy children research, and you want to connect with families, you might want to build a Facebook page and start building a community on Facebook, because there are a lot of parents on Facebook, a lot of kids on Facebook.  Facebook has the power to recreate private groups which works well when working with youth.  I know there is a lot of concern about privacy and that sort of thing when you are working in the medical field.  Facebook has actually made it pretty easy for you to use Facebook while thinking about those privacy concerns.  Again, Twitter is a lot more public of a space.  So, but there is probably a way that Twitter could fit into your strategy.  You want to think about ‑‑ I'm sorry, you want to think about whether your message is going to resonate with the people you are connecting with.  So ask questions, send out polls, ask your community what they want to know, and, you know, figure out how to give it to them.  Creating unique content is very important, and most of you have that content already.

For instance, you can take a research report, you can turn it into an insta graphic.  You can turn your main messages into a night power point presentation and upload it to slide share, that it then becomes social and interactive.  You can take that same research report and turn it into a video.  You can talk about your research on You Tube and You Tube has made it easy for you to create a good looking video.

You can take and share pictures of your research and action.  There is a lot of different ways you can share content or create content and then share it.  But the important thing is to first understand your audience and who they are and what they want to know.

John Westbrook  Bonnie, this is John again.  I have a question that's related to what you are talking about.  It is this, do you have any ideas on how to engage research participants?  I think actually they are talking about engaging potential research participants through social media.

Bonnie Zink:  This is a complicated question, so I thank you for that, and it's something I have put some thought into over the last little while.  When we are talking research and research participants, again, the privacy issue comes up and the issue of ethics.  What you will first have to do is check with your ethics department at your institution, and make sure that it's appropriate to engage in a public platform with your research participants, and to actually check into making sure that it's okay for you to sort of promote your work and encourage people to become participants.

There are some instances where people do do that on line, and once you have checked with your ethics department and checked on your privacy concerns and make sure all of that is in place, Twitter can help you engage in that community, but, again, let's think about who you want to engage.  If you are doing research on maybe you are doing research on the concept of lean and how it's working within a hospital and you want to talk to doctors and nurses who are working with these concepts.

You really want to check with that hospital as well, and check with your institution and make sure everything is lined up so that you are not overstepping your bounds and going against privacy concerns and various policies.  Does that help you out?

John Westbrook  Sounds really good.  Yes, thanks.

Bonnie Zink:  Okay.  So thinking about your audience, remember to ‑‑ you really want to motivate your audience.  You want to talk to them.  This is all about having conversations, connecting with people.  So you want to figure out how they use it.  Are they using social media personally just as a person without, you know, connection to an institution?  Are they using it professionally, for instance, I use Twitter to actually source some of the articles that I write.  If I need a quote, I will source my Twitter net work for that and instantly I have feedback.  Is it for professional development?  When I want to know if there is a webinar out there or some sort of class or professional development opportunity, I will source my network.

So your network can become very powerful for you.  And it's all in, again, we go back to goals and objectives and figure out exactly what we are going to do, and it's okay to have that agenda on social media.  Make sure you are not only providing value, but that you are receiving value from the people you connect with.  If you don't receive value, then you remove them from your network, and that is perfectly okay and acceptable.  So on page 13 of the workbook there is a place where you can write these things down and figure out who you want to connect with and how you are going to do that.  Let's go to step 5.  And we are going to talk a little more about creating this content.

What are you going to share?  How are you going to share it?  Where are you going to share it?  If you move to page 14 in the work book, I have got a list of things here that will help you do that.  Most of the tools do not charge for their use, but be cognizant about your time because your time is valuable and be aware that you are spending time on this and you might want to track that time in order to properly allocate it in your reporting structure.  So there are two things to remember when you are talking content.  There is content curation, and there is creating unique content.

Content curation is about collecting content that already exists on the web and sharing it with your network.  So, here you are going to want to think about what does my network want to know?  For instance, do they want to know about knitting?  In my network, they do, so I share knitting related articles.  Do they want to know about your specialty, your research?  I would wager that they do.  So here is where you want to think about translating that research into shareable pieces of content, and, again, that could be insta graphics, that could be an executive summary that you just uploaded to your website.  Share that link.

It could be various other pieces that you have got on your website.  The website will really become your central hub in your entire coral of tools here.  Everything can point back to your website, and, remember, all of this is measurable.  We will talk about that in a few minutes, a little bit more about evaluating your success.

When you are curating content, share the stuff in your network already.  So reTweet the stuff that your network shares with you.  Share it on Facebook.  Give it a like.  Comment on it.  Create conversations around it.  That's when you are going to start finding a lot of value inside your network, and you are going to gain that value back from your social media activities.  Everything you do on line, again, remember, this is all public.  We sometimes think that it's private, and it doesn't mean anything, but really be careful about what you are sharing and who you are sharing it with, and just keep that in mind.

There is a lot of instances of people gone wrong on social media, and I won't go too much into those, but most of it comes from that they just didn't think it through.  Just remember this.  Just because you can share it doesn't mean you necessarily should share it.  And speaking of which, make sure that you review and read everything you share on line, because I will guarantee you the one time you don't is when your network is going to catch you, and they are going to tell you about it.  But don't be afraid of making mistakes.  I make typos in my Tweets all of the time, and people just, we make fun of it, because I'm going too fast or I'm not careful enough, proofreading is important.  So be good at proofreading.  Make sure when you send it out there that it's professional and it sends out a message that connects with your message.  Some of the tools, again, are listed in the workbook and you can see them on the slide that's up on your screen right now.

There is a lot more tools than I have mentioned here, and if you would like, I would be more than happy to talk with you about that after the presentation.  We want to remember a few more things about creating unique content.  Your opinion does count, so have one, and share that opinion.  Share what you do, how you do it, why you do it, share your passions.  Let your thoughts be heard.  This is a great platform and this is such an exciting time because we can now, everyone has a voice, and we can have that voice heard in many, many different ways.  I think you guys are having elections or they are coming up very soon, watch the political hashtags on Twitter.  You can join that conversation, have those opinions and find like minded people out there.  It's very exciting when you do that.

Just remember, it's like walking into a room, and all of a sudden having all of these people to talk to.  Your room just got a whole lot bigger because it's now the world, and I have started relationships on Twitter with people who are now very good friends, colleagues and people who actually help me not only promote my business, but provide me with business so that I can keep working on these sorts of things.  Just make sure your content is inspired, right.  So developing that content is just the first step.  You want to ‑‑ your social strategy to inspire and drive your content.  So connect your content with special days.  I mean, there is a special day of remembrance or of recognition for many things.  I'm sure you can find ones that connect with your industry and your area of expertise.

Remembrance day is coming up.  I caution you about linking your content to things that are happening in the world.  Be caring, be considerate and be aware, and you should be just fine.  So the last thing I will say about content is that I think you have heard the phrase that content is king.  It's not.  It's neither king nor queen.  Content is currency.  And Chris Brogan who is a rock star in the social media world.  He says that content is not king or queen.  You are.  And your content is your currency.

You will find a link to that blog post of his in the work book on page 17.  So, again, just work hard on your content, but make sure it's focused on relationship building.  Be a servant to your network.  Provide them with the stuff they want to know, and you will have a very great network in the end.  You will build a valuable community, and be a steward to your people, which means, you know what, recognize people in your network.

So if someone is connecting with you and sends you a message, be sure to respond in a timely manner.  Make them feel important to you, because, again, they are going to provide you with value and that's key when you are working in social.

John Westbrook  Bonnie, we have a question for you if you would like to take it.

Bonnie Zink:  Yes, please.

John Westbrook  From Tom Keating and his question is, Bonnie, what did you mean by being cautious about linking your content to events occurring in the world?

Bonnie Zink:  What I mean about that is, okay, let's think about the Ebola crisis happening in Africa now.  You don't want to take that situation and link it your content in a disrespectful manner.  That's happened and there are a few instances on line where some marketers thought it was a great idea to link their promotional activity to Ebola, and it just, it's not acceptable.  I caution you about automation and putting out Tweets if there is a major event that happens in the world and during, you know, during tsunamis and other natural disasters that decimate communities there are instances on line where you send out inappropriate Tweets and you will get caught by your community if you do this.  Be aware, be considerate and most of all, be respectful.  Does that answer your question? 

John Westbrook  I will have to leave that up to Tom.  He is answering, yes, yes, so it does.

Bonnie Zink:  Tom, if you have any further questions, you can feel free to email me and we can continue that discussion.  Step 6, this is all about monitoring your results and I know a lot of you have been waiting for this specific aspect.  Let's figure out why you are going to monitor.  The why is because you need to know whether your efforts are paying off.  What do you want to monitor?  The what is monitoring your Tweet activity.  How many Tweets are you sending out?  How many people are in your network?  How many people are picking up on Tweets?  How many people are engaging with your Facebook post and how are they engaging with your Facebook post?  All of these things will help you in the end to determine what your activities are successful.  The how is a big piece here.  So we will talk a little bit about the how.

You want to capture accurate data that relates to your activities.  There are many, many tools available for you to do that.  You can measure your fans, followers, subscribers and potential reach.  Those are all easily accessed on Twitter and Facebook.  Facebook actually has fantastic insights, and they call it the insights for your Facebook page which will tell you a bunch of data about your activities.  You can assign a value to a like or share.  You can measure the hits on your website.  If you are driving people back to your website with links you share on Twitter or Facebook or you want to drive them back to your website to watch a video, to download something, there is a call to action here that comes back to your website, be clear about what that call to action is, and by all means, if you don't have Google analytics on your website right now, do it today.  Get Google analytics on your website.  It is free to use, and it gives you some powerful information about the community that surrounds your website.

And it will help you figure out whether your activities are successful.  For instance, if I have, if I upload a new fact sheet to my website, I want to know where people are coming from.  Do they come from Google plus, Facebook, Twitter?  I want to know how long they spend there and I want to know if they have downloaded that material.  Google Analytics helps me see that, and it's very powerful.  But let's be careful here.  Let's think this through.  It's not always about the numbers.

For instance, monitoring the number of followers, fans or friends is really not a good measure of your success.  Unless one of your objectives is actually to increase your community numbers, that's really kind of a shallow number.  So say Dr. Westbrook has 25 people on his Twitter network.  And maybe I have 25,000.  But you know what, I don't engage with my network very well, I'm not reTweeting.  I'm not replying to comments and I'm not joining the conversation, but Dr. Westbrook every single day is talking to somebody and holding a conversation.  Whose network is a lot more powerful and holds a lot more value?  I argue that Dr. Westbrook's network is more powerful because he is engaging with that community.  He is talking with his community.  He is expanding his knowledge.  He is sharing the stuff that they share, and he is gaining value from that.  So his value is a lot more than my value.  And, please, please do not ever buy followers, likes or fans.  It just isn't worth it.

Your network should be built organically, and in that way, it becomes very authentic and it will provide you with the value you are looking for.  And, yes, it takes time, it takes effort, but it pays off in the end.  So, please, put that effort into your social media.  In today's age, in today's digital age, this is the way people are communicating.  For instance, I haven't received an actual newspaper in many years.  I get my news on Twitter.  I follow this stream of my news outlets.  I follow The New York Times.  I follow the global, I follow a few U.K. newspapers and some in Australia because this is where my audience is working and living so I follow those things.  I'm getting news from that, and I'm sharing news from that stream.  I don't actually visit a lot of websites anymore, because I connect with them on Twitter.  The information is coming to me.  I access it when I want to, not when they say I have to.

John Westbrook  Bonnie, I think I have a related question for you, and I like how my network is better than yours, but the question is how do you determine the correct balance of social media, knowledge translation efforts to reach your participant community?  Reaching the right level of information saturation, not too little, not too much? 

Bonnie Zink:  That's ‑‑ the answer is going to come with time.  You are going to get ‑‑ once you get to know your community, you are going to find that balance.  And that balance is going to be determined by what they want and what you can provide.  So I'm not a good example, because I literally live on social media.  This is what I do in my daily practice.  It's part of my work.

I also have the tools to make engaging with social media very easy for me.  Like SocialBro, I have got some of the tools listed in the work book for you guys to check out, but finding that balance really comes from, again, engaging with your community, but you need to balance that within your own daily practice.  If you only have a few minutes to devote to social media every day, that's okay.  I have trained clients to where they will take a half an hour first thing in the morning, they check all of their networks, they reply to everything they need to, they share the content that they need, and then they get on with the rest of their days, and that's okay because your community is going to see that consistency, and realize that to engage with you in that immediate way, they are going to find the time when you are on line.

There are tools out there like SocialBro, like hoot suite, like buffer, many other tools that can help you figure out when the best time to share, like when most of your community is actually on line.  Be careful when using those because they are not always 100% accurate, and if your content, if you want to reach people in Australia or in a completely different time zone than us zone than us, you might want to time those Tweets to go out into your network when people are on line and there are tools that can help you figure that out.  Does that help you answer that question?

John Westbrook  I think I get it, yes.

Bonnie Zink:  Yes.  Perfect.  Let's continue our conversation here about monitoring.  Again, you want to monitor your share of the conversation, so you want to be aware, and it's helpful when considering your share of conversation, it's helpful to know who is talking about what, and, you know, where you can jump into those conversations.  So, again, tools like Hoot suite can help you monitor conversations.  Conversations on Twitter are marked with hashtags and for those of us who are unaware of hashtags.  Twitter is like say great big filing cabinet and a hashtag is the name of your file.  It begins with the number or pound sign and a word or phrase follows that.  And you will see them all over Twitter.  Facebook now uses hashtags as well, so does Google Plus, InstaGram uses hashtags and some networks like Linked in, Linked In does not use hashtags.  If you are posting hashtags to Linked In as well as other networks we know you are posting the same thing everywhere, and be aware that you are doing that.  It's okay sometimes, but I always recommend that you wrap your message in the appropriate language, you use, you know, you use the rules of that network.  And post a message there.

If I post a message to a bunch of hashtags, I want to remove those hashtags when I start that conversation on Linked in.  Each network is unique, and I suggest you start with two, build, get to know the tool, so maybe it's Facebook and Twitter.  Maybe it's InstaGram and You Tube, but get to know those platforms really, really well before you add more platforms.  Again, just because you can be there doesn't mean you had you be there.  So think it through.  If social media activity will actually help you rise in Google search.  

When people search you on Google, part of the formula includes how active you are on social media and it will pull those things out for the person who is searching for you.  Let's talk a little bit about some of the tools.  I have mentioned some of them already, but another one is Klout.  Klout measures your online influence.  It's not infallible, so it's just more of a guideline.  If you have a Klout of 48, say, that means you are fairly active with your community and that's good.  If your Klout score starts dropping, you know you really want to put more effort to maintain that level of engage with your community.  You can go to Klout.com, sign up.  It will measure your activity on Facebook and Twitter and a few other choices there as well.

John Westbrook  Bonnie, I have a question.

Bonnie Zink:  Sure.

John Westbrook  This comes from Cynthia Salzman and she says we Tweet and post on Facebook as an organization not as an individual.  I post all of the content, but my personality isn't in it and I don't want it to be.  I understand if Bonnie's approach is about me because she has her own business, but our project is in flux.  Do we really need to insert our individual personalities into this?

Bonnie Zink:  That's a really good question, Cynthia, and the answer is found within you and your team.  I argue that being personable on any social media is important because people connect with people.  They like to connect with a face more than they will connect with a logo, say.  But there is room for institution wide sort of Tweets and activity on Facebook.  Facebook allows you to set up a page that's devoted to that and pages are a lot easier to measure than profiles.  Let's get, let's think about that for a minute.  A profile would be used, Cynthia, as yourself, which Facebook then allows you to create a page which is probably better for your organization.  So for you to have Facebook as yourself, and you can connect with your community, but you can also monitor and manage a Facebook page where people can like the page and interact with that content, and there on the page, it's perfectly acceptable not to have a whole lot of personality there.

And it's the same on Twitter.  If you feel it's working for you, by all means do your Twitter activity from your institution or your research team perspective.  I would encourage though that you encourage the members of your team to also interact as themselves, not through the organizational profile, but have profiles of their own and interact with the content that way.  Does that make sense? 

John Westbrook  I'm waiting to see if Cynthia responds.  She says, yes, thank you, Bonnie.

Bonnie Zink:  If you have anymore questions and you want to continue that conversation, by all means connect with me on Twitter or email me.  My email is in the work book and it will be on the screen at the end of the presentation as well.  We will continue talking about some of the tools.  My favorite tool on the planet is Hoot Suite.  It is very powerful.  It provides you with analytics, it helps you monitor conversations, it helps you connect and organize the people you are talking to.  It will help you manage most of your profiles that you are going to be using on social media.  For instance, I manage InstaGram accounts, I manage MailChimp.  I manage Google Analytics, SocialBro activity, I manage all of my Twitter handles, and your challenge now at this point is to find all of me across Twitter, because there are a few of them.

It helps, so I can manage and post to Facebook.  It's very powerful, and it saves you time when you have everything in one dashboard.  It's web based, so you don't need any special software.  You can access it from any device, whether it's an apple device, windows device, or an Android device and you can access it any time anywhere when you need to access it.  In some ways it may be a little bit too powerful, so there is a free version, which allows you to have about five profiles, and you can give it a try.  It is one of my favorite tools, I am a Hoot Suite ambassador as well as a Hoot Suite certified professional, but it is a tool that allows me to manage multiple profiles across multiple platforms.

John Westbrook  Mark Olsson has a question and it is are there better social media tools to use for different demographics.  He is thinking particularly of student outreach.

Bonnie Zink:  You know, Mark, that's a great question, and I think in your case you might want to turn to SocialBro.  SocialBro will help you dive into your Twitter community.  It only works for Twitter and there are other things out there for other platforms, but I found it successful.  It will help you increase your community, but it will help you engage in that community.  You can search Twitter via SocialBro for key words, interests, names, locations and all of that.  HootSuite is also a tool that will help you do that because you can do geo located searches, which means they use your geo code provided by Google, and it's got a little tab where you can actually hone in on your area.

So say you want to connect with students just going to the university that you are connected to, you can do that within Hoot Suite quite easily.  Does that answer your question, Mark?  I see there is another question there, John, about, from Priscilla Matthews, it's very interesting.  Priscilla asks, and I'm paraphrasing, whether it's okay to send out the same message on different channels on the same day, and I say yes, it is, Priscilla.  What you want to be aware of is that, again, if you are using hashtags on Twitter, maybe remove those hashtags if you send it to a Linked In group.  Your Facebook community is going to be comprised of different individuals than your Twitter community.  Your Facebook community is going to be on at a different time than your Twitter community and be aware of all of these things about your community, and post the message appropriately.  Does that answer your question, Priscilla?

John Westbrook  She says great, thank you.

Bonnie Zink:  Awesome, well, we are almost nearing the end.  So if you guys have more questions shoot them my way.  We have talked a little bit about SocialBro.  Let's talk about email newsletters.  I would imagine, I would say all of you receive email newsletters and a lot of you probably are sending out some of your own.  I know KT and SEDL DRR both have fantastic newsletters that go out, I think SEDL's is managed by Mail Chimp, it's a magical tool that helps you manage your community, get your content there, and get it out quickly.  Mail Chimp, it has a number of metrics within it that helps you track who opened the email, who forwarded it, who shared it on Twitter, who liked it on Facebook.  It's a lot of powerful metrics embedded right in Mail Chimp and it connects to Google Analytics awell so you can figure out if people are driving your newsletters back to your website and in most cases that's what a newsletter is meant to do.  It's meant to inform your community, it's meant to drive your community somewhere, typically it would be your website.  If you are considering using an email newsletter to engage with your community, I would say go ahead.  They very, very powerful, and they do help to engage with your community.  We ‑‑ oh, vertical response, Joanne, I haven't heard of that one.  That's interesting, but, yes, I imagine you find that powerful.  Constant contact I have heard of as well, Priscilla.  I have used it in the past.  I find Mail Chimp more user friendly.  I'm not a huge technical person.  That's my husband's job, and so I like things that are very, very easy.

So all of the tools that I have mentioned here today are easy to use.  They are intuitive, and they will help you get to where you are going.  Another tool that we often forget about, and it's very simple, create an Excel spreadsheet, and you can track how many people take and share your content on Twitter.  So Twitter will send you a notification every time someone reTweets one of your Tweets and you can Mark that down in an Excel spreadsheet.  If you are just starting out and your communities are fairly small, it's easy to do in an Excel spreadsheet.  So don't forget that that can be pretty powerful tool as well.

And so, again, let's talk about why are we measuring all of this stuff?  Because we want to know where, that when we get to a certain part, we want to know that our efforts are successful, and often we have to report that up.  For me, I have to report, I have to report the success and validate the effort I put in for my clients, which is very, very important.  And you would have to do that with your research team or your institution or whoever, even your granting agencies are going to want to know how successful your efforts are.

John Westbrook  We have one more question if you would like to take it, Bonnie.

Bonnie Zink:  Yes.

John Westbrook  When beginning a media campaign, should you use more than one social media site?

Bonnie Zink:  Yes, indeed.  You want to promote your material as widely as possible while keeping in mind the appropriateness.  So if you have a blog and you put up a new post, you will want to share that post with all of your network, whether that's on Linked in, whether that's on Facebook.  You can share it in an email.  I usually have new blog posts in my email signature, telling people to go and check it out, which is actually very powerful.  I get a lot of people coming to my site through my email signature, but you want to measure that.  When you create those links, you can actually embed Google Analytics into those links and it will help you track how things are performing, and over the last year my email signature has got number 3, number 1 is Twitter, number two is Linked In, number 3 is my email signature that's driving traffic back to my website.

John Westbrook  Okay.

Bonnie Zink:  And, yes, so, again, get out there as many places as possible.  Something that I do when I'm promoting stuff is that I will know who else has email newsletters out there and I will ask them to maybe slip it in if it's appropriate.  So that's okay too.  Send it out, wrap your language a little bit differently.  Create different language around your main message and send it out several times a day as well.  So find out when your community is active, and send it out then.

I will go back to, I have a lot of people that I follow and that follow me back in Australia.  So I want to make sure that they are getting fresh content when they are on line, and that means the middle of the night.  So I do time some Tweets to go out in the middle of the night, and that's why I do that so that I can keep engaged with that community.  So does that help you figure that out? 

John Westbrook  I think it's right on target.  Yes.

Bonnie Zink:  Awesome.  There are lots of tools you can use to do that, and some are mentioned in the work book.  That's not an exhaustive list.  There are a whole bunch more tools out there that you can use.  Make sure you find the one that works for you, and it doesn't have to be, it doesn't have to be expensive.  Some ‑‑ most tools have a free version and a paid version.  The paid version, of course, will give you more functionality, but before you buy the tool, make sure that it's the appropriate tool for you.

John Westbrook  Bonnie, it looks like we have reached our expected time already and we were just getting started, I think, but is it the case you are going to be able to participate this afternoon in a breakout group?

Bonnie Zink:  Yes, sir, it is.

John Westbrook  So some people are asking questions that I think they could raise in the breakout group so that would be very good.

Bonnie Zink:  One thing about the workbook, John, in the end you will find writing your plan as an appendix.  There is also an editorial calendar there.  Most of you will want to use an editorial calendar to keep your content on track and at the end of appendix C all of the resources I have used and used regularly to maintain what I do and inform this presentation are listed in the back of the workbook along with clickable links that will take you to where they are on line. 

John Westbrook  That sounds great.  Thank you, Bonnie, very much.

Bonnie Zink:  Thank you.

John Westbrook  We are going to take a short break now and we will reconvene at 15 minutes after the hour, come back, and we will start with some words from Dr. Mark Harniss.  See you in a little bit.  Bye.

Bonnie Zink:  Bye.

(Break).

John Westbrook  Welcome back, everyone, it's now my pleasure to introduce Mark Harniss.  Mark Harniss is a senior research special list at the University of Washington center for technology and disability studies, and a clinical associate professor in rehabilitation medicine and he headed the team to develop the plain language summary tool.  He works with the ADA National Network Knowledge Translation Center.  So saying that, Mark, I will turn it over to you.

 MARK HARNISS:  Excellent.  Excellent.  Thank you, John.  It's great to be here, and as I look through the list of participants, I see a number of names that I recognize, so hello to all of you.  Some of whom speak to me on the phone all of the time, probably are tired of hearing my voice, but this is a nice opportunity to talk to you about something different from what we normally talk about.

As John noted, I will talk about the development of asking called the plain language summary tool, and it's essentially a web based tool that we developed in collaboration with the center of knowledge.  I would like to start briefly with a quick discussion about what plain language is.  And Michael Johnny who will speak after me will talk more about why we need plain or clear language in our communication, but I think it's useful to start with a definition, any favorite definition is from Steinberg, he notes writing is setting out out of essential information in a way that gives a cooperative, motivated person a good chance of understanding the document at the first reading and in the same sense that the writer meant to be understood.  So essentially plain language writing is first and foremost good writing.  It's clear writing.  It's written with the intent to communicating to a specific audience.  It uses straight forward grammatical structure, it uses adequate terminology, not jargony terminology.  Most importantly plain language isn't simplified or dumped down content.  Sometimes that's a criticism that we hear people say about the use of plain language, and if it is dumbed down content that we have missed the intent.  It needs to be language that's simple and clear while retaining accuracy in communication.  Plain language benefits both authors and consumers because plain language is more efficient for readers.

Readers don't have to work hard to understand.  I'm sure you all have had this experience of trying to read through a really dense research article and finding that you read very slowly in order to understand the content and you might have to reread in order to really understand it.  Plain language writing is writing that you should able to capture the sense of what it's communicating in the first go around.  So it's more efficient.  It's ‑‑ so that's useful for the reader.  It's also useful for us as content producers, because if more people understand our message and fewer people misunderstand it, then we are closer to moving folks in the direction of whatever, you know, whatever we are trying to communicate, if it's a health recited behavior change thing, then we are closer to achieving our goals.

We also know that in the health field, which is my background and because this conference is focused around rehab, we also know that in health fields using plain language is one way to help reduce negative effects of low health literacy and there is a fair bit of research that shows a lot of folks have difficulty understanding complex medical information, but that vulnerable populations may have the lowest health literacy, so providing clear, accurate information is obviously critical.

So within that context, we developed the plain language summary tool, and it's just a web based tool.  I will show you some screen shots so you can see what it looks like.  It's a web R web based tool that supports and structures the process of writing a plain language summary of a systematic review.  And I will go ahead now and just give you the link in the chat.  This tool is available on the KTDRR website as, well, it's been up for a little while in the soft launch.  It was formally launched a couple of days ago.  If you go to the payment I just put up, you can see resources and then you can go to the tool itself.

The tool is developed around a set of standards developed by the Cochrane summaries.  Cochrane has required plain language summaries for quite some time for the systematic reviews they source, but the working group formalized standards and process for creating summaries.  I won't go into great detail in this presentation, but it's worth taking a look to see what they have produced and the tool itself is organized around those standards.

So why was it developed?  Really for one primary reason, and a couple of secondary reasons.  It was developed to model the development or to support the development of a knowledge translation platform, and Bennett and the knowledge translation tool kit talk about KT platforms as institutions committed to the arts of knowledge brokering.  And they suggest that KT platforms work to develop three things, the knowledge base, to support deliberative dialogue and to engage in capacity strengthening.

And this tool, the POST supports the first and the third component.  It supports the development of the knowledge base.  And in Bonnie's talk this fits in step 5, create your content and she noted that includes developing content, locating the content but summarizing and synthesizing the content in ways that are easily understood by your target audience.  The PLST is intended to support really that third part, which is once you find something, let's say there is a new systematic review that came out, it's really focused on a topic of high importance to you in your research group and you want to be able to provide information about that, you have to think about how to summarize it in a way that will make sense for yourizers.  For some users that means just disseminating the systematic, the publication yourself for the researchers, for example, that's what they want to see, but for your consumers, you are going to want to think about creating a summary of that information.

It also, the POST supported the third component, capacity strengthening.  It does that by providing mechanism that supports people in learning how to create plain language summaries.  It does that through scaffolding or templating the process.  And it also supports capacity strengthening through the development of a knowledge management system that supports collaboration and knowledge sharing in kind of sits out there for people to be ail to use.

So that's the rationale behind its development.  So house does it work?  Well, if you have it open or if you go to it later, you will see that first you have to register, and that's a pretty straight forward process.  You will set up your log in, create a password and you can log in from that home page.  Once you have that set up, you can always go, obviously go back and you will be ail to see any plain language summaries you created in the past.  If you forget a password, there is a mechanism for you to regain that password.

Then once you are logged in, I have to look through my notes here, once you are logged in you will find yourself on the home faith where you can create a new summary if you look on the left‑hand side of the screen to the, you can create a new summary, you can visit the same you have created in the past or there is a section in the main part of the page for learning more about the tool and about plain language.  So you will see the links, what is plain language?  What is the purpose of the tool?  What are some plain language resources?  How do I use the tool?  Who developed it and how do I cite the tool?  And if you click on the links, they accordion down and you can read some information.  You will also find on this page, it's not showing in the screen shot.  You will find a manual that you can read or print so that you have it next to you.  There is also a link to a video that walks you through how to use the tool.  So once you are in, and decide to create a new summary, you click the create new summary button and it takes you to a page that looks like this.  This is the sort of main section of the tool.  It shows you the sections of the plain language summary in the left column along with the choice to save as a draft or to exit without save.  And citation is required so that's the first thing you have to do before you can use any of the other links along the left‑hand side.  You have to get a citation into the system.

But the choices, I just want to walk through the components of the tool.  Citation is the first one, plain language title is the second one, question, the research question or questions is the third one, the research background, the search dates that the review encompasses, characteristics of the studies, funding of the studies, results from the studies, the statistical analysis, and then evaluation of quality.  Those are the categories that Kochrane established standards for.  So just a note about the citation.  It can be filled in manually, in other words, you can type it in.  Or you can enter the pub med ID if you have a pub med ID for a paper and it will auto fill into those fields.  The only thing I would be aware of is it doesn't work for ePubs ahead of print.  So if it's an ePub ahead of print you will have to fill that in on your own.  The other just note about how you move through the tool is you use the back index buttons osh the left Nav to exit.  You start with the title, fill it in and go next next, next, through the completion of the summary, however, if you are coming back and editing, you don't have to move sequentially through the system.  You can use the left Nav to say I need to go edit the statistics part and go directly there.

And then I will show you another screen shot in a second, but the template includes a place for you to fill in your plain language text.  It also includes the Cochrane standard and the rationale to you can see that for each section.  Here is a screen shot where we have moved to the plain language title.  You will see the references there.  There is a place to add your text.  The standard is here.  The standard is you need to restate the title or review the question.  Here is the rationale.

The rationale is the title needs to be in plain language.  Difficult language includes technical wards jargon or words that are long with many syllables and if a plain language term isn't available, clue an explanation of the term in the title.  So that's what you are intended to do in this section.

Once you move into the next sections, the plain lack wage title, questions, et cetera, you get two new buttons.  Share this draft and delete the entire summary.  Delete entire summary is intuitive, but share the draft takes you to a page where you can share the completed draft that you produced.  Once you do that, you can print that page or copy the URL at the top of the page and send it to a collaborator if you are working on editing it, then you should note that your collaborator doesn't need an account in the tool in order to be able to see that draft once you have a URL.

This is what it looks like on a web page, and I'm trying to think if there is anything I should tell you about.  I don't think so.  The only thing to note is that you can also choose to, in the upper right‑hand corner there is a place for you to view a PDF version, so if you want to create a PDF you can do that.  And we just recently added a Widget that allows you to send the link to email or upload it to social media platforms.  So that's another thing that you have.

Just to wrap up, who can use it?  It's open to anybody.  And as accessible with the KTDRR website.  There is training and support available, the training video and the user manual.  And then I was just going to end by saying obviously this is a somewhat limited tool because it focused on systematic reviews only and people ask what about plain language for research articles and we have some of our team on this call who are part of the healthy aging.  I wanted to note that in another part of our world we are working on plain language for research articles as well, so in the healthy aging RTC, we it's not a web‑based system but a templated system when we produce a publication and it is moved into print then the researchers sit down and write a plain language summary and that goes on the healthy aging. 

The idea of the tool can be implemented research articles as will I'm happy to take any questions that you might have at this time.

John Westbrook  Actually, I see that the chat has been cleared because actually you have, your time has expired, Mark, but it was great.

 MARK HARNISS:  Okay.

John Westbrook  We really like the plain language tool and I did notice that Bonnie Zink referred to as a fantastic tool she can use it in her work too.  So we do think that it's not just NIDRR grantees there are people that could find of using the tool in different ways so that's great and it's available to everybody.  So, again, thank you very much, Mark.  Now, we will hear from Michael Johnny who is the manager for knowledge mobilization from York University, Toronto, Canada.  He has held his position since 2006.  Michael has an M.A. degree in Canadian and native studies from Trenton University, having researched policy implications for native literacy in Ontario.

He has over 13 years of experience in educational research and development with specific skills in program developments, strategic planning, programming evaluations, stakeholder consultation and policy development and analysis.  Michael, it's great to have you with us today, so I will go ahead and turn it over to you now.

 MICHAEL JOHNNY:  Good afternoon, thanks very much for the introduction.  I want to thank the organizers and participants for your time.  I want to take a second an compliment Mark on a powerful tool.  I was multitasking in addition to listening attentively.  I have written down the URL and I'm looking forward to sharing it with a lot of my partners and stakeholders.  I think you are onto something very, very useful.

I'm going to be speaking over the next 30 minutes around our work at York University around knowledge mobilization and very specifically around clear language research summaries.  As it is with pretty much every presentation I give, I want to create a baseline of understanding at the risk of undermining my credibility, I will share with you ‑‑ I have been in this role for eight years.  It took me almost seven years to be able to explain to my mother what I do.  Knowledge mobilization, it's not an intuitive term, and the way that we have structured it here at York University has a very strong service component to it.

After talking about that, I will spend the bulk of the time talking about the research summary tool that we have developed and really kind of unpacking a bit about the process and some of our findings upon reflection.  This is something we have been doing for quite awhile.

To kind of anchor the talk, I wanted to throw out what I see to be two challenges around our work in clear language writing and design.  Academic research outputs simply are not as available or accessible as they could be for people.  We look at things like journal articles, conference papers and book chapters, and see two challenges around their access and utility.

Firstly, they are predominantly but not exclusively held in academic libraries which limits availability, and I think second and probably just as problematic is the fact that they are written in language in a format that make them less accessible.  I really believe there is a correlation between the size of a document and the extent to which it's read and that is certainly through for me early in my career.

The term knowledge mobilization, it's something that's being bandied around quite a bit by people working and studying in the field and I will not go down that rabbit hole today, but really just share the definition that we have developed and utilized here at York University.  As a service unit, myself and a colleague, we work in a brokering capacity supporting the two‑way connection between researchers and community stakeholders, and by that we really mean non‑academic interests.  It could be community, industry, or government with the purposefulness that research and evidence can inform decisions about public policy and professional practice.  So we utilize methods such as knowledge transfer, translation and exchange, but we really try and drive our work toward coproduction.  So what do I think I know about this kind of work?

Well, it has a purposefulness to it, and I think that really compliments our work around clear language writing and design.  It is a very strong social component to it.  I mean, it really requires people to meet and interact.  From the standpoint, there is a strong stand socialization component to it.  It's kind of getting knowledge into the hands of people who could use it.  But I think it's the mobilization part that might trip some people up, but it's really the preparedness.  It's the purposefulness around making sure what we have and making sure we have what we need to be effectively utilized.

This is our theory slide.  I will go through this fairly quickly, but I know that not everybody has a passion or an interest for theory.  The slide itself, it's multicolored.  There is some information inside the box, and a bit of information outside the box.  So for folks that are not jazzed up about theory, I invite you to take 90 seconds and visit the backyard of a colleague of mine who worked in Portugal cove Newfoundland which is 15 minutes outside of St. John's.  You can go and spend a bit of time there and enjoy the incredible views and the fact that you would be ocean front for awhile.  Ill go back and talk about this theory slide for a little bit because our work tends to drive toward the green circle, and bringing researchers and collaborators together.  And as I mentioned early, we use all kinds of services to support that effort.  On the very bottom in green is the space that we facilitate, bringing together researchers and collaborators.  We have a series of forums, we have breakfast events which we call KM in the A.M. with very modest objectives simply to bring people together and interact around common interests.

The bottom left in red is are a series of services around supporting people.  We support a lot of internships within our work here at York.  My colleague started to do some extensive work around social media as a tool, and this would really kind of echo the important work that Bonnie is ting.  As social media as a tool to facilitate knowledge mobilization and really the uptake and utility of research.

It's the orange part at the right and left side that are my focus around brokering relationships, and you will see on the left that little, you know, the acknowledgment around research summaries.  And I will sort of jump into that now.

Research summaries is, and research snapshots, which is how we brand this work, is something that we started working on about 2008.  We had been delivering services for a number of years and in one of our planning meetings discussed the fact that, you know, there is a whole host of collaborative research that sits on the shelf and gets buried and I think there is opportunity to take some of the key findings and work purposely to disseminate that research and create greater awareness around it.  The headings in which I will be talking about really follow the structure of the snapshot itself.  The snapshot, and they all look consistent.  In fact, I will try and step back and provide background around this.  Since 2008 our office has helped develop and support around 370 of these on a wide range of topics.  The filter for us around the development of these is that the research has the opportunity to inform public policy or professional practice.  We work very closely with community partners that identify priorities in which they would like covered off in the development of these snapshots, so we really try and create some direct purpose around the development of these and another important part of the development cycle that I want to share with you is the fact that we train students, graduate and undergraduate students in clear language writing and design principles, and they do the writing.

So this is not the kind of thing that we ask our faculty to do, in fact, our office really tries to operate on a model of how can we make their life and their work easier?  How can we take something off their plate instead of adding something to it.  We work with an adult educator outside of Toronto that provides training for our students in this area.  All of the summaries have a common template.  There are about 500 to 600 words.  They follow a similar design pattern as you can see on the screen.  And the sections of the summaries that may be difficult to read follow the following, what is this research about?

The next section is what did the researchers do?  We have a little shaded box below the gray on the first page, what you need to know, a section, what did the researchers find?  How can you use this research?  And a little bit of contact information about the researcher themself that would provide a link to the paper, the lead author's contact information.  So I will follow the section titles as I walk through and tell a bit of a story around the work that we did and share some of our insights.

What do we do?  We did start this work in 2008, and in thinking purposefully around this, we were able to secure a modest federally funded grant to really kind of pilot the concept.  And the important thing about that was bringing together some diverse stakeholders.  We brought together a steering committee to guide the project development.  We had policy professionals not‑for‑profit organizational practitioners, researchers and students.  We did a scan, we looked out there and found quite quickly we weren't the only ones with this good idea.  There was a whole host of other examples out there.  We borrowed adapted and really kind of took what we thought to be the best elements of all of these and mut it into the research snapshot template that you saw, and we tested the template.  We tested various dissemination models.  I will be honest, I had the assumption there would be a large contingency of policy professionals that would like these things translated into an audio podcast that they could go and listen to them, but they were quite clear, and it was quite consistent throughout our focus groups that people really wanted a text based tool within a fully searchable database and that's what we are able to develop.

Then we really started to ramp up the production.  Ill ask my colleagues who are helping hosting if there are any questions to kind of flag it and I will do my best to multitask.  I know that Bonnie had asked the question and I will try and type that in before I leave.  So providing a bit of background around what we did, I will speak briefly around what we found because I will really kind of fast forward from 2008 to 2012.  The one thing I need to come clean is we have not done a full and comprehensive evaluation around this product.  We simply haven't had the capacity to do so.  But what we have had over the years is a really strong anecdotal evidence base that says there is some value in this work.

And what we did, my director, my colleague and I, and another knowledge mobilization professional, we developed and published a field note around this work and that field note as well follows the structure of this presentation which in turn follows the structure of the research snapshot itself.  But some interesting things once we developed the database and really started to disseminate these utilizing a social media strategy, using Twitter and we have a very active Twitter account.  We have our snapshot of the day that gets sent off to a whole host of folks and over the course of I would say 6 to 9 months we realized a significant increase in traffic to the summary database itself.

The social media strategy around pushing out these snapshots provided an increase of almost 300 percent to the database.  In our conversations with the researchers themselves, they have found some value in this.  The rate in which faculty are willing to participate in this process is well over 99%, and I think we have only had one or two in eight years, pardon me, 6 years now that have expressed they don't see value in this.  That's the important thing.  It's a fully opt in process.  We send communication to the faculty.

We are aware of their areas of research interests, and inviting them to submit recent publications that they feel have, that could inform policy or practice.

John Westbrook  Michael, we do have a question if you would like to take it where can we go for guidance on translating medical terms into plain language.

 That's an excellent question and it's interesting because I really see the health and education sectors being strong leaders not only around knowledge translation and knowledge mobilization, but the push around plain language.  Off the top of my head I can't think of anything right now, but I will go back and speak with colleagues that are working web site within the province of Ontario.  It's unique that there are levels of government here that are investing in knowledge translation and knowledge mobilization.  They may be able to assist me with that so I can follow up through John and Joann and be able to provide that information for you.  I think we are at a tipping point where that information should be accessible and I'm not sure if we could have said that five years ago.  In terms of utility, I mean, a really significant caveat that we provide not only for our researchers, but for people that want to use this, is that this does not follow the structure or the rigor of a systematic review.  These Senate shops are simply clear language summaries around single studies and we are explicit in telling people she shouldn't be basing opinions around a study.  This wasn't just us identifying and saying this a good idea.  We went back and explored what does the literature say around this?  So if they are not to be used that explicitly, then I can appreciate what some of the questions are, and about how they can be utilized.  And the way that I really kind of pitch it to our faculty colleagues is that I think they could be an excellent calling card.  It could be an excellent resource if you are going to a conference, if you are going to an event, if you are going to be meeting both academic and non‑academic colleagues to let them know recent work that you have done, work that has the opportunity to help shape and inform work that's going on, and I'm not looking to contradict myself.  I mean, I think it would be one body of information that could complete the decision making process.  But also it's a communication tool.  It's a strong tool for researchers as well as our office to communicate outside the university and let folks know that here is somebody that's working on a topic that could be of interest to you.  I mean, again, part of the anecdotal evidence that I have been able to capture over the last few years is I have been at three separate presentations, and these are community forums where the, where a speaker has brought up one of our snapshots.  And talked about it as either being relevant to the work that they are doing or a good example around accessing academic research.  They didn't know I was in the room.

So it was quite interesting that folks are seeing that utility.  I mean, some of the other indicators for us really relate around partnerships.  Since 2008 we are starting to work with, I would say, nine or ten universities or large scale projects.  We are working with large scale collaborative projects here in Canada called networks and centers of excellence that have an explicit mandate around knowledge mobilization in broad subject areas, and two of them we have been able to partner with and they are using the research snapshot format.

Really the way the exchange goes is they can use the brand.  We will train their staff or students and they can start to develop their own compliment of snapshots.  They can brand them at the bottom.  They can put their institution or project name and title there, and in exchange for this, we can take their completed summaries and put them onto our searchable database.  So that's kind of the exchange process.

We are also working with a number of other universities in Canada, some of which are formal partners of ours and just this year, we have started an agreement with our faculty of graduate studies, utilizing clear language writing and design, and the research snapshot development process as a training tool.  Our grad. studies program is seeing value in training students around clear language writing and design principles.

The research snapshot development is really just one module that we are starting to roll out with them.  We are also developing modules around developing academic posters, around oral presentations, the notion of that three minute thesis is becoming very intriguing for graduate students, and, I mean, we are providing some training and support around that as well.

And the last thing for me is it's become an increasingly powerful tool to support my efforts around mobilizing knowledge and again, as I mentioned before, with the critical foundational piece of my work being brokering relationships, now I have a resource base that I can tap into that will let me know that there are people at this university at York University, but also arm the country that have an area of research interest that may be aligned to needs that are identified outside of the university.  So I have been able to utilize these snapshots in brokering relationships as well.

So the what you need to know.  If I could take what I have been talking about for a little over 20 minutes now and try and distill it if there is start of the essence of the presentation and the resource itself, research snapshots and clear language writing design is an effective tool.  And it is becoming increasingly important part of our knowledge mobilization strategy.  The ability for these products to help connect researchers with decision makers and even anecdotally has been quite impressive, but I really believe in their ability to take the important utility of academic research and get it out into the hands of people that have a real appetite for it.  It breaks down barriers and helps to convey what could be complex and comprehensive systems and methods into ways in which people could understand it.

Hopefully in a way that is quicker for them than it is to explain to my mother what I do.  I like the fact that people with this tool in their hand can explain something a lot more quickly than it did for me.  I'm excited about where this initiative is going for us here at York.  I mean, I really need to place a lot of the credit on our instructor, Matthew Shoalman works for the peel halten adult learning network in missasaga Ontario.  He has provided upward of 15 to 20 training events for over 100 students at York University.  We have had skilled and capable students do this writing and support the developmental process for us, two of which have been able to secure employment positions in the knowledge mobilization and communications field, so it's provided a rich training ground as well, I mean, I guess really what I'm telling myself if we should get on that evaluation and I think we may be able to drill down and find some good information about this aside from the anecdotal stuff.  So with that, I would like to extend my thanks for everybody for your patients.  I would be happy to answer any questions whether it's now or certainly part of my learning style might be tomorrow.  That's when I tend to come up with my gold is the day after my email address is there.  I know there was some talk about a Twitter handle.  For me it's @mobilize Michael.  I will type that in right now.  I'm early.  I don't know if that is a benefit or not.  It certainly opens up some question opportunities and it may extend a break or allow the next person to go a little bit early, but thank you very much.  It's been a pleasure to speak with you, and talk about some of the important work we are doing here.

John Westbrook  Thanks so much, Michael, that was great.  I will just say I know you were busy presenting, but while you were presenting, some of the participants were chatting about you raising their awareness that having a Facebook group to try and help with some of the thinking and formulation around KT activities such as what you are doing and others are doing would be a really good idea.  So I think that's a very positive kind of outcome, and you helped stimulate that.

 That's great! 

John Westbrook  Let me say I do have one question here that I think was raised a little bit from the presentations that occurred on Monday.  And the question/comment is the following.  Monday we heard our presenters disagree about the grade level the media uses in its reporting.  Sylvia mentioned it was somewhere near third to fourth grade and Tim said it was closer to tenth grade in order to write clearly and yet convey ideas that may be deeper in scope or complicated, you have an idea what grade level to strive for with our clear language summaries?

 Okay, that, now, I'm going to sit myself firmly on the fence in that debate which is not helpful for the folks who are passionate about this, but I would contend the context of audience is very important.  For us, we strive for a grade 10 level.  That's our goal.  The important thing that we have really kind of worked out in our process is that clear language writing and design are principles.  I don't think they are hard and fast rules, and I think you will have to allow for those exceptions.

The other thing for us being part of a service unit is that the sign‑off process rests fully with the lead author and if he or she feels that the summary requires some of the technical language to maintain the critical context, we are not in a position to argue.  We are a process office, not a content office.

We certainly will let them know that the objective is to be able to get things closer to a grade 10 level, which opens it up to a broader audience, but we have had some situations where folks say, well, I'm going to a, you know, they are going to a specific conference and folks are going to have a level of education and awareness around the topic and it's more of a communication tool.  And as a result, we use the Flesch‑Kincaid tool which is found within Microsoft Office and I think their summary came up at about grade 15 or 16 and they said, no, no, this is great and we need it this way.  So I kind of plugged my nose and said all right.  And in people we talked to, we let them know for us it is principles.  I think some of our lowest level summaries may be in about grade 8 or 9.  I don't think we have been able to good below grade 7.  But for us its guidelines.  I respect the debate.  I really do.

John Westbrook  That's great.  Very informative.  And actually, we have reached that part in the agenda where our time is up again.  So I want to thank both Michael and Mark for your presentations, very informative, plain language is, and clear language is very, very important.  Just to clarify, we are taking breaks based upon participant comments that they would like to see more breaks.  So we are going to take a break and we will reconvene at 15 minutes mast the hour.  Please come back.  We are going to hear from Dr. Bruce Newbold and it will be an exciting presentation, I think.  See you after the break.  

(Break).  
