Improving communication & collaboration
in the age of social media

Getting information off the
Internet s like taking a
drmk from a fire hydrant.
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Our agenda

Technology to collaborate with clients and other
stakeholders

Technology to collaborate internally & with
external partners

Focus on your clients, stakeholders, partners
How do they access info?
Be strategic

Promising practices & Emerging trends
nternal collaboration

Learning and staying up to date
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Technology to Technology to
collaborate with clients collaborate internally &
and other stakeholders: with external partners:

* Serving * Sharing

* Informing * Knowledge

* Marketing transfer

+ Collaborating * Collaborating

* Project




|l ocal networks.

« Internationalgouréis]b?ﬁli 2, Ty,




N

o gk W

© o N

10.
11.
12.

Major Trends

Family and friends have continued to be a major source of
employment and settlement information for immigrants

Immigrant employment outcomes depend on source of
employment information

Internet is evolving as a key source
In-language media is a priority channel
Peer and Informal networks are important

Little employment information is being channelled through
traditional media, even less thru ethnic media

Traditional advertising is still very effective

Lack of translated materials

Immigrants trust ethno-cultural media

Employed immigrants are looking for employment information
Women immigrants are under informed, fare worse than men
Cultural demographics matter regarding media access
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INTERNET PENETRATION BY REGION

REGIONAL PENETRATION FIGURES, COMPARING INTERNET USERS TO TOTAL POPULATION
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GLOBAL INTERNET USER DISTRIBUTION (%)
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vl MOBILE CONNECTIVITY BY REGION

2018 THE NUMBER OF MOBILE CONNECTIONS COMPARED TO POPULATION [NOTE: NOT UNIQUE USERS)
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woll ACTIVE USERS OF KEY GLOBAL SOCIAL PLATFORMS

2018 BASED ON THE MOST RECENTLY PUBLISHED MONTHLY ACTIVE USER ACCOUNTS FOR EACH PLATFORM, IN MILLIONS
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wolll TOP MESSENGER APPS BY COUNTRY

20 1 3 BASED ON THE GOOGLE PLAY STORE RANK FOR EACH COUNTRY IN DECEMBER 2017
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DIGITAL ACCULTURATION 201 YAHOO!

Digital devices

New immigrants
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New Canadians: 3.8 New Canadians: 1.9 New Canadians: 4.0 deVICeS

Canadians: 4.4 Canadians: 1.5 Canadians: 2.6

81% 69%
feel cell phone plans in Canada are more use online calling or a video chatting
expansive than in their country of origin app to stay in touch with 'Frlem::ls,.-"

family in Canada



Using the Internet towards Greater Engagement and
Empowerment of Immigrants in Canada - 2017

* |Immigrants use the Internet more in Canada than
they did in their home countries;

* Over 70% of participants, have/use a laptop &
smartphone. 70.9% have an Internet connection at
home.

* They use the Internet to understand Canadian
culture.

* The Internet allows autonomy in the movement, in the
development of linguistic skills and in knowledge.

* Respondents use the Internet to stay in touch with
relatives in the country of origin.



CANADAVISA.com % Immigration Forum 272,056 members
* Register

SettlementVOrg username & || password =l | OGIN L ost password

Welcome to Ontar

30,288 members

Welcome To MySettlement (before relaunch)  reaos LATEST POST
Tana AiaNy . 113,049 members
DESI

dlmmigrution _mb 33, 390 members

112,956 members

25,530 members

and many more, including in other languages...



Newer, and harder to track

Join our
e WhatsApp '
Group

Telegram group links to join



How can we reach & serve
Immigrants better?

Trust.
Credibility.
Information pathways.
Information design.



It's not all about technology




Get to know your audience,

community, clients.
S.
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Assess information problems

Pathway for Economic
Class Newcomers

Toronto East LIP
WoodGreen Community Services

For Interactive document with details, go to:
http:f fwikisettlementatwork.org/wikif/Pathway_fo
r_Economic_Class_Newcomers

Upon Arrival &
First Few Weeks

First 3 months
health coverage

SIM Card
application

Arrival at
airport/border -

receives CIC infio

First Days in Canada -
Orientation Package

_ _

Short -Term
Housing

First 6 Months

experienced by them

Newcoomer
Orientation

Income Tax
System
Finandcial
Literacy
Toronto Pablic
Library
Community

Recreation
Centres

Daily Life
(T7C, phone,
shopping, G5T)

Driver's
licenice

Rights and
Responsibilities
[Tenant, Consumer
and Human rights})

v

Educatien
System

[market and
Subsidized)

Develop
Community
Connections

v

Health care
System

In-depth personal

Timance [small

Residency
Requirements

busines)
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Employment




Name:
Cluote:

FEHSUMNA, | EAFLA E

Joe Smith

Finding a job is frustrating! I'm working harder at this than | do at my

job. I'm good at what | do but am not sure how to leverage my skills.”

Goals & Needs:
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resume (quickly) right” job

Obstacles & Pain Points:

Mot sure how (o - A e
Time consuming and 4 : g Cant tell from the
: stand oul in crowd A
difficult to create a et o ’ putside if it's
vy Ndl 30
LTI 1004 It oF Nnot
COIMDaniEs wWani

Opportunities:

Automated Miore insight imlo More insight into
resume bullger whal companies wanl company cultures




n Name: Joe Smith JOURNEY e TENPLATE

Role/Situation: Job Finding Journey

Stage 1: Apply Stage 2: Interview Stage 3: Respond
Where: Al home Potential employer s office Al home
w/ Whom: Alone FPotential employer With inends
What is he/she Searching simplyhired Answering questions,; Receiving olfer lefter
Doing: Endlessly tweaking and trying to gauge i this deliberating ¥ he should take
sending out resumes is a good fit the job

Do they like me?

I'm never going o Is this the right move?

Thinking: find a job Do | ke them?
e ® ®© ®
Opportunities: Provide a better way Provide tips and tricks for Provide insight into
to create resumes interviewing and presenting companies, their cullure

and search for jobs and work/lile balance



Create your resume with our easy-to-use
Canadian Style Resume Builder

An easy to read Canadian style resume that can be converted to r
HTML and POF format

g The choice of different formats for your resume

The option to upload a short personal video to sell yourself to a
potential employer

E The option to create a cover letter that is employer specific

g Expose your resume to Canadian employers

GET STARTED

Already have an account 7 Please login !

Step 1: Select template
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Finding the balance

Clients, technology, privacy, security



Be strategic

3 simple tips from QUIS:

1.
2.

Make security and privacy a priority.

Make sure it's accessible for your target
clients. Targeting your audience can be

complex. TALK TO YOUR CLIENTS.

Test technology/online solutions with different
types of hardware - phone, desktop, laptop,

tablet.
Test with staff, in terms of how it will be used,

how functional/operational/user friendly it is.



Nonprofit Service Canvas

Nonprofit Service Canvas

Proposed ldea:

Your Mame:

What iz the problem, gap
or izgue?

What iz your solution?

Howr i= it being
addressed today?

Howr will you measure
success?

How does your sclution
benefit the cliemt?

Why are you uniquely
positioned to provide this
solution?

Target GrouplClient(a)

Howe will you outreach !
market?

[azbere prrp iz Digiel Hetebry) Cemves Raa)

Who is your first key
target grouplclient (early
adopters)?

What resources are needed to make thia proposed solution posaible?

address?

What security, privacy & confidentiality concerns do you need to







MOOC

Massive Open m IWSO e-Learning Portal

Online Course

Ready to Work in Canada Tool
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COSTI ONLINE SERVICES
ANNOUNCEMENTS

Join COSTI's Virtual Employment Resource Workshops. Learn about the skills that are
useful in looking for employment. Accessible at any time of the day at your own pace.

Please fill out the form below

and we will get back to you as
’;‘ soon as possible.
PREFARE FOR * Name
CANADA SR —,
OXLINE FAIRS —
* Email
* Message
1 Am A
b Cho-“
What's N Powered by tawk.to

Locations Search Briefcase About Prepare For Canada Who's Here  Messages My Profile Help Logoul



Emerging trends

Automation
Chatbots — \
Artificial A
I'r;:tlelllgence IVA - Immigration |
( ) Chatbot For
Messaging ~ Canada
apps/groups

.. Join our
Security/privacy E WhatsApp
& encryption Group




Internal collaboration

e
é:k a6 Basecamp | URECIINTELES
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Learn

buffer

~"MarCommunity  idealware
T E N O Wild Apricot

E
Nonprofit Technology Network

techsoup

CANADAW

s Build. Connect. Grow. Membership & more.
N
i XY

BETH KANTER+=ALLISON H. FINE
r [} = T e = = . T g . SOCIAL MEDIA TACTIC
e v el T T
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THE _
NETWORKED
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with hashtags (#nwf
#nptech #charitytuesday)




Learn. Then Leap.

Visit www.marcopolis.org
for links and more resources
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