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Initial thoughts
● Don't forget everything you already know
● Adapt to newcomers' technology use
● Tailor content to communicate why potential and existing 

clients should come to you
● Identify and use different information channels to reach 

different Newcomer segments
● Embrace networks & influencers/connectors
● Mobile, go mobile, be mobile-friendly
● Don't forget Email, the outlier, and in-person/traditional 

approaches, and how you can combine them with online 
outreach



Key Questions/Objectives for Today

Designing a strategic approach to communications will keep Newcomers 
informed, engaged and help you achieve your communication goals.

● Understanding Newcomer information practices
● Why consistent, relevant and timely communication essential in 

keeping Newcomers engaged
● Determine what and how best to communicate with them
● Identify how technology and social media help you achieve your 

communications and service goals
● How your communications strategy helps connect Newcomers to 

employment and more



Developing Your Online Strategy

● Who are you serving? Where? 
● What are your goals/outcomes in those spaces?
● What do you know about their digital habits, 

information seeking practices, communication 
preferences, access to devices, language they 
prefer to communicate in?

● What are they looking for in your communication, 
on your channels? What’s popular, relevant, drives 
action?



Agenda
Context

>> Technology use in our sector's context - you, 
your clients

Context: analyzing your situation
Audiences: identifying and profiling

Strategy

>> Build on your strategic goals, 
strengths/assets/experience

Objectives: finding a strategy that is realistic, 
manageable, and works for you

Delivery/Skills

>> Tactics & staff skills

Tools and channels to get your message out
Key staff functions and competencies

Frameworks

>> Making the case

Decision-making
Policies, practices, orientation, measurement 
and support
A few ways to get your org there



Context

>> Technology use in our sector's context - 
you, your clients

Context: analyzing your situation

Audiences: identifying and profiling



Understanding Newcomers

Your task is to understand 
Newcomers like you never have 
before. 

How do they want to be served? 

Consume information? 

Through which channels?

How can you serve Newcomers 
who don’t access your services?

“How do I know the best place for them to see our 
information?”

https://www.crystel.co/%20customer%20centric


Context

● How do you use social media, digital channels, 
and your website to engage Newcomers?

● What's working? What's not working?

Share it on today’s Jamboard

https://jamboard.google.com/d/143VNn7OlC_ijeJxRR3nS-wjqBMV4wowCmUwJNM_shNY/viewer?f=0


It’s a wide range

● Some clients have absolutely no digital 
literacy (have never used a computer 
before coming to Canada). 

● Some clients have limited access to 
devices (ie:, there is only one family cell 
phone and the husband takes it to work 
during the day). 

● Some clients do not have programs like 
Adobe on their devices so they cannot 
open PDFs unless they use the computer 
at the newcomer centre. 

● In some rural areas, there is a preference 
for hard copies of documents and 
clients will state that they do not want to 
be sent links or PDFs. 

● WhatsApp is popular with clients 
because clients can use it both pre- and 
post-arrival. 

● Facebook is very popular with clients 
post-arrival. 

● Majority have one device - a cell phone.
● Most Newcomers use social media, 

email or text to contact us as they are 
often not confident with their English skills. 
My Newcomers prefer to contact me via 
messenger and texting. I find my 
participants are very tech savvy and 
use the most current apps.



It’s a wide range

● There are two areas: devices and literacy. In terms of devices, newcomers 
have easier access to cellphones - albeit not the latest version in some cases. 

● However, most of the online programs and communications are geared 
towards the need of a laptop. 

● How to leverage engagement through a format that is compatible to mobile 
devices (but that do not require an app)?



Making the right choices

● Identifying right channels for outreach to 
clients. Are there channels worth exploring 
that are most effective with less drain on 
resources? For example - WhatsApp? 
Chatbots on website? Also, how to create 
more content that's relevant to our 
audience? Are there tools and technology that 
can be used to make client experience 
more seamless with the program?

● Not everyone seems aware of the security 
and privacy challenges with big tech. 

● We have increased the number of 
engagements and reach on our Facebook 
pages by posting 3-4 times a week, and we 
are getting more of our regular clients to 
follow our Facebook page and share posts 
with their peers.

● Very much overwhelmed with trying to 
keep up with technology. Don’t have any 
dedicated time and so there is no rhyme 
or reason to our posts, the entirety of our 
social media experience is a pain. 

● I'm curious to know about examples or 
advice to bring digital literacy in more 
depth for frontline workers to ensure the 
online/hybrid services are communicated 
with a understand of the risks and 
privacy issues.

● We have not been getting as many new 
clients who participate in our activities. We 
find that those who come to hear about the 
activity through word of mouth and they 
are brought into the activity by a regular 
participant. 



How it’s going

● Engagement is low across channels. 
● Content creation is time consuming and 

focused on promoting programs and 
activities.

● A big challenge is a lack of dedicated 
marketing staff.

● Some have a marketing strategy that 
relates to their strat plan. Some are so 
busy that they just post whatever they 
can, whenever they can and hope for 
good engagement. 

● No strategy. It’s an “off the side of the 
desk thing.” 

● Our social media has grown in the last 
year. Growth is due to content. 
Sometimes our content is just for fun 
things and we find more engagement with 
these posts. 

● We have to pay to update our website 
each time so it isn't always kept current.

● Current strategy is to generate as much 
content as possible with the limited 
resources we have to help improve our 
SEO. 

● The strategy is to develop a hybrid service 
model going forward - in that sense, a 
strong digital content and social media 
engagement are important factors.



Making the right choices

● We have a small budget for publicity each 
year, how do we decide which channels 
are the most effective?

● Are there channels worth exploring that 
are most effective with less drain on 
resources? For example - WhatsApp? 
Chatbots on website? 

● How to create more content that's 
relevant to our audience? 

● Marketing is done by other staff with many 
competing priorities. 

● Some orgs represent a vast geographic area 
with many small towns that they often do not 
have time to engage (even though there are 
newcomers in these communities). 

● Some SPOs are active in boosting posts and 
find that successful in engaging newcomers; 
others have tried it in the past and it did not 
increase program enrollment, so they 
stopped. 

● Most do not have a big enough marketing 
budget to frequently pay for online 
advertising, so knowing what types of content 
to funnel their limited $ toward would be 
helpful. Smaller centres feel they cannot 
"compete" with the bigger city SPOs that have 
more modern websites and time to create 
high-quality content like videos. There is a lot 
of knowledge and creativity but the issue is 
staffing and time. 



What’s working

● Some SPOs reported low uptake on 
"general interest" Zoom info sessions - 
they will spend a bunch of time organizing 
a session on Indigenous rights, for 
example, and then no one attends. 
However, Zoom sessions on any 
services that are IRCC funded are 
popular. 

● Many SPOs reported that clients do not 
want to do programs online - one even 
said that in her rural area, clients would 
rather not receive a service than do it 
online. Many SPOs reported wanting to 
create more high-quality videos, but cited 
lack of time and staffing. Many have the 
skillset and equipment, they just have no 
time. 

● We try to focus on showcasing success stories. 
● I want to know about free options for promotion 

on social media, how we can reach more people - 
but the right people. What is the best bang for our 
buck and what is most worth our time instead of 
doing everything half assed (for lack of a better 
term).

● One of the things I do not like about social media 
is that you cannot create a group to send out 
messages from our page. We would have to 
create a new account as a "person" not a 
business page. If there was a way to be able to 
create a group from our established page I would 
love that. I feel my knowledge is limited and that I 
could really use more training on ever emerging 
trends. Social media is a full time job to keep your 
organization's content current and relevant. 



CERC summary: Social media uses among Newcomers

• 2018 Canadian Internet Usage Survey
• Among immigrants living in Canada, 80% use social media, 
• similar to the usage levels of native-born Canadians at 79% 

• 2021 Association of Canadian Studies and World Education Services 
Study 

• 7% of newcomers indicated they found information about settlement services through a 
social media channel 

• 9% immigration policy information, 
• 9% training,
• 11% health policy information, 
• 13% general news about Canada, and
• 17% employment opportunities.



Roadblocks

• It is very difficult to target newcomers online, because
• they are highly mobile
• the digital divide is deeper, pre- and post-arrival
• there are risks associated with an online presence , i.e. 

cybersecurity threats, identity theft, fraud and misinformation
• their needs are short lived 

• There are limitations to what agencies can do, because of
• limited financial resources, access to tools
• limited skills and training, staff to spare



Objectives

“Meet them where they are” - someone

Build social media presence for communication and service delivery in the sector 

With a focus on newcomers living in 

• Rural communities 
• Pre-arrival newcomers
• Newcomers unable to obtain in-person services

Deliver through our strengths: Research and Tools



Definition of social media

We used a very broad definition of what qualifies as a social media platform

“an internet-based application that allows the creation and exchange of User Generated Content” where User 
Generated Content is media content (i.e. text, audio, videos or images) created by an end-user of the 
application. 

This definition covers the internet used for …. 

• social networking (such as Facebook, QZone, Google+, Vkontakte, Myspace and Orkut), 
• professional networking (LinkedIn), 
• sharing self-made content (such as Instagram, Snapchat and TikTok), 
• blogging or microblogging (such as Twitter, Tumblr, Reddit, Baidu Tieba), 
• instant messaging services with group conversation capabilities (such as WhatsApp, Blackberry 

Messenger, Skype, WeChat, QQ, Viber, LINE and Facebook Messenger), and
• voice/video calling (such as WhatsApp, Skype, Zoom, Google Meet, Facetime and WeChat). 

It excludes one-to-one communication through email and telephone.



Why social media?
Social media is one among many ways to learn about life in Canada, connect with people, get 
information about needed services

Social media has some advantages over traditional media (i.e., telephone, email or in-person 
interactions):

1. It is closely linked to social networks
2. There is a low cost of access compared to phone networks
3. Informal information networks have personalized information that you sometimes cannot get 

from formal settlement services
4. Great for small pieces of information rather than invest in the full set settlement services

Some disadvantages:

1. Information passed on social media is untrustworthy
2. It is risky to share online
3. People need to already know what they are looking for because there is no needs assessment 

and referrals are minimal



Understanding Newcomers’ use of social media

Survey of newcomers’ social media usage patterns 

• Information captured: communicating with family/friends pre- and 
post-arrival, seeking job information, or networking, settlement service 
usage patterns, demand for online services and mapping their media 
consumption

• Integration outcomes: language skills, labour market, education and 
training, housing

• Modules for differently-abled persons, pre-arrival newcomers and rural 
community dwellers



Labour market outcomes 

Labour market outcomes
• Social media users have higher 

labour market outcomes
• More likely to be employed, 

earn more and be in a job that 
is related to their level of 
experience or education

• They are also more likely to be 
in precarious work 
arrangements (i.e., contract 
work, part-time, volunteer or 
work for family without pay)

Social media users

• Younger 
• Educated
• English speakers



Client context: trends in technology use

Example: Marketing Employment Information (TRIEC lit review)

1. Where do immigrants get employment information?
2. What demographic characteristics of immigrants determine their level of 

awareness of employment information or settlement information in general?
3. What are the media habits of immigrants?
4. What media channels have been used to market employment information to 

immigrants and how effective have they been?
5. How could employment information be better channeled to immigrants?



Major Trends

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

2. Internet, social media, digital messaging, private groups is are 
key sources (strong and weak ties)

3. In-language media is a priority channel
4. Peer and Informal networks are important
5. Little employment information is being channeled thru 

traditional media, even less thru ethnic media
6. Traditional advertising is still very effective



Major trends

7. Lack of translated materials
8. Immigrants trust ethno-cultural media
9. Employed immigrants are looking for employment information

10. Women immigrants are under informed, fare worse than men
11. Cultural demographics matter regarding media access
12. Immigrant employment outcomes depend on source of 

employment information



Technology use among newcomers



MTM Newcomers 
2021



MTM Newcomers 
2021



https://www.canadavisa.com/canada-immigration-discussion-board/threads/settlement-services.770423/#post-10120512






https://www.techsoup.ca/community/blog/google-adwords-for-nonprofits101


Country of origin 
of respondents 1. United States

2. India
3. United Kingdom 
4. China
5. Philippines
6. Nigeria
7. Bangladesh
8. Pakistan
9. Hong Kong

10. France

The top 10 country of origin 
for the respondents in the 
CERC survey:

https://datareportal.com/reports/digital-2022-united-states-of-america?rq=usa
https://datareportal.com/reports/digital-2022-india
https://datareportal.com/reports/digital-2022-united-kingdom
https://datareportal.com/reports/digital-2022-china
https://datareportal.com/reports/digital-2022-philippines
https://datareportal.com/reports/digital-2022-nigeria
https://datareportal.com/reports/digital-2022-bangladesh
https://datareportal.com/reports/digital-2022-pakistan
https://datareportal.com/reports/digital-2022-hong-kong
https://datareportal.com/reports/digital-2022-france


“We find that those who come to hear about the activity 
through word of mouth and they are brought into the activity 
by a regular participant.” 



“International Student ambassadors share 
into their Whatsapp pages about our events, 
and for the international student advisor at 
the local college to post posters in the 
college for more interest to brew among this 
group.”



Know your audience(s)



Building a 
Strategy





Understanding Newcomers

Start by simply expanding the questions you ask about their contact information. 
Currently most organizations ask for phone and email. You can add 2 simple 
questions to help guide your planning and service design:

● What digital devices and tools do you use to communicate, find, and share 
information? 

○ Here we would get into things like SMS/texting, WhatsApp, Telegram, Facebook Messenger, 
etc.

● How do you want to (or what tool do you want to use to) communicate with 
us? 

○ Because what they use and how they might prefer to communicate with you can be quite 
different. 



Scenarios & Journey Mapping - Take their journey
Scenario 1: Find settlement info Scenario 2: Attend event/series Scenario 3: Register with your org

They want to learn more about your 
services to decide if they want to follow 
up.

Newcomer enters your site. They have 
heard you provide help for newcomers, 
they haven’t accessed services before.

They want to get information and possibly 
talk to someone.

They’re not sure what services are offered 
or how they’ll help them settle.

They browse the site, read about services, 
check out the About page, browse events, 
read some blog articles.

They want to be helped to make the 
right decision for them.

A newcomer who has become familiar with 
your services is interested in a webinar 
series, which they heard about from a 
friend.

Before registering, they carefully search 
competing service providers in the area 
and those who offer similar online 
information. They also message with other 
newcomers in their online groups to find 
out what they might have accessed, or if 
they’ve used your services themselves.

They decide that the series is a fit for them 
and they register. But the time doesn’t work 
for their new job schedule, so they are not 
able to attend.

They want to access service. Are you 
right for them?

A newcomer looking for help lands on your  
site. They’ve heard from others that your 
org was very helpful in their settlement 
journey. They want to sign up and get 
connected.

Their motivation is to find information, 
connect with a counsellor, and start asking 
questions and getting help navigating all 
the new systems around them.

They are willing to register, but they are 
also exploring other service providers. The 
ways they will become a client is how 
frictionless their registration is, how quickly 
they can start connecting, and the quality 
of those initial interactions.









People - empathy map

To create an empathy map, you simply draw out a diagram then you map out what the 
newcomer thinks and feels, sees, says and does, and hears, as well as their pains and 
gains.

● What do they think and feel about what you offer?
● What do they see related to what you’re offering?
● What do they say or do in this context?
● What do they hear from others (family, friends, coworkers, etc.)?

After you’ve mapped these out, identify their pains and gains.

Under pains, you're thinking about what are the challenges this person might face and 
what their concerns are. Gains is what the person aspires to be. What they're hoping 
they will gain from the experience.







Strategy

>> Build on your strategic goals, strengths/assets/experience

Objectives: finding a strategy that is realistic, manageable, 
and works for you



Making the case



What does success look like for you?
● Getting Newcomers or your community to change their 

behaviour or attitudes? (education/social marketing)
● Getting individuals to register as clients or volunteers? 

(marketing)
● Changing/influencing policy? 

(advocacy)
● Connecting Newcomers to employment & other outcomes 

(action)?



Why Strategy Matters

● Too often digital/communications projects are treated as tech projects
● It’s part of everyone’s job now
● Digital goals must grow from your organization's strategic goals, 

service approach, & knowing your clients
● Make it important for everyone in your organization
● Everyone is on the same page
● You know your audience and they're top of mind
● You'll have a clear idea of both challenges & opportunities



How should you position your organization?

As a service provider serving Newcomers to settle and feel 
included in their new community.

As a conduit to talent for employers.

As a problem solver for all Newcomers and employers.

As a delightful and frictionless user experience.

As a delightful place to work.

As an advocate for Newcomer inclusion.



What's changing? What has already changed?

Let’s think about how the simple resume and how we orient people to this 
job search tool has changed over time:

● Paper - choices of functional or chronological
● Digital (PDF - cover letter & resume together)
● Portfolios
● Scannable
● Machine readable
● AI vetted
● Submitting a resume to a chatbot
● LinkedIn as your resume
● The end of the resume? “focus on candidate potential rather than 

previous experience”

https://ceric.ca/2022/06/navigating-a-world-without-resumes/


Make it easy to access your services

Learn from others to create a frictionless experience for your 
Newcomer clients. Make it easy for those who are self-directed 
to access the information they need. Create intake-light. 

Online intake form - good example of intake-light.

Emerging simplicity - even easier.

Others emerging:

Move from Interrogation (Eligibility) to Conversation (Goals). 

Using automation. 

What does intake look like at your organization?

https://ottawa-worldskills.org/request-an-appointment/
https://form.jotform.com/221357930936259
https://pages.qwilr.com/IFSSA-Using-Intake-to-Drive-Transformational-Outcomes-8n7wkwlWQXib
https://accesemployment.ca/how-to-find-a-job


Your Website

All roads lead to 
your website
(even if channels change)

Example. Alternative.

“Link in bio”
ACCES
COSTI

https://www.techsoup.ca/donor-program/google
https://receptionhouse.ca/dep/
https://km4s.ca/2022/04/new-digital-literacy-and-skills-for-daily-life-in-canada-multilingual-videos/
https://linktr.ee/accesemployment
https://linktr.ee/costiimmigrantservices










Delivery/Skills

>> Tactics & staff skills

Tools and channels to get your message out
Key staff functions and competencies



Competencies of Frontline Settlement 
Counsellors in Canada

https://km4s.ca/publication/the-competencies-of-frontline-settlement-counsellors-in-canada-final-research-report/
https://km4s.ca/publication/the-competencies-of-frontline-settlement-counsellors-in-canada-final-research-report/


NetHope Digital Skills Framework

https://nethope.org/toolkits/digital-skills/


Digital Navigators



Delivery - Tactics & Tools

Workshop

Needs Assessment

1-on-1 Counselling 

Settlement planning

Referral

Webinar, video archive
Survey, video chat
Text/messaging, email, 
video chat
Website,member portal, 
Social media, messaging, 
email, online db, website 
CRM, 211, online forms



Delivery - Tactics & Tools
Classes/courses

Job matching/
placement
Mentorship

Community 
connections

LMS (facilitated, 
self-directed), web 
how-to/content, videos
Virtual job fair, job 
matching database
Web platform, matching 
database, messaging
Social networks, online 
groups



● Video/Photo Sharing
● Audio/Podcasts
● Niche Discussion / Message 

Boards
● Trusted Networks: Social 

Networks/Online 
Communities (Facebook, 
WeChat, etc.)

● Live Chat/Help

● Instant/digital messaging 
(SMS, WhatsApp, etc.)

● Chatbots/AI
● Email & e-Newsletters
● Calendars
● Twitter
● Blogging
● Online 

Community/eLearning
● Webinars

Connecting & Outreach - Key Social Platforms



Outreach
Flyers
Events
Art
Announcements
Group/drop-in 
activities
Posters

Relationship 
building

Partnerships
Media

Advertisements
Technology

Word of Mouth



Outreach with technology

Personalization
Websites
Social media
Webinars
Videos
SMS/Texting
Messaging

Online/social media 
advertising placement

Google ads
Joining groups

Online champions, 
influencers, ambassadors 

(relationship building)



You have to make choices

What are you great at, that you can build 
on?

What do you think is unique or effective 
about your organization's work that you’d 
like to see translated or extended into 
how you work online?

What are your clients telling you?

What is helping/hindering you from 
reaching your objectives?



Setting 
priorities 
with tactics 
& tools

(Remember to factor human resources in as a cost)

https://jamboard.google.com/d/143VNn7OlC_ijeJxRR3nS-wjqBMV4wowCmUwJNM_shNY/viewer?f=5


What's your message?

● For prospective clients
● For existing clients
● Other audiences

What will you tell them when 
you reach them?



The Right Message
What makes a good message?

Benefits: 
What’s in it for me?Relevance: 

Why should I care?

Credibility: 
Says who?



Key Online Engagement Functions and Qualities

Your main steps are to plan, test, establish guidelines, be active, be 
welcoming.

● Create and reinforce an open, safe, positive and participative 
environment

● Direct and manage discussions
● Build rapport and relationships
● Encourage/support members and perspectives
● Understand the technology and its capabilities
● Overall good communication skills



Community Onboarding

How do you guide people through the steps of becoming active and engaged 
users.

What is the best way to make people feel at home? Be welcoming. Make use of 
automation when available (FB page/messenger)

Check and evaluate activity regularly. Are they responsive? What are they 
responding to? How are they responding? It is quite normal for a large percentage 
of online group members to be lurkers. You won’t know unless you ask your users 
regularly about what’s of interest/important to them.

Post questions or new content regularly to spark discussion. Keep track of how 
many people commented on, read/viewed, or liked your posts to see if what you’re 
posting is what interests them.



Engagement and Service Delivery

Create regular content and let people know about it. Give them next steps. Lead 
them to your website for more.

Respond to all comments in a timely way. Let Newcomers know what an expected 
turnaround time might be.

Should Newcomers have a space where they can talk to each other?  Are there 
forums, threads, or messaging systems where your community members can 
directly communicate with each other in a private space? Creating special places 
for your community members might further encourage engagement.

Are you asking questions to understand them & their pain points, needs, interests?



Engagement and Service Delivery

Leverage guest contributors and others’ content in a variety of places - blog, 
video, courses, etc. Make it an event, with lead up, encourage questions before 
the event, etc.

How can you use themes to bundle, highlight, or share content?

Can you leverage the technology to push content to Newcomers based on their 
assessments and interests or other indicated priority interest areas?

Is every piece of content you create, such as webinars, repurposed on the site and 
shared?

Follow up with, survey, and track Newcomer experiences, interests, challenges, 
and goals with your service.



Community Metrics

Monitor your actions and the results depending on the goals of 
your community. 

What should you measure? 

Which numbers and facts are actually useful?

How can you use what you measure to create action?

On your website, track users and their usage of the site. 



Frameworks

>> Making the case

Decision-making

Policies, practices, orientation, measurement and support

A few ways to get your org there





https://ceric.ca/2012/09/transformational-technology-designing-interactive-online-career-development-services/


Digital maturity 

https://solutionscenter.nethope.org/digital-nonprofit 

https://solutionscenter.nethope.org/digital-nonprofit




Making the Case – think of it like a funding application

Activities – what service is being provided or complemented using 
technology? How will it be implemented and accomplished?

Outcomes - What will result from this activity? How will the proposed 
activity address needs?

Who is expected to benefit – Why is this technology needed? Include 
any relevant evidence to describe the need. What is your target 
audience?

Priorities – how does this address/help/facilitate one of your service 
priorities?



Making the Case

Resources - What contributions are necessary?

Metrics – How will progress be measured? Who will do the work? How 
will progress be evaluated to improve service provision?

Funder & other reality checks – Does the funder get technology is a 
service tool (not just for operations)? What geographic, funding 
parameters or other restrictions might your organization be working under 
that could impact your idea? What client date do you need to collect in 
order to “get the stat?”



Nonprofit 
Service 
Canvas

https://marcopolis.org/nonprofit-service-canvas/


Frameworks, policies, procedures

● Documents from peers
● 12 Core Values of Settlement Work
● Standards for Technology & Social Work Practice
● Policies & crisis management
● Key Principles for Technology Use
● Tech Use in the human service context
● Your technology/service ideas



Documents from peers

YMCA-YWCA of the National Capital Region

● Sample newcomer services privacy & 
security guidelines

● Smart phone ACCEPTABLE USE 
guidelines – draft sample guidelines

● Safety Privacy Guideline for clients – 
mobile apps for service

Niagara Folk Arts Multicultural Centre (NFAMC)

● NFAMC Work from Home Policy
● NFAMC Guidelines for the use of NFAMC 

equipment at home
● NFAMC Working from Home Agreement
● NFAMC Working from Home Checklist

North York Community House

● NYCH technology and electronic media 
protocols 2018

● Information Technology and Electronic 
Media 2017

● Code of Conduct 2017
● Confidentiality and Intellectual Property 

2017
● NYCH Accessibility & Accessible Client 

Service Plan

ISANS 

● Privacy & Complaints policies

Download a repository of useful policies, protocols, and guidelines.

https://cp.sync.com/dl/ce73c2a00/jxbd8mbs-85dvs694-wjsw4p6b-k9hcbxz3


12 Core Values of Settlement Work

1. Services are accessible to all who need them.
2. Services are offered in an inclusive manner, respectful of & sensitive to 

diversity.
3. Clients are empowered by services.
4.  Services respond to needs as defined by users.
5.  Services take account of the complex, multifaceted, interrelated dimensions 

of settlement and integration.
6.  Services are delivered in a manner that fully respects the rights and dignity of 

the individual.

Canadian National Settlement Service Standards Framework, 2000

https://ccrweb.ca/sites/ccrweb.ca/files/static-files/standards.htm#CORE%20VALUES


12 Core Values of Settlement Work

7.  Services are delivered in a manner that is culturally sensitive.
8.  Services promote the development of newcomer communities & newcomer 

participation in the wider community and develop communities that are 
welcoming of newcomers.

9.  Services are delivered in a spirit of collaboration.
10.  Service delivery is made accountable to the communities served.
11.  Services are oriented towards promoting positive change in the lives of 

newcomers and in the capacity of society to offer equality of opportunity for 
all.

12.  Services are based on reliable, up-to-date information.



Standards for Technology & Social Work Practice

Goals of the standards are:

● to maintain and improve the quality of technology-related services provided by 
social workers

● to serve as a guide to social workers incorporating technology into their 
services

● to help social workers monitor and evaluate the ways technology is used in 
their services

● to inform clients, government regulatory bodies, insurance carriers, and 
others about the professional standards for the use of technology in the 
provision of social work services.

NASW, ASWB, CSWE, & CSWA Standards 
for Technology in Social Work Practice, 2017

https://marcopolis.org/wp-content/uploads/2017/09/NASW-ASWB-CSWE-CSWA-Standards-for-Technology-in-Social-Work-Practice.pdf
https://marcopolis.org/wp-content/uploads/2017/09/NASW-ASWB-CSWE-CSWA-Standards-for-Technology-in-Social-Work-Practice.pdf


Standards for Technology & Social Work Practice

Ethics and Values

Access to Technology

Cultural Competence and 
Vulnerable Populations

Technical Competencies

Privacy, Confidentiality, 
Documentation, and Security

Practice Competencies

● Advocacy and Social Action
● Community Practice
● Administrative Practice
● Clinical Competencies



I&R Standard - Technology

The I&R service uses technology that improves access to 
information and enhances its ability to serve inquirers efficiently 
and effectively.

The main role of technology is to enhance and strengthen 
information sharing while accommodating people’s communication 
preferences.

AIRS Standards and Quality Indicators for 
Professional Information and Referral, 2020 

https://www.airs.org/files/public/AIRS_Standards_9_0_Final.pdf
https://www.airs.org/files/public/AIRS_Standards_9_0_Final.pdf


I & R Staff skill sets

Information & Referral

Assessment

Client Service, Cultural Competency & Communication

Understand the human service system

Understand the core values & best practices of settlement work

Use online resources critically – info literate

Techno literate, not techie



Social media policies & crisis management

1. WHY have social media/technology and client service policies?

2. WHAT can technology/social media do for my organization?

3. WHO should the policy cover?

4. WHERE should you let employees know about this policy?

5. WHEN is the right time to implement a policy? If you don't already have 
communications/client service standards/policies, now is the time to create them.

6. WHAT training/orientation do staff need in order to use technology/social media 
effectively?



Developing Your Online Strategy

● Who are you serving? Where? 
● What are your goals/outcomes in those spaces?
● What do you know about their digital habits, 

information seeking practices, communication 
preferences, access to devices, language they 
prefer to communicate in?

● What are they looking for in your communication, 
on your channels? What’s popular, relevant, drives 
action?



Final thoughts
● Don't forget everything you already know
● Adapt to newcomers' technology use
● Tailor content to communicate why potential and existing 

clients should come to you
● Identify and use different information channels to reach 

different Newcomer segments
● Embrace networks & influencers/connectors
● Mobile, go mobile, be mobile-friendly
● Don't forget Email, the outlier, and in-person/traditional 

approaches, and how you can combine them with online 
outreach



What we talked about today

Designing a strategic approach to communications will keep Newcomers 
informed, engaged and help you achieve your communication goals.

● Why consistent, relevant and timely communication essential in keeping 
Newcomers engaged

● Determine what and how best to communicate with them
● Identify how technology and social media help you achieve your 

communications and service goals
● How your communications strategy help connect Newcomers to 

employment and more


