Hungary’s best practice
As it is very well defined in our learning partnership application we had a hypothesis according to which using social media well can improve the learning process of e-learning in general.

Before addressing this issue we have to make clear what social media really is.

If you ask someone this question, or you ask for an example of social media the answer is usually Facebook or IWIW in Hungary. But social media is more than social networks.
Wikipedia says:

Social media includes web-based and mobile technologies used to turn communication into interactive dialogue between organizations, communities, and individuals. Andreas Kaplan and Michael Haenlein define social media as "a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content."

Social media technologies take on many different forms including magazines, Internet forums, weblogs, social blogs, microblogging, wikis, podcasts, photographs or pictures, video, rating and social bookmarking. By applying a set of theories in the field of media research (social presence, media richness) and social processes (self-presentation, self-disclosure) Kaplan and Haenlein created a classification scheme for different social media types in their Business Horizons article published in 2010. According to Kaplan and Haenlein there are six different types of social media: collaborative projects (e.g., Wikipedia), blogs and microblogs (e.g., Twitter), content communities (e.g., YouTube), social networking sites (e.g., Facebook), virtual game worlds (e.g., World of Warcraft), and virtual social worlds (e.g. Second Life). Technologies include: blogs, picture-sharing, vlogs, wall-postings, email, instant messaging, music-sharing, crowdsourcing and voice over IP, to name a few.

The honeycomb framework defines how social media services focus on some or all of seven functional building blocks (identity, conversations, sharing, presence, relationships, reputation, and groups). These building blocks help understand the engagement needs of the social media audience. For instance, LinkedIn users care mostly about identity, reputation and relationships, whereas YouTube’s primary building blocks are sharing, conversations, groups and reputation.[2] Many companies build their own social containers that attempt to link the seven functional building blocks around their brands. These are private communities that engage people around a more narrow theme, as in around a particular brand, vocation or hobby, than social media containers such as Google+ or Facebook.

So after having a brighter idea what social media really is and not restricting it only to Facebook and iwiw we started to think which social media tools could be the most useful for us.
1) First we had to decide what we want to achieve, what our goals are. (Remember the S.M.A.R.T. criteria: specific, measurable, attainable, relevant, timed)
a) to engage more students in using e-learning tools
b) students come up with new ideas on what they want to learn

c) students come up with new ideas on what they want us to do in the future

2) We had to get to know our students (found it paramount importance)
a) age

b) ICT, social media customs

c) ICT, social media preferences

d) ICT, social media skills

e) what social media tools can they imagine using for learning

3) We had to assess our resources
a) how much can we afford spending on using social media

b) ICT, social media skills

c) teaching skills 

d) attitude change

4) Picked the right tools to use that suits teachers and students as well according to 2,3
a) Facebook
b) Skype

5) Introduce your new tools

a) make sure students know about them

b) present them on homepage

c) take the initiative

6) Keep going – keep talking

a) keep up respect

b) keep up interest

c) keep up interaction

d) never let it settle

7) Regular evaluation

a) goals were set according to S.M.A.R.T. criteria so control them

8) Correction

a) evaluation process helps to find what’s wrong so that we can find a solution
As a non-profit foundation working with volunteers the most important criteria that we had to keep in mind:

· free or low cost;
· easy to use (not just for the students but for the teachers as well);
After establishing our needs, and criteria we asked our students which social media they have already used. We attributed this survey paramount importance. 
We presumed that once somebody is engaged with using one certain type of social media they won’t start to use another for our sake or at least they will do it reluctantly. 

Using a new social media tool:

· would take time to learn;
· would take effort to learn;
· would distract time from using their old social media; etc.

According to our survey our presumption was right and students picked the same social media for e-learning purposes as the ones they had already been using for keeping in touch with friends.
These social media were:

· Facebook

· Skype
They also meet our criteria that they need to be free or low cost and easy to use. Altough using Facebook professionally may not be as easy as it seems, but can be learned.
So we started using Skype and Facebook and introduced them on our web page as well. 
We also took the initiative and started inviting our students to be friends with on Facebook so they didn’t have to look for us, just to click accepting. We were able to do that since we met most of them at least once in classroom education and we had created a friendly relation then. In addition we (traners) and they (tranees) share common interest in school health care as school doctors or school nurses.
In our INCLUSIVE project application form we listed the rationale behind this project and one of it was: the inadequate conversion of traditional curriculum to online curriculum intended for adults.

So we looked for some useful advice on converting how we write content on paper to how we have to build up of our Internet presence. We understood the changes we have to make in order to be more successful. 
http://www.useit.com/alertbox/9710a.html :

Instead of reading web pages word by word people usually just scan the page, which means we have to adept to them and make our web pages „scannable” by using:

· highlighted keywords 

· hypertext links

· meaningful sub-headings

· bulleted lists

· one idea per paragraph (users will skip over any additional ideas if they are not caught by the first few words in the paragraph)

· inverted pyramid style, starting with the conclusion

· half the word count (or less) than conventional writing

„Measuring the Effect of Improved Web Writing

To measure the effect of some of the content guidelines we had identified, we developed five different versions of the same website (same basic information; different wording; same site navigation). We then had users perform the same tasks with the different sites. As shown in the table, measured usability was dramatically higher for the concise version (58% better) and for the scannable version (47% better). And when we combined three ideas for improved writing style into a single site, the result was truly stellar: 124% better usability.
	Site Version
	Sample Paragraph
	Usability Improvement
(relative to control condition)

	Promotional writing (control condition)
using the "marketese" found on many commercial websites
	Nebraska is filled with internationally recognized attractions that draw large crowds of people every year, without fail. In 1996, some of the most popular places were Fort Robinson State Park (355,000 visitors), Scotts Bluff National Monument (132,166), Arbor Lodge State Historical Park & Museum (100,000), Carhenge (86,598), Stuhr Museum of the Prairie Pioneer (60,002), and Buffalo Bill Ranch State Historical Park (28,446).
	0%
(by definition)

	Concise text
with about half the word count as the control condition
	In 1996, six of the best-attended attractions in Nebraska were Fort Robinson State Park, Scotts Bluff National Monument, Arbor Lodge State Historical Park & Museum, Carhenge, Stuhr Museum of the Prairie Pioneer, and Buffalo Bill Ranch State Historical Park.
	58%

	Scannable layout
using the same text as the control condition in a layout that facilitated scanning
	Nebraska is filled with internationally recognized attractions that draw large crowds of people every year, without fail. In 1996, some of the most popular places were:

· Fort Robinson State Park (355,000 visitors) 

· Scotts Bluff National Monument (132,166) 

· Arbor Lodge State Historical Park & Museum (100,000) 

· Carhenge (86,598) 

· Stuhr Museum of the Prairie Pioneer (60,002) 

· Buffalo Bill Ranch State Historical Park (28,446).
	47%

	Objective language
using neutral rather than subjective, boastful, or exaggerated language (otherwise the same as the control condition)
	Nebraska has several attractions. In 1996, some of the most-visited places were Fort Robinson State Park (355,000 visitors), Scotts Bluff National Monument (132,166), Arbor Lodge State Historical Park & Museum (100,000), Carhenge (86,598), Stuhr Museum of the Prairie Pioneer (60,002), and Buffalo Bill Ranch State Historical Park (28,446).
	27%

	Combined version
using all three improvements in writing style together: concise, scannable, and objective
	In 1996, six of the most-visited places in Nebraska were:

· Fort Robinson State Park

· Scotts Bluff National Monument

· Arbor Lodge State Historical Park & Museum

· Carhenge
· Stuhr Museum of the Prairie Pioneer

· Buffalo Bill Ranch State Historical Park
	124%


We also had to realize that if we wanted to send information to some of our student we had to contact them via Facebook rather than e-mail. Growing number of students started to read their e-mails less frequently so when we needed to contact them urgently it was more advisable to do so on Facebook.
From December 2009 to December 2010, time spent using email by the 12- to 17-years-old age group dropped a tremendous 59%.(http://finance.yahoo.com/news/eight-products-the-facebook-generation-will-not-buy.html) 

Seemingly it’s not just the younger generation now.

http://www.xing.com/net/smmetrics/case-studies-successes-flops-and-disasters-515254/starbucks-social-nightmare-in-hungary-30796040/
