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Interviews	
  

In	
  the	
  fall	
  of	
  2011,	
  ESIP	
  Student	
  Fellows	
  interviewed	
  11	
  
cluster	
  and	
  group	
  leaders	
  to	
  find	
  what	
  challenges	
  or	
  
needs	
  they	
  perceived	
  in	
  ESIP	
  collaborations.	
  	
  	
  	
  	
  

Allison	
  LaBonte	
  
Amber	
  Budden	
  
Annette	
  Schloss	
  
Becky	
  Reed	
  
Bruce	
  Caron	
  
Chris	
  Lynnes	
  
	
  

Curt	
  Tilmes	
  
Hook	
  Hua	
  
Mark	
  Parsons	
  
Rob	
  Raskin	
  
Ruth	
  Duerr	
  

Thanks	
  to	
  our	
  interviewees	
  



Surveys	
  

20	
  individuals	
  indicated	
  their	
  need	
  
for	
  14	
  different	
  types	
  of	
  training	
  
or	
  services.	
  
	
  	
  	
  	
  	
  



Interviews	
  and	
  Surveys	
  

Summary	
  documents	
  
from	
  interviews	
  and	
  
surveys	
  will	
  be	
  
available	
  on	
  the	
  Wiki.	
  



Suggestion	
  

CommunicaAon	
  
occurs	
  within	
  a	
  
community	
  of	
  

pracAce	
  



Suggestion	
  

CommunicaAon	
  
occurs	
  within	
  a	
  
community	
  of	
  

pracAce	
  

InteracAons	
  outside	
  of	
  
that	
  community	
  

require	
  educaAon	
  



Generalized	
  Results	
  

Several	
  interviewees	
  cited	
  needs	
  for	
  strategies	
  to	
  
build	
  and	
  maintain	
  a	
  reliable	
  community	
  of	
  
volunteers.	
  They	
  want	
  “more	
  people”	
  who	
  have	
  
“more	
  time”	
  to	
  accomplish	
  their	
  work	
  

•  Some	
  groups	
  need	
  ways	
  to	
  keep	
  people	
  
engaged	
  and	
  ensure	
  that	
  things	
  get	
  done	
  

•  Other	
  groups	
  have	
  a	
  clear	
  goal,	
  but	
  could	
  	
  
use	
  more	
  people	
  to	
  contribute	
  



Generalized	
  Results	
  

The	
  most	
  mature	
  groups	
  have	
  important	
  goals	
  and	
  a	
  
sense	
  that	
  they	
  are	
  moving	
  toward	
  their	
  realization	
  

•  A	
  couple	
  groups	
  are	
  concerned	
  with	
  ways	
  to	
  
distribute	
  their	
  methodologies	
  or	
  products	
  



Top	
  needs	
  	
  
75%	
  or	
  more	
  indicated	
  High	
  Need	
  or	
  Some	
  Need	
  

community	
  in-­‐reach	
  

communication	
  up	
  the	
  chain	
  of	
  command	
  	
  

effective	
  technology	
  demonstrations	
  

understanding	
  users’	
  needs	
  

usability	
  information	
  

overview	
  of	
  platforms	
  

message	
  development	
  

social	
  media	
  



Solutions?	
  

	
  	
  Do	
  it	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Attend	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Work	
  with	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Outsource	
  
yourself	
  -­‐-­‐-­‐-­‐-­‐-­‐	
  	
  a	
  seminar	
  -­‐-­‐-­‐-­‐-­‐-­‐-­‐-­‐	
  	
  consultant	
  -­‐-­‐-­‐-­‐-­‐-­‐-­‐	
  	
  the	
  task	
  
	
  



Solutions	
  

Example:	
  Goal-­‐setting	
  –	
  	
  
ESIP	
  groups	
  need	
  inspiring,	
  realistic	
  goals	
  
	
  
Seminar:	
  learn	
  best	
  practices	
  for	
  setting	
  goals	
  
	
  
Facilitator:	
  walks	
  group	
  through	
  process	
  to	
  set	
  goals	
  
	
  



The	
  Plain	
  Writing	
  Act	
  of	
  2010	
  	
  
requires	
  federal	
  agencies	
  to	
  use	
  clear	
  
communication	
  that	
  the	
  public	
  can	
  
understand.	
  

Improving	
  Communication	
  



Plain	
  Language	
  is…	
  

Communication	
  that	
  your	
  
audience	
  can	
  understand	
  the	
  
first	
  time	
  they	
  hear	
  or	
  read	
  it	
  
	
  



PlainLanguage.gov	
  

Provides	
  guidelines	
  and	
  training	
  
to	
  help	
  you	
  help	
  your	
  audience	
  

• find,	
  	
  
• understand,	
  and	
  	
  
• use	
  	
  

the	
  information	
  they	
  need	
  
	
  



Plain	
  Language	
  Concepts	
  

Figure	
  out	
  who	
  is	
  in	
  your	
  audience	
  
and	
  what	
  they	
  need	
  from	
  you	
  

•  For	
  what	
  groups	
  of	
  people	
  do	
  you	
  have	
  
something	
  of	
  value?	
  

•  What	
  questions	
  do	
  they	
  need	
  answered?	
  

•  What	
  do	
  they	
  hope	
  to	
  know	
  or	
  be	
  able	
  to	
  
do	
  with	
  your	
  information?	
  



Plain	
  Language	
  Concepts	
  

Speak	
  directly	
  to	
  your	
  audience	
  
•  Focus	
  on	
  the	
  80	
  percent	
  of	
  people	
  who	
  are	
  in	
  the	
  

middle	
  of	
  the	
  novice-­‐to-­‐expert	
  spectrum	
  
	
  

Anticipate	
  the	
  questions	
  your	
  audience	
  has	
  
•  Organize	
  your	
  information	
  to	
  answer	
  questions	
  in	
  

the	
  order	
  they	
  are	
  likely	
  to	
  occur	
  to	
  your	
  audience	
  



Plain	
  Language	
  Concepts	
  

Use	
  plenty	
  of	
  descriptive	
  headings	
  
throughout	
  your	
  documents	
  
•  Headings	
  serve	
  as	
  “Signposts”	
  to	
  help	
  readers	
  find	
  
the	
  information	
  they	
  want	
  

•  Headings	
  break	
  up	
  dense	
  blocks	
  of	
  text	
  

•  Headings	
  expose	
  the	
  logic	
  you	
  followed	
  in	
  writing	
  
the	
  document	
  



Plain	
  Language	
  Concepts	
  

Use	
  lists	
  and	
  tables	
  to	
  simplify	
  complex	
  
material	
  
•  Introduce	
  each	
  list	
  with	
  a	
  concise	
  phrase	
  or	
  

sentence	
  

•  Ensure	
  that	
  all	
  items	
  fit	
  together	
  (parallelism)	
  

•  Recognize	
  that	
  lists	
  break	
  up	
  dense	
  blocks	
  of	
  text	
  
and	
  draw	
  attention 	
  	
  



Plain	
  Language	
  and	
  the	
  Web	
  

Web	
  users	
  don’t	
  
read	
  —	
  they	
  scan	
  

Studies	
  show	
  that	
  
most	
  folks	
  read	
  less	
  
than	
  20%	
  of	
  the	
  
words	
  on	
  a	
  page	
  	
  

Most	
  focus	
  goes	
  to	
  
headings	
  and	
  lists	
  	
   Eye-­‐tracking	
  map	
  from	
  useit.com	
  	
  

Red	
  =	
  most	
  viewed	
  	
  	
  Gray	
  =	
  least	
  viewed	
  



Jargon,	
  Acronyms,	
  and	
  Letter	
  Strings	
  

•  Don’t	
  shy	
  away	
  from	
  necessary	
  technical	
  terms,	
  
but	
  provide	
  enough	
  context	
  around	
  them	
  to	
  
encourage	
  novices	
  along	
  

•  Recognize	
  that	
  your	
  word	
  choices	
  send	
  a	
  powerful	
  
message	
  that	
  tells	
  a	
  reader	
  if	
  they	
  are	
  in	
  your	
  
target	
  audience	
  or	
  not	
  

•  To	
  grow	
  your	
  audience,	
  encourage	
  potential	
  users	
  
by	
  projecting	
  inclusive	
  rather	
  than	
  exclusive	
  
messages	
  



Use	
  clear,	
  uncluttered	
  visuals	
  

•  Check	
  how	
  your	
  visuals	
  will	
  look	
  in	
  their	
  
final	
  medium	
  

•  If	
  you	
  know	
  your	
  audience	
  can’t	
  make	
  
out	
  the	
  words	
  or	
  details	
  of	
  a	
  diagram,	
  
don’t	
  include	
  it	
  

•  If	
  the	
  information	
  is	
  truly	
  essential	
  to	
  
your	
  audience,	
  take	
  the	
  time	
  to	
  re-­‐cast	
  it	
  
in	
  a	
  visually	
  useful	
  way	
  



Take	
  advantage	
  of	
  what	
  is	
  
already	
  known	
  about	
  best	
  
practices	
  for	
  designing	
  or	
  re-­‐
designing	
  Web	
  sites:	
  

Research-­‐Based	
  Web	
  Design	
  
and	
  Usability	
  Guidelines	
  











Making	
  Instructional	
  
Videos	
  –	
  YouTube!	
  



Videos	
  of	
  your	
  screen	
  



Platforms	
  for	
  Web	
  Courses	
  



Professional	
  Email	
  Newsletters	
  



Opportunities	
  to	
  work	
  	
  
with	
  educators	
  



Opportunities	
  to	
  work	
  	
  
with	
  educators	
  



Opportunities	
  to	
  work	
  	
  
with	
  educators	
  



Opportunities	
  to	
  work	
  	
  
with	
  educators	
  



Gather	
  systematic	
  information	
  on	
  users’	
  
•  levels	
  of	
  knowledge	
  about	
  the	
  subject	
  matter	
  
•  levels	
  of	
  experience	
  in	
  finding	
  and	
  using	
  data	
  
•  specific	
  reasons	
  for	
  coming	
  to	
  your	
  site	
  

	
  	
  	
  	
  
	
  

Characterizing	
  Users	
  



Two	
  suggestions	
  

Contextual	
  Interview	
  –	
  watch	
  someone	
  use	
  your	
  
tool	
  or	
  site	
  and	
  its	
  products	
  with	
  their	
  technology.	
  
Have	
  a	
  conversation	
  about	
  what	
  works	
  and	
  what	
  
could	
  improve.	
  

The	
  direct	
  ask	
  –	
  Send	
  an	
  email	
  or	
  an	
  IM	
  to	
  ask	
  a	
  user	
  
what	
  they	
  think	
  about	
  a	
  specific	
  feature	
  of	
  your	
  tool	
  
or	
  site.	
  Be	
  willing	
  to	
  consider	
  all	
  input	
  they	
  offer.	
  

Characterizing	
  Users	
  



Communicating	
  Up	
  the	
  Chain	
  

Develop	
  several	
  “elevator”	
  anecdotes	
  featuring	
  the	
  real-­‐world	
  
benefits	
  of	
  your	
  work.	
  Actively	
  look	
  for	
  chances	
  to	
  share	
  them.	
  	
  
	
  
Don’t	
  assume	
  that	
  folks	
  at	
  the	
  top	
  are	
  familiar	
  with	
  your	
  work.	
  
Always	
  provide	
  sufficient	
  context	
  before	
  sharing	
  your	
  
successes	
  or	
  challenges.	
  
	
  

Before	
  communicating	
  UP	
  the	
  chain,	
  ensure	
  that	
  you’ve	
  
communicated	
  clearly	
  and	
  completely	
  ACROSS	
  the	
  chain.	
  



Communicating	
  Up	
  the	
  Chain	
  

Get	
  to	
  know	
  who	
  you’re	
  communicating	
  with	
  
• What	
  does	
  that	
  person	
  want	
  to	
  know	
  and	
  need	
  to	
  know?	
  	
  
•  How	
  will	
  they	
  use	
  your	
  information	
  with	
  their	
  managers?	
  	
  

	
  
Make	
  it	
  crystal	
  clear	
  why	
  you	
  are	
  communicating	
  with	
  them	
  
•  In	
  your	
  introduction,	
  include	
  a	
  bold	
  font	
  statement	
  telling	
  

what	
  you	
  would	
  like	
  them	
  to	
  do	
  as	
  a	
  result	
  of	
  your	
  
communication	
  

	
  
When	
  seeking	
  help	
  on	
  an	
  issue,	
  make	
  it	
  clear	
  that	
  you’ve	
  
explored	
  the	
  results	
  of	
  a	
  range	
  of	
  potential	
  solutions	
  



Developing	
  Messages	
  
1.  Figure	
  out	
  what	
  ACTION	
  you	
  want	
  to	
  happen.	
  

2.  Consider	
  WHO	
  could	
  help	
  you	
  accomplish	
  that	
  goal.	
  These	
  
folks	
  are	
  in	
  your	
  target	
  audience	
  for	
  receiving	
  your	
  
messages.	
  	
  

3.  Put	
  yourself	
  in	
  the	
  shoes	
  of	
  your	
  target	
  audience.	
  What	
  do	
  
THEY	
  want?	
  (Think	
  of	
  what	
  they	
  want	
  in	
  a	
  general	
  sense,	
  
not	
  just	
  what	
  they	
  might	
  want	
  from	
  you).	
  

4.  Find	
  the	
  overlap	
  between	
  what	
  you	
  want	
  and	
  what	
  your	
  
audience	
  wants.	
  Your	
  strategic	
  messages	
  lie	
  within	
  the	
  
intersection.	
  

	
  


