Outreach & Development 

A Resource Packet:  Quote…Unquote
1. Laying out the Foundation Work
When coming into any new position in a work environment, the best way to immerse yourself into their organizational culture is through open-mindedness, face-to-face communication and asking questions. Questions, questions, and more questions. Do not feel nervous about coming off as annoying by asking several questions.  In order to efficiently do your tasks requested by your supervisors and other staff, clarification can go a long way in achieving your goals. Sometimes, it is just easier to pretend to understand staff’s requests but that is just setting you up for a disaster. So speak up and ask questions. Just like your Middle School teacher taught you, “No question, is a stupid question.” This is still applicable in your how you view your work ethics. It is a matter of clear communication and efficiency, which comes from exchanging thoughts, ideas, concerns and questions.
The role you are taking on is incredibly important to the organization and in the case of outreach and development, open communication between your direct supervisor is key.  Most likely there was an individual who was working on the outreach for the organization before you arrived, but there may not have been a systematic way of executing the campaign (hence the purpose of this manual). It is essential to examine many areas prior to jumping in head first into outreach activities. Having a solid infrastructure in place and active support is key to a successful outreach and development plan. Here are some initial steps to get going:

· Get acquainted with the organizational infrastructure

· Networking/Meetings

· Read over existing relevant documents (list of established partnerships)

· Familiarize yourself with relevant databases (e.g. Facil)

· Research and contact other Public Access TV outreach techniques/campaigns
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1.Organizational Infrastructure: Having a supportive driving force behind your organization is essential for overall organizational enhancement and development. To break this down further, examining the current board of directors, identifying the organization’s mission & values, evaluating the existent programs & their impact, research the organization’s history & involvement in the community and to assess the efficiency & effectiveness of the management operations to ensure sound work relationships.
2. Networking/Meetings: If your supervisor doesn’t ask you to join him/her in meeting established partners, request to do so. The meetings may be informal as swinging by the South Valley Economic Development Center and visiting their facilities and meeting the staff. Or the meeting may be as formal as initially having your supervisor set up meeting and you meet with The Vortex Theater Company, discussing possible ideas for future collaborations and programming ideas for the station. Either way, these are excellent steps toward establishing your organizational identity and providing a [new] face to the name and position.

However, not always will you have time to go out to network and set up meetings. In this case, phone calls may be a much more appropriate medium for doing outreach (versus email communication, which is good for already established professional relationships, although some professionals prefer email so just ask them!). Some of the organizations you contact via phone may or may not have heard of the organization you work for. Waking phone the calls be sure to introduce yourself, the organization you are with and a brief statement of the organization’s purpose. After that establishment, you can move into the bulk of your phone call addressing the purpose of why you are contacting them.
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3. Reading over existing and relevant outreach documents : Why create it, if it already exists? This is an excellent question to ponder, however there are many reasons why you may or may not have to create a new resource. 

First off, if it isn’t brought to your attention by your supervisor or staff, be sure to ask about shared documents or networks that may have created resources/documents/manuals, etc stored on the computers. This way you can start to sift through what outreach materials exist, what outreach materials may need to be updated/revised, and which materials need to be entirely created. It may be a time-saver to just utilize a “How to outreach in a new community” manual, however, if it is from 1980 and it is 2009, then maybe some more current research needs to be conducted that is more applicable to the societal climate. Or perhaps you really want to put together a general outreach guideline, starting with the basics (ehem, like this resource), then go ahead and take on this task by documenting all your outreach efforts throughout your position. Even call up other fellow non-profit (VISTA’s) staff and pick their brain about their outreach methods as well. Make sure to tell them it will be documented for the development of an outreach manual. 

The Internet is a valuable resource to use, if effectively accessed. Take some time to research, research more and do some more research. This is a strategy that will assist you in the long-run with effective researching skills as well as compiling a list of resources, organizations and websites that can be beneficial with outreach techniques. Again, be sure to focus on outreach efforts for non-profits, as access to money is much more scarce versus for-profit businesses (although, do not completely disregard those outlets, you never know what you might find!) 
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4. Familiarize yourself with relevant databases:  Some of the in-house databases may in-turn prove to be a helpful resource. Keep in mind, these organizations have most likely been around and have a thorough amount of information already accumulated. For example, some databases, in particular Facil (used by Quote Unquote, Inc), houses everything from training dates, production class registration to other organization’s contact information to email listservs (which are great resources for mass communication for outreach) to sending out newsletters to those already in the system. Ask your IT person to give you a tutorial on how to access the database and use it to your advantage, as getting the word out is essential for effective outreach.
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5. Make friends with other Public Access TV Stations: Research other local non-profit TV stations, community media centers, national and regional coalitions. The best way to learn about the current climate in your field is to ask around. Some ideas to outreach with these other non-profit organizations are through a listserv, social networking, or even attending conferences/meetings. An example, of outreach, is creating a google group, (i.e. Public Access Station). First thing to go is to research if there is a master list of access station contacts. If there isn’t, you may have to develop a Public Access Station director (in excel or access). This will be time-consuming, but gathering together other staff business cards they have collected could help you or even contacting Alliance for Community Media (ACM) for an all-inclusive contact list. Once that is created, you can export that spreadsheet (as a csv file) into your email contact list. Once that is finished, you can start mass-emailing or using the contact list for creating a google group/social network.
2. Types of Outreach Methods

First thing is getting out there and promoting your organization to the public. Especially if you are new to the staff, or to the position, it is important to create your own branded [organizational] identity. The organizational identity you create should coincide with your organization, to maintain a consistent and cohesive presentation. Always remember, any outreach method you choose, make sure to document it as you go. This will serve multiple purposes: creating a future report, maintaining an organized spreadsheet of all your contacts, and for staff. Provided in the future sections are some examples of partnerships, development ideas, and outreach efforts. For a complete listing please refer to the appendix section.
Types of Outreach: 

1.) Programming Outreach

This area of outreach is focused initially on networking, establishing a partnership and then utilizing these partnerships to benefit your organization and the partnering organization. For a public access station, it is important to obtain a diverse arrangement of programming for your channels. This is important because you do want to keep your programming exhaustive to reach the widest group of viewers. Diverse programming can mean local filmmakers, social justice orgs., law firms, brewery’s, educational institutions, local school sports, cooking programs, music, and even social service orgs. This is just a sample, but in order for a public access station to be representative of their community, several alliances need to be formed amongst different agencies. Researching may take time (on the Internet, visiting the library, etc) but once you develop an elaborate directory, it will be well worth the effort. Below are some examples of successful partnerships with film festivals & filmmakers and Encantada TV, Channel 26.
· Taos Shortz Film Festival: Our partnership with the TSFF is to air their “Best of the Best” from the previous four film festivals. This is an excellent effort to extend opportunity to local NM Filmmakers, as well as to others outside NM who would like to get their films showcased.
· NM Film Office: Our partnership with the NMFO is to air their “NM Filmmakers Showcase” from previous festivals. This is an excellent effort to extend opportunity to local NM Filmmakers who would like to get their films showcased.
Beyond, acquiring programming, it is also important to make sure your organization is promoting the channels or outlets that are distributing the content. For example, the marketing efforts of specific programming blocks, film showcases, or even a “video on-demand” style website, to ensure audience consumption, cross-promotion is essential for success. To further this statement, the following section, “Community Partnerships/Cross-Promotional Outreach” will identify methods to help with marketing efforts. 
2.) Community Partnerships/Cross-Promotional Outreach
Identification of Organizational Resources: First off, identifying what resources your organization can offer to other organizations is very key step prior to any initial communication. This step will help enhance the outreach because once you make the initial contact; you will already have prepared a “pitch” to the organization. This will help to narrow down what resources and contributions you can provide in the greater partnership. Examples of this are better indicated in the Cross-Promotional Outreach guide which details QUQ’s resources. In addition to those, another benefit for other organizations is for them to get studio production training and then utilize their show to get messages out to the public about their organizational mission and events, etc.

Research: This is the next step. In order to seek out potential collaborations with other community organizations, you need to spend time researching other organizations in your community. The internet is great for this, but so is just asking around to fellow staff about previous partnerships, in which you can revisit, or perhaps go through databases to research. I have found that the internet and looking up other non-profit organizations (NPO) in your community is very resourceful. This is at the very least, a starting point, to make your initial outreach efforts.
Make the initial contact: Do not hesitate to initially call or email an organization. It is all situational. Sometimes it is as simple as creating a universal message that can be sent to several people in one email, i.e. mass email blast (make sure to “bcc” so they think it is tailored to their organization). Other situations you may want to specifically reach out to a business or organization because perhaps the message or inquiry is intended for a niche group. 

Most of the time, other people in the community, may have heard of your organization, but may not be fully aware of your mission and/ or services you offer. This is why strengthening your community building and partnerships will help your organization’s image and reach out to another group of people through that specific partnership.
Putting a value to QUQ’s media outlet resources….

Cross-Promotional Outreach Chart: In order to determine the value of your organization’s various promotional avenues, it may require some research. It is helpful to call and contact other print, radio or TV stations and ask how much they charge for ad space. This is a starting point to create your own value on your different promotional offerings. Another thing to consider when developing this cross-promotional chart is the labor involved and how much time and effort it takes to create the product. This should be factored into the overall value, as well as the viewership. This is all relative and needs to be carefully examined before trying to sell your services to other 
Examples of Cross-Promotional & Community Partnerships:
· Print: The Weekly Alibi—A promotional trade/exchange for advertisements in each other’s media outlets.
· Non-Profit: Enlace Comunitario—Worked out a trade for ad space in Enalce’s newsletter, in exchange for QUQ to execute a few youth-led productions. This eventually led to some of Enlace staff receiving production training.
· City Department: Albuquerque Convention & Visitors Bureau—This partnership was one where QUQ provided a platform to cross-promote ACVB video productions via Encantada TV & to provide them with b-roll/event footage, in exchange QUQ receives a one-year membership to the ACVB. This membership allows QUQ to be registered as a local business on their website, which hundreds of companies/individuals who are visiting Albuquerque, can locate information about our services. In addition to these services, Quote…Unquote can also promote themselves as a video production house for local and out-of-state businesses. 
· International Organization: Link TV-“Youth Noise”: Link TV/Youth Building Healthy Communities Project (April): Youth Building Healthy Communities. Quote...Unquote, Inc is in partnership with Link TV, "Youth Noise," to train Albuquerque youth in media production and give them the tools to express themselves through media about issues that are impacting their communities!
Another way to showcase partnerships and/or to cross-promote is to publicize to your many supporters those exact collaborations. This will help to inspire, motivate and persuade other members in the community to potentially pursue collaboration with your organization, based on the sole fact of successful existing partnerships.
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For example, Quote…Unquote is in collaboration with Miro Community, the developers of the New Mexico Community Media Space. QUQ currently operates and maintains this space which the creation of this site is to centralize different videos from various video hosting sites (e.g. Youtube, Viddler, Vimeo, etc) that are relevant to a specific topic or community, in this case.... the New Mexico Community! This is a space to encourage those individuals who navigate the web and find cool & interesting videos about NM to then upload those links to our NM Community Media Space. 

In order to better market this community media space, the idea to send out a monthly e-bulletin to showcase one video from the site, was utilized in order to increase traffic and exposure. At this point, there has been an average of 200 subscribers who open and watch the video. In the newsletter there is an image of the video, with a link to the video (on the NM Community Media Space) and a brief description. This will also encourage people to hopefully forward the email to interested friends or viewers. In the end, your organization is cross-promoting a unique brand, an interesting product and a communal identity to its supporters and subscribers. 
In additional way to cross-promote this space was to contact other community partners and organizations and ask them to post a widget on their website. This widget includes 3 featured videos from the community media space and a link for people to visit the site. All the partnering organization has to do is to embed the code on their site.

3.) Volunteer Recruitment Outreach
There are several ways to
· Social Media Networks: Similar to above, utilize this to outreach to the community that there is interest for you to help at the station and be part of the community.

· Workforce Connection

· Department of Labor
· Native Youth Council
· University of NM Work Study Accounts- Submit form/application to be a contract off-campus Work Study Employer
· Craigslist.org
4.) Fundraising Outreach
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Below is a list of suggestions for strategies, from quick & easy to long-term planning of fundraising activities. If there is not a committee in place to execute fundraiser events, then an ideal step is to coordinate a fundraising committee. For a non-profit organization, it is best to have a couple staff members & members from the board, to be part of this committee, which will help to expand the brainstorming for fundraisers and to delegate tasks to the committee members. The more diverse the committee is the more expansive and creative the thinking process becomes, since everyone pulls from their own experiences with both successful and not so successful fundraising techniques.
Long-term funding strategies: Once you have established a core committee, it is important to meet at least bi-monthly. This will help to follow up on any delegated tasks or for updates from members. Some basic steps to start developing a fundraising strategy is to narrow down available methods for funding. To start, there is the traditional grant-writing route for non-profits. This involves discussing and outlining a matrix-type strategy. For example, the hierarchy of funding sources typically looks like this: 

· #1 Foundation funding
· #2 Government funding

· #3 State funding
For any of these 3 main areas it is necessary to begin basic research. This involves going to various websites: (e.g. www.grants.gov, foundationcenter.org, etc). This research will help you to compile a list of potential areas for funding and knowledge of who the funders are and their deadlines. Most funding sources look for uniqueness, innovative approaches and organizational longevity. Long-term funding for projects is most ideal but is important to be aware of the demands on the funders end. In theory, you could acquire $10,000 in grants but the amount of work, labor and reports in return may over exceed the nature of the funding (e.g. the energy put into the tedious details outweighs the simple [image: image9.jpg]


nature of the funding itself).
Boiler Plate: Another important aspect to consider is to starting working on producing or creating a “boiler plate” of organizational information. This would include information that quantitatively and concisely describes your organization’s direct benefit to its community and its greater impact on a local, state & even national level. Being able to coherently list your organization’s services used by other community organizations and members is necessary in seeing a direct causal relationship (see attached “Boiler Plate” document).
On-going Fundraiser Strategies:
Here are some suggestions for quick & easy fundraising ideas:
· Quarterly Raffle: Depending on what is being raffled, this is a great way to lure in a consistent group of people or maybe even specific groups of people depending on the item being raffled. The most cost-efficient way to execute this is to contact local organizations and businesses and request them to donate goods/services to QUQ to be raffled in a fundraiser.
· Avon Cosmetics— Michelle Garcia, Associate--Is going to put labels on her books that she is selling that will state 40% of the proceeds (of selling that one book) will go to Quote…Unquote, Inc. She will be selling those books for the month of December.

· TGIFridays--Contacted GM and QUQ is hosting 3 different fundraiser events called “Benefit Night.” Everyone who goes to eat on the assigned dates and times, will have 20% of the proceeds go to QUQ for its moving expenses.

· Fudruckers--Contacted GM and QUQ is hosting 3 different fundraiser events called “Benefit Night.” Everyone who goes to eat on the assigned dates and times, will have 20% of the proceeds go to QUQ for its moving expenses.

· Firstgiving.org—Create your own fundraising page for FREE at this website. It offers a secure way to bring in potential donors who would be interested in donating. You can send emails & copy/paste the html code to insert it into your social media outlet (blog, facebook, twitter, etc).

· PSA Campaign Outreach--- Get the word out about monetary or operational donations by creating a script for both audio and video mediums. Work with your local NPR affiliates to air the audio PSA. The audio PSA would look like this: 
· Water utility authority-- Place an insert into their water utility bill, ability to reach 195,000 consumers. This provides QUQ with the opportunity to educate consumers about QUQ, its services, ways to donate and its mission, thus directing them to our website to donate. 
· Albuquerque Journal (Brown Wrap Program): Through this program, NPO’s can submit a “profile” inquiry that will be selected at some point in which Shannon Kunkel (skunkel@abqpubco.com) will contact your organization for more information. This opportunity is perfect to solicit donations to your organization and gives community members a chance to learn more about what your org. does.
· New Mexico Community Foundation: QUQ submitted a letter of inquiry to Bill Good re: the NPO Partner Program. Also, QUQ contacted Michael Chamberlain about creating an “organizational profile” in the NMCF system. This will enable QUQ to be selected if the criteria and match for funding is accurate. In a sense, as resources/funding becomes available the NMCF staff searches the database for potential organizations who are aligned with their mission, etc.
· Organize a fundraiser at a music venue: Helped organize a fundraiser concert held at a local venue, The Launchpad, to raise money for Quote Unquote and the upcoming moving expenses associate with moving to a new facility. Bands, food, raffles, and DJ will be at hand, with a cover charge which will all benefit QUQ. Worked a lot on the marketing end of it— Wrote up press releases, working with local media outlets, social media and circulating info via our own listserv to spread the word of the event. 

· Organize a fundraiser at your location: This fundraiser was Saturday December 12th, 2009 at the Quote Unquote station, located at 415 Tijeras NW (East entrance of the old County Courthouse) from 1pm-11pm. From 1pm-5pm, there will be a live band/call-in show where callers can donate money to Quote…Unquote’s cause and have a chance to win raffle prizes donated from local businesses. From 6pm-11pm, there will be a community dinner with various local restaurants donating food. This fundraiser event will have a cover charge of $10, which will include dinner and attending the live performances. 
Below is an outline of what our Fundraiser Committee helped to develop (the full list is included in the appendix section):

QUQ FUNDRAISING COMMITTEE REPORT 4/2010
OVERALL GOAL—Increase the programs and services at QUQ to meet the growing and changing needs of the community

Goal #1—Diversify the funding streams at QUQ

Goal #2—Expand the membership base

Goal #3—Clearly define the marketable products of QUQ

Goal #4—Address QUQ sustainability

Goal #5—GET A FACILITY

Newly stated objectives:

· Serve as an open door for those seeking a career in tv/video

· Strive to increase employment opportunities

· Enhance career development

· Provide access at all levels in the entertainment industry
5.) General Organizational Outreach
Organizational outreach is broadly defined as any effort to brand the identity of your organization through various marketing techniques. These techniques include, but not limited to, networking, PSAs, websites, articles in newspapers, online directory listing (on other websites), subscribers base for your [e] newsletter, social media outlets and events. All these examples help, in one form or another, to enhance the image of how the public perceives your organization. Every small to large-scale effort plays an important role in developing your marketing image through various strategies. Below are just a few examples of these efforts:
· Training Outreach--

· PSA Campaign Outreach---I found it particularly important and necessary to increase community awareness about PEG stations. This is a more general outreach effort, but nonetheless, an imperative one. This helps to build community alliance and support (especially good for people to know what public access is when there is legislation trying to cut funding or other political dilemmas.
· Video Podcasts—This is the new-age, digital way of mass distribution. Creating and producing podcasts for the web can help brand your organization’s mission, values and services. For example, at a Community Media Access Center, filming and distributing specific/niche workshops via podcasts can bring in audiences from all over the world. From building a micro-radio transmitter to how to set up lighting in field shoots, these can at the very least, be accessible to individuals and companies worldwide and is cheap to produce.
· Community Media Review—A journal reviewed and edited by Alliance for Community Media (ACM) members. It has helpful resources, websites, contact information and articles. Take time to read through and you will be surprised at how much information you will take away after reading it.

· ABQ Film Office—Fill out a free application to have your organization listed on the local film offices online directory. Many out-of-stater companies come into NM to shoot shows or films here locally and sometimes are looking for local businesses to utilize, take advantage of this resource, it certainly will not hurt your publicity ;)

· Grassroots.org--This is an excellent organization aimed to really assist non-profits with capacity building. Although it is not directly related to outreach, they have free applications and resources to provide capacity building to non-profits that can advance the ways outreach efforts are executed (i.e. pairing up college students with non-profits to assist in web design or graphic design)

· National Cristina Foundation—A resource to seek out donated technology to help enhance the quality of the station (i.e. computers). This can ultimately bring in additional members to your organization which can increase the membership and community partnerships.

· SaveAcess.org—a community organizing website.

· MappingAccess.com—A site created to provide a thorough list and map of PEG centers nationwide

· Recycles.org & Techsoup.org--Researching for ways to receive donated technology? These websites are useful for just that—donated computers, equipment, mice, speakers, etc. Log in and get started. Be persuasive as they need to believe you are really in desperation for such technology.
· Clear Channel Electronic Billbords--In addition to CCEB ongoing work with AMBER Alerts and FBI Most Wanted, the Albuquerque Digital Outdoor Networks are a committed community partner. CCEB have donated countless space on the networks to many local Non-Profit and charitable organizations since their launch in October 2006.

· Quote…Unquote, Inc Orientations: Cibola High School, Atrisco Academy HS, UNM Film Studies Class
· Social Media Outlets: Myspace, Facebook, google group, twitter, ning, blogs, Indie Q, NM Community Media Space
· It is always good to have a solid foundation of “friends” on these networking sites, or else it may be counter-productive. Once you do have a friend base, utilize these resources to upload flyers or announcements about program/film submissions. Many people may not necessarily have the time or money to attend production trainings at your station, but still have quality material to share with your organization. Exposure is a great thing for any filmmaker trying to get there film out there to the public.

3. How to Market and Promote Outreach Efforts

Certain outreach activities and efforts may need to be finalized, as well as promoted. For example, promoting internships, media production trainings, and upcoming events is very important for the turnaround. There are several local outlets to utilize that are FREE and target a large demographic or perhaps a specific niche market. Either way, whether it is fundraising, promoting events of partner organizations or branding the organization, getting the word out is imperative.

IN-HOUSE (QUQ) MARKETING METHODS:

Video Bulletin Board (VBB) - A daily, rotating bulletin board listing community events and sponsorships that is viewed on Public Access Channel 27 (11am-2pm) and Encantada TV Channel 26 (10pm-11am). The Ad type is in a jpeg flyer format (similar to a ppt. slide). Bulletins can be provided by the partnering organization or produced by QUQ staff for additional cost or promotional value. VBBs will be changed on a weekly basis.

Leaderboard Banners - Leaderboard Banners are notices that appear in prominent positions horizontally placed on the QUQ or Encantada websites. They are standard website banners of approximately 728x90 pixels. These can be changed on a weekly basis.

Standard Skyscraper Ad - Skyscraper Ads are notices that appear on the QUQ or Encantada websites. They run vertically on the page with dimensions larger than 120x240 pixels.

Video P.S.A. - A daily 30 second long Public Service Announcement that highlights community messages, events, or other happenings. These short videos appear between regularly scheduled programs (2pm-11am on Comcast Cable Channel 27 and 11am-10pm on Channel 26) and repeat at a frequency agreed upon by the partnering organization and QUQ.

E-Newsletter Ad - Newsletter Ads appear in the QUQ newsletter that is sent out on a monthly basis to all QUQ members, of which there are currently (09/28/09) over 800 subscribers. They are changed on a monthly basis
Other additional avenues to market your organization may include the tracking of demographic information which could assist your organization in further branding itself to meet specific demographics needs and wants. For example, the free and simple effort of embedding a Google analytic tracking html code on your website can provide your organization with geographic data, new vs. returning visitors, visitor site layout (where are they navigating on your website), length of visit to website, & how do visitors come across your website (direct traffic, referral sites, search engines, etc). All this information is helpful in the determination of the traditional who, why, what, when and where of your website traffic. 
4. Sustaining Partnerships & Management Tips
Once you have made the connections, the communication and the outreach to work with other organizations and businesses, the next important step is to finalize that partnership. This may be the most important part in the outreach process. 

Organization & Persistence in following up with partnering organizations may seem annoying but it is the key effort in “sealing the deal.”  Google calendar is a great strategic method to organize your meetings, follow-up communications and other details. For example, you may speak with multiple organizations on a weekly basis, but what method will you use to ensure your “partnership” is fully executed? Google calendar at least provides a reminder to help ensure you will finalize the partnership. Otherwise, if you walk away or leave a meeting with mutual expectations from both organizations involved in the transaction, you need to make sure you follow up on those commitments.  

Below is a detailed example of a partnership that has been established between Quote…Unquote and Enlace Comunartio—a shelter for women who are victims of domestic violence in Albuquerque. 

· After our staff set up a meeting with important members from Enlace Comunitario (Outreach Coordinator and Assistant Director), we then maintained communication via email and by phone confirming our previous conversations. The previous communication included Quote…Unquote, Inc partnering with Enlace to film some of their upcoming youth-focused projects. 

· This was an initial effort to show to Enlace the power of media in covering important topics and issues that impact the communities they work with. On the phone, we confirmed dates, times, equipment set-up, parking, and other logistical information, to make sure we were all ready and prepared for the first video production.
· After taping interviews with youth on issues about domestic violence, QUQ edited short videos together. Enlace can now use these videos to show to their funders what their youth are working on.

· As a result of these efforts and collaborations, I approached the Director, recommending their organization to get media production training with QUQ. This is an important step to ensure sustainability both for their organization and ours. Now 4 members from Enlace will be receiving field production training, enabling them to execute future productions.

Another example was Encantada TV and the Albuquerque Thunderbirds (NBA-DL Team) worked out a contractual agreement for cross-promotion. The document that was created is located in the “Outreach Resource” section, but basically clarifies what each party involved expects from one another. This way, it is a written document explicitly stating the trade agreement.

It is important to remember that people become super busy with their day-to-day activities, do not take it personally if & when people you are working with forget to follow up with you. Take it upon yourself to make that initial or extra step toward finalizing a contract, partnership or deal by being the one to reach out. 

5. Concluding Thoughts/ Recommendations
Within every community there is a wealth of knowledge and resources to be accessed and shared. From accessing another organization’s equipment, to creating new partnerships and to collaborating on fundraiser developments--No matter what capacity, there are important, endless opportunities to help improve your own organization’s bottom line. Your organization’s bottom line is not only tied to financial, but also in terms of volunteer support, community support for outreach events, cross-promotional opportunities, fundraiser collaborations, increasing sustainable resources and even enhancing your overall marketing efforts. All these efforts can be sought out and developed through these various methods mentioned above. 

If you are a new member to the organization, or perhaps you are looking for new ways to strengthen community partnerships and development, this resource packet should serve as a foundation for kick starting those initiatives. 
Community Needs: Addressing your community needs is also an important item to research and evaluate prior to heading out into the streets. With any outreach campaign or outreach event, be aware of who your audience is and how to execute effective marketing efforts to that community. For example, if you are hosting a community event on, “How to build a micro-radio transmitter,” then it is a good idea to tap into existing partnerships (local radio stations, other non-profits, mailing lists, community centers, etc) to publicize the event, as well as traditional methods like hanging up flyers at local cafes and coffee shops, public libraries, farmers markets, etc. What type of language you employ also plays a powerful role in reaching a specific audience. This means, corporate language vs. niche community language. Perhaps in certain instances you may want to generate a press release, where technical and corporate communication is preferred. On the other hand, with the flyer you are posting around downtown, clearly, catchy graphics and minimal text is preferred (with all necessary specifics and info of the event).
Other concluding thoughts are to keep in mind the need for initial research into the current organizational infrastructure and how the operations are presently conducted. It is important to have a solid organizational infrastructure in place before pursuing any large tasks. For example, having an active & supportive board is essential for long-term growth and development. As adapted from the “Americorps VISTA Integrated Training Program,” other key areas to focus on throughout your professional endeavor include but are not limited to:

(1) Governance & Leadership: “In an effective organization, board members are engaged and representative with defined governance practices.”
(2) Mission, Vision and Strategy: “[Having] a clear mission, identity, and values. It is actively involved in regular, results-oriented, strategic, and self-reflective thinking and planning that aligns its strategies with its mission, values, and organizational capacity.”
(3) Program Delivery & Impact: “These are the nonprofit’s primary reason for existence, just as profit is a primary aim for most businesses…The organization uses program evaluation results to inform its strategic goals.”
(4) Strategic Relationships: “The effective organization is a respected and active participant and leader in the community, and maintains strong connections with its constituents.”
(5) Resource Development: “The effective organization secures support from a variety of sources to ensure its revenues are diversified, stable, and sufficient for the mission and goals.”
(6) Internal Operations & Management: “The organization has efficient and effective operations and strong management support systems. Internal communications are effective, and the organization’s culture promotes high-quality work and respectful work relationships.”
These six factors state above are important assets to the organizational framework that can be identified & assessed before initial outreach campaigns, as well as at the end of outreach campaigns, in order to evaluate overall effectiveness and successful implementation of strategies/goals.
