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Kathleen Murphy: Good afternoon everyone and welcome to the YouTube breakout room.  I just want to make it clear as you probably remember the conference does have three breakout rooms set up, so there are two other rooms.  If you're especially interested in Facebook you should be at a different URL you should be at the intesolve.adobeconnect.com/KTB and if you're especially interested in Twitter you should be at intesolve.adobeconnect.com/KTC.  If you are interested in YouTube or any variety of social media tools, then you are in the right place.  


So we'll give people a few minutes to navigate to the room, okay and then we'll get started as you log in please introduce yourself with your first and last name if you haven't already done so.  As far as my first and last name that would be Kathleen Murphy, I am KTDRR’s evaluation and technical assistance manager along with my colleague Joann Starks I'll be moderating this discussion this afternoon.  Do you want to say hi Joann?

Joann Starks: Hi, everybody glad to be here.  


Kathleen Murphy:  There are several other important people including yourselves in this room but we will be hearing especially from Mark Harness who gave a presentation earlier today he as you may remember is from the University of Washington’s Center for Technology and Disability Studies and gave a presentation earlier today about the KTDRR's new Plain Language Summary tool.  We also have on the phone Marsha Ellison.  She is the Associate Director for knowledge translation for the NIDDR funded transitions research and training center in the Department of Psychiatry at the University of Massachusetts Medical School. She also works with the NIDDR funding manual and training program to promote career development among transition aged youth and young adults with psychiatric conditions.  We’re thrilled that she brought along a colleague of hers, Tania Duperoy, Marsha do you want to say a few words about Tania, and you can say hello Tania?


 Marsha Ellison:  Sure so, Tania is working very closely with me particularly around YouTube so I think she'll have many things to add.  Tania you can share your voice with everybody.


 Tania Duperoy: Hi, everyone.  


 Kathleen Murphy:  Well hello, Tania we look forward to hearing more from you and finally but by no means least, we have Brittany Smith with us she owns a consulting firm it’s called Build Social.  located in Portland, Oregon and has been working with the pathway research and training center at Portland State University so seriously thank you all so much for being here we really, really appreciate it.  And as we mentioned and Ann Williams did earlier in the orientation to the breakout rooms we had asked for recommendations on who had innovative use of social media tools aside from Twitter and Facebook so that's one reason why we highlighted the people that are we are highlighting today and we're really looking forward to hearing more about how you've been using YouTube and other tools as well as everybody online.  As I mentioned Joann Starks is here she's going to take a few minutes to go over all of the various ways we have set up for you to participate in this conversation. 

Joann?

 Joann Starks: Thanks, Kathleen.  Excuse me.  We would really like to encourage everyone to get in touch with us share your questions, thoughts and comments with our panelists we are monitoring the Twitter feed if you would like to post your questions there using the hash-tag KTmedia.

You're also able to chat in your question in the chat pod on the far left side of the screen or email us at KTDRR@SEDL.org and if you could put YouTube in the subject line you can also give us a call on our toll free number at 800-266-1832 Tracy Bauman will take your questions and share them with us and again please let her know that your question is for YouTube breakout room.  


Something new we're doing this year is enabling microphone rights.  So if you would like to verbally ask your question please raise your virtual hand.  Once I enable your mike you have to go to the phone icon at the top left of your window.  Click the second option using microphone and then select join.  


You might also need to identify the specific microphone you are using or adjust the volume.  You'll also see in the presentation materials pod which is right below the chat box there is a document entitled audio instructions.  And you can download that, as well.  Thanks very much and now let's get going.  


 Let's start our conversation we would like to first hear a little bit more about all of our panelist experiences Marsha would you like to start us off, Marsha and Tania could you describe what you have done?

 Marsha Ellison:  Sure broadly or regarding our YouTube in specific.


 Kathleen Murphy: Specifically YouTube maybe say what the goals for your use of YouTube were or talk about your primary users.  


 Marsha Ellison:  Sure, so I would say that we kind of just jumped into YouTube knowing that it was the increasing media of choice and Tania did a bit of research and found that it's up there I think first or second of the most used media portals, Tania is that about right?  


 Tania Duperoy: Yes it is the top video streaming site especially among young adults between the ages of 18 to 24.  It tops Netflix.  And all of these very popular sites that people would think that are more popular.  


 Marsha Ellison:  So young adults young adults with serious mental health conditions is one of our primary audiences so we realized we had to start transmitting knowledge through the YouTube mechanism.  Right now we have created a new social media plan and we have determined to use YouTube to reach two audiences.  And we intend to create two different channels, one for young adults and one for our researchers and providers.  And we intend to create videos that are different because these audiences access these media differently and are looking for different kinds of things.  


So you know briefly we use videos to disseminate relevant transitions RTC information and also to make webinars and talks and presentations by our researchers available.  We tape them and we put them on YouTube.  Also we use all of our other media channels to advertise our YouTube channel and the videos that are on there.  


 Kathleen Murphy:  Ok so that gave people a taste of what you have been up to. Brittany how about you and your organization; how have you been using YouTube?

 Brittany Smith:  My understanding is I'm here just to talk more generally about social media.  We have not specifically utilized YouTube.  For us it came down to looking at capacity and what platforms we could be on and realistically maintain so for us we focus on Twitter and Facebook.


 Kathleen Murphy:  Okay.  Maybe you could talk about there was interest earlier in combining uses of two tools.  So since there are other rooms talking about specifically Twitter and Facebook and autonomous ways, do you -- do you use them for different purposes or do you kind of double -- have your messages get redundancy through the two channels or what’s your strategy.

 Brittany Smith:  That's a great question.  So we also like transitioned RTC we did some research through the pew Internet and American life project that's one of my favorite tools to see what all of the data is that's out there about social media and how people are using it.  So we did some research and found that both Twitter and Facebook made sense for our audiences it's a very similar audience to Transitions RTC but we did find different people for example there's a higher preference of minority populations that use Twitter and the audiences using Twitter tends to be slightly younger Facebook on the other hand 73% of online adults coot United States are on Facebook so it's -- across the United States are on Facebook it's a bit more of a melting pot we found youth and young adults are using Facebook a little bit differently than they did previously so for example a lot of youth and young adults are finding their parents and sometimes even their grandparents are on Facebook so they are just a little bit more intentional about their privacy settings and how they are using Facebook. 


So we try and use Facebook and Twitter to meet slightly different needs but typically what we do is take the same content and then just tweak the message a little bit differently on Facebook versus Twitter.  


And a part of that is simply because of the constraints of the platforms.  


So as we all know with Twitter you only have 140 characters.  So we're going to package that message a little bit differently on Twitter than we might on Facebook.  


Facebook also -- Twitter I'm sorry; also kind of is a way for us to reach out to some of our national partners a little bit more successfully.  


So we also kind of use Twitter a little bit more with a national focus than we do our Facebook page.  


And I actually use to kind of schedule out my posts I use buffer app to schedule things on Twitter and then the scheduler within Facebook.  


 Kathleen Murphy:  How do you spell buffer app.


 Brittany Smith:  Buffer.  


 Kathleen Murphy:  I'm sorry I was talking.  Go ahead.  


 Brittany Smith:  Not at all it's bufferapp.com.  


 Kathleen Murphy:  Thanks, Brittany and just a follow-up question when you were saying that you had partners, what kind of partners do you work with?  What are your goals for the partnerships that are being expressed through social media?  


 Brittany Smith:  Good question.  So partners like Transitions RTC so other grandees as well as folks that are kind of meeting the same needs -- the needs of similar populations so we have partners across Oregon that we work with.  And we also have other organizations nationally and we kind of try to highlight their work if we find a good Web site either for professionals, researchers or youth or young adult we try to push it out both on Facebook and Twitter but on Twitter there's more opportunities to kind of mention folks have them -- and have them get a notification that we have mentioned them.


 Kathleen Murphy:  Are they feeding you content and you are primarily providing them with social media portals or do they have portals of their own and horizontal communication going on.


 Brittany Smith:  They tend to have portals of their own.  Not every organization does.  But they tend to have portals of their own so sometimes we'll get requests saying, hey, could you you know we have this new research paper or this new product.  Could you put it on your social media platforms and we definitely do that.  But other thing we do is go out of our way is to curate content and find content and then whenever we are sharing that content make sure to kind of mention other organizations, the organization that created it, to kind of spread message.


 Kathleen Murphy:  Okay.  Great, thanks, Brittany.  


So Mark, did you have comments to make about either more about the plain language tool or what the University of Washington has been doing with especially YouTube I think people are expecting to hear about here if you have anything to say about YouTube.


 Mark Harniss:  Sure.  Well, so just with the caveat that I'm not a YouTube expert I think Joann asked me to sit in one of these breakout sessions primarily so if you had more questions about plain language and the plain language summary tool I could answer them.  


I will just tell you not a lot in current projects but in past projects we have done a fair bit with video and it breaks out kind of across three categories for us.  We have focused in some projects on really instructional video.  So thinking about in that case it was focused on accessible Information Technology and really how do we help people understand how to work with I.T. and -- in accessible ways.  We have also done what a lot of you are describing which is more providing access for people to presentations that they may not be able to attend in person.  And then the third way which we have done less of but larger network we work with, the ADA National Network I think does quite a bit of is the use of YouTube for Public Service Announcements and trying to change perceptions around the ADA and about inclusion for people with disabilities. 


And I see quich people from the ADA National Network in the attendee list so I'm hoping you guys can talk more about those things but I would say I'm open just to -- opening it to questions and I actually have a few questions to ask this group.  I think I might learn quite a bit from those of you who have been doing more of this than I have.  


 Marsha Ellison:  This is Marsha Ellison I think I'll jump in and describe another way that we have used YouTube.  I'll actually ask Tania to describe our intended YouTube web shows.  Because this has -- this is not -- this is rather than trying to post webinars and presentations that we have done and taped, this is an effort to create our own videos that are not necessarily instructional but have a different intent so I'll let Tania describe that for a moment.  


 Right.  So by going to many different webinars and by looking a lot of things up online about YouTube and well basically I just want to say first that our YouTube is very young.  It's only been around for a year and a few months.  But basically what we have learned is that we need to have a very -- a more solid schedule with our YouTube.  People are looking for like a schedule.  


So more -- sorry; so people want it to be something that they can expect coming.  


So for example a monthly schedule.  


If you tell someone that the video is coming out on the first Tuesday of every month at 9:00 o'clock, then people -- some people will literally be on YouTube waiting for that video to come up.  


But also when you have a regular schedule on your YouTube, you are continuously adding newer content to your YouTube.  


So with these things in mind, we have decided to create a new web series that will be coming out in the next few months.  That will create this regular schedule for our YouTube.  And will -- with that regular schedule will create a bigger influx to our channels.  


We have asked -- we have been in regular communication with a national youth Advisory Board that has given us feedback on what they want for a YouTube channel.  And we find that through researching around that these things that they say are true.  


And so we have used many of their advice in order to create a proposal for our YouTube -- our new YouTube web series that we plan to put together.  


I don't know if I just go ahead and say any of these things that they have said.  For example, people want shorter titles.  People are looking for language that is friendly.  So plain language.  Like we were saying before, people are looking for pictures of actual people in the thumbnails of the videos.  And people are looking in general for shorter videos.  


So with all of these things in mind, we are planning a web series that will be a resource for young adults with serious mental health conditions.  That are looking for helpful tools that can help them in the areas of employment, education, mental health recovery and inspect living.  We plan to follow the advice of the national Advisory Board.  And other young adults that have put themes and topics together for show.  The show will be mostly done in an interview format.  With young adult hosts and young adult and adult allied guests.  And guests will mostly inform on tips and resources that they have either experienced in using or have helped create.  


So we really do have like an Oprah type of show in mind.  And this will create a regular schedule for our panel, which is what people really need in order to go to your channel on a regular basis.  


 Marsha Ellison:  Thanks, Tania.  


 Kathleen Murphy:  That's really fascinating in the sense that it sounds like your project both has the co-constructed content that we associate with social media and whole Web 2.0 but there's this artifact of a television kind of audience where people like 20 years ago you would watch your show on Tuesdays at 8 p.m.  So they want both that kind of regular rhythm to the content as well as having access to it 24/7 after it's posted.  It's pretty fascinating.  


So everybody participating in this conference I think considers themselves -- or strives to be leaders in providing accessibility to everybody in everything that we do.  


So we did get a question ahead of time.  And Tania and Marsha feel free to respond or Mark or Brittany or anybody else who wants to jump in.  


One thing about videos is they need to be captioned obviously.  So this person wrote in:  We are constantly searching for a means of providing captions for videos posted to YouTube and wonder are there any programs or software besides dragon naturally so to speak that would make it easier to -- Dragon NaturallySpeaking that would make it easier to do captions on the go if you would know this we would be -- want to hear about this how are you handling captions of your videos on YouTube or Vine or wherever.  


 Marsha Ellison:  So this is Marsha and you know we are using the YouTube captioning capacity that YouTube provides and it's not great and it messes a lot of things up Tania has had to go in and try to edit those versions.  And then restore them.  


But anyway, that was sort of the cheapest way that we could go without actually getting a transcriptionist to create those captions for us.  


 Kathleen Murphy:  You don't know of any alternative software packages?  


 Not right now but I think we will definitely be looking into that in the next year or so for our newer streamlining of videos that we're going to be having.  


 Kathleen Murphy:  Okay and I'm looking up at the chat pad Amy has asked -- Aimee has asked besides making the comment Tania that you're talking about is really super that the national MS society actually also posts video directly to their Web site I was wondering Brittany since you mentioned that YouTube isn't a real focus of what we were going to talk about today or I'm assuming that means what you do with your work, so do you embed videos on a Web site or what made you maybe go in a different direction with your video instead of YouTube if you're using video.


 Brittany Smith:  Yeah, so we're actually in the process right now of kind of relooking at our Web site.  We created our Web site in the first grant cycle that we had which was five years ago.  


And so five years is long enough.  And our Web site is looking pretty outdated.  So we do have the ability to embed video on our Web site.  And we do it occasionally.  But we're actually hoping to just kind of improve our whole Web site and make that process easier and even mobile optimize our Web site.  


What we find to be most successful is sharing media on Facebook and on Twitter and that means just taking the URL from YouTube and posting it directly to social media.  For us that's what we found to be most successful so far.  


 Kathleen Murphy:  Okay another question that we were thinking about at KTDRR when we were planning these sessions inevitably you know at least some of this is new to some of us and people are trying various ways of getting messages out there to various audiences using social media.  And as with anything new people run into road blocks so are there any lessons learned that you have done things and you have realized wow sure wouldn't do it that way again that anybody on the line could share?  


 Brittany Smith:  I can jump in.  One thing that we have learned from our first grant cycle and that we're now improving since our grant has been reawarded is how we do analytics.  So when I was first brought on to the the project and again I'm a consultant so I'm not in the Pathways RTC office day in, day out.  And what ended up happening is a lot of the work that I was doing ended up being slightly siloed from the rest of the work that was going on in the project.  So this time we're really trying to focus more on having things be integrated and also really focusing on analytics and making sure that what we're doing on social media is having an impact on our Web site traffic.  It's important to remember that social media is just kind of one aspect of the digital marketing strategy.  For our audience and the goal of our project, it's absolutely essential but ideally what we're doing with our social media presence is also driving people to visit our Web site. 


And so we're going to be this time for the next five years moving forward much more intentional about that, about creating robust content on our Web site.  And driving people back to our Web site and then really tracking those analytics more successfully.  


 Kathleen Murphy:  That's interesting.  So I'm looking at the comment too Tania has commented I definitely believe we need all of the social media platforms we use to promote the videos that are uploaded to YouTube.  Not everyone visits the actual YouTube Web site but most people do have a social media presence which makes me wonder do you all view YouTube then as more an auxiliary tool that it's a prerequisite in order to be successful in it's use that you're already engaged in -- engaged in some other way online.  


 Right as someone who uses YouTube a lot, I would say that -- I see it as a tool to actually upload videos on to the the Internet but it's so easy to once you do that to take a link and blast it through emails, Facebook, Twitter, Tumbler or whatever social media platform you may have.  It's not easy to say go visit the YouTube Web site and find this video you do need to have that link and throw it out there for people to view the specific video that you want them to see.  Not everyone will silt there and rifle through -- rifle through the videos to see which one they want however in case there is someone that's doing that on YouTube which a lot of people do I'm not saying they don't but if anyone is on YouTube they can find -- what is useful is to make play lists for people to actually find things that pique their interest the most.


 Marsha Ellison:  Yes the play list strategy has been very helpful for us I also wanted to comment about what Brittany said about driving people to the Web site.  That was also a goal of ours in U -- and YouTube was to try to bring people to our Web site.  And we also have a youth created Web site and one of the things that we did was semicreate advertisements -- one of the things we did was create advertisements on our YouTube channel that enticed people to come see new content on our Web site or on our youth driven Web site.  


So that was actually a lot of fun.  I think we need some analytics to figure out how successful it was.  But this is a way that we use YouTube.  


Conversely, though, I think that YouTube all by itself is a very important dissemination strategy.  Irrespective of your Web site.  So we really are -- want to amp up our capacity to create videos and post them and use that dissemination strategy.  


 Kathleen Murphy:  It's interesting because when you think about knowledge translation, most of the time during conference we think of it conceptually as a metaphor.  Some of this conversation reminds me particularly Brittany when you were talking about your role being somewhat siloed that content comes to you and then you have to translate it, we talked earlier about having to simplify texts that's what Mark Harniss was talking about the tool that helps people you know make a text more comprehensiveable but it's a whole other thing to think about -- comprehensible buts it's a whole other thing to think about how would a research finding be represented in an image whether it be a video image or a flat image that is true enough to the findings to draw people to maybe more nuanced or in-depth content.  


So anyway, that was just kind of food for thought.  


So we've talked --


 Mark Harniss:  Kathleen this is Mark I was just going to jump in and say I think that's a really good point.  And just in thinking about road blocks, I think one of our challenges has really just been the capacity that's required to do video production.  And to do it in a like kind of professional -- I mean obviously it doesn't have to be perfect to go up on YouTube but to do it in a way that represents the organization professionally.  That that's step beyond what a lot of -- that's a step beyond what a lot of us have experience with.  So it means bringing in people who have skill in video editing and who know how the captioning works and who can get it uploaded to YouTube and then also combining that with exactly what you're talking about which is kind of the translation and the translation to text is one thing.  But the translation to a visual media is another thing.  

And so I think that that's kind of -- it's a road block we have encountered where we have in some of our projects as you know -- we have said we just don't have the capacity financial or perhaps in terms of the expertise available the to do a lot with video.  


So I think planning that in in the beginning so that you're budgeting for it, thinking about who will do that work is an important thing to think about.  


 Kathleen Murphy:  Yes, definitely whenever KTDRR does surveys asking grantees about this, that issue comes up about how to budget for KT, what kinds of capacity is necessary.  And you're even getting into we've been talking about here at KTDRR the actual physical facility.  You know, what really background is going to look appropriate for something.  


 Mark Harniss:  Uh-huh.  


 Marsha Ellison:  You know this is Marsha Ellison and I just want to say this that we felt very much we needed a video for our state of the science conference.  And I asked Tania to create a video montage that's what we wound up doing.  And using pieces of professional video that was created by other organizations.  And then creating our own 27 minute video.  Speaking for Tania, she did the whole thing on movie maker I believe it was the software.  It took a lot of time but it was wonderful.  And it's not studio quality.  But it is terrific.  I'm so pleased with it.  We have had hundreds -- many hundreds views of it on our YouTube channel and that's a 27-minute video.  


So sometimes capacity is not as deterrent as you might think, especially if you have like anergy particular young adult who is willing to just -- an energetic young adult who is willing to dive into the technology and do it.  As a sequel to that I would say in our interest of doing a web series we did approach the I.T. department of our university and discovered that they have lighting equipment, a stage and cameras and very willing to professionally tape this for us and do the editing for us for free.  So who knows.  Maybe your university will, too.  


 Kathleen Murphy:  So when you say a montage, do you mean you did a series of short videos and edited them together or you used and repurposed some of the existing content from other organizations.


 Tania Duperoy: So it is a montage of videos that were pre-existing some in other organizations and some of our own videos.  


We did I think make one or two newer videos to put into the montage in particular.  But yes I think what I believe personally as -- is that because it is a montage of videos, it gains more attention from people because we have been seeing in the comments that peoples' attention spans right now are not so great with videos.  So people are definitely attracted to one to three-minute videos and five to seven-minute videos can be okay.  But since it is a montage, people can choose to watch two or three sections of it.  And just kind of cut off whenever they want.  And then come back to it.  At a place that they can hold.  I don't know . . .


 Marsha Ellison:  Yeah, so the videos as I said, there were pieces that we took from actually these were news programs, advocacy organizations, who had already professional videos.  We wrote them and asked them for their permission to cut their pieces of their own -- of their own video to use in our own montage.  And you know we were very grateful that they said yes.  And so that's how we went about it.  


 Kathleen Murphy:  Yeah we have moved ahead to successes since this clearly was one for you.  


It's pretty fascinating what you did.  Because you've got kind of an instant audience there because you have more people and more organizations vested in your content since it's there so I would imagine they would want to push out your montage via all of their channels because it promotes them, as well.  So kudos to you for thinking of that strategy.  


So the other thing that occurred to me with that strategy of putting together different pieces of existing content is then you can have -- you could switch gears a little bit.  You could have some videos that maybe represent you and some more research oriented perspective not that you're not I'm actually reading a question here so I'll just read it it's really for you Mark how do you overcome the knowledge gap between you, the researcher, and the knowledge user?  So I was thinking of this being a strategy because a person could triangulate perspectives if there's different videos coming into one.  But what are your thoughts on that?  


 Mark Harniss:  Um . . . let's see if I can track back.  So --


 Kathleen Murphy:  Thinking about knowledge gaps which we were talking about earlier.


 Mark Harniss:  Yeah the knowledge gap between -- uh-huh between the researcher and the user.  


Well, that -- I think that you start by trying to understand who you're trying to reach obviously.  So having some sense for who those users are.  And we spend some time trying to think about you know a range of issues that may affect understanding.  


So whether English is a primary language.  Whether folks -- what the levels of literacy are.  Kind of what backgrounds people have and are coming from.  So you know beginning with an understanding of your audience obviously is important.  And then generating content and taking it out for user testing I think is the other critical piece and that's something we try to do with most of our content development through cognitive interviewing where we have people read materials, then we sit down with them.  And we ask them questions to see how they understood different kinds of information.  We have them tell us about pieces of the content that they found confusing.  


And it's not just the textual but also any kind of graphical content that's part of the material that's being developed.  And then based on that, then we make revisions.  And ideally you know time allowing we take it back to the user and we ask for a second round.  


And so I think that's kind of a standard typical process probably a lot of you use that to get your content written in a way that's meaningful for your user.  You were talking about kind of triangulating.  Help me understand that question.  


 Kathleen Murphy:  It was just a thought I had when Marsha and Tania were talking about that they put together different pieces of existing content so I would imagine it might be possible in not too long of a video but to introduce something that introducing a topic at a certain level you know of a certain type of user.  Then maybe a researcher could come in and talk more in-depth about that.  So that it's embedded in one video since it's kind of a collage you could bring in different people and perspectives in on the same topic.


 Mark Harniss:  Yeah that's an interesting idea.  We haven't played with that.  I think you're touching on something that makes a lot of sense which is once you develop something and you have a product, then you've got something you can kind of play with, right?  So even in written products, we may develop a longer document but then break that out into smaller chunks and target it towards specific users for are related to specific questions.  We haven't done that with video but I think we certainly could.  And you could think about it almost in the context of the way we -- you know we develop technical documents we have executive summaries at the beginning we have longer sections at the end so you could think about how you could certainly sort of target content towards users but also allow for users who want to see all of that in one place to see all of it.  

Does that kind of get at what you were . . .


 Kathleen Murphy:  Yeah absolutely and Brittany did you have anything that you wanted to add because we only have a couple more minutes.  


 Brittany Smith:  No I'm good unless anyone has a specific question.  


 Kathleen Murphy:  Okay.  Here we have an aside what supports do you need to keep your social media innovative and useful to your followers.  


Have you had to do different things to market your different tools?  Tania has talked about having the regularly scheduled uploads.  


Did you have any thoughts about that?  Or anyone else?  


 Brittany Smith:  I can jump into that for a second.  One thing that we have found because you know it is a research grant, we're sort of at a disadvantage on a platform like Facebook.S true in general on social media, though.  Kind of the less videos of cats and interesting things you have to post the less engagement you get on posts and the less likely on Facebook specifically they are to actually feed that post to your audience.  


So we have had to work hard to be creative and find content that is a teaser.  Kind of like you were talking about before.  So we try and do a mix of media including videos and means.  We found means to be really successful.  We actually did a contest at the end of 2013 a memes contest for youth and young adults to sort of create a meme that positively frames mental health and how they successfully manage their mental health and we focused -- we saw focusing on media rich content that is been a successful strategy to increase engagement.


 Kathleen Murphy:  That's a great idea.  I had never thought of a serious use before for memes.


 Brittany Smith:  Yeah it was successful.  We were surprised.  


 Kathleen Murphy:  Thanks for reminding everybody for that.  We are at the top of the hour thanks so much to Marsha, Brittany Mark all of us all of those who participated so we are closing Day 2 of our 2016 knowledge conference please join us on Friday same time same log-in procedure and the URL you'll use on Friday is the one you're using right now it ends in KTA.  On Friday we're going to find out all about disability media.  And KT support.  Thanks, everyone.  


 Thank you.  So long.  

