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Things to Consider Before Committing to a  

Practicum Supervisor 
Allegra Williams 

 
While the person you choose to be your Practicum supervisor will not necessarily determine your future career, 
how much money you make, or which path you choose to take after graduate school, he or she has the potential 
to be an influential force in your life, and will be someone you spend a great deal of time with during the second 
year of your masters program. Therefore, it will be worthwhile for you to take sufficient time to weigh the pros 
and cons of prospective supervisors before committing to one.  Remember, you are not alone in this process and 
it need not seem daunting. You have much to offer as a practicum student, and you deserve to find a placement 
where your values, interests, and intelligence will be appreciated and put to good use. A good supervisor can be 
the key to that successful match!  
 
Things to Consider Before Making your Decision: 
 
Commitment to Supervisor Role 

 What are your expectations from this partnership and to what extent do his or her expectations seem to 
be in line with yours? 

 How committed does this person seem to be as a potential supervisor for you? 
 
Personal Fit 

 How well do you feel this person communicates with you via phone, email, and in person? 
 What are your strengths and weaknesses, and what are those of the potential supervisor? 
 What do your instincts say about how well you two would work together as a student/supervisor pair? 
 What do you foresee as being potential problems or conflicts with this partnership, and how manageable 

do those problems seem?  
 How respected do you feel by this person? How safe do you feel with him or her? 
 What have past practicum students or other staff at the site told you about this person? 
 What sorts of collaborative relationships has this person been in before and what qualities have 

characterized those relationships? 
 
Logistics 

 What is his/her flexibility during the week and how does it compare to yours? 
 How much exposure would you have to other staff/projects if you chose this person as your supervisor? 
 What other personal or professional obligations does this person currently have in his/her life that might 

impact your relationship? 
 
Personal Resources to Consult in Making your Decision: 

 Practicum Course Professor 
 Fellow Graduate Peers 
 Your Academic Advisor 
 Past/current professors 
 Friends/Family 
 Current or former employer/work supervisor 



 5 

Raising Awareness/Educating the Public  
Krista Paduchowski 

 
Practicum Site: MSPCA at Nevins Farm, Methuen MA  

The MSPCA considers humane education for all ages a priority, as a means of fostering compassion, 
responsibility, and respect toward animals, each other, and the environment.  To attain this goal, they are 

committed to offering a variety of outreach programs. Educating the public and raising awareness about this 
cause, or any cause, is a difficult but necessary task in the non-profit industry. Below are some ideas to 

consider when trying to raise awareness of issues of important to your organization.   
 
What you have to do to be successful in raising awareness/educating the public on your cause 

• Sell your cause and get name out 
• Demonstrate the importance of your cause  
• Get the public to trust you 
• Hit emotional senses  
• Give people facts and accurate information so they can make better informed decisions 
• Provide resources beyond just your organization 
• Be willing to reach out and help at all times 
• Empower community to make appropriate independent choices and become better consumers 

 
Things to remember when trying to raise awareness about your cause 

• Start with the most important issue to you and the organization-what point are you trying to get across 
most significantly?  

• Focus on issues dealing with the local community to best educate 
• Focus on tasks and issues that are most directly related to your work and try not to get overwhelmed by 

global issues 
• Remember that people don‟t know what they don‟t know  
• Don‟t try to tackle every issue-too overwhelming 
• Provide valid information and avoid preaching to people 
• Be careful about how you approach people (some issues can be sensitive and difficult to discuss with 

people who have different perspectives and beliefs) 
• Create fun ways for people to get involved that are personally meaningful  to them 

 
Personal qualities for raising awareness around community issues that may be sensitive 

• Patience—not every has the knowledge  and feelings you have 
• Be open minded, kind & compassionate 
• Keep eyes and ears open 
• Be respectful and tolerant of others  
• Be sensitive and understanding 
• Learn how to be efficient with the time you have 

 
Raising awareness about your cause is not an easy task by any means. I have seen how difficult it is for the 
humane education and community outreach coordinators at the MSPCA. It is important to remember these 
pointers when dealing with the public and attempting to raise awareness of your mission.   
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Participant Involvement in Program Development 
Yajaira Blanco 

 
Research demonstrates that participant involvement is an important part of the community development 
process.  Community members know their communities best; therefore, it is important to engage them in all 
stages of program development.  Organizations that actively involve their community members in decision 
making, planning and management, are more effective at developing programs that respond to community 
needs.  In addition, through this process, community members are given the opportunity to share their 
expertise, learn new skills, and potentially discover the assets and resources their community has to offer 
(http://unlforfamilies.unl.edu/satellite/doc/Principles_of_practice.doc).  The participative process provides the 
researcher, and/or community organization the opportunity to get to know the community.   

 
The following are a few examples of benefits: 

 The participative process develops the knowledge and competence of individual members (community 
members, researchers, and/or community organizations) by providing them with opportunities to work 
through problems & decisions typically occurring at higher organizational levels. 

 It increases teamwork and collaboration by providing opportunities to solve problems as part of a team. 
 It increases identification with organizational goals by giving people a “voice” in making significant 

decisions in their organizations.  (Vroom, 2000) 
 
As part of the participative process, community members can analyze their needs and identify possible 
solutions and resources to address those needs.    Furthermore, community members can work as a team to 
create a plan of action to achieve their goals.  It is important that organizations keep community members 
informed of all the steps in the program planning process (www.globalhealthcommunityaction.org).  The four 
phases to the community development process are:  

 Community Organizing/ Needs Analysis 
 Visioning 
 Planning 
 Implementation & Evaluation 
 

During all phases, it is important to reflect with the community about what parts of the process are going well 
and which ones are not.  The community and program development processes are dynamic (Program 
Development Process Model ( http://www.sagepub.com/upm-data/15523_Chapter_3.pdf). 
 
Often time researchers and/or community agency personnel do not engage in the participative process 
because they may not see the benefit immediately.  As we engage the community in the program 
development, it is important to keep in mind that communities that are part of the decision making are more 
likely to take ownership, and as a result, become active partners in the program or initiative.   “In order to 
produce the most responsive, effective, and sustainable project designs,” it is important to involve the 
community in program development (http://www.worldbank.org/wbi/sourcebook/sbintro.pdf).  There are some 
brief tips for you to keep in mind when engaging the community in this dynamic process.   
 
 
 

http://unlforfamilies.unl.edu/satellite/doc/Principles_of_practice.doc
http://www.globalhealthcommunityaction.org/
http://www.sagepub.com/upm-data/15523_Chapter_3.pdf
http://www.worldbank.org/wbi/sourcebook/sbintro.pdf
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Tips for Involving the Community in Program Development: 
 Be Transparent: in all contact with the community make sure community members understand what is 

expected from them and explain their role in any given project. 
 Engage in Action Learning:  reflect and monitor work progress.  Work with community members to 

brainstorm on solutions to any issues you might encounter. 
 Try your best to work from bottom-up in a top-down project: engage community members in the 

beginning stages of program development.  Do not develop programs on your own and expect the 
community to “buy-in” to your idea. 

 Inclusion & Participation:  ensure that community members are actively involved in all aspects of the 
program. 

 Relationship- driven: focus your efforts on building trust with community members. 
 Strengths focused: identify the strengths, assets, and resources in the community. View community 

members as experts. 
 Empowerment: provide opportunities for community members to voice their opinions and participate in 

the decision making process. 
 Celebrate your Success:  provide the opportunity to share and celebrate positive outcomes in  your 

project.   
 Sustainability: think about activities and opportunities that will sustain your project in the long run.   

(http://unlforfamilies.unl.edu/satellite/doc/Principles_of_practice.doc) 
 
Resources Cited: 
Vroom, V.H. (2000).  Leadership and the decision making process. Organizational Dynamics, 28(4), 82-94. 
www.globalhealthcommunityaction.org 
http://www.worldbank.org/wbi/sourcebook/sbintro.pdf 
http://www.sagepub.com/upm-data/15523_Chapter_3.pdf 
http://unlforfamilies.unl.edu/satellite/doc/Principles_of_practice.doc 

 
 
 
 
 
 

 
 
 
 
 
 
 

http://www.globalhealthcommunityaction.org/
http://www.worldbank.org/wbi/sourcebook/sbintro.pdf
http://www.sagepub.com/upm-data/15523_Chapter_3.pdf
http://unlforfamilies.unl.edu/satellite/doc/Principles_of_practice.doc
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Working With Groups to Achieve Goals 
By: Jennifer McCabe 

 
orking with groups can be a very effective way to solve problems and address issues that require a 
number of perspectives. However, working with groups to achieve or accomplish a task can also be 
extremely challenging. It is important for the person facilitating or running the group to make sure that 
the needs of the group members are met while fostering a respectful environment that promotes 

participation. When working with groups, it is helpful to keep the following in mind. 

 
1. Be Prepared and Set Rules 

Make sure that you have taken the proper steps to ensure that you know what you are talking about. 

Be open to new ideas but do not enter the situation blindly. It is also helpful to have an agenda. 

Having a set plan can help group meetings run smoothly and help guarantee that all necessary topics 

are addressed. 
 

It is also important to set ground rules when beginning a group. If rules are set at the onset of a 

group, there will be less time wasted developing rules and norms as the group progresses. 

Establishing and adhering to group agreements can also help to foster an atmosphere of trust. When 

people feel that they are in a place where they know that their thoughts and ideas are going to be 

taken seriously and respected, people will be more willing to open up and actively participate in group 

discussions.  

 

2. Send Reminders 

Depending upon the frequency of group gatherings, it can be very helpful to send out reminders 

and/or memos highlighting the important aspects brought up at the previous meeting and what the 

agenda is for the upcoming meeting. This can save a great deal of time at the beginning of meetings 

when people often need to be reminded of where they left off at the last meeting. It can also be 

helpful in that people will begin thinking about the issue that the group is addressing beforehand.  

 

3. Avoid Groupthink/Recruit Diversity 

While it is important to include people that you know and respect in group settings, it is also 

important to avoid homogeneity. People of all different backgrounds and opinions should be invited 

into the group and encouraged to share their opinions. While the group is pulled together to work 

towards a common goal, it is important to have differing opinions. This helps to address issues that 

otherwise would not have been addressed if everyone in the group thought the same way. 
 

Although it is good to have a strong base of group members who actively participate and attend all 

meetings, it is important to occasionally include fresh perspectives. This can help groups avoid issues 

such groupthink mentioned above.  

 

4. Provide Good Meeting Conditions 

While it is unlikely that all groups are going to be able to meet at lavish and luxurious locations, it is 

important to try to make sure that the setting is comfortable. Groups are not going to function well 

if they are forced to meet in cramped locations under undesirable conditions. While many groups 

W 
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often have to make due with what they can get, groups can work together to make the best of what 

they have. This could mean having people take turn bringing food items if the only time that people 

are able to meet is right before dinner or hosting meetings at their homes if possible. 

 

5. Know Your Audience 

Keep in mind that not everyone is coming from the same background. Differences in age, education, 

culture, etc. can affect group dynamics and require different facilitation styles. 

 

6. Give EVERYONE Time to Talk 

There are always people who prefer to be the “strong silent type” in groups. It is important to try to 

engage these group members as much as possible. Do not push people if they are uncomfortable or do 

not want to participate, but make sure that everyone has a chance to talk.  
 

Also, be wary of people who tend to monopolize the conversation. They may feel that they are adding 

the most to the group, but it is important to encourage others to enter into the conversation. Don’t 

be afraid to redirect people who tend to monopolize group time; communicate that it is important to 

give everyone time to talk and assure them that their ideas are important and appreciated. 

 

7. Look at the Underlying Causes 

Take time to think about what the group is really trying to do. What is the problem that needs to be 

solved? Who is going to benefit? If the group does not agree on what the problem is, finding a 

solution is impossible.  While it may seem juvenile, continually asking the group, “but why?,” can be an 

effective way to break down the problem thus helping people to understand the underlying forces 

contributing to the problem. This can provide the group a deeper knowledge on how to solve the 

problem. 

 

8. Play Devil’s Advocate 

Make sure your group is looking at ALL sides of the story. Although you may agree with what is said, 

it is important to keep in mind that not everyone thinks the same way. It is important to bring up 

ideas even if you do not necessarily agree with them. This can also be helpful in the future; if you 

have looked at all sides of the story, then it will be much easier for your group members to defend 

the group’s ideas. 

 

9. Stay Focused 

Continually check in with the group and make sure that what you’re talking about is actually relevant 

to the topic and “put things aside” as needed. This helps group members know that their ideas are 

appreciated while keeping the group on topic. 

 

10. Allow Time for Interaction 

Although groups are often coming together for a common cause, there is a social aspect of them. 

Allowing time for people to “catch up” at the onset of a meeting can help the group stay focused 

afterward. 
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 Qualities that Make a Good Mentor  

Colin Forbes 
 
“A lot of people have gone further than they thought they could because someone else thought 

they could.” ~ Unknown 
 
A mentor is an experienced person who guides another individual (the mentee) through their 

own professional and/or personal development.  Although mentoring often takes place in the 

professional world, it can also be seen in other areas and in different forms such youth 

programs like big brother programs.  Both the mentor and mentee can offer each other new 

perspectives and fresh ideas from their own respective experiences.   

 

How to Find a Mentor: 

Your job or internship can be one of the best places to locate a mentor.  Keep an eye open for a 

person who you see as respectful and experienced.  Some Human Resources departments can 

lead you to a person who has vast knowledge of your job and the organization as a whole.  Many 

organizations offer mentoring programs for individuals to better themselves, and this is one 

more way to become involved in the process.  The search does not have to be limited to your job 

site.  A person outside of the organization can provide an equally valuable mentoring 

relationship. 

 

Traits Demonstrated by a Good Mentor: 

- Offers the mentee support when needed but also provides a degree of independence.  

- Encourages honesty and openness. 

- Possesses a willingness to invest their time and resources. 

-  Meets routinely for enough time to discuss everything that is important to the mentee.  

- Exhibits effective communication skills. 

- Shows a genuine interest in helping people. 

- Appreciates the person’s readiness to learn and develop. 

- Gives compliments and offers constructive criticism. 

- Shares personal stories and examples of both successes and failures.   

- Directs the mentee to resources that may provide assistance and insight.   

- Has an understanding and patience for the mentee and their learning experience.   

 

Being a Mentee: 

It is necessary to be a good mentee for the mentoring relationship to work completely and 

effectively.  First and foremost, a good mentee has to be willing to be mentored.  Do not expect 

instant results.  It is essential to understanding that mentoring is a long process.  Keep in mind 

that as long as you are learning, the mentoring relationship is working.  
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Traits Demonstrated by a Good Mentee:  

- Has a Willingness to take on challenges. 

- Demonstrates an eagerness and enthusiasm to learn and try new things.   

- Asks questions and uses mistakes as opportunities to learn. 

- Accepts responsibilities and strives to give their best.   

- Has an open mind to receive praise as well as to accept criticism.  

  

The Benefits of Being a Mentor: 

- Knowing that you were involved with an individual’s personal and professional development can 

be a rewarding experience. 

- Being a mentor can be the opportunity to develop your own skills such leadership and the 

delegation of responsibilities. 

- As a mentor, one can learn different ideas and perspectives from someone who is new to the 

company.   

- As you get older and gain more experience and knowledge, this can be an opportunity to 

interact with someone from a different generation.   

 

The Benefits of Being a Mentee: 

- First and foremost, a mentee has the chance to gain the knowledge of another person’s 

experience.  

- Entering a new company can be difficult when you are the “new person”, having someone to 

explain the processes of the organization can be quite helpful and comforting.   

- This mentoring relationship can be considered practice for being a mentor yourself someday. 

- Being a mentee can be a good method for networking as your mentor can open many new 

doorways. 

- Your mentor can turn into a long-time friend who will help you in applying to and working at 

other organizations.   
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The Global Picture 

 
Michele Pagliarulo 

 
Community Social Psychology has many faces, many applications, and many contexts.  CSP can be applied to 
families, education, health, homelessness, immigration, food pantries, and child wellbeing to name a few.  Fair 
trade touches all of these aspects to help communities in developing nations rise above the poverty and 
provide a better environment for their families.   
 
In general terms, fair trade is an alternative to mainstream business practices for the production and 
distribution of consumer goods and food products made or grown by people in developing countries.  Fair trade 
works to create greater equity for these producers and to provide an outlet in the international trading system 
for their products. 
 
 
Humble Beginnings 
 
In 1946, when Edna Ruth Byler, a volunteer for Mennonite Central Committee (MCC), visited an MCC sewing 
class in Puerto Rico, she discovered the talent the women had for creating beautiful lace and the extraordinary 
poverty in which they lived. To improve the living conditions of the woman, she began carrying lace pieces 
back to the United States to sell and returning the money directly to the groups of women. Her grassroots effort 
grew into Ten Thousand Villages, which opened its first fair trade shop in 1958 and is now the largest fair trade 
retailer in North America. 
 
The International Fair Trade Association (IFAT) was founded in 1989 as a global network 
of fair trade organizations committed to improving the livelihoods of disadvantaged people 
through trade and to provide a forum for the exchange of information and ideas.  An 
informal group of entrepreneurs in the United States and Canada would evolve into the 
Fair Trade Federation and formally incorporate in 1994. 
 
In 1997, a number of independent initiatives across Europe created the Fair Trade 
Labeling Organizations International (FLO), which sets the fair trade certification standards 
and supports, inspects, and certifies disadvantaged farmers. FLO affiliates TransFair USA 
and TransFair Canada opened in North America in 1999.  FLO represents fair trade 
groups in Japan, Canada, the United States, and in 17 European countries. 
 
Fair Trade and CSP 
 
The principles of fair trade align closely with many of the principles of Community Social Psychology in terms 
of social justice, citizen participation, respect for human diversity, individual wellness, and building on the 
strengths within a community.   

 
Briefly, the principles of fair trade are:  

 Providing equal opportunity for economically and socially marginalized producers  
 Paying a fair wage promptly 
 Supporting safe, healthy, and participatory workplaces that pay a living wage 
 Supplying producers with financial and technical support to build capacity 
 Offering opportunities for advancement  
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 Ensuring the rights of children to health and education, forced child 
labor is strictly prohibited 

 Respecting cultural identity  
 Building direct and long-term relationships with producers and 

cooperatives 
 Developing transparent and accountable relationships where 

producers and workers democratically decide how to invest fair trade 
revenues 

 Promoting fair trade by educating consumers 
 Promoting environmental sustainability  

 

Businesses directly involved in the fair trade supply chain, such as farm cooperatives, local producers of 
handcrafts, distributors, wholesalers and manufacturers, commit to these principles.  The Fair Trade 
Federation and TransFair USA web sites expand on these principles focusing on the positive impact for 
producers, their families and their communities.  Fair trade producers have used the fair trade premium 
returned to them to build schools, pay tuition for their children, build homes, build clinics, and provide proper 
sanitation and clean water to the community.  Some also invest in capital for their farms or businesses; others 
learn new sustainable farming and production methods. Their products, from produce to apparel, are certified 
by the Fair Trade Federation and carry the fair trade symbol.  Fair trade retail businesses source their 
inventory from fair trade wholesalers and suppliers to ensure the cycle of “fair trade commerce” is completed 
and the “fair trade premium” reaches the producers.   
 
Make a Difference 

 
There are many ways to participate in fair trade.  In the supermarket, look for fair trade 
produce, rice, sugar, coffee, tea and chocolate.  If your market doesn’t carry fair trade 
products – ask for them.  When buying consumer products, look for fair trade labels, union 
labels, and in the case of rugs, the Rug Mark label which ensures children did not produce 
the rug.   Always bear in mind, if it is imported and cheap it was likely made under sweatshop 
or slave-like conditions. 

 
You might consider opening a fair trade shop and participate directly in the marketing and 
selling of fair trade products.  Or, you could become a distributor of fair trade products 
and work with producers and their communities.  Provide outlets for their products and 
experience the fair trade premium’s effect on the community first hand.   
 
Finally, and most importantly, there is educating the public.  Hold a fair trade event, 
house party or coffee break.  An educated consumer is the backbone of the fair trade 
marketplace, the success of fair trade depends on smart shoppers.  As someone close to the issues has said, 
“Once you know, you can’t not know.” 
 
 
Fair Trade Resources 
TransFair USA - http://www.transfairusa.org/ 
Fair Trade Federation - http://www.fairtradefederation.org/ 
Fair Trade Labeling Organizations - http://www.fairtrade.net/ 

http://www.transfairusa.org/
http://www.fairtradefederation.org/
http://www.fairtrade.net/
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Partnership Grant Writing 
Important things to consider in Partnership Grant Writing   

Written By: Kristen Tuttle, Community Social Psychology Graduate Student 
Email: kristuttlema@gmail.com 

Grant Writing can provide opportunities to work with others in order to accomplish mutually beneficial goals.  
There are different kinds of partnerships involved with grant writing, the tips provided for you below focus on the 
following types of partnerships: (1) partnerships for the actual writing of grants, and (2) partnerships with organizations 
that would be collaborating in the funded project. 
 
Considerations for creating and working with a “team” to help you to write a successful grant: 
 

 You will spend a significant amount of time with your team member(s), so try your best to assess whether you 
will be able to work well with those that you are considering. 

 Carefully read over the instructions for the grant before deciding on who to ask to be on your team 

 During the initial meeting or discussion with your team member(s), be very clear about the role(s) and workload 
that each person will have in the writing of the grant 

 One you have clearly communicated the expectations to your team member(s) , consider creating a quick time 
line based on the due date of your grant application. 

 The timeline you create will provide a clearer picture of how much work will be required for the grant. At this 
point, it would be a good idea to ask your team member(s) if they can realistically devote the time and effort that 
will be required of them. 

 Identify each team member‟s strengths and areas of expertise such as writing, research, communication, paying 
attention to details, and computer proficiencies, and try to assign work tasks based on each team member‟s 
greatest strengths.  

 Plan to meet frequently and check in with your team so that everyone is clear on what has been done and work 
that is still pending.  You do not want to replicate each other‟s work! 

   
Avoid unnecessary frustrations! Considerations for successful working relationships with organizations or local 
partners: 

 
1. Contact or meet with representatives of the organizations who wish to have you write a grant for them. 

2. Find out as much information about what their ideas and plans are, why there is a need for them to apply for 
funding, how they plan to demonstrate their needs to the funder, what awarded funding will be used for, how 
they plan to implement and evaluate their plan, how implementation of the plan will be beneficial locally and 
nationally, and how the organization intends on communicating the success or outcome of the plan or 
program that they hope to put into practice. 

3. Be very, clear with the representatives that you will need them to provide you with data, letters, information, 
and other necessary resources in a timely fashion, in order for you to write the grant.   

4. If you find that representatives do not respond to your requests, reschedule meetings, or post-pone getting you 
the resources that you need , consider their actions to be red-flags.  You do not want to spend time working on 
a grant that will be rejected because it is missing vital information that only the organization can provide. 

5. It is important to foster good working relationships with all partners involved in your grant writing 
experience, remember to politely articulate to organizational partners that they will benefit from your grant 
writing efforts, and that you have the skills and perseverance needed in order to create a well written grant for 
them. 

mailto:kristuttlema@gmail.com
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6. Building trust and establishing good working relationships requires careful listening as to what parters or 
organizations want and what they need.  An example of this is paying respect and attention to the culture of 
the organization that you are working with/for. 

 

Additional Resources (articles): 

Haymore Sandholtz, J. (2002). Inservice training or professional development: contrasting opportunities in a 

school/university partnership. Teaching and Teacher Education, 18(7), 815-830. 

Silka, L. (1999). Paradoxes of partnerships: reflections on university community collaborations.  Research on Politics and 

Society, 7, 335-359. 

Takahashi, L.M. (2001). Collaboration among small, community-based organizations strategies and challenges in 

turbulent environments. Journal of Planning Education and Research, 21(2), 141-153 

 
 
Additional Resources (websites): 
 
http://images.main.uab.edu/isoph/MCH/ppts/Grants101rev31.pdf 

http://www.techlearning.com/db_area/archives/TL/200106/webtour.php 

http://www.epa.gov/wetlands/restore/5star/ 

http://www.homelanddefensejournal.com/hdl/grant-writing-boot-camp.html 

    

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://images.main.uab.edu/isoph/MCH/ppts/Grants101rev31.pdf
http://www.techlearning.com/db_area/archives/TL/200106/webtour.php
http://www.epa.gov/wetlands/restore/5star/
http://www.homelanddefensejournal.com/hdl/grant-writing-boot-camp.html
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Facilitating a Meeting: A poem 
By: Rebecca Edwards 

 
If you hold a meeting without any reason,  
then there is a chance that there’s going to be treason.  
So know why you’re there and what you want to get done 
because people think accomplishing their goals is fun. 
 
One important rule is that you start when you say, 
and end on time too, yes, without a delay. 
People get itchy and antsy and bored, 
but if you’re punctual, they’ll come next time, and that’s quite a reward 
 
The space is important to how meetings feel. 
A well-lit room with tables might have more appeal. 
And sitting in circles or horseshoes could be 
the secret to establishing equality. 
 
Now chairs can be tricky, so here’s a suggestion. 
Lots of empty chairs could make a bad impression. 
Put fewer chairs out and some off to the side; 
let late entries pull one up when they arrive. 
 
Have a sign-in sheet out so you know who’s attending, 
and take that sheet back when the meeting is ending!  
Ok, it’s time to begin and start with the meeting 
once people have settled from their meet-and-greeting. 
 
Start with your name and tell them your function 
and then let them each give a brief introduction.  
Well, wasn’t that nice? Now we’ve made some ground. 
Next remind people to turn off the sound 
on their cell phones and pagers to limit distraction 
and keep the meeting focused for the main attraction.  
 
Setting some ground rules for participation 
might help set the stage for positive communication.  
For example, keep your sense of humor could be on the list. 
Criticize ideas, not people- are you getting the gist?  
 
Or before you contribute, wait till the speaker is through. 
Appreciate differences, just to name a few. 
You could come with your own and see if people are fine 
with the ones you have listed, or they’ll have others in mind. 
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Now it’s time to review the agenda out loud, 
which you have printed neatly on paper or typed up to hand out. 
Most important things first and then others below. 
Have people agree on the agenda and goals.  
 
Appoint somebody to be in charge of the time, 
to keep track for each item so you don’t get behind. 
Then begin the first item on the agenda today 
Try to make sure each person has a say.  
 
Invite quiet ones to share what’s on their mind; 
you wouldn’t want valuable insights left behind. 
Keep the conversation focused and clear. 
Your job is to help generate discussion and steer 
it in a direction so people understand 
and can make an educated decision about the question at hand.   
 
You’re off and you’re running, through the agenda one by one, 
Now here’s how you end, once the meeting is done. 
Review what was accomplished during the meeting, 
and decide when and where you will be reconvening.  
 
Take a moment for feedback, What could change? What went well? 
Now end on a positive note: Gee, you guys are swell. 
Phew, the meeting is done, but do not forget 
to follow up on all of those new action steps! 
 
That’s it! No, wait, there’s one more thing to include. 
A successful facilitator always brings food!  
 
 
If you are looking for a more in depth guide to planning and facilitating a meeting, turn to: 
Reference:  
Brown, Michael, Jacoby. (2006) Building Powerful Community Organizations. Long Haul Press. 
Arlington, MA.  
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Youth Involvement: Get Involved: This means U & Me! 
Together We Can Cast a Wider Net 

By: Denise M. Umphrey 

 

A community tip-sheet for persons working with youth 
 

 The purpose of this tip-sheet is to provide people working with youth a simple yet helpful 

guideline that outlines benefits and steps for you to engage the youth in your community by 

conducting “U & Me” Youth Community-Based Initiative Workshops.  

 
____________________________________________________________________________ 

 
 Many youth want to get involved in their community and have so much to offer 

 When given the opportunity and guidance, youths will not only become involved in their community,  

           but will change it and themselves for the better!  

 

Let’s begin !!!!!  

 

 

So you ask: “What’s the Benefit of Being Involved?” 
 It gives you the chance to affect your community’s development; you have a voice, let it be heard!  
 You meet new people, and learn new & interesting things & skills.  

 By volunteering or joining a group, you are on your way to doing something to improve your community.  

 It helps build self-confidence & self-esteem.  

 Volunteering promotes community awareness. 

 

 You will gain valuable experiences & skills that you can apply to other areas of your life, for 

example:                                             

  

 Organizational skills                               

 Networking skills                                    

 Communication skills                               

 Teamwork skills                                      

 Active listening skills                              

 Trust building skills  

 Decision making skills   

 Critical Thinking Skills   

 Problem solving skills 

  Conflict resolution skills 
 Time management skills                                                                                   
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More Benefits   

 Jobs /Employment 

 Education 

 Training 

 Volunteering looks great on a resume. 

 By volunteering you gain valuable work experience.  

 Employers recognize the valuable experience gained through volunteering.  

 Community involvement is very valuable for people who are just starting to enter 

the workforce & have little to no work experience.  

 It is also very beneficial when applying for college and/or training programs. 

 

Getting to know your community    

Now that you know the benefits of being involved you’re probably wondering how you can 

actually become actively involved. 

First: Identify local community groups where community opportunities & resources can 
be found. 

 Day Care Centers 

 Churches 

 Schools                                      

 Hospitals                                                    
 Libraries 

 Health Clinics 

 Local businesses 

 Youth Centers 

 Chamber of Commerce 

 Senior Centers 

 Parks & Recreational Centers 

 Can you think of others? 

Once you have identified different groups & organizations in your community, you can then 

decide which one of them interests U and suits your needs. 

 

Still not sure where to begin? 

 

 Determine your interests/What do you like to do???? 

 

 Is there a particular social issue/community need that you are passionate about? 

 Are there particular kinds of people, age groups, or agencies that you would like to 

work with? 

 How much do you already know about the issue or community? 

 Is there a need to learn more (training) before acting? 
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 Would you like to continue a past interest, say sports, or pursue new experiences 

like horticulture? 

 Are you interested in working directly with people, or would you prefer to do 

research? 

Determine your time commitment 

 How much time do you realistically have? 

 Can you afford an hour per week? 

 A Saturday afternoon? 

 One evening a week? 

 Would you prefer to volunteer for a certain event (one-time commitment)? 

 Would you prefer to join/volunteer for a long-term commitment? 

 Take into consideration other activities you are already involved in & how much time 

they require. 

 Remember even the smallest participation can make a huge difference. 

 

 
 Your community members & leaders are very committed to and focused on the 

continued growth and improvement of the lives of all individuals living, working, 

studying and growing in this very historic and celebrated multi-cultural city.  

 Towards that end, the City of Lowell has created a Master Plan for the city.  

 This Master plan  will help you learn much about your city and give you insight as to the 

many different ways for you to become involved in your community. 

  Visit the site at http://web.ci.lowell.ma.us and actively look for opportunities to 

engage your community in ways that fit your needs, passions and interests . 

 

http://web.ci.lowell.ma.us/
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 The following website http://www.lowellma.gov/community also gives you several 

options and links to other websites of community-based organizations in the Greater 

Lowell area. Here are just a few topics that may be of interest to U.      

 

 The Angkor Dance Troupe 

 The City of Lowell’s Pollard Memorial Library 

 Community Gardens Greenhouse 

 Community Teamwork, Inc 

 Keep Lowell Beautiful  

 Greater Lowell Youth Hockey Association 

 The Revolving Museum 

 The Family Connection PLAYGROUP 

 

As you can see these are just a few ideas that will help you to start thinking about 

community engagement.  By working together with other community agencies you will be 

able to start thinking about your sense of community, community opportunities, resources, 

and community issues in broader terms, both on a personal & societal level.  

 
 

 
 
 
 
 
 
 
 

http://www.lowellma.gov/community
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Engaging Youth 

Erin Carney 

At times, it can be rather difficult to engage elementary age students in learning 

activities.  The following tips may be useful in running a productive group for 
children, particularly nine and ten year olds. 

 

1. Bring Food - If there is food or snacks on the table, somehow it helps 
children to become more engaged no matter what the subject area. 

 
2. Relate the Subject Matter- Often times, it is difficult for children to 

understand certain subject matter.  As a result of this, they do not become 
engaged.  Relating subject matter to the children’s lives gives them a better 

understanding and renders more engagement.   For example, instead of 
explaining the meaning of values, develop an interactive activity which allows 
children to understand the values and apply them to their own lives.  

 
3. Interaction-   Nobody wants to just sit and listen to a lecture – especially 

young children.  Explain the material and given them a chance to interact in 
groups and partake in an activity pertaining to the subject matter.  For 
example, instead of asking questions and calling on an individual for an 

answer, divide the kids into groups where they can talk about the activity 
and come up with solutions together. 

 
4. Role Play - Children appear to learn better when acting out scenarios.  For 

example, instead of giving an example of what might be done in a 

hypothetical situation, have them act it out. 
 

5. Informal Questions-   I have learned how important it is to be interested in 
the youth’s life outside of the group.  Ask them how their weekends were and 
how their day went.  It is a simple gesture, but it makes all of the difference. 

 
6. Praise-   Everybody likes positive reinforcement.  Children like to know that 

their answers or ideas are being recognized positively.  For example, 
compliment them on their efforts or when an answer is given that is right on 
target.  It sounds like such a simple concept but it makes a great deal of 

difference. 
 

7. Feedback- It is important to get feedback from the children.  It makes them 
feel good to get a voice, and it helps in fixing problem areas of presentations, 
groups, or activities.  For example, develop a survey or questionnaire 

pertaining to their feelings of the activities.  Give them an opportunity to 
write down likes and dislikes. 
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How to Develop a Workshop for Teens 
By: Rebecca Edwards 

 

This handout is intended to serve as a guide for designing skill-building workshops 

for groups of teens. The material presented here can be altered depending on the 

needs of each facilitator and group. The step-by-step process and structural 

advice that follows can function for groups of any size, although it is written with 

small groups in mind (fewer than 30 people). It also can be adapted for a range of 

timeframes, from one-time events to groups that meet over time. 
 

10 Steps to Developing a Training Workshop  
 
1) Establish clear goals:  

What are the important messages you are trying to get across? What knowledge and experience do 

you want participants to come away with?  

 

2) Gather Information 

What skills are participants lacking? What are participants interested in learning? You could survey 

potential participants in order to decide on appropriate topics. 

 

3) Think about Content  

Workshop facilitators do not necessarily need to be experts on the subject matter when they 

begin. Seek out people who are experts, in order to inform your workshop. If this is not possible, do 

your research. Turn to reliable sources and do some reading to make sure you are teaching 

complete, accurate, and interesting content. 

 

4) Think about Style 

Teach to multiple learning styles. Some people learn by listening, others by seeing, and others learn 

by moving things around in a hands-on way. Because people learn differently, it is important to teach 

the same material in various ways. Be creative with how you present your content.   

 

5) What’s the Structure? 

Map it out. Here is an example: 1) Introduction 2) Information 3) Activities 4) Reflection 5) 

Questions 6) Conclusion. Once you have an idea of structure, you can start filling in the content.  

 

6) Evaluation tool 

It is important to know if your workshop was effective. Therefore, you must think about an 

evaluation tool before you even begin. For example, you could give participants a before and after 

survey, asking what their level of knowledge is on the subject you are teaching.    

 

7) Train the Trainers  

Make sure that all people who will be facilitating the workshop are trained and prepared to do so.  
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8) Pilot the Workshop. 

Try out the workshop so that you can make adjustments wherever necessary.  

 

9) Monitor, Evaluate, and Remain Flexible. 

After the workshop is over, look at the evaluations and see where you can continue to make 

improvements. Think of your workshop as a work in progress; alter it to fit your practical needs. 

 

10) Document Training 

Write your training in a step-by-step way to make it accessible for others. This will allow more 

teens and facilitators to benefit from your hard work, knowledge, and creativity.  

 

STRUCTURAL OPTIONS 
  

1) Opening Ritual: It can be nice to signify that the group is beginning by starting with a standard 

ritual. This is true for one-time groups and for groups that meet frequently. For example, have each 

participant say their name and rate how they are feeling on a scale from 1 to 10 (1= very bad, 

10=extremely good).  You could also add a question of the day, which each participant could answer. 

This question could be related to the workshop or it could be completely unrelated. The goal of an 

opening ritual is to set the stage for participation and for a safe, sharing environment.  

 

2) Agenda: Explain how the workshop will be mapped out so that people know what to expect. This 

will help reduce the potential anxiety of participants. 

  

3) Content: Provide participants with the information you wish to convey.  Make sure you plan an 

appropriate amount of information for the length of the workshop. 

 

3) Activity: Give participants a chance to practice what they are learning. By using the information, 

participants will retain more of what they are learning. Be creative in designing activities. Try to 

include different learning styles. 

 

4) Closing ritual: Just as it is nice to have an opening ritual, it can also be nice to have a closing 

ritual. This is an activity to give closure to the workshop. For example, each group member tells the 

group something new they learned. 

 

Additional Notes 
*If possible, provide food and drinks for participants. Food tends to bring people together, create a 

sense of comfort, and contribute to a comfortable, open atmosphere 

*If the training deals with sensitive topics, create ground rules after the opening ritual. Ground 

rules are rules that participants brainstorm and agree upon to ensure a safe space.   
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Cultural Competency in Organizations 
Elizabeth Looney 

Practicum in Community Social Psychology 

Spring 2009-04-07 

 

Cultural Competency in organizations includes awareness of, sensitivity 

to, and response in favor of the cultural realities of different groups. 

 

Culturally competent practices must happen at all levels of an 

organization, including the: 

 
Individual level:  Cultural competency at the individual level of an organization 

entails employees who are aware of their own cultural backgrounds and beliefs 

about the world, as well as those of the individuals they interact with.  When 

differences arise, employees should respond in culturally sensitive ways.   

 For example, individuals should feel safe to talk about the dimensions 

of diversity that exist in your organization (ethnic, racial, gender, 

language, sexual orientation, ability level, etc.) Provide a space for 

employees to reflect on these topics, through meetings, presentations 

or retreats.  The issue will be an important one to many and impact 

their daily experiences, whether or not it is addressed.  Professional 

diversity consultants are available to help.    

  

Program Level: Programs designed by an organization should be culturally-

appropriate for the clients they are intended to serve.  Programs need to be 

relevant to clients’ needs and expectations, and delivered in a way that reflects 

the experiences of the group at hand.   

 For example, a program on “balancing a checkbook” may actually need 

to start with the “fundamentals of a checking account.”  Starting a 

program that assumes everyone has had the same basic experiences 

may leave clients feeling alienated and be less effective.  Find out 

where your audience stands before designing a program and what 

their world view is incase it is.  The latter may be very different from 

your own.   

 

Systems Level:  Cultural competency at the systems or organizational level means 

institutionalizing a value for cultural competency in the literature and policies of 
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your organization.  Cultural competency should be as important as any human 

resource policy.  Stating a value for cultural competency sets a standard for 

employees, and operationalizing this value tells them how to achieve it.    

 For example, culturally competent practices can be included in an 

organization’s mission statement and policies.  Forms, signs and other 

materials throughout the organization should be translated into both 

English and the native language(s) of the population(s) you are serving.  

Make cultural competency training available for staff, and reflect 

diversity in your hiring policies   

 

Community Level: Organizations are also responsible for cultural competency at 

the overall community level.  Organizations and their initiatives must take into 

account the reality of the community in which they operate and hope to serve.  

Individuals working in an organization should be keyed into the important dynamics 

and social issues facing the community around them.  This is especially important if 

employees of an organization do not live in the community where the organization is 

located.  Make sure that your organization and its mission are a good match for the 

community around you. One community researcher calls this the Community-

Organization fit (Uttal, 2006).   

 For example, an organization designed to assist residents learn English 

should be located in a place that is accessible via public 

transportation, not far outside the community of interest.  Factors to 

take into consideration include the dominant socio-economic status of 

residents, holidays, customs, transportation issues and other concerns 

facing the community your organization intends to serve. 

 

For further reading and resources on Cultural Competency and organizations, visit:  

The Community Toolbox: http://ctb.ku.edu 

 

 

http://ctb.ku.edu/
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Cultural Competency Reflection Worksheet 

 

This worksheet is intended to help readers reflect on cultural competency 

practices in their organization.  Different levels of an organization are outlined, 

along with a space to think about both what your organization does to practice 

cultural competency at each level, as well as perhaps what could be done better.  

Feel free to use this worksheet as it is helpful to you!  

 
   

 
Level of the Organization 

 
Efforts made towards 
Cultural Competency 

How, if at all, could cultural 
competency practices at this 
level be improved?  

Community: Initiatives that 
take into account the lifestyle of 
a particular community, 
including socioeconomic status, 
transportation, customs, and the 
overall Community-
Organization fit 

  

Organization-wide/Systems 
level: Organization mission 
statement, translated materials, 
forms and signs, cultural 
competency training for staff, 
diversity hiring policies 
   

  

Programs: Programs/services 
that are culturally-appropriate 
for clients, including the timing, 
location, content, language and 
expectations of a group 
 
 

  

Individuals: Staff who are 
aware of their own cultural 
background and biases, as well 
as those of the cultures they are 
serving, and remain culturally 
sensitive. 
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Working with a Group Culturally Different than your Own 
Kerryn Armstrong 

 
Obstacles Faced 

  -Unfamiliarity     -Feeling like an outsider 
  -Language & Communication Barriers   -Finding ways to be involved 
     -Assumptions about the group(s) 

 
  Helpful Hints    

1. Research Do your homework and learn about the people you are planning to work 
with. Some ways to do this are to research literature and biographies. Also, looking at 
organization‟s websites/materials can be a way to learn about the population an 
organization serves.  

 
2. Observe Find unique opportunities to observe the group to understand dynamics such 

as norms, communication styles etc. These can be informal and formal conversations, 
events, etc. Observe language(s) as well as other types of communication styles, such as 
body language and facial expressions.  

 
3. Ask Questions Initiate conversations with others to learn more about their lives and 

culture(s). Ask questions appropriately about things that are new to you and that you may 
not fully understand. But be understanding if others do not want to share their lives with 
you. 

 
4. Don’t Assume  Be candid with others about being naïve and don‟t try to assume that 

you understand and know the culture, even if you have researched literature. 
 

5. Find ways to be Involved & Learn Take opportunities to interact with others. Some 
examples include attending cultural events/festivals, community events and religious 
events and services (if applicable).   

 
Important Cultural Components to be Aware of: 

 
Learning about a culture different than your own means you need to understand a wide variety of 
components that are part of people‟s lives.  Understand others‟ experiences, beliefs, values and 
norms and may be better understood through consideration of the following cultural components. 
 
  Language & Communication  

Language and communication are a key part of a culture and understanding not only the 
language spoken but also norms associated with communication is important, for example, are 
there different ways family members greet each other, how do people great and refer to their 
elders?  
 
Religion 
Religion may play a large role in the lives of others and understanding the religion(s) people 
you may be working with is crucial.  It is important to keep in mind to learn about the 
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religions, how their religion(s) may impact their live(s) and the belief systems that are 
associated with their religion.  
 
Level of Acculturation 
Acculturation is, “a process that occurs when two separate cultural groups come in contact with 
each other and change occurs in at least one of the two groups” (Advocates for Youth: Ch. 1).  
When working with a group culturally different than yourself you should keep in mind their 
experience and how cultural differences may have impacted their lives.  
 
Health Beliefs 
Many people hold different beliefs about health, including different way of diagnosing 
illnesses, therapies and medicines as well as thoughts/beliefs about the causes of illness.  Even 
if you are not working within the health field, these beliefs are important to recognize, as they 
are part of a person‟s values and beliefs.  
 
Immigration Status  
If the group you may be working with is an immigrant population again it will be important to 
be cognizant of their immigration status, how this may affect the people you are working with 
as well as how this effects how they interact within their community. 
    
Racism 
Racism has affected many groups and looking at the possible racism the group you may work 
with has encountered may help you to learn.  Some important questions you may want to 
consider are, how racism has affected these people, who has it affected and what has been 
responses to racism.  
 
Political Power  
Power in a community can be very different among groups.  Looking at the political power a 
group has may help you to understand their involvement in their communities, beliefs about the 
broader society they live in and how their power or lack of political power has impacted the 
group.  
  
Poverty & Economic Concerns 
Economic concerns are a part of the way many people‟s lives may be shaped. For example, 
poverty and economic concerns may impact a person‟s housing, transportation, necessities, 
employment etc.  It is important to understand the economic concerns of a group you are 
working with to assist you in understanding the group/people in the group.  
 
Family Relationships 
Since family plays such a crucial role in the lives of many it is a crucial part of understanding 
others. Some things to consider about family include, what type of family unit is typical within 
the culture, traditions in the family, how family members interact, the role of family/family 
members in people‟s daily lives.  
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Gender Roles 
Gender roles are also important to recognize because they may help you understand norms of 
the culture as well as the lifestyle and beliefs of people in the group. Gender roles may include 
roles inside and outside of the home.  
 
 (From, Advocates for Youth: Chapter 1: Cultural Components at  
 http://www.advocatesforyouth.org/index.php?option=com_content&task=view&id=503
&Itemid=98)  

 
Helpful Resources: 

o Communication Skills Checklist at  
http://wwwbcpublicservice.ca/learning/sotellme/tt/ttch3.htm. 

o Learning about Cultural Backgrounds at  
http://www.advocatesforyouth.org/index.php?option=com_content&task=vie
w&id=551&Itemid=177 

o Culturally & Linguistically Appropriate Services (CLAS) at 
 http://clas.uiuc.edu/fulltext/cl00029/cl00029.html 

o The Community Toolbox: Enhancing Cultural Competence at  
http://ctb.ku.edu/en/dothework/tools_tk_content_page_233.htm. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://wwwbcpublicservice.ca/learning/sotellme/tt/ttch3.htm
http://www.advocatesforyouth.org/index.php?option=com_content&task=view&id=551&Itemid=177
http://clas.uiuc.edu/fulltext/cl00029/cl00029.html
http://ctb.ku.edu/en/dothework/tools_tk_content_page_233.htm.
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Traditional Burmese Culture-  The Karen 
 

Matt Jones 
  
In the past few years there has been an influx of refugees coming into the Merrimack Valley, and 
the city of Lowell in particular, from many different countries around the world. Cambodia, 
Vietnam, Iraq, these are just a few examples. However, a group that is growing fast in the area is 
the Burmese, specifically the Karen. It is important for people in the Lowell and the Merrimack 
Valley in general to have an understanding of the Karen people and some of their culture and the 
traditions they have carried with them so that we can better relate and understand to a population 
that is growing fast in our area. I am focusing on the Karen people here because the vast 
majority, if not nearly all, of the refugees coming in from Burma are Karen.  

 
Who are the Karen? 
 
The Karen are one of the largest ethnic minorities in the nation of Burma, also now known as 
Myanmar. They live throughout the country but have their own state within Burma. Most of the 
refugees coming in have spent time in refugee camps, mostly in Thailand, and may have been 
there for many years.  
 
History of the Karen (Karen History and Culture Preservation Society,   

http://www.burmalibrary.org/docs3/karenmuseum- 
01/karen_history_and_culture_preser.htm) 

 
The Karen, based on oral histories and traditions, are believed to have first migrated to Southeast 
Asia from Mongolia, sometime around 1128 B.C. Very little is known about the general history 
of the Karen people until the beginning Konbaung Dynasty in Burma, which lasted from 1752 
until 1885. The primary reason for this is that the Karen were always separated into small units 
and were never united under a single ruler, so they kept to themselves, living in small villages in 
the forests and hills of Burma. They were treated poorly by the Burman Kings, who considered 
them inferior and taxed them heavily and often used them for slave labor. During the subsequent 
invasions by the British in 1824,  at first many Karen allied with the colonial troops, seeking  a 
way to strike back against the Burmese majority for the many years of poor treatment. As the 
wars continued however, the Karen were used more and more often to repel the British, rather 
than help them. It was to no avail, as the country was soon completely under British rule. 
 
Throughout the occupation of Burma, the Karen were loyal to the British, even turning the 
tumultuous fight for independence by the Burmese (backed by the Japanese army) in 1943. In 
response to their siding with the British, the Karen were often brutally massacred, with over 400 
villages being completely destroyed and the assassination of a prominent Karen Cabinet 
member, Saw Pe Tha, and his family. This was one of the major factors which would later 
influence the animosity between the Karen and the Burmese army.  
After the war, tensions continued to mount between the two groups and the talk of a Karen state 
became even more animated. Many separate groups sprang up, claiming to represent the Karen 
people. Some where more violent than others and the situation began to devolve into anarchy. 

http://www.burmalibrary.org/docs3/karenmuseum-
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When the Burmese army took action, the killing of many innocent Karen served to heighten the 
bad blood. Even after talks which managed to combine all of these disparate groups into a single 
party, it wouldn‟t last. It eventually split into two sides, one right-wing, the other left-wing. In 
1962, army commander Ne Win took control of the Burmese government and began the process 
of converting the country to a military dictatorship. In 1988, a full-scale revolution (in which the 
Karen were the largest ethnic group) against the dictatorship occurred, but failed to remove Ne 
Win from power. Since this time, the Burmese government has been accused of ethnic cleansing 
against the Karen, and many have fled for neighboring nations, especially Thailand.  
 
Language 
 
The Karen language is spoken in many different dialects, depending on which group of Karen is 
speaking it. The three main dialects are S‟gaw, Pwo, and Pa‟o. Due to the likely influence of Tai 
and Mon languages, the Karen dialects are nearly unique among their classification group in 
having a Subject Verb Object word order. There are many aspects of the Karen dialects that do 
not appear in English, such as pitch accents and rising and falling tones, sometimes within the 
same word. Each of the dialects is also considered to be unintelligible from the others, meaning 
that members of different Karen groups often cannot communicate with each other well.  
 
Clothing 
 
Karen clothing is very important, and there are many distinct and meaningful outfits worn by 
them, especially dresses. Bright colors are the norm among the Karen people, especially for men. 
Some examples are:  
1. The Flower Sewn Dress (Say Sa Paw), which is made of all-black thread with flowers sewn in. 
It is worn for weddings by Karen of the animist faith.  
 
2. The White Dress (Say Moe Wah), which is woven from all-white thread. It is very long and 
worn by children of eastern mountain Karen until they reach adolescence.  
 
3. Green Dress (Say La), this dress has the hem of the arms and neck sewn with red lace and it 
worn throughout someone‟s life.  
 
Housing 
 
Traditional Karen housing involved several families living together in a single house made of 
bamboo called a th‟waw. A th‟waw was considered only a temporary shelter however, as it 
would be taken down every year as the Karen moved. The shelter was raised up on stilts and the 
first room was accessible through a ladder.  
 
Farming 
 
The Karen groups have historically been known as farmers, predominantly of rice. The Karen 
traditionally practiced a form of slash and burn farming that led them to move from hill to hill 
periodically. This practice was later reduced by the Burmese government. In addition to rice, the 
Karen are known for growing vegetables and betel nut. 
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Food 
 
Most meals consisted of rice mixed with many kinds of meat and vegetables. Spicy food is very 
popular among the Karen groups and they correspondingly use a wide variety of spices in their 
dishes, including ginger and lime juice.  Meals were eaten communally, sitting down on the floor 
with the food in bowls.  
 
Crafts 
 
Some traditional Karen handicrafts included dying and cotton weaving for women, and the 
making of baskets and bamboo mats for the men. Clothes, bags, baskets and hats are all tradional 
Karen works and are popular throughout Burma and Thailand. 
 
Music 
 
The most important traditional instrument among the Karen is the bronze drum known as the klo 
oh tra oh. These drums can be anywhere from 18 inches wide to 30. Ownership of a larger drum 
was often a status symbol and seen as a marker of wealth.  
 
Religion 
 
Animism- The Karen believe that all living things include spirits called k‟la, which can range 
from 1 to 30 in number. In addition, all places had a spirit Lord as well as ghost servants who 
were composed of the spirits of people had had died violently. Touching one of these spirits was 
said to causes diseases which could be cured only by a blood sacrifice. In Karen animism, the 
soul, or tha, and the k‟la are separate. The tha froms the person‟s conscience, while the k‟la is the 
spirit of the flesh. The k‟la was therefore always under attack by malevolent spirits which had to 
be warded off with charms. Once a person died, their k‟la would leave the body and enter the 
body of a newly born baby.  
 
Buddhist- About 28% of the Karen population is Buddhist, but it is very often mixed extensively 
with Animism, making a distinction between the two somewhat difficult.  
 
Christian- 1/6th of the Karen population is now classified as Christian, having been converted by 
British missionaries in the 19th century. Karen Christians were harshly persecuted by the 
Burmese government however, who say the religion as a symbol of their former British rulers.  
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Empowering Organizations 

                                                                                                   

          Prepared by:  

          Nataliya S. Poto 

According to Gallup Research, organizations utilize less than 20% of their employees’ 
potential. To develop employee potential requires an organizational culture that inspires 
employees to learn, grow and give their very best. In such a culture, innovations which 
require new employee behaviors be adopted can take root. Employees choose to go the 
extra mile expending their discretionary energy for the sake of the organization. 
Employees choose to invest themselves in the organization rather than be available to 
the highest bidder. For most organizations, developing this untapped employee 
potential is their key competitive advantage for competing in the marketplace and 
retaining top talent. 

An analogy to help explain whether an organizational culture supports learning, growing 
and the adoption of new behaviors is a garden. Will new seeds/ behaviors take root because the 
soil/culture is fertile or will they die or wither on the vine due to unfertile soil? Many change interventions 
wrongly assume that an organization’s learning and growing capacity is inherent, and all that is needed is 
to train the employees and they will adopt the new behaviors. Anyone who has managed a large scale 
organizational change process will attest that it is hard to change engrained behaviors and more efforts 
fail than succeed 

                                                                                       
Being empowered is not a purely internal state, such as simply feeling powerful, inspired or 
confident. Being empowered involves the capacity to exert actual influence on decisions, having 
an impact on events, and at least having some control over resources.  
 
Empowerment - Definition proposed by the Cornell Empowerment group: an intentional, 
ongoing process centered in the local community, involving mutual respect, critical reflection, 
caring, and group participation, through which people lacking an equal share of resources gain 
greater access to and control over those resources (cited in Wiley & Rappaport, 2000, p.62) 
Rappaport has intentionally sought to keep the definition of empowerment open, arguing that a 
simple definition is likely to limit understanding of its multiple forms. 
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Communities and community organizations can be described as empowering or empowered. 
 
Empowering organizations foster member participation and sharing of power in group 
decisions and action. 
 
Empowered organizations exercise power in the wider community or society, influencing 
decisions and helping to create community and macrosystem change.   
Question: do being empowered and empowering always go together for an organization? 
Becoming an empowered organization often requires creating empowering opportunities for 
members.  
 

Qualities of Empowering Community Organizations 
 

1. Group-based, strength-based belief system. Promote beliefs that define member and 
organizational goals, provide meaning and inspiration for action, develop strengths and 
promote optimism in the face of setback. Shared community events, rituals, and 
narratives embody core values and strengthen sense of community as well as personal 
commitment to the group. 

2. Social support. Promote exchange of social support among members. Social support 
and interpersonal ties among members also build organizational solidarity and power 
for influencing the wider community. 

3. Shared, inspiring leadership. Have committed leaders who articulate a vision for the 
organization, exemplify interpersonal and organizational skills, share power, and mentor 
new leaders.  

4. Participatory niches, opportunity role structure. Create roles and tasks that offer 
opportunities for members to become involved and assume responsibility: participatory 
niches; or opportunity role structures.  

5. Task focus. People prefer to become involved in community organizations that get 
things done, with clear goals and productive meetings. Such organizational structure 
increases the capacity of the organization to make an impact in its community. This 
includes having organizational goals and specific objectives for action, meeting 
agendas, time limits, etc. 

6. Inclusive decision making. This is the essence of citizen participation: widespread, 
genuine power and voice for citizens in making organizational decisions and plans 

7. Participatory rewards. Participation is often initiated by concerns such as “how does 
this problem or decision directly affect me or my family?” 

Examples of some rewards: taking pride in accomplishment; feeling my actions are in 
tune with my values; discovering how much I have to contribute; working with those who 
share my concerns; learning new skills; knowing my effort will help create a better world for 
those I love; enjoying better communities, schools, jobs, housing, medical care. 
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8. Promoting diversity. This can broaden the skills, knowledge, resources, legitimacy, 
and social connections available to the setting. However, promoting diversity does not 
end with a diverse membership list. Often more difficult is the work of building and 
atmosphere of genuine inclusion of all viewpoints.  

 
9. Fostering intergroup collaboration. Promoting diversity can generate challenges for a 

setting. Community members share a macrobelonging or overall sense of community 
but also have microbelongings, their identifications with other groups within or outside 
the community. It is important to build relationships that connect groups within an 
organization, helping each understand the other and building capacity for collaboration. 

Reference: 
Dalton, J. H., Elias, M. J. & Wandersman, A.  (2007). Community psychology: Linking  
individuals  and communities. Stamford, CT: Wadsworth. 

 
  

AANE as an Empowering Organization 
 

The Asperger’s Association of New England (AANE)'s mission is to 
foster awareness, respect, acceptance, and support for individuals with AS and 
related conditions and their families. 

My Practicum site was AANE, which I found to be an empowering organization.  Rappaport 
(1987) defined empowerment as “a process, a mechanism by 
which people, organizations, and communities gain mastery over 
their affairs” (p.122). In many ways, AANE can also be 
described as an empowering organization which fosters its 
members‟ participation in collective decision making regarding 
future organizational actions and activities. It inspires its 
members to grow and transform from withdrawn and isolated 
individuals into active members of society. I learned that AANE 
is an empowering organization that aims to establish an 
atmosphere of belonging and acceptance for its members. AANE 
employs individuals with Asperger‟s in her office and its  programs are based on member‟s 
strengths; AANE‟s social events promote and foster sense of community and at AANE there is 
an inclusive climate of shared decision making. It offers support and necessary resources, 
promotes emotional bonding, and enhances self-confidence. AANE also helps their members to 
build intellectual and vocational, as well as emotional skills, necessary to allow them to become 
self-actualized participants in their communities. 
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Organizational Change 
Kelly Davis 

 
Change is an Ongoing Process 
In our economy, organizations no longer have a choice.  They must change to survive. Unfortunately, 
people tend to resist change. It is not easy to change an individual, let alone an organization.  
 
IMPETUS FOR CHANGE 

 How do organizations know when they should change?  
 What cues should an organization look for?  

 
Organizations encounter many different forces that create the need for change. These forces come from 
sources external to the organization and from internal sources. Awareness of these forces can help 
community leaders determine when they should consider implementing a change. 
 

EXTERNAL FORCES – 4 Key Examples 
1. Demographic Characteristics: e.g. more diversity in the workplace. 
2. Technological Advancements: e.g. more reliance on computers and the related skills. 
3. Market Changes: e.g. more organizations are fighting over fewer resources. 
4. Social and Political Pressures: Funding often follows politics. e.g. Right now there is  
stimulus money for using green technology. 
      
INTERNAL FORCES 
Internal forces for change may be subtle, such as low morale, or can manifest in outward   
 signs, such as low productivity and conflict. Internal forces for change come from both  
human resource problems and managerial behavior and decisions.      

 
 
MODELS AND DYNAMICS OF PLANNED CHANGE 
 
Lewin's Change Model 
Many theories of organizational change originated from the work of social psychologist Kurt Lewin. Lewin 
developed a three-stage model of planned change which explained how to initiate, manage, and stabilize the 
change process. The three stages are unfreezing, changing, and refreezing.  
 
There are 5 assumptions that underlie this model: 
 

1. The change process involves learning something new, as well as discontinuing current attitudes, 
behaviors, or organizational practices.  

2. Change will not occur unless there is motivation to change. This is often the most difficult part of the 
change process. 

3. People are the hub of all organizational changes. Any change, whether in terms of structure, group 
process, reward systems, or job design, requires individuals to change. 

4. Resistance to change is found even when the goals of change are highly desirable. 
5. Effective change requires reinforcing new behaviors, attitudes, and organizational practices. 
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There are three stages of change: 
 

1. Unfreezing: Creating the motivation for change within the organization 
2. Changing: This involves learning. Trainings are useful mechanisms to facilitate change 
3. Refreezing: Stabilizing change by integrating the changed behavior or attitude into the   

                  organizations normal way of doing things. 
 
Resistance to Change 

Individual Sources of Resistance 
 Fear of the Unknown 
 Self-Interest 
 Habit 
 Personality Conflicts 
 Differing Perceptions & misunderstandings 
 General Mistrust 
 Social Disruptions 

 
Organizational Sources of Resistance 

 Structural Inertia 
 Bureaucratic Inertia 
 Group Norms 
 A Resistant Organizational Culture 
 Threatened Power 
 Threatened Expertise 
 Threatened Resource Allocation 

 
 
OVERCOMING RESISTANCE TO CHANGE (Three things to keep in mind) 
 
1) An organization must be ready for change before it can be effective.   
2) Organizational change is less successful when top management fails to keep employees informed about 

the process of change.  
3) Employees' perceptions or interpretations of a change significantly affect resistance. Employees are less 

likely to resist when they perceive that the benefits of a change overshadow the personal costs.  
 

References on Organizational Change  
http://managementhelp.org/org_chng/org_chng.htm 
http://www.jpc-training.com/change/review.htm 

References on Kurt Lewin:  
http://www.solonline.org/res/wp/10006.html 
http://www.entarga.com/orgchange/lewinschein.pdf 

 

http://managementhelp.org/org_chng/org_chng.htm
http://www.jpc-training.com/change/review.htm
http://www.solonline.org/res/wp/10006.html
http://www.entarga.com/orgchange/lewinschein.pdf
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Non-Profit Boards: 
Tips for Improving Effectiveness 

By Mark S. Umphrey 
 

 Common Board Roles 
 Establish and maintain the organization‟s mission and goals.  
 Establish and adhere to the by-laws of the organization. 
 Legitimize the non-profit organization by obtaining 501(C)(3) status with the Federal 

Government, & meeting all requirements as a non-profit organization within that state.  
 Ensure that the organization operates in a legal and ethical manner with standards of 

accountability. 
 Select and hire and then oversee the executive director / chief executive. 
 Oversee the creation and maintenance of the organization budget with financial oversight 

to ensure adequate resources are in place for the operation and sustainability of the 
organization.  

 Promote the organization to the public and the community it serves. Board members are 
ambassadors. 

 Monitor the organization‟s programs and operations to ensure that they are effective and 
consistent with the overall mission. 

 Maintain a diverse membership on the board to best serve the organization and its 
constituents. 
 

All boards are unique and therefore take on their roles and responsibilities in slightly different 
ways. Therefore, if the board is unclear about its function, it may be useful to hire a consultant to 
work with your board on defining their roles and responsibilities.  Under well-established 
principles of non-profit corporation law, a board member must meet certain standards of conduct 
and attention in carrying out his/her responsibilities to the organization. Several states have 
statutes adopting some variation of these duties, which would be used in court to determine 
whether a board member acted improperly. These standards are usually described as duty of care, 
duty of loyalty and the duty of obedience.  

 
 Duty of Care 

The level of competence that is expected of a board member that an ordinarily prudent 
person would exercise. This means that a board member has a duty to exercise reasonable 
care when he/she makes a decision as a steward of the organization.  

 Duty of Loyalty 
This is a standard of faithfulness; a board member must give undivided allegiance when 
making decisions affecting the organization. This means that a board member can never 
use information obtained as a member for personal gain, but must act in the best interest 
of the organization.  

 Duty of Obedience 
This requires board members to be faithful to the organization‟s Mission. They are not 
permitted to act in a way that is inconsistent with the central goals of the organization.  A 
basis for this rule lies in the public‟s trust that the organization will manage donated 
funds to fulfill the organizations‟ mission.  
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 The Importance of Board Diversity 
 It is important for non-profit boards to be a composed of diverse individuals, with 

members representing a broad spectrum of the community the organization serves.  
 Diversity can include racial, ethnic, economic and geographic differences. A board that 

is representative of the community can position itself, and the agency, to recognize and 
prioritize the needs of the community to enable the organization to better serve the 
community. One method to achieve this diversity is to look at the demographics of your 
constituents/clients and determine potential board members that may share in these 
characteristics.  

 Diversity should also be thought of in terms of board member‟s backgrounds, expertise 
and experience, as this is equally important in enhancing effective board decision-
making. People approach issues from different perspectives, which may help to ensure 
that decisions are thought out at various and multiple levels. The benefit of diverse 
expertise and experience also comes into play when fulfilling the multiple roles of the 
board in supporting the operation of the agency. By reviewing the various roles of the 
board a list of skills and expertise can be established and used as a base when selecting 
new members. 

 It is important for members to recognize that with board diversity must come patience 
with good listening skills as each strives to understand and appreciate different 
perspectives in the process of working towards effective decision making. A board with 
these characteristics helps to minimize the marginalization of individual board members 
with the ultimate goal to prevent marginalization of the organization stakeholders and 
constituents.   

 
 Board Structure 

 To comply and maintain a 501-(C) (3) non-profit status the organization must have 
officers and directors in place. As a minimum the officers consist of a President, 
Treasurer and Clerk. Most boards have an executive/leadership committee that also 
includes a vice-president, and committee chairpersons. 

 Traditional non-profit boards are often times modeled after for-profit governance 
systems with a demarcation between board and staff and a “top down” approach to 
decision making. In this traditional model the board is in charge of the organization, the 
board president is the boss and the executive director, staff and volunteers are 
subordinate to the board president and the directors.   

 As non-profit organizations become increasingly “professionalized,” many recognize 
that traditional hierarchical governance models are often times inadequate in effectively 
leading organizations whose ultimate accountabilities are to the organizational mission.  
In response, more inclusive and supportive governance frameworks have been 
developed to balance the requirement for effective operational and fiduciary 
management with the needs and desires of the organization‟s key stakeholders and 
constituents.  This approach is becoming known as “engagement governance “. 

 
 Committee Participation 

 The current trend in non-profits is to have fewer standing Sub-Committees; these 
committees take on specific issues. Sub-Committees are made up of individuals who 
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share greater knowledge within a specific area.  The board as a whole then trusts their 
expertise and experience within that specific area. 

 All board members should be given the opportunity (and are often required under the 
By-laws) to participate in at least one committee where they can contribute to the work 
of the agency on an ad-hoc or on-going basis. 

 Common Sub-Committees are: 
 Fundraising Committee 
 Personnel Committee 
 Nominating Committee 
  Finance Committee 

 
 Board Orientation and Training of New Members 

 Ideally new board members should receive an orientation to the agency that includes a 
meeting with the executive director and chairpersons of all sub-committees.  

 It is also an effective strategy to assign a current board member to mentor new members.  
This can help a new member feel more welcomed and may help fill in the gaps when 
past activities are discussed at meetings.  

 Mentoring may also help new members bond and identify with the larger group. 
 

 Board and Staff Relations /Communication 
 Open communication between board and staff is key to sustained trust building and 

the promotion of a good working relationship.  It will be helpful for boards to develop 
and institutionalize mechanisms to promote board/staff relations. Following are a few 
suggestions:   
 An annual board/staff retreat to work on or educate board and staff about an issue 

facing the agency. 
 An annual and informal board/staff dinner to facilitate informal relationship building; 

all efforts of this nature are usually very appreciated by staff. 
 The creation of formal or informal opportunities for board members to attend agency 

events and programs or help staff agency tables at community fairs and events.  
 Board members should encourage staff presentations at board meetings updating board 

members on what is happening in the agency and in the field. Informed board members 
are the best emissaries for the agency. 

 Many boards confuse interactions that facilitate relationship building and 
communication with „meddling‟ in the management of an agency. When the board is 
helping staff by supporting agency activities, working on committees (and not directing 
individual staff members) this will not be a concern. However, when board and staff 
members are intentionally separated from each other, there is too much pressure on the 
executive director to translate between the two groups and this can lead to tension or 
worse, miscommunication. 

 
 Marketing and Public Relations Committee 

 It may a good idea for your Non-Profit Board to have established a Marketing & Public 
Relations Committee. 

 Ideally a board sub-committee consisting of highly accomplished professionals skilled in 
marketing, and public relations will be assigned the responsibility for Marketing and PR.   
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 The long-term goal is to develop and implement a 6-12-month marketing plan that helps 
keep your agency in the forefront of your community and public eye. 

 This can be accomplished through literature campaigns, newspapers, local media, and 
radio stations.  

 Being a “best kept secret” is not an asset. Marketing and Public Relations is a 
fundamental concept that should resonate throughout your organization.   

 Ideally all staff and board members should be encouraged to be on the lookout for 
opportunities to advocate and promote your Agency.  Although these efforts will 
probably be coordinated by a smaller group of people within the organization, helping to 
identify opportunities is everyone’s job! 

 Remember the best stories are Success Stories! An important key element to a successful 
Marketing and PR plan is sharing your success with the community. Try to maintain an 
ongoing file of success stories for publications and speaking engagements. Ideally all 
staff and board members should be encouraged to participate in this to make it all the 
more successful. 

 
Six Traits of Effective Board Members 
This is an excerpt from an article written by Susan V. Berresford, President & CEO of the Ford 
Foundation and published by BoardSource Leadership Forum, October 12, 2007 BoardSource 
Leadership Forum: 
“At the end of the day, human behavior is a powerful variable in effectiveness and good 
governance. In other words, beyond the importance of (good governance), the question is HOW 
you (govern). Doing it the right way can positively influence organizational effectiveness”. 
Bereford outlines six principles she has come to believe are important: 
 
1. Good Board Chairs consider themselves a partner of the CEO.  
 Executive leadership of an organization is often challenging and lonely. The CEO needs to 

and should have a colleague in the board chair — someone in addition to the top 
management team with whom to kibitz, try out ideas, talk about the worst and best case 
scenarios without risk. 

 Candor and comfort in these relationships will spring from a sense that the chair and CEO 
are partners, not in a rigid hierarchy.  

2. Good board members are good listeners; they are interested in: 
 Hearing others‟ views. Appreciating and encouraging the voices of all. 
 In building consensus, they refrain from dominating board discussions.  

3.  Good board members understand the balance between giving the CEO ample room to 
manage with independence and ensuring that ethical standards are met. 
 Creative leaders don‟t want to be second-guessed all the time. Micro-management by 

a board will drive away any self-respecting and creative CEO. 
4.  Good board members ask “naïve” questions that others want to ask but may shy away 

from. 
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 Board members may not know the jargon in the field, may be unfamiliar with 
organizational history or technical matters. When they are being briefed by staff members 
who fail to give adequate background or basic facts, trustees can be reluctant to ask about 
these basics for fear of looking unsophisticated or uninformed. Board members have been 
known to say, “I really admire X (another board member) because she always asks what I 
am thinking but am too shy to ask.” Others say, “I don‟t want to be the one who slows 
things down.” 

 I say: “three cheers for the naïve questioners.” But they should not be confused with 
trustees who ask about the basics because they have not read or mastered material given to 
them. That practice reflects laziness or disinterest, neither of which fit with good board 
service. 

  Good trustees ask naïve questions because they have faith in their own common sense and 
instincts. Admirable characteristics of trustees are often recognized by their peers as 
candor, self-confidence, and seriousness. By example, they make space for others to follow 
suit. 

5. Good Board Members are ambassadors for their organizations and understand the 
responsibility that comes with that role 
 Trustees have multiple opportunities to talk with friends and people they meet about what 

they like in the organization for which they have stewardship responsibility. They are 
advocates and fans generating good will for the organization and the work in its field. 
Board members can do this on their own and CEOs can also ask board members to take on 
outreach assignments. 

 But I am sure we also all know about a few situations in which board members unwisely 
disclose to others internal operating challenges or problems the organization is working on. 
This information can become gossip and be repeated over and over, in less and less 
accurate form. Gossip about the organization‟s challenges can severely undermine its 
effectiveness. In the end, the organization has to put out a fire in public that might have 
been resolved more effectively in private. 

  have heard wise board members reply to inquiries about sensitive matters simply by 
saying “The board/or the CEO is handling this and it will soon be resolved” or some such 
clear statement that conveys awareness and action. 

6. Good Board Members are energetic in learning about and helping the organization. 
 They take genuine pleasure in board responsibilities.  
 Their fresh insights and their enthusiasm inspire and renew the senior staff‟s energy and 

determination.  
 Getting tired or bored is normal. It is not surprising or troubling that it happens to 

trustees. We are all human. But if most other board members seem appreciative and 
engaged, the “tired and cranky” one probably ought to rethink his or her relation to the 
organization.  
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Building Organizational Partnerships 
Danielle Curley 

 
What is an Organizational Partnership? 

A partnership is a voluntary, collaborative agreement between two or 

more parties in which all participants agrees to work together to achieve 
a common purpose or undertake a specific task and to share risks, 
responsibilities, resources, competencies and benefits. A partnership is 

to be a joint effort where each side works as a team to accomplish the 
shared vision.  

 

Building a Partnership - 4 Stages 

 

Stage 1 

Stage 1 is characterized by the development of the partnership, the 

establishment of shared goals, and the gathering of collective insights. 
 

Tips for stage 1 

• Establish a shared vision and goals. 

• Identify the stakeholders. 
• Communicate with them. 

• Set meetings. 
• Ask yourself if are all potential stakeholders are represented. 
• Do any of these agencies have any previous experience of working   

together? 
• Are there any historical or traditional barriers between the agencies? 

• Is any jargon or technical language used that could be a barrier? 
• How do stakeholders feel about establishing a partnership? 
• Are there any barriers to developing a common vision? 

 

Stage 2 

In Stage 2 the clarification of people and groups are made and a structure is 

determined. This is the stage where building trust is important. Training and 
development also come into play. 
 

Tips for stage 2 

• Establish communication channels. 
• Ensure the free flow of information. 
• Define structure and management of the partnership. 

• Establish rules and procedures. 
• Check for the required skills and competencies. 

• Plan for training and development. 
• Monitor the formal and informal power dynamic. 
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• Allow time for people involved in the partnership to get to know each 
other personally. 

 

Stage 3 

In Stage 3 is when the project begins. It is a new partnership and the 
stakeholders need to make sure everyone is on the same page. 

 

Tips for Stage 3 

• Design and communicate the strategy clearly. 
• Finalize the direction of the projects. 

• Capitalize on opportunities and enthusiasm. 
• Coordinate actions. 
• Watch out for incompatibilities. 

• Ensure that time frames are realistic and that deadlines are met. 
• Plan and evaluate both the partnership and the intended change. 

 
Stage 4 

Stage 4 involves institutionalizing the effort which includes the monitoring of 

committees and the planned activities. 
 

Tips for stage 4 

• Establish the partnership as a routine. 

• Facilitate the institutionalization of programs. 
• Build on connections. 

• Maintain the momentum and energy of the partnership. 
• Remind stakeholders why the partnership is important.  
 

 

References 

http://www.1000ventures.com/business_guide/partnerships_main.html 
http://www.stoptb.org/resource_center/assets/documents/WHO-HTM-STB-

2003.25-handy-guide-2colorsfin.pdf  
http://501cweb.wordpress.com/2007/03/07/building-external-partnerships/ 
http://www.nwrel.org/ruraled/publications/com_building.pdf 

http://www.uneca.org/eca_resources/speeches/2004_speeches/091404speec
h_josue.htm 
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http://www.stoptb.org/resource_center/assets/documents/WHO-HTM-STB-2003.25-handy-guide-2colorsfin.pdf
http://501cweb.wordpress.com/2007/03/07/building-external-partnerships/
http://www.nwrel.org/ruraled/publications/com_building.pdf
http://www.uneca.org/eca_resources/speeches/2004_speeches/091404speech_josue.htm
http://www.uneca.org/eca_resources/speeches/2004_speeches/091404speech_josue.htm
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Community Buy-In  
Marcy Desarden  

Community Social Psychology Practicum 2009 

The Northeast Center for Healthy Communities (NCHC) promotes the 
Healthy Communities Approach to prevention, which takes a broad view 
of health and focuses on the total community as the ideal context for 
health promotion including the social, economic, political and 
geographic environments. Focusing on systems change, the Healthy 
Communities Approach seeks to build broad participation, encourages 

new players, honors diversity, creates a shared vision and values, and builds true collaborations 
that utilize the assets and resources of the community. Integral to this approach is the 
measurement of results and the establishment of benchmarks for progress (http://nc4hc.com/).   

What is community buy-in and why is it important? 
Community buy-in is getting the community to back your idea or initiative.  Community buy-in 
is necessary for any community organization, coalition or initiative to get off their feet and be 
sustainable.  Without buy-in from the community, programs are likely to disappear and lose their 
momentum.  It is wise for any group coming together to identify the key stakeholders in the 
community who will help to mobilize the community. 

How do you get the community to buy into your project? 

“Successful efforts more likely occur in communities where the motivation to begin a 
community building process is self-imposed, rather than encouraged by the outside” (Mattessich 
& Monsey, 2004, p 21).  If the idea comes from the community, it is much more likely to be seen 
by members as important to bettering the community as a whole.  A good example of this is the 
Melrose Coalition that is working on a Drug Free Communities Grant.  Members of this coalition 
are from all walks of life and are also involved in other community organizations which help 
with networking.  Networking has helped to grow this coalition.  They are continuously working 
on getting out into the community and working on buy-in.  

Who to bring to the table? 

Convene a group of individuals and organizations from the community who are affected by the 
problem or goal:   

(http://ctb.ku.edu/en/promisingapproach/tools_bp_sub_section_16.htm)  

For example: 
 Community leaders 
 School committee and/or city council 

members  
 Neighbors 
 Community organizations  

http://nc4hc.com/
(http://ctb.ku.edu/en/promisingapproach/tools_bp_sub_section_16.htm)
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 Religious Organizations 
 Local businesses or business leaders 
 Local Media     

 
How to get them to the table 

 
 Offer listening sessions 
 Hold focus groups 
 Host sector-specific roundtables 
 Hold town meetings 
 Interview community members "face-to-face" 

 
Keep them coming back 
 
 Ask and learn what‟s important to members 
 Use their input to develop a mission statement collaboratively 
 Set and keep regular meetings 
 Foster open lines of communication 
 Continuously encourage new members to join 

 
 
Resources Cited 
 
Mattessich P. & Monsey, B., (2004).  Community Building:  What Makes It Work:  A       
     Review of Factors Influencing Successful Community Building.  Minnesota:  Wilder     
     Publishing Center. 
 
Northeast Center for Healthy Communities:  http://nc4hc.com/   
 
The Community Toolbox:  
http://ctb.ku.edu/en/promisingapproach/tools_bp_sub_section_16.htm 
 
 
 
 
 

 
 

 
 

http://nc4hc.com/
http://ctb.ku.edu/en/promisingapproach/tools_bp_sub_section_16.htm
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Marketing Successfully with a Nonprofit Budget 

Ka-Ryn Escovedo 

 
arketing is an important part of running a business.  It is also an important part 

of running a nonprofit.  People tend to overlook how integral marketing is to the 

success of an organization, even nonprofit ones.  If people don’t know you exist, 

how can you help? Spreading the word and sharing information about your 

services, skills, and products can be challenging…especially on a small or non-existent 

budget.  Lack of money to properly market is a common problem for non-profits.  As a 

nonprofit, you could be marketing a new service your nonprofit provides, a date and time 

for an event you are having, current needs your organization has, the launch of a website 

or other technological feature you now offer, or a new position or volunteer recruitment. 
 

There are many different ways you can market your nonprofit and its services.  Trying to 

be frugal is usually essential.  Below are a few suggestions on how to use some marketing 

tools cheaply (or even freely!). 
 

Booths 

Setting up a booth in a high-traffic area to raise awareness about your organization is one 

of the best ways to spread the word about your organization.  The cost of setting up a 

booth depends on the venue.  If your booth is at a job fair or conference, you will most 

likely be required to pay a registration fee in order to participate.  You should contact the 

organization or venue that is hosting the event and ask about registration fees.  Usually 

there are tiers to choose from, ranging from premium locations and sizes down to more 

average accommodations.  Also, there may even be a discount given to organizations that 

have 501c3 status.  If you are hoping to place a booth on a college campus or at a 

community event, all you may need is special permission and advance notice. Once you have 

the appropriate venue for your booth, you can focus on how to make it great and draw 

people in. Passing out literature and information is essential, and you may even want to pass 

out a free pen or piece of candy as an extra incentive. Questions to consider: 

 Where is the best location for setting it up (conference, college campus, fair, etc)? 

 Who do I need to talk to? What will it cost? 

 How many people will be at this event, and what kinds of people? 

 What can I do to draw attention to my booth? 

 What do I need to make, buy, and/or bring to the event for my booth? 

 

Brochures 

Having informative literature is one the most important things you can do to market your 

non-profit.  A brochure is a basic and very successful way to share with your community 

about what you are doing.  They can be passed out at conferences, fairs, in businesses, 

through the mail, at schools, and even on the street.  Although it can be costly to print 

quality brochures, you can save in other ways by replacing other forms of advertising that 

M 
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cost a lot of money, like newspaper and magazine ads, as well as radio or TV spots.  

Additionally, the cost can be worth it, as brochures can travel and reach a large number of 

people, continually being passed on.  Spending money on a bulk order of brochures now will 

set up an organization to be able to continually market their services.  It’s an investment 

that can pay off.  However, if the budget simply can’t afford bulk printing of brochures, an 

alternative is to self-print as many as you can using Microsoft or Apple software you may 

have on your computer.  Microsoft Word and Publisher, which usually come standard with 

Microsoft Office, have many brochure templates that can be used that are surprisingly 

polished.  If you self-print, it is likely only a small number will be able to be made.  It is 

important to be discerning in who and how you pass them out, to get the maximum benefit.  

Conferences and community events that are related to the services you provide are the 

most logical place to share them. 

 

Email Newsletters 

One of the cheapest ways to share information about your organization is to develop an 

informative, relevant, and sharp-looking email newsletter that can be sent out to 

stakeholders and people of interest.  Luckily, sending emails is still free!  Again, Microsoft 

has several newsletter templates that can be used, or you can come up with your own 

format.  This is a way to get out the message to people you know want to know.  You can 

share about upcoming events, current things happening, and new services.  Of course, if 

you already have an email constituency, this is relatively easy.  If not, a little hard work is 

necessary.  You can do this a few different ways.  One is to provide an opportunity for 

people to sign up for the newsletter when they are at your organization.  Also at any 

booths you have or even a registration card attached to your brochure.  Another way is to 

mine conference invitation lists or other event lists that provide email addresses.  Lastly, 

you can target a specific population and then actively try to find their email address from 

websites or other public information.  However, these last two methods have a caveat.  It 

would be unethical to simply acquire email addresses and send them your newsletter that 

they did not sign up to receive.  You must first ask their permission through a preliminary 

email, sharing information about the newsletter and why you think they would want to 

receive it.  They can then sign up if they wish.  All recipients of the newsletter must 

knowingly sign up to receive it! 

 

Other Possible Marketing Tools: 

There are numerous other ways to market your nonprofit.  The best thing you can do for 

your organization is to get yourself visible in the community.  Market your organization 

through your reputation – be present and active in the community you serve.  Continually 

look for events such as conferences, fairs, and community events that you can participate 

in.  Have a diverse board and staff that will network and market your services to a new and 

diverse population.  And lastly, always be eager to spread the word yourself about how 

much your organization has to offer! The cheapest and best marketing tool will always be 

your self! 
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Emotional Marketing ~ Tug at Their Heart Strings 

Emily Makrez 
 

"Emotion stimulates the mind 3000 times faster than rational thought." ~Vadim Kotelnikov 
 

 Appealing to consumer emotions is an effective way to market - many of your 
practicum sites and potential future employers will have a strong emotional element 
in very visible ways.  

 Touching upon people’s emotions is important to get them involved in your 
organization and your cause, the success of your practicum work, and future 
employers.  

 The world is driven by emotions - people make many decisions based on emotion, 
rather than solely based on rational thought.  

 However, the emotional experience that you offer for supporters must be backed up 
by what is actually offered or it will hold little value. You must deliver a strong 
experience for participants. 

 Once a connection is made, having 1-to-1 emotional relationships with these 
participants builds lasting impact.  This involves investing time and interest in these 
people. 

 
Emotional Marketing Techniques  

 Word of Mouth - people trust other people who tell them your product/service 
works.  Ask your clients or participants in your programs to you refer you to others. 
Sometimes it happens naturally. 

 Forums - this is basically electronic word of mouth. For example, you can have a 
blog or Facebook group that allows for participants to share their experiences or 
just promote the cause. 

 Testimonials - again, people trust other people. It means something if people are 
willing to take the time to give a testimonial.  Try to make these visible on your 
website, in email distributions, etc., if you have permission to. 

 
Emotional Marketing Words and Colors 

 According to one Yale University Research studyi, the following 12 words are most 
powerful in advertising, proven to attract attention and stir emotion within the 
reader: 
  You    Money 
    Save   New 
  Results  Easy  
  Health   Safety  
  Love    Discovery 
    Proven   Guaranteed   

 Also, use words that express feelings you believe your constituents want to feel - 
"pride", "happy", "satisfaction" and other "feel good" words. 

http://www.1000ventures.com/vk.html
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 Colors and associated Emotions (Western View) 
              Blue – sky, water, travel, freedom, truth     Purple – royalty, dignity  

Brown – wood, comfort, strength        Red – love, excitement, warmth   
Green – money, calm, envy, greed        White – purity, peace, perfection  
Orange – autumn, youthfulness, fire           Yellow – light, purity, understanding 
Pink – romantic, affection, sensuality          Black – space, night, authority 

Express Your Message With Passion  
 Believe in the importance of the services/opportunities you're offering (e.g. 

volunteering for your organization really is a benefit for them). If you don't feel that 
way, you should give it up now and find something you really feel passionate about! 

 Personalize the facts by explaining why the benefits of these services/opportunities 
are important for them - this might require some research about your audience 
before talking to them. Use a phrase like "The reason this is so important is..."  

 If you're presenting your case in person, make sure you incorporate motion - motion 
= emotion!  Use body language and voice inflection to emphasize how important 
your topic is.  

 Something you can try at home: For practice, read the following sentence 
four times, using different gestures and emphasizing a different word each 
time: "I didn't say he cheated on his taxes."  (Now you're probably a pro)  

 Use stories that paint vivid pictures - this allows you to connect to the audience in a 
personal way, creating trust and confidence in them.  

 Useful hint: Start and maintain a story file to turn to when preparing for a 
presentation and review them often. 

 
Example: 

 
 Starbucks has proven very successful without following a typical marketing 
protocol.  They have a complicated logo that is not very memorable and no slogan. 
Though they do advertise, it is primarily through email. The reason for Starbucks’ 
success has been the emotional experience they provide their customers, allowing them 
to feel sophisticated and part of what many brand experts refer to as a "coffee house" 
community. They establish this in their labeling of cup sizes and the overall atmosphere 
inside their stores, with its Internet access and sofas and armchairs, providing an area 
for working or reading.  
 
 

   Bottom line:  
Highlight the emotional satisfaction your clients/donors/volunteers will get from 

participating in your organization when marketing. 
 YOU can do it!  
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