1 Introduction
1.1 Introduction

This document is an edited version of work done by Ed Mitchell and Steve Bridger of their activities while working with Amnesty International UK (AIUK) during June 2007 on the Make Some Noise movement, with specific focus on the ‘Instant Karma’ album launch.

Strategic level learning (organisational knowledge management and member engagement strategies) from this project is shared with AIUK only. This document outlines the activities we pursued in the five social networks we chose to experiment in (MySpace, Facebook, Bebo, Flickr, and YouTube). 

Our two-pronged approach: 

a. high level strategic experiment looking into how to engage potential ‘ambassadors’ already active in different social networks with a view to building a sustainable distributed community engagement model (facilitation handled by Ed Mitchell, measurement and reporting by Steve Bridger; planning by both)
b. viral marketing campaign across multiple online community spaces
Some of our experiences are bound to be influenced by the specific context, but we have tried to draw as many high level findings out as possible, which may be useful to others.  

This work sits within our larger body of thought around understanding the differences in supporting and facilitating different types of community (centralised, de-centralised, distributed) – each one requiring a different facilitation and organisational approach.

Thank you to Seb Cumberbirch and all we met at AIUK for being good sports in an experimental environment, and for agreeing to share these findings. We keenly encourage you to look into what Amnesty is up to, get involved, and take an interest in the world around you. 

We’re publishing this in the spirit of open learning. We don’t know if we’re right or wrong, and hope that, by sharing our findings, other people’s experiences can come to light and we can all learn. 

Sharing is caring, all; keep it open.
2 What you can do in different social networks
2.1 Facebook
http://www.facebook.com/group.php?gid=2256783985
All FB interactions are done in your own name, referenced to your own profile. The work we did in FB was in the Make Some Noise group, which we transparently managed using real FB identities. The group had been set up before our arrival, so we tried to approach the group starter to no avail (invalid email address). Having no response from the group starter, we posted a ‘wall post’ and a ‘forum post’ alerting everyone to our presence and proposed activities. After this, we sent a message to all of the group members, which received no response, which was a first; this is an odd finding and we propose it is related to FB’s currently overwhelmingly-subscribed status, enthusiastic groups establishment and lack of group alerting mechanisms which is leading to low intra-group interactions. 

Facebook is primarily a social networking platform with a networking-focused groups facility. FB’s status alerts, although apparently a small add-on, are a powerful presence function, enabling members to keep up to date with their friends’ activities. FB looks like it will have great potential for group building and social networking. At the time of writing, the groups facilities, which will be the core of this potential, can do this, but will improve greatly with alerts, document sharing, wiki-type collaboration spaces, voting etc.

The activities you can do in FB groups are: 

· Wall post: informal public message on linear board. The walls have been used on other groups as de facto forums (which the discussion boards are there for), but this can lead to confusion – however – the walls seem to be the currently popular way of interacting genially. Posting appears in poster’s personal profile, but no alerts sent to group members. 

· Discussion post: standard forum type application enabling any member to start or respond to a (threaded) discussion. Posting appears in poster’s personal profile, but no alerts are sent to group members. 

· Add photos: add photos from individual’s FB profile

· Tag photos: tag any photo with keyword or other member’s name

· Profiles: you can only see the profiles of those people who are your friends – not anyone in a group. This is rooted in FB’s social networking orientation (as opposed to community logic which would enable group members to see each other’s profiles). This has distressed some group managers and we expect that FB will produce some work around this lack of communal transparency.

· Message all members: send message to all group members’ FB inbox: The only method of reaching all group members. Members will see the message in their FB inbox and receive an alert (without content) to their registered email address.

· Edit group profile and news: simply updateable page elements on group homepage. These are generally being used as latest news spaces; our prediction is that introducing a blog-type (simple chronological CMS with related RSS distribution) news function would enhance this greatly.

· Edit group information and members: standard group rights and access management. Groups can be open, closed, or secret. Members can have several levels of access. 

· Widgets: FB supports widgets but only on people’s profiles – NOT group profiles. The MSN FB widget worked fine in FB, although we could not assess its reach owing to the short time span of the project and we did not know if measurement had been built into it (which it should, in all applications). Our prediction is that, in line with the evolution of FB groups functionality, widgets will follow (e.g. add a membership badge on your profile page showing your affiliation to ‘x’ group with some dynamic information on it)

· Causes: FB has a range of outsourced cause applications which we were keen to try out in the long term but did not get a chance to try. Steve will be tracking this evolution on his blog: http://www.nfp2.co.uk.

· Applications: because FB is a platform with an open API,  an ever-increasing set of applications is being plugged into it, making it as endlessly powerful and flexible as members desire. At the moment, all major applications used elsewhere (blogs, bookmarking, photo-sharing, videos etc.) can be integrated, making one’s FB profile almost a ‘life desktop’, a central resource for all the previously weakly connected elements. As said repeatedly above, once this flexibility is applied to groups (if it can), FB will provide a killer group application with endless opportunities for communities of all cultures at different life-stages (and related requirements).

2.2 MySpace

http://www.myspace.com/msnoise
MySpace is a busy place, largely focused around pushing one message from a core to the increasing periphery around your profile in different ways. It does not have the networking sophistication of FB; possibly because it is older, maybe because it was built with a stronger commercial focus, or its heavy music focus. It does not have the ‘inclusive’ potential to build groups as Facebook does, but you can work around this by asking people to spread your message (although this reverts to the traditional campaigning from the centre model which we had initially agreed to avoid). There are forums dedicated to almost everything on earth, which we did not explore as this was being done by another team member. 

Initially very confusing and noisy, once you become used to it, the noisiness becomes one of its strengths – it is more like a loud party than Facebook which can be a little prim by comparison. We struck up some good emergent conversations with some potentially very strong supporters in MySpace and were sorry to have to leave go. 

The activities you can do on a MySpace profile are: 
· Blog: all normal blogging rules apply. Others can subscribe to your blog, and it appears on your profile page. Very useful for keeping up to date information easily updated. 

· Bulletins: these are announcements made between friends on a noisy (slightly backchannel feeling) bulletin board. We used them along with blogs, but less formally. It is not clear what affect they had, and with nearly 3,000 friends, the traffic on these boards was too much to track our effectiveness. 

· Inbox: central message management system, showing both comments on your profile and backchannel messages (the mix of comments and messages was initially confusing). 

· Add comments to friends’ pages: place publicly appearing comments on your friends’ pages – people regularly put huge pictures up as standard practice. If someone comments on your comments, you can respond to that on their comments. Comments are regularly ‘me too’ type messages (e.g. ‘thanks for the add’), or promotion for albums/parties people are working on. You can set your profile to immediately approve comments or not as you wish. Comments fields do not allow javascripts etc. for obvious reasons; ie you cannot place widgets in people’s comments, we have to encourage them to place widgets in their profiles (below). 

· Add friends: the key to MySpace is, basically, having as many friends as possible. Part of our job was to check then add friends. We checked them first to make sure they weren’t spammers, but this is optional (you can set comments to approve first and weed out much of the spam that way). This dedication to growing one’s friends base (instead of strengthening it) weakens the sense of localised community; making MS a place to grow your network rather than strengthen it (debatable!). This would set MS apart from FB and offer them as differently focused elements in any community building strategy. 

· Make top friends: An invaluable trading chip in MS – putting people in your top 20 friends – this has a great effect on your friends and is seen as a valuable sign of respect. If you have nearly 3,000 friends, it can take some time to find them! In order to avoid trawling through all the friends’ pictures and dragging them into the top friends frame, tell them you are going to take this action and ask for their email address – at the time of writing, this is the only way to search for them. 

· Edit profile: Everyone uses their profiles to express themselves, and you can embed audio and video players along with quizzes, plain text and almost anything you can imagine. Most music spaces had a music player at the top; the generally held wisdom is to keep the words to a minimum and the music to a maximum. Your profile is the only place you can include players etc. (not possible in the comments fields), so if you wish to get a widget distributed, you have to tell people to put them in their profiles (which can be a bit tricky).

· Add videos: You can upload and link to as many videos as you like

· Adding widgets in profile: widgets are very popular at the moment and there is a rush to build as many as possible. This trend is very interesting but will reach saturation point very quickly as all campaigning organisations try to get more and more elaborate ones. Our advice is keep them simple with one single call to action and test them properly (we found that the IK widget had problems with the external links and the petition collections showed issues which required  repeat testing; this testing took valuable time, but as knowledge of MS grows, this stuff will become standard). As we know, different platforms will require different variations of widget – future budgeting (time and money) will need to take this into account.

BE WARNED: there are many things which do not work in MySpace – from javascripts blocking ad tracking to issues with external links. This is frustrating if your desire is to reach out to as many people as possible, but is in place to protect members from spam.

· Other community-based stuff: you can track friends’ birthdays, events etc. We did not explore these areas. 

2.3 Bebo
http://www.bebo.com/Home.jsp (make some noise profile)

As discussed at our meetings, we were more cautious in Bebo than we were in MySpace as there was very little history of Make Some Noise therein and no-one had any direct experience. After our experiences in FB (of zero response) we felt it would be prudent to discuss the project as a whole before pressing on into Bebo (we were trying to protect the MSN brand). 

Bebo has a much younger feel to it than MS or FB and is strongly oriented towards popular video and music through what appears to be a carefully managed interface – but this is not certain. Some say that Bebo is pushing towards a more MSM model of community video work. 
The activities you can do on a Bebo profile are:
· Blog: as all of the above

· Add video: either download or embed YouTube video code. We put a few in but could not establish how to track them or get them into the charts/popular videos listings

· Edit profile: as all of the above but without the widgets in MySpace

· Friends: as the above

· Message all friends: as the above

· Map:  Google map mash-up which lets you see where your visitors are coming from (cool)
· Quiz/poll: once you had a community built up around your profile, these could be useful engagement tools – we did not try them as discussed above

2.4 YouTube
http://uk.youtube.com/user/msnoise
YouTube was not a core part of the original community development engagement as agreed in our work, but it provides anyone with an exceptionally effective and far-reaching video-sharing platform. Further to an early research piece, we tracked YouTube video activity manually on the activity indicators below. There are some tracking tools available on the market, but the most effective way to do this (and done by established viral marketing agencies we interviewed) is to embed tracking code into the asset itself.

Video is as hot as it gets at the moment. In line with the ‘narrative tradition’ (strongly approved of by the Knowledge Management movement), knowledge is best shared as assets within a greater narrative construct (sorry to the narrative experts if I’m slightly incorrect here!) – basically – people telling their own stories in their own language with their own references is the most powerful knowledge transfer tool available. YouTube is at the forefront of this activity, although alternatives (with different distribution models) like Joost and blip.tv are appearing. Two clear examples of this growth are the US election candidates’ responding to citizen’s questions relayed to them via YouTube, and the recent ruckus in Egyptian politics over local police’s use of video to intimidate local neighbourhoods.

The activities you can do on YouTube are: 
· Upload videos

· Track video activity: via: rating, saving to favourites, number of views

· Engage via comments to videos: all videos can be commented on. This affords greater engagement around the topic of the video, if the video is produced with a view to encouraging debate/conversation.

· (Embed videos in other networks): easily embed in blogs, wikis, sites etc.

2.5 Flickr
http://www.flickr.com/groups/makesomenoise/
In line with the proposed strategy, it was agreed to set up an open Flickr group to enable distributed engagement with the MSN brand via photo-sharing around a theme (bed-in) from the movement. Although slightly cautious about the subject matter, we set this up, produced guidelines and rules, but did not get to explore this area as our work ended and, it transpired, the movement chose not to go down the proposed theme anyway. 

In parallel to our work, we found that Amnesty MSN were using Flickr, but via a specific profile (rather than the open group model), giving the campaign manager greater control over the content, source, and related meta-data. We feel that this remains a very valuable group building tool for Amnesty and they stick to the ‘make some noise’ brand – across both Flickr and YouTube – this an easily represented and joyful human emotion which can be very emotive for campaigning. 

The activities you can do on a Flickr group are: 
· Set rules and guidelines: absolutely vital, although Flickr also has rules of engagement generally, but we highly recommend outlining any group’s purpose and boundaries

· Choose type of group and membership style: groups can be public, private, invite only, photos likewise, add keywords to assist findability, and limit photo uploads. Beyond this, groups show distinctly different cultures: some are focused on purely visual stuff (colours etc.), while others are dedicated only to membership growth (via facilitation tactics including how many comments to make, insistence on inviting others etc.). A combination of both of these angles could lead to a brand-focused group dedicated to growth and outreach. 

· Members can add their own photos: easily with one drop down click from their own photo page. This is an exceptionally low barrier to engagement and affords a simple step which could be the beginning of a greater level of involvement

· Discussion forum: all usual discussion forum features with alerts to members’ profiles. To understand the significance of alerts, compare the current status of Flickr with FB: on Flickr you know if someone has posted a comment to a group – not on FB.

· Comment to pictures: the main form of interaction on Flickr and the basic currency for interaction

· Group photo pool: shows all the photos together

· Announce to all group: as with the other social networks, a powerful outreach announcement tool
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