BSF Web Site Strategy (DRAFT)
Purpose

The goal of the Blue Star Families (BSF) website it is to provide online capabilities to share information on the organization, foster community connections, and provide tools to capture the voice of the member community in support the BSF mission. The website function is to attract more visitors who fit the particular profile of a Blue Star Family, promote membership, and provide information about the organization and its members. 
The following action items outline the approach to establishing the new BSF website: 
· Collect BSF Stakeholder inputs and requirements 

· Define Website Strategy

· Develop Web content and prototype pages

· Define development and launch schedule based on design demands

· Develop new site and conduct user acceptance testing

· Announce “LAUNCH” celebration and communications outreach

· Establish Operations & Maintenance activities and update schedule 

Audience and Content Profile
1. What are we trying to achieve by building this Web site?
· Presenting the best first impression of BSF ~ professional, accessible, inviting. It should also have by way of Kathy's video clip, a quick explanation of why we are doing what we are doing in order to be motivating and compelling. It should also present our slogan, mission and purpose from the get go. To answer these questions for the first time viewer: who is BSF, why are they different from other MilFam groups and why should I join? What's in it for me?

· Supplement and achieve our mission - informing policy shapers, educating civilians, support, and outreach. I also see the website as an essential part of information collection. If we're going to inform policy shapers, we need the website both to reach out to military families and to collect information regarding their concerns.
· Build a site that attracts new members and excites them about joining Blue Stars, that helps coordinate and inform people about the activities we are involved in around the country, that helps develop our pro-military, pro-civic engagement message, and that connects members and non-members to projects, news and people that can help celebrate and make more sustainable the commitment to miltiary service in America.
· A vehicle to help us fulfill the mission, so elements / separate pages for: (1) informing for the shapers, (2) educating the nation, (3) support for milfams (so as to promote healthier families, aid readiness and contribute to national strength), (4) outreach to nat orgs, civilian groups and Govt entities and a Home Page letting people know what we are, linking to each of the above as well as partner sites and our survey results.
· Website that lends itself to credibility, visibility, and potential e-commerce capacity. We need to have a unique marketing presence that would benefit our members, key stakeholders, and prospective customers/constituents/parners/sponsors.
· Serves as the face of our organization establishing the initial impression of the organization. The website is our front-line so it is important that we put our best foot forward and establish that we are squared away and worthy of the time of those interested in us. The first thing people should see when they come to our homepage is our mission statement and useful links to help them navigate how we are trying to achieve that.
· Should project our mission through how it is organized. We "win" when we become the clearinghouse of information for military families for how they get engaged...not be all things to all people but very much in line with our mission.
· Capture the voice of military families, as well as, organizations supporting military and their families. We shouldn't limit ourselves to just military and for now, it doesn't seem to capture that theme.
· Attracting new members and a "one-stop" location for distributing information and details for current members.
2. Who is our target audience for the site?

· Potential members, current members, consumers of our survey results (national and local organizations, civilian communities and government entities), media.
· Military families and anyone else we seek to educate or inform.
· New members, existing members, members of related organizations, news media,
· People we serve - 1) milfams looking for support and a voice and 2) those we seek to inform or educate
· Prospective members. 
· Members of the community at-large who want to know more about and become involved with military families.
· Those who will come here seeking answers and to find out more about us.
· Getting anyone regardless of military affiliation if any, to volunteer. It's a call to service.
· Potential members who are curious about who we are and what we do; current members who need information like documents, dates, and discussion forums; and members of the media who need the facts and contacts so they can use us as a source.
3. What do we want them to do when they visit our site?
· Unifying Theme - “Be Empowered” 

· Visitors of this website to feel and be empowered, and to feel compelled to participate in some way with BSF.

· Feel empowered - either in asking for our help to gauge the opinion of military families or in asking us for support as a military families through our ground game or connections to other organizations.
· On a macro level, we want military families to feel supported and understood and we want others to understand who and what we are, both as Blue Stars and as military family members. On a micro level, we want them to sign up at the very least and perhaps get involved later on. (In much the same way the Obama campaign used its website and list servs.)
· We want them to find out what our purpose is and how we plan to achieve it. Then we want them to find out how they can become involved, either as a member or someone who wants to work with us in the community. We want them to see us as THE place to go for those who are interested in what is important to military families.
· If they haven't joined and they are a military family member, we want them to join. If they are a member, we want them to feel more connected and engaged with the group, and feel that they have benefited by visiting the site. If they are a member of the news media, we want them to be able to get information they can use, and easily contact our communications folks. If they are potential partners, we want them to feel we are a professional, mature group that can get things done, and that we would be worth while partnering with.
· Scope should involve recruitment and awareness. Make it so people want to join. This will need to capture our mission as well as associated events, supported organizations etc.
· Give members an easy way to connect with one another and to learn what is new with BSF
· To learn about our mission and our activities, as well as, download helpful documents, sign up for membership, purchase BSF apparel, and engage in discussion forums and give feedback.
4. How does the target audience perceive our organization, our message, and our current Web site?
· Partisan, voluntary, interesting value proposition 
· Making progress in scrubbing out the Obama and campaign info, but it's still there at it's core. It is likely confusing for new and potential members who want to know about the new BSF organization.
· Current audience perceives us partisan and aiming to advance the policies of President Obama. 
· Website currently screams Obama and the election. I think it appears outdated, so the fact that it is still geared toward the election could turn away people who are interested in us. It needs to immediately reflect our non-partisan, no political advocacy stance and always needs to be up-to-date.
· Need to lose overt Obama pictures, the Biden pictures, etc. (unless it is in the context of being a Blue Star Dad). 
· Don't know if personal blog should be linked to b/c of the title, The Liberal Life of a Navy Wife. Don't want to turn people off if you think keeping it there would. 
· Only people who know our website are former members who found it adequate for the campaign but outdated now.

· Too partisan but moving towards non political. I still think that we shouldn't limit ourselves to military families and right now the website doesn't leave regular joes into thinking it's an organization they want to join.
· It's partisan and a bit in flux right now. But those amenable to the message are encouraged to know there are military families who supported Barack Obama in the election. 

· While BSF4O.com was way too political for our new mission the design is very user-friendly and easy to navigate. 

5. What is the most important impression that we want our Web site to make on our target audience?
· We are professional, non-partisan organization comprised of real military families from all walks of life and branches of service incl NG & R. 

· Successful, non-partisan voices that are impacting the civilian and military communities in which we live.  

· Non-partisan, factually oriented, interested in anyone who wishes to take forward the message of military families through mutual support and sharing information
· Non-partisan and on the pulse of military families across the U.S.
· There are several impressions based on the following target audiences:  
· Overall - That we are military families shaping our future. That they can be as involved as they like. If they only have time to log on and complete a survey, they are still contributing and their ideas are of value. If they want to become more involved with their local base chapter, we will provide them with the contact info if one exists, and if not, we'll give them the tools to start a base chapter themselves.
· Current Members - we are a place for conversation, not for judgment or soapboxes. That we are honestly asking for their thoughts and experiences and their voices will be heard by people in influential positions in government etc. 
· Potential Members - WHY it's important to help educate the nation in order to promote healthier families, aid in our military readiness, and contribute to our nation’s strength. How, by joining, they can do this.

· Consumers of our information - why it's important to promote healthier families, aid in our military readiness, and contribute to our nation’s strength. How using the information BSF can generate, we can help them play their part in this important process.
· Media - that we are the real voices of military families

· We are a solid and established organization with a worthy mission.
· Fun to look at, easy to track info, and draw you in.
· BSF is a worthwhile, and easy, mission to join in on.
· That our organization is unique in that we build our knowledge base through our ground game - truely bottom up. Once you are a members, they then you have an immediate voice (no cost / little time required in the way we use our position as a milfam group with "shapers" but also being part of the military family opinion through survey participation 

6. In what manner should we speak to our target audience?
· In a familiar, warm, and smart way
· Respectfully but in a friendly, less formal manner. If we want to draw military family members in for support, they have to feel at home on our site and our blog. For other civilians, we need to avoid lecturing or talking down to those who don't understand our way of life. We should focus on our similarities.

· Sharing of our expertise and knowledge base 
· In both a professional and passionate tone.
· Engaging, energetic

· We have a great potential to appeal to those who previously haven't felt connected with military life because the old stereotype of military spouse doesn't fit who they perceive themselves to be. These folks can potentially be reached in two ways; "outsider" (but not bitter and whining) message boards (if they exist!) and word of mouth. 
· As equals--so given this group, a smart, educated and intellectually curious manner. I think we want to make readers feel like they are a part of something and their membership can have a positive effect--even if all they have to do is answer a survey every now and then.
7. What military family organizations does the target audience already belong to and how often do the interact with them? 

· It would be a variety of organizations, some log in types, some just message boards, some linked to their military link (FFS / FRG / mil community links). Some may not have any contact as they may be new to the milfam life.
· Most prospective members are probably not members of more than just a spouse's club or social group associated with their servicemember's duty station. The interaction probably ranges from daily to only every couple of months. There will be some that are involved in larger organizations, but I don't think this will be the case for most.
· It will vary a great deal - some will be super-volunteers, others will be otherwise unaffiliated
· Two (2) sets of people to reach out to: (1) Those who belong to maybe one or two military related message boards or websites that they check in on once a week or so. They may also be new to MySpace or Facebook. These are people we can help with support issues and perhaps get further involved in the future. (2) Those who are already savvy in the ways of social media and active in military/veterans/mil family causes. They may be bloggers or read a number of military blogs. They are shapers of opinion in the online military family community and may run message boards. They belong to Twitter and Facebook and are familiar with podcasts and v-logs. These are people we want to get our message out to the larger community.
8. What sites does the target audience current use to get military family information and connect with other military families?
· Military.com: www.military.com
· Military One Source: www.militaryonesource.com (it is all over commissary paper bags)
· Military Spouse magazine: www.milspouse.com
· National Military Family Association: www.nmfa.org
· Pentagon Channel: www.pentagonchannel.mil
· USA4Military Families: www.usa4militaryfamilies.dod.mil
· Iraq and Afghanistan Veteran’s of America: www.IAVA.org (Great Site!)

· IAVA Community of Veteran’s: www.communityofveterans.org (Great Site!)

· Military Families United: www.militaryfamiliesunited.org
· Military Wives: www.militarywives.com
9. What are the pros and cons of other military family web sites?
· Many are partisan or only nominally non-partisan and not open to differing points of view. For those that offer information, they are usually simply a data dump of information. There is no way to connect locally, get involved, or work for change. We can offer all of that and a ground network that the website supports and enhances.

· They tend to just be portals of information.

· Serve as a purely virtual forum with little focus on ground game efforts
· Most military family websites are overloaded with articles and nothing more. They become nothing but a hodgepodge. 
· Most sites are” tired stuff with too many bells and whistles or not enough content or transparency.
· IF you've ever been to MilitaryOneSource - you'll leave quickly. Too much information - it's like walking into Macy's and they've put so much on the racks you can't find your size or see all the available styles. It shouldn't take more than two clicks to get to the information the user is seeking - anything more than that and users tend to start to find other sources.
· They seem to try and be all things to all people. Getting info is like trying to drink form a fire hose half of the time.
· One danger of other sites is that they are overly-passionate. We want our viewers to feel inspired and our members to be involved, but we also don't want to scare anyone away that is just looking for some casual information and involvement.
Development Action Items
User Environments
The site should allow for four (4) levels of user access. 
1. General Public
2. General Membership - access our surveys and results, get local base chapter info, have forums and discussions post events on a general membership portal like this, etc.

3. Base and Chapter Directors - a portal of their own like this one. I can even see each chapter having their own portal to strengthen their sense of local community
4. National Leadership Team - continue to use and grow our portal to strengthen the ties of our virtual office.

Functional Content Areas

	Menu
	Purpose
	Content
	External Interfaces

	Login/ Profile
	Personalization and effective user profile management will

be critical to meet individual user needs and for achieving

inclusion and accessibility.
	· Join Us 

· Member Profile
	Open ID,
Facebook Connect,
HighRise

	Home Pages
	Introduction to BSF and highlight announcements
	· Mission Statement 
· Alerts and Headline Events
	

	About 
	Helps people identify with the group and its passions, excluding the sales pitch. Tell people when BSF started, why it exists and the background on the people involved.
	· Types of things we do (e.g., Speaker training, local base liaisons, congressional training, etc….) 

· Leadership Profiles

· Sponsors/Donor Profiles
	

	News 
	Reference information and latest news as related to Military Families from on array of various sources. 
	· News postings 

· Other military news-oriented site feeds
	RSS Feeds

Mashups

Google News

	Our Voices 
	Forum to members/visitors to understand the various voices the comprise the BSF and showcase stories from our community.
	· Twitter Feed / Facebook, Twitter, Flickr links 

· Member blogs / writer bios links 

· Photo/Video Album
· Survey Information 
· Position/White Papers
	Blogs:

WordPress
Photos/Video:

Flickr

YouTube
Surveys:

Survey Monkey

	Making Connections 
	Merely making connections is not sufficient. BSF power is in the social networks the allow members to make meaningful connections locally and virtually.  
	· Overview on base liaison / regional group

· Find your base liaison / regional group 

· Calendar of events / Find events in your area
· State Map linking to Member Chapters
	Social Networking: Ning, Facebook

	Community Center
	Gathering point for people to post or pull information. Listings of key reference sites and forums to post information to share. 
	· Support Boards 

· Information for all branches 

· Locate your Congressional Rep./Senators 

· Helpful Resource links 
	Boards: Military.com

Politics: 

	Press/Media 
	Information source and inquiry opportunities for media interested in working with BSF and/or connecting with the military family community. 
	· Our press 

· Media Inquiries
	


Additional Features: 
· Map of the country and with generic contact emails for the chapters in each state that we have a chapter or regional representative. 
· List of "Other Military Family Organizations" our members can connect with if they want to be involved in ways other than what BSF is engaging in re: lobbying. External Affairs is currently creating the list.
· Information post about each monthly/quarterly project of the Regional representative team. Provide a summary and include localities/names/emails where you can get involved.
· Need a statement informing people what we are/may do with any information they submit to our website.
· Set up @bluestarfam email addresses
· Provide a place for each chapter's members to post pictures. I think this is important going foward for prospective members to see other people engaged and to see diversity among our military families. This type of visual may encourage people to join and actively participate.

New Media Tools

Blogs

Flicker

Twitter

Since BSF4O created a Twitter account in August of 2008, we have gained some 800 followers of our account and the account of the BSF4O's Twitter account manager, Stephanie Himel-Nelson, the former Deputy Outreach Director, new Outreach Director, and architect of much on BSF4O's new media strategy. Both BSF4O and Ms. Himel-Nelson are followed by many mainstream media outlets, such as CNN, C-SPAN, CBS, NBC, the Virginian Pilot, the Washington Post, the LA Times, among others. These accounts are also followed by traditional and new media heavyweights such Rachel Maddow, Rick Sanchez, Anderson Cooper, Anna Marie Cox, Lisa Stone (director of BlogHer), and Erin Kotecki-Vest (political editor for BlogHer).

Issues that are heavily discussed and promoted on Twitter are closely monitored by the traditional and new media outlets and political and social advocacy bloggers.  By increasing the Twitter traffic regarding certain key issues related to military members, family and veterans, we can directly affect main stream media coverage of those issues.

Our plan is to increase our Twitter traffic, readership, media presence, and online presence through three strategic goals:


	Goals
	Objectives

	Establish Twitter account manager  (one individual) to monitor and maintain BSF4O's Twitter account.
	This individual will Twitter on a (daily, monthly, ad-hoc?) basis, sending out messages about military, veterans, and military-family related news, letters to the editor, media appearances, and other public appearances; sending out messages related to upcoming and current events attended by BSF members; and sending messages whenever a new post appears on the BSF blog.

	Increase the number of BSF members actively using Twitter.
	The Twitter account manager will be responsible for coordinating Twitter participation by BSF members. All BSF members will be encouraged to set up individual Twitter accounts and to "re-Tweet" the messages of the BSF Twitter account, the directors of BSF, and any interesting and important member tweets. Members will be encouraged to use Twitter on their cell phones while they are attending events of interest to the membership, media, and military-affiliated people, and to interact and develop Twitter conversations with other BSF members, bloggers, and Twitter members related to issues important to our group

	Create “BSF” brand name SBF presence on Twitter
	The Twitter account manager, in coordination with Outreach, will develop a series of issue hashmarks that can be traced on Twitter. For example, the tracking hashmark used by the media during the 2008 Democratic convention in Denver was #dnc08.  Users tweeting regarding the convention placed #dnc08 at the end of each tweet.  We can do the same thing for military issues with hashmarks such as #TrumanProject, #BlueStar, #militaryfamilies, and #veterans.


Development Considerations
Online Presentation

· How many visitors do we want in a given time-frame? 

· What information categories must we provide to meet our objectives? 

· How do we want to organize our information into these categories?

· How do visitors/members want to navigate within our Web site? 

· What search and browse mechanisms should we offer?

· What are the interrelationships among the pieces of information that we provide on our Web site?

· What features should we provide on the site to make it easy for our visitors/members get information and interact with us (for example, social networks, blogs, forums, surveys)=

· What contact information and mechanisms for contacting us do we want to provide on our Web site?
Technical Administration 

· How will we measure performance of user traffic and member satisfaction?
· What keywords will customers likely use to find our Web site?

· Which search engines do we want to register our Web site with? 
· How do we want to approach search engine optimization (SEO)?
· What level of user/member registration do we want?

· What other techniques do we want to use for generating traffic on our Web site?

· How often will we be adding content? 

· Who will be responsible for adding content?
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