
to address audience expectations and 
get the comments flowing. “When 
you’re doing new things like this,” 
she explained, “you have to make it 
clear that risk-taking is acceptable. Not 
everything is going to succeed.”

Fortunately, said a communications 
professional, program officers don’t 
need to be experts on new media 
technology, which is changing every 
day. They just need to be clear on 
their strategy; staff or consultants can 
provide the knowledge and support 
needed to make the most of social 
media. A grantmaker agreed — up to 
a point: “We’re in an era of constant 
technological change, and it requires 
continuous professional develop-
ment. We don’t have to be ahead of 
our grantees, but we can’t be behind 

them.” For him, that means using the 
same online applications his grantees 
are using. He doesn’t push grantees 
to use particular new media tools: he 
doesn’t insist that they use Flickr or 
Twitter, for example, to share photo-
graphs or news updates about their 
work. But he does ask them to use a 
common “tag” or keyword on whatever 
online platforms they use so their work 
can be assembled or connected.

Grantmakers like this one also try to 
encourage communication back to the 
foundation and across a community 
of common interest. For example, the 
foundation hosts a blog about online 
learning — one of its major program 
areas — and invites grantees and other 
guest bloggers to post writing, links, 
audio, and video.  


