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1. Object Description 

1.1 Program goals/objectives 

Goals 

The goal of the Brooklyn Park branding program is to foster a more positive image of the city.  The 

branding program partners with the citywide initiative, Brooklyn Park 2025, among other city departments to 

accomplish this imaging goal. The attitudes of current residents as well as people living outside Brooklyn Park are 

equally important facets to the overall goal. The branding program aims to increase, what they believe, are already 

positive attitudes of the city from the current residents. The program also aims to change the views of non-

residents in hopes of gaining more residency within the Brooklyn Park or increase the number of nonresidents that 

visit Brooklyn Park. The city of Brooklyn Park wishes to create what they call a “huburb”, a place that businesses 

and individuals living outside of Brooklyn Park want explore and spend time. 

Objectives 

The Brooklyn Park branding program would like to be able to measure their branding and marketing 

initiatives thus far. The city wishes to glean if their efforts of changing perception and branding have been 

successful. They view changed perceptions as both increasing positive perceptions and decreasing negative 

perceptions. Brooklyn Park has released resident surveys in the past and would like to continue and increase this 

activity. They hope to continue receiving positive feedback from the residents about their city. The city currently 

focuses on a 2025 initiative, Brooklyn Park 2025, which establishes several goals. Some of the goals spur 

economic development but the city also recognizes a need beyond economic development. The branding program 

wishes to align their branding and marketing efforts to those broader city goals. The impact of this branding work 

will lead to tools that will allow the city to measure the effect of branding and the branding vehicles that are most 

appropriate for prompting the city of Brooklyn Park. 

 

1.2 Setting 

Institutional Environment 

The city of Brooklyn Park has placed emphasis on the diversity of the residents. The city has also drawn 

attention to the diversity in stakeholders. Making sure to tailor the program setting so that it may appeal to diverse 

stakeholders is of express importance. The city is surrounded by other cities that are more vibrant, have less crime 

rate and better attract residents. Hence, the perception of the city is heavily undermined due to the comparison of 

the city with other cities by non-residents. 

 

Program Setting 

The program is set primarily at the city government level. The branding services occur throughout nearly 

all city departments to some degree. The branding program also spans throughout the community with signs, 

banners, and merchandise. Various community events, such as National Night Out, are facilitated by the city but 

occur in the community. 

 

Factors Influencing the Program 

One of the principal factors affecting the branding program is the business sector. Brooklyn Park both has 

a desire and is expecting more businesses to locate in the city. This in part is in relation to the upcoming light rail 

that will go through and stop in central Brooklyn Park. Several large corporation headquarters are already located 

in Brooklyn Park. The city has identified a desire for both large corporations and smaller local businesses to 
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increase in number in the city. Another factor influencing the program is the real estate business. Currently, real 

estate agents market different houses, based on the north/south divide differently to different buyers. The real 

estate business contributes and perpetuates the perceived negativity of Brooklyn Park. This is a sector with 

potential to help increase the positive perceptions of the city. Social media is a significant contributing factor that 

is influencing the program. Social media influences the program both negatively and positively. At present, there 

are several uncontrolled Facebook accounts for the city of Brooklyn Park. The city administration controls one 

official account but individuals have created their own personal accounts for the city. They are not negatively 

representing the city but have the potential to do so. Also, it is confusing for a person navigating Facebook to 

know which account is the official and correct account. Media and news coverage of the city tend to negatively 

affect the perceptions people have about the city. News stories are often negative and related to crime. Lastly, 

community events (National Night Out) positively affect the branding program. It is a positive chance for city 

officials to interact with residents face to face and hear feedback. 

 

1.3 Program staffing 

Staff, Key Leaders, & Decision Makers  

Angelica Klebsch (Project facilitator and RCP coordinator) 

Wokie Freeman (Assistant city administrator) 

 

Key Leaders and Program Advocates 

The key leaders and decision makers are an informed city government. Currently, Angelica Klebsch is the 

key decision maker in the program but is in the transition of transferring more decision making power to Wokie 

Freeman. 

Advocates are those that want the initiative to succeed such as local businesses and residents. The city and 

city officials are also advocates for the program as they initiated it and wish it to succeed as well. 

 

1.4 Program participants 

Program Beneficiaries 

The residents arguably benefit the greatest from this program. They benefit from feeling more positive 

about their community and connected to their city.  They could also benefit economically from increased (or 

retained) businesses in the city. The residents as well as the local businesses benefit from the economic 

development focus of the branding project. The Brooklyn Park population is around 82,000.  More than half of 

the residents are people of color with a sizable Liberian community. The city is also home to many Southeast 

Asian residents. 

 

Participant Selection 

Primary participants are the residents of the city along with local business and large corporations. The 

community at large, surrounding Brooklyn Park, are also participants though in a less direct manner. The city has 

chosen to focus on its residents as the primary resource to spread positive image of the city, so they are the first 

group of participants in the program. The city recognizes the importance of the non-residents who have a negative 

or a neutral opinion to be the second major population that needs to participate in the evaluation process. The non-

residents are perceived as a force to positively or negatively influence the perception of the city’s image 
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1.5 Activities 

Program Services 

Participants (residents) can buy “We Are Brooklyn Park” campaign merchandise. Residents can also 

participate in community events: National Night Out; Adopt a Hydrant; Public Art; summer festival. The program 

focuses on promotional items (tangible merchandise) and visual branding rather than services. The promotional 

items are playful, in plain language, and celebrate the city. These items are available for purchase at the city hall. 

They are also handed out at community events. Participants choose the program activities, merchandise and 

community events, because they enjoy spending time in their community and have a sense of pride for their city. 

Participants (non-residents) shall be surveyed on a large scale. Especially, the non-residents in more 

populated cities, such as Saint Paul and Minneapolis, shall take opinion polls. These polls are intended for 

analyzing general trend and the perceived image of the Brooklyn City. 

A select group of participants (non-residents who have negative or neutral opinion about the city) will be 

invited to the city’s community events and shall be given an opportunity to connect to the residents and 

participate in events organized by the city. 

 

Steps to Reach Intended Outcomes 

Staff meet with residents, businesses, schools, etc. to decide: what is our identity? Who are we? What 

makes us unique?  Staff worked to combat misperceptions of the city by developing a brand manual (to 

modernize how to represent the community). This branding manual resulted in a different city logo and a new 

welcome sign. The staff formed a branding team, which is made up of department representatives throughout the 

city to work on micro projects promoting the city. Participants instill pride into the city and represent what the 

city is by wearing and using the branded merchandise. The city delivers resident surveys to try and capture 

feedback about resident satisfaction and suggestions for improvement. 

Non-residents have a potential to change the perception of the city throughout the state of Minnesota. 

Hence, the staff needs to know their opinion of the city and try to change the opinions of the residents who have a 

negative or neutral opinion of the city. After the branding program is done, the staff needs to conduct another 

opinion poll for non-residents in order to measure their branding initiatives. 

 

1.6 Program budget  

Available Resources and Budget 

There is $40,000 set aside specifically for the branding project. 

 Advertising budget 

 Merchandising budget 

 Promotional work (in-house videos) budget 

 Survey budget 

 Collaboration with the University of Minnesota Resilient Communities Project 

Of note- it is difficult to monetize all that is spent on the overall program because it is embedded throughout the 

different city departments.  
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1.7 Stakeholder Analysis Power/Interest Grid 

Using a stakeholder analysis as a tool in a program analysis is important because it allows the client to 

take into consideration all individuals and organizations that will be impacted by the intervention. Stakeholder 

analysis power/interest grids, such as the one shown in figure 1, help show the client the diversity of the 

stakeholders. As you can see in figure 1, there are four quadrants – those that you keep satisfied, manage closely, 

monitor, and keep informed.  

Those who you keep satisfied are individuals or organizations with high power and low interest, and are 

located in the upper left corner. This group should be kept satisfied with the work, but not given so much attention 

and information that they become board with the message (Thompson, 2017). In this case, an example would be 

real estate agents. Those who are to be managed closely are those with high interst and high power, and are 

located in the upper right corner. This group should take your greatest effors to keep satisfied (Thompson, 2017). 

These stakeholders include police officers or city council members.  Those who are to be kept informed are 

stakeholders that have low power and high interest, to ensure that no major issues are arising due to the project 

(Thompson, 2017). These groups could be community organizations or residents. The last group are those that fall 

under the bottom left corner and have low interest and low power. These could include outside residents. Briefly, 

the colors are represented as follows. Red means that those stakeholders are the possible blockers and critics, 

green shows advocates and supporters, and those who are neutral are colored orange (Thompson, 2017). 

 

 
 

 

Figure 1: Stakeholder Analysis Power Grid 
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2. Evaluation Design 

 

2.1 Evaluation Purpose and Intended Users 

 

The purpose of this evaluation is to support the refinement of Brooklyn Parks communication strategies 

by assessing public perceptions. This information will be used to guide their future branding initiative. The 

evaluation is intended to be used by the project facilitator in the Community Development Department and the 

assistant City Manager of Brooklyn Park. 
 

2.2  Evaluation Approach 
 

We will be utilizing a developmental evaluation approach. The developmental evaluation approach is 

most appropriate for the Brooklyn Park branding initiative because of the client’s need for support in developing 

their intervention, which is branding (Hargreaves, 2010). The effectiveness of the branding project has not yet 

been measured.  There have been few branding attempts within the initiative so there is limited data to collect. 

The young and developmental nature of the program does not allow for randomized control trials to measure the 

effectiveness of the program (Hargreaves, 2010).    

  The client has requested tools to help determine which initiatives are effective so they can continue to 

augment the program in the future. Therefore, the developmental evaluation approach is appropriate for our 

evaluation because there is a focus on adaptive learning rather than accountability to an outside source. Brooklyn 

Park’s branding initiative is being built upon from the initial stages, and is looking for innovative results. Such an 

approach requires real-time learning, adaptive thinking, and stakeholder considerations (Bryson, Patton & 

Bowman, 2011). The branding initiative is complex, as there are many levels and various types of stakeholders 

involved in the initiative.  The stakeholder considerations are crucial in a developmental evaluation.   

The developmental approach to evaluation does have some limitations as a design approach.  Due to the 

stage-specific approach of developmental designs they may be perceived as having lower legitimacy or 

credibility. Developmental approaches tend to not yield definitive answers, providing challenges and limitations 

throughout the evaluation process. The focus on the relationship between the program processes and the outcomes 

can skew the evaluation road to lose focus on the results of the evaluation itself. It is important to maintain a 

results focus while also allowing for the developmental aspect of the program to flourish (Gamble, 2008).   

 We chose a comparison city for this project because Brooklyn Park did not have anything to compare 

their rebranding efforts to. It was to their knowledge, that there was no city of their size and diversity that has 

gone through the same process. This made finding a city difficult for comparison, and the city we chose has high 

levels of diversity within their population, but a much higher population than Brooklyn Park.  

For our comparable city, we chose to look at Richmond Virginia. We chose this city because they have a 

diverse population and have also gone through a city rebranding initiative. They have had to overcome the 

challenge of changing perceptions of the city regarding its safety and cleanliness. Through this process, the city 

developed the vision around their innovation economy, much like Brooklyn Park is trying to rebrand around their 

saying “Unique. United. Undiscovered.” Richmond used three strategies: positioning the city as a tourism 

gateway, rebranding and promoting, and development of key sites.  
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2.3 Investigative Questions  
 

Ideally, evaluation questions should be set of questions that define the issues the evaluation will 

investigate and are stated in terms such that they can answered in a way useful to stakeholders (Rossi et al.). 

Brooklyn Park’s evaluation purpose is to further develop branding initiatives to have the most impact. At this 

point there needs to be a general assessment of the Brooklyn Park perception by the residents as well as 

nonresidents as a result of their branding initiatives. Our questions are connected to the complex system dynamics 

because “the client has a massively entangled web of relationships, from which unpredicted outcomes emerge 

through the self-organizing interactions of many parts or actors within and across system levels” (Hargreaves, 

2010). That is why we have to take into account that it will be hard to collect information, so our main resource to 

gather information is one centralized unit or the city administration. 

Just like the context, the dynamics of the intervention are complex themselves (Hargreaves, 2010), 

because the branding intervention are very adaptive. Hence, all our questions attempt to differentiate branding 

initiatives that are worth investing in compared to others and comparable to the best branding practices in 

comparable cities. 

Evaluation Questions 

1) What branding techniques have been or are currently being successful in Brooklyn Park? 

2) What branding techniques have the broadest influence in Brooklyn Park? 

3) What branding techniques are the most resourcefully feasible for Brooklyn Park? 

4) How will Brooklyn Park continue to monitor the success of the branding initiative? 
 

2.4 Evaluation Design Matrix 

 

Information and Sources 

The sources of information we have compiled include: Brooklyn Park city administration; online 

resources; focus groups, opinion polls, and outcome mapping. Most of the information will be requested from the 

city of Brooklyn Park because there are many agencies within the city that are involved in various branding 

initiatives.  Brooklyn Park city administration can be a centralized source as discussed above. 
 

Scope and Methodology 

The general scope of the research will gather data from city agencies, and other offices that have done 

branding initiatives, residents of Brooklyn Park as well as many non-residents that reside in Minnesota, including 

businesses within Brooklyn Park. The research will also cover the comparison city’s branding techniques. City 

data collection will occur online and at the city location.  

Complex evaluations require use of multiple sources of data in order to “triangulate” on the various 

impacts a program may have. We will use opinion polls, focus groups, and outcome mapping, which will help to 

answer all four questions, and cost analysis, which will help in answering question 3. These methods need 

different financial resources and different durations and stem from different expectations of the client. Questions 1 

and 2 will be explored early because they can help guide the research methods. These questions need to be 

explored before Questions 3 in order to understand the situation within the city of Brooklyn Park before 

embarking on comparing the branding initiatives at other cities. Question 4 will be explored as a follow-up after 

all the others at the monitoring stage 
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Limitations 

The limitations of using surveys and focus groups is that they do not have a good response rate, which 

can skew the results. There could be a self-selection bias, so it is recommended to use statistical techniques 

(randomize the sample etc.) to create a sample size that is representative of the population. Lastly, there could be 

incorrect reporting if the resident doesn’t know/incorrectly remember information about Brooklyn Park. However, 

the main drawback is the difficulty of establishing causal connection between branding intervention and opinion 

changes of the residents.   
 

Outcomes 

The information that will be gathered will help the Brooklyn Park team to do a few things. First, in 

answering the first question, the analysis will allow for Brooklyn Park to have a general assessment of their 

branding initiatives, and their general perceived image. In answering the second question, the analysis will allow 

Brooklyn Park to define what their desired success of influence will be in terms of breadth. It will also allow 

Brooklyn Park to determine which of their previously attempted initiatives had the broadest influence according 

to residents. By answering the third question, Brooklyn Park will have access to a general assessment of their 

specific branding interventions and which branding programs yield the most results with the most efficient use of 

resources and money. This approach will help them understand whether or not to continue, expand more efficient 

programs and eliminate programs that are not efficient but require many resources. And lastly, by answering the 

fourth question, Brooklyn Park will be able to show that their branding initiative is worth the funding they 

receive.  
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2.5 Table 1: Evaluation Design Matrix 

Research Questions Information & Sources  Scope & Methodology Limitations Outcomes 

#1 What branding 

techniques have 

been or are 

currently being 

successful in 

Brooklyn Park? 

Information 

1. Previous interventions 

used & effectiveness 

2. Comparison of the 

interventions 

 

Resources:  

City Data 

Scope:  

1. Conduct Opinion 

Polls 

2. Organize and conduct 

focus groups 

Timeframe: 

Beginning of the 

evaluation  

Methodology: 

1. Opinion polls 

2. Focus groups 

 Skewed Data from 

low response rates 

 Self-selection bias 

 Incoherent 

responses 

 Establishing a 

causal connection  

General assessment of: 

 Branding Initiative 

 Perceived image 

#2 What branding 

techniques have the 

broadest influence 

in Brooklyn Park? 

Information 

1. Way to measure this 

broad influence 

2. Techniques Brooklyn 

Park currently utilizes 

 

Resources: 

Conversations with 

Brooklyn Park rebranding 

staff 

Scope: 

1. Administer Opinion 

Poll and collect data 

2. Organize and conduct 

focus groups 

3. Analyze community 

survey data 

Timeframe: 

Beginning of the 

evaluation  

Methodology: 

1. Focus groups 

2. Survey feedback data 

3. Opinion polls 

 No benchmark 

measurements 

 Limited regulation of 

the number of people 

reached through 

opinion poll at public 

event 

 Self-selection bias 

 

 Define desired 

outcomes 

 Determine which 

initiatives have the 

broadest influence 

 

#3 What branding 

techniques are the 

most resourcefully 

feasible for 

Brooklyn Park? 
 

Information: 

1. List of Interventions 

2. Cost of each intervention 

and a cost comparison 

3. Effectiveness of each 

intervention 

Resource:  

 Interventions used 

 Costs of each intervention 

Scope:  

1. Obtain costs for each 

intervention 

Timeframe: 

Before the evaluation 

process begins 

Methodology: 

1. Cost-analysis   

 It is difficult to 

establish causal 

connection  

 Inaccurate results if 

benefits are 

overestimated 

General Assessment of: 

 Branding 

interventions 

 Which intervention 

yields most feasible 

results 

 Which interventions 

to continue or which 

to eliminate 

#4 How will 

Brooklyn Park 

continue to monitor 

the success of the 

branding 

initiative? 

Information 

1. Performance measures  

2. Stakeholder analysis 

Resource: 

 Review of successful city 

branding resource 

 Review how to make 

stakeholder engagement 

meaningful to the project 

Scope:  

1. Organize and conduct 

outcome mapping 

workshop 

Timeframe: 

Measurement occurs after 

evaluation is complete  

Methodology: 

1. Outcome mapping 

 

 Outcome Mapping is 

a complex process, 

and relies heavily on 

participation rates.  

 Decide if initiatives in 

place are meeting 

program goals 

 Show which 

interventions are 

worth funding 
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3. Data Collection Methods and Analysis Tools 

 

3.1 Tool #1  

I. Logic Behind the Tool 

Focus groups are an appropriate and desirable method to explore the opinions and thoughts of a small 

group of stakeholders. Focus groups are useful in evaluating how the residents and business owners of Brooklyn 

Park perceive the city. They are also beneficial to glean if and how people experience the rebranding 

initiative. Focus groups offer a unique opportunity to gather data via participant’s interactions with each other. 

Dialogue between participants stimulates a chain of responses, allowing for participants to build off their 

responses to one another. The participants of a focus group act as an ’audience’ to one another, opening space for 

participants to joke, argue, and tell stories. The intention of a focus group is not to reach consensus, but rather to 

gather a range of experiences, ideas, and opinions (Plummer-D’Amato, 2008, p. 69-70) 
 

Focus groups will allow for the evaluation and refinement of Brooklyn Park’s communication strategies. 

Public perceptions of Brooklyn Park can be gathered and assessed to gauge the effectiveness of the re-branding 

initiatives. Data obtained from focus groups can also be used to guide future branding initiatives. The questions 

and design of focus groups aim to answer evaluation questions 1-3.  
 

Evaluation questions: 

1. What branding techniques have been or are currently being successful in Brooklyn Park? 

2. What branding techniques have the broadest influence in Brooklyn Park? 

3. What branding techniques are the most resourcefully feasible for Brooklyn Park? 

 

Focus groups tend to consist of 6-10 people with an open discussion led by a moderator, the Project 

Facilitator of Community Development. An assistant moderator will also be present at each focus group to 

transcribe notes and assist in analysis. Six focus group sessions are recommended to collect a variety of data 

(three resident focus groups, three business owner focus groups) (Eliot & Associates, 2005) 

 

II. Considerations 

Focus groups concentrate on a small subset of the target population and may not give Brooklyn Park 

enough feedback for the project. When Brooklyn Park is setting up the focus group meetings, it is important to 

keep in mind the following: 

 There is a wide variety of stakeholders from all social and economic backgrounds. So, offering group 

times after work hours or on weekends is one way to overcome a work-schedule barrier. 

 Also, since the stakeholder pool is so vast, and is made up of a wide variety of groups coming from 

different social and economic backgrounds, it is recommended that Brooklyn Park offer interpreter 

services and refreshments. These are positive incentives that will encourage greater participation.  

 Being that Brooklyn Park covers a large land area, holding it at a central location that is easily accessible 

by various transportation modes is a positive factor to keep in mind as well.  
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III. Recruitment 

The ideal number of participants per focus group is 6-10. Therefore, 12 participants will be recruited per 

focus group to achieve this range with the expectation that not all individuals recruited will participate. 

Participants will be recruited through nomination and volunteer methods. Nomination occurs through key 

individuals selecting participants familiar with the project (residents of Brooklyn Park effected by the branding 

techniques). Nomination can occur through The City of Brooklyn Park staff through their work and/or at city 

hosted events. City staff will nominate through stratification, recruiting varying types of people to participate 

(age, gender, race, etc.). Nobody under the age of eighteen should be recruited for these focus groups. Volunteer 

recruitment occurs through posters posted on bulletin boards and relevant community centers/ gatherings. 

Volunteer recruitment can also occur in the city distributed newspapers and flyers. Contact information will be 

put onto the posters, including a contact person, phone number, and email, encouraging questions and inquiries.  
 

Once a group of participants is established a follow-up phone call will be conducted by the facilitator to 

confirm interest and availability. Time and date of focus group sessions will be offered to the participants to 

choose their desired preference. The time and location of the focus group will then be confirmed. A reminder will 

be sent out two days prior the focus group to remind the participant of the details of the focus group. The 

facilitator will comprise a list of participants, including contact information and chosen focus group time/date, and 

is shown in table 2: Example Participant Contact List (Eliot & Associates, 2005).  
 

Table 2: Example Participant Contact List 

Date Name Phone Available? Comments Address Confirmation  Date/time 

participating 

6/8/2017 Jane Doe 999-9999 Yes Bus token 14 Willow St.  Yes Mon 8/12 @ 6pm  

Next entry        

 

IV. Focus Group Questions1 

-Questions should only be seen by the moderator and assistant moderator  

-The purpose of the question is listed after each question.  The purpose should not be read to participants.  It is 

merely a guide for the moderator to understand the intended goal/direction of the question.  
 

Residents: 

1. What do you think of Brooklyn Park?  

Purpose: Discover resident perceptions of city. 

2. Why did you choose to live in Brooklyn Park among other cities in the metropolitan area? Purpose: 

Learn and understand why residents choose Brooklyn Park over other metro cities. 

3. a) What are the most important aspects of a city to you? (allow for participants to answer)  

b) How well does Brooklyn Park match those aspects?  

Purpose: Learn what residents value in a city and see how that differs from Brooklyn Park. Positive and 

negative. 

4. If you could move elsewhere, would you?  

                                                
1 The Focus group script, consent form, and demographics questionnaire can be found in Appendix A 
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Purpose: Understand if and why people choose to remain in Brooklyn Park.  Understand why people 

want to leave but cannot.  

5. What do other people that live here (in Brooklyn Park) think of Brooklyn Park?  

Purpose: Discover what participants think their neighbors think of Brooklyn Park. 

6. a) Give a short introduction to the branding initiative in Brooklyn Park- when it started, what it basically 

entails. Then ask 

b) Have you noticed the recent branding initiatives of Brooklyn Park? If so, what changes have you 

noticed?  

Purpose: Figure out if residents are aware of branding changes. 

7. If the majority of the group indicates that they have noticed the branding changes then ask the following 

question- Has your opinion about Brooklyn Park changed due to the rebranding alterations? If so, how? 

Purpose: Find out if rebranding techniques are effective.  

8. How do you think the way people see and think of Brooklyn Park could be improved?  

Purpose: Acknowledge that residents have invaluable feedback about being a resident.  Ask for their 

input as a resident to improve city perception.  
 

Business owners: 

1. What do you think of Brooklyn Park?  

Purpose: Discover businesses’ perceptions of city. 

2. Why did you choose to locate (or keep) your business in Brooklyn Park among other cities in the 

metropolitan area?  

Purpose: Learn and understand why businesses choose Brooklyn Park over other metro cities. 

3. If you could afford to relocate your business to another city, would you?  

Purpose: Discover if businesses are favorable to keeping their business in Brooklyn Park. 

4. Are there other barriers to relocating your business? 

Purpose: Find out if barriers to relocating business exist outside of monetary incentives (this is where my 

served population is, etc.).  

5. a) What are important aspects of a city to a business owner? (allow for participants to answer) 

 b) How well does Brooklyn Park match those aspects?  

Purpose: Learn if Brooklyn Park is a desirable city for businesses.  

5.  a) Give a short introduction to the branding initiative in Brooklyn Park- when it started, what it basically 

entails.  

b) Then ask: Have you noticed the recent branding initiatives of Brooklyn Park? If so, what changes have 

you noticed?  

Purpose: Figure out if businesses are aware of branding changes. 

6. How do you think the way businesses see and think of Brooklyn Park could be improved?  

Purpose: Find out how to make Brooklyn Park more desirable for current and future businesses.  

7. How could Brooklyn Park be a better location for businesses?  

Purpose: Acknowledge that businesses have invaluable feedback about being a business in Brooklyn Park.  

Ask for their input as a business to improve city perception.  
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V. Analysis:  

 

For all comments to be useful, they must be condensed into essential information using an organized and 

verifiable process.  The assistant moderator can transcribe all focus group tapes and insert notes into transcribed 

material.  Excel sheets will be used to clean up, categorize and analyze the data (Eliot & Associates, 2005, p.11). 

An example is shown in Table 3: Example Analysis Graph. 
 

Clean: Clean up transcripts by condensing and abbreviating comments.  Assign each participant a participant 

number and a group number (i.e. a comment from participant 6 in group 2 would be assigned the number 6.2). 
 

Compile: Create a separate Excel datasheet for each focus group. Within each datasheet, use one spreadsheet per 

question.  Label columns on each sheet: category code, participant ID, responses. The category code column is 

explained next (Eliot & Associates, 2005, p. 11-13). 
 

Categorize: When all comments have been entered look for common themes across the responses for each 

question. Lump these themes into categories and assign a letter (for Excel coding purposes). Note that sometimes 

themes might include more than one idea.  Use Excel’s ‘Sort’ function to group entries by the assigned letter 

categories. If some entries seem inconsistent for their category, consider re-categorizing, or adding another 

category.  It may be that one or more categories can be collapsed. Repeat this process for each focus group session 

(Eliot & Associates, 2005, p. 11-13). 
 

Synthesize: Once the categorization is completed identify category and sub-category heading titles.  

Analyze: Write ‘findings’ in an engaging narrative that describes themes in responses.  Note similarities and 

differences across groups.  Add powerful quotes to each sub-section. (Eliot & Associates, 2005, p. 11-13) 

 

Table 3: Example Analysis Graph 

Group 1: Residents 

  

Key:  

A – Family/Kids     B-parks     C-Affordability     D-Work 

Question 1: What do you think of Brooklyn Park? 

Category Code Participant ID Responses 

A 1.4 "I think Brooklyn Park is a good place to raise my family" 

B 1.5 "I like the parks here" 

C 1.1 "I think it is kinda dirty but affordable" 

A 1.2 "I've lived here my whole life, I just love it and would never move. My 

family is nearby so that's also convenient and important to me" 

D 1.6 I'm new to Brooklyn Park, I moved here to be close to work. I like it so 

far" 

C 1.3 "My wife is from here and we just got married. She likes it so much so 

we decided to buy our first house here. It was affordable and close to 

both our jobs so that's nice" 

 

Limitations: 

As noted earlier, focus groups, not matter how well they have been planned out and executed, will have a 

few limitations to overcome. First, it is hard to establish causal connection between branding intervention that 

could have changed the opinions of the residents. Also, there are other factors outside of the branding initiative 

that may affect perceptions. And even with the grandest of recruitment efforts, focus groups can have small rates 

of participation, and can take multiple sessions to get the desired outcomes, which can be inefficient and costly.  
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3.2 Tool #2 Opinion Poll 

I. Logic Behind the Tool 

Opinion polls are perhaps the easiest way to evaluate whether the perception of the Brooklyn Park with 

minimal time spent on it, but with great results if done by randomly selecting participants.  This method also is 

useful in increasing the communication strategies as requested by the staff because social media and surveys 

during city events will be mostly used. Advantage of using three opinion poll methods is the stratification process 

to randomly select participants.  Emphasis is given on random selection in this process. The best advantage of this 

method is the accuracy of the poll if done correctly.  The survey questions reveal the current perceptions of 

Brooklyn Park, a shift in perceptions negatively or positively, and how much the population is still unfamiliar 

with the brand of Brooklyn Park 

Also, serving a communication strategy: Brooklyn Park staff initially came with an idea of improving 

their communication strategies to gain a favorable opinion from public.  The surveys on the social media and 

YouTube will also serve as a tool to better reach the community they customize to reach.  It is great that these 

tools connect the evaluation with the communication strategy.  
 

II. Methodology 

Population Size 

According to the sampling theory, a sample of 1,000 participants is most feasible for Brooklyn Park. 

Gallup and other national organizations use sample sizes of between 1,000 and 1,500 for standard surveys 

because they provide a balance of accuracy against the increased economic cost of larger samples. Since the 

population of Brooklyn Park is just over 78,000, a sample size of 1000 is best to create accurate results. Also, 

keep in mind that the results are highly likely to be accurate within a margin of error of ±5 percentage points. The 

goal of a sampling is to come up with the same results that would have been obtained had every member of a 

population been interviewed. The key to reaching this objective is a random sample. 
 

Social Media Opinion Polls 

The opinion poll can be posted in Brooklyn Park’s social media such as Facebook for a nominal fee, and 

can also be boosted for a nominal fee. To reach 1000 people, the opinion poll needs to be boosted, and will have a 

maximum expense of $50Additionally, social media pages such as Facebook can be customized to reach to a 

certain age group, and a population that lives in Brooklyn Park, in Minnesota or in the U.S.  Limitation of this 

method is the fact that people who do not use social media will be left out, especially the older generation. 
 

Administration Meetings 

The opinion poll can be used during Brooklyn Park’s city hall events on IPADs the Brooklyn Park 

already has. Limitation of this method is the fact that people who don’t come to these events will be left out, and 

participants with strong opinions about Brooklyn Park will come to these events, which may create a selection 

bias. During administration meetings residents can also fill out demographic survey designed for focus group 

before the opinion poll. 
 

YouTube Opinion Polls 

YouTube charges a considerably higher amount for surveys, but can bring great response rates due to its 

popularity. To reach 1000 people, the opinion poll needs to be boosted, and will have a maximum expense of 

$3,000YouTube surveys can be customized to reach to a certain age group, and a population that lives in 

Brooklyn Park, in Minnesota or in the U.S.  However, since YouTube can reach on a larger scale, it is advised to 

use this method to get public opinion of Minnesotans, and the U.S through its customization. Limitation of this 

method is the fact that people who don’t use social media will be left out. 
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III. Opinion Poll Questions 

1. Do you have a favorable opinion about Brooklyn Park city of Minnesota? 

    Yes      No   N/A 

This question is an essential component of evaluating the perception of people who know about Brooklyn Park. 

N/A option is useful to filter out survey participants who are not familiar with Brooklyn Park, but also count how 

many people are unfamiliar with it. 

  

2.              Has your opinion about Brooklyn Park city of Minnesota changed to be positive? 

 Yes      No      N/A 

This question is an essential component of evaluating the positive shift in opinions of people who know about 

Brooklyn Park. N/A option is useful to filter out survey participants who are not familiar with Brooklyn Park, but 

also count how many people are unfamiliar with it. 

  

3. Has your opinion about Brooklyn Park city of Minnesota changed to be negative? 

  

Yes      No      N/A 

This question is an essential component of evaluating the negative shift in opinions of people who know about 

Brooklyn Park. N/A option is useful to filter out survey participants who are not familiar with Brooklyn Park, but 

also count how many people are unfamiliar with it. 
 

IV. Analysis 

After Brooklyn Park collects survey data, each respondent is assigned a weight so that the demographic 

characteristics of the total weighted sample of respondents match the latest estimates of the demographic 

characteristics of the adult population available from the U.S. Census Bureau. Analysts see whether the 

demographic data corresponds to the census estimates for gender, race, age, educational attainment, and region of 

a specified population. 
 

V. Limitations 

Opinion polls can be an extremely helpful and useful tool. However, in this case, there are a few 

limitations. First, since there are no previously recorded measurements, it will be difficult for the branding team to 

measure progress. Another limitation is the issue with self-selection bias. This can occur if a population is not 

selected randomly to participate in filling out an opinion poll. And lastly, skewed results can occur from low 

numbers in the population size. As noted earlier, we recommended that the Brooklyn Park team use at least 1,000 

responses to get high quality and useful feedback. However, if the poll is left up on social media accounts for an 

extended period of time to ensure that number is met, it can skew the results. Also, there is not an efficient way to 

monitor if someone has previously participated through the social media platform from those who have 

participated at local events.   
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3.3 Tool #3 Outcome Mapping 

I. Logic Behind the Tool 

Outcome Mapping is a methodology for monitoring development initiatives, like the one Brooklyn Park is 

experiencing. The outcome mapping process will help the Brooklyn Park team to specify the targeted 

stakeholders and the expected changes in behavior through the different branding strategies they use (Smutylo, 

2007). The Brooklyn Park team will use the outcome mapping strategy in a workshop format, which will allow 

the team to measure the changes in stakeholder behavior. Also, outcome mapping is a great tool to use alongside 

other tools we have presented Brooklyn Park. Outcome mapping can enhance the usefulness of data collected 

from focus groups and opinion polls, as well as the survey that Brooklyn Park already uses. 
 

II. Process 

Stage 1: Intentional Design  

 This stage will help the project to answer these four questions: 1) Why? (what is the vision to which the 

program wants to contribute?); Who? (who are the program’s boundary partners?); What? (what are the 

changes that are being sought?); How? (How will the program contribute to the change process?) (Earl, 

Carden, & Smutylo, 2001). 

 

Step 1: Vision - Describes the large-scale development changes that Brooklyn Park hopes to encourage 

Step 2: Mission - Spells out how Brooklyn Park will contribute to the vision and is that ‘bite’ of the vision 

on which Brooklyn Parks program is going to focus 

Step 3: Boundary Partners - those individuals, groups, or organizations with whom the program interacts 

directly and with whom it anticipates opportunities for influence. 

Step 4: Outcome Challenges - A statement that describes the desired changes in the behavior, 

relationships, activities, and actions (professional practices) of the boundary partner. It is the ideal 

behavioral change of each type of boundary partner for it to contribute to the ultimate goals (vision) of the 

program 

Step 5: Progress Markers - a set of statements describing a gradual progression of changed behavior in the 

boundary partner leading to the ideal outcome challenge. They are a core element in outcome mapping 

and the strength rests in their utility as a set of desired changes which indicate progression towards the 

ideal outcome challenge and articulate the complexity of the change process.  

Step 6: Strategy Maps - a mix of different types of strategies used by the implementing team to contribute 

to and support the achievement of the desired changes at the level of the boundary partners.  

Step 7: Organizational Practices - explain how the implementing team, Brooklyn Parks, is going to 

operate and organize itself to fulfil its mission. It is based on the idea that supporting change in boundary 

partners requires that the program team itself is able to change and adapt as well, i.e., not only being 

efficient and effective (operational capacities) but also by being relevant (Adaptive capacities). 
 

Stage 2: Outcome and Performance Monitoring, which is based on systematized self-assessment. (Earl, Carden, 

& Smutylo, 2001) 
 

Step 8: Monitoring Priorities - provides a process for establishing the areas of the project to be monitored 

Step 9: Outcome Journals (Progress Markers) - a tool for collecting data about the progress markers 

over time 

Step 10: Strategy Journals (Strategy Maps) - a tool for collecting data about the activities of a project 

Step 11: Performance Journals (Organizational Practices) collecting data about organizational practices 

Stage 3: Evaluation Planning (Earl, Carden, & Smutylo, 2001) 

Step 12: Evaluation Plan 
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It is important to note that outcome mapping can be customized to fit any program, and that if the project 

leads feel as if one step or process does not fit the program, it does not have to be used. However, outcome 

mapping is most efficient when all steps are used in the process.  

 

III. Choosing Participants and a Facilitator 

The use of the workshop method is ideal for roughly 18 to 25 participants. When choosing participants, 

outcome mapping is designed where it can include a full range of stakeholders, which are listed in the stakeholder 

grid. It is more beneficial to conduct the workshop with program staff, which in this case could include the 

branding initiative staff, and other staff that work within city hall. One recommendation would be to have the city 

council members and/or district members join the workshop 

There are two options to choose from when deciding on a facilitator: an internal or external facilitator. To 

get the most out of the facilitator, it is important to choose someone who is comfortable with outcome mapping 

methodology, along with other characteristics like a focus group facilitator. If feasible, it is advantageous to use 

both an internal and external facilitator. In doing so, the internal facilitator can use their background knowledge 

on the project, and pair with the external facilitators knowledge on the outcome mapping methodology, 

participatory research, and organizational change (Earl, Carden, & Smutylo, 2001). 

 

IV. Workshop Preparation 

If using an internal facilitator that is not fully aware of the outcome mapping process, it is important to 

allow time for a better understanding of the methodology to ensure a successful workshop is conducted. Either 

way, it is beneficial to introduce outcome mapping presentation to workshop participants.2  

Attached are worksheets to be used during the workshop, and are labeled for which step they should be used at. 
 

Materials needed: 

● LCD projector and screen 

● Workshop outline and schedule 

● Paper and Pens 

● 8 ½ x 5” CARDS 

● Markers 

● Flip Charts 

● Masking Tape 
 

V. Analysis 

Monitoring Data, Strategy Journals, and Outcome Journals 

 In regard to when data should be analyzed in the outcome mapping process, it should occur at the 

different stages of the monitoring processes. In other words, after monitoring of program support interventions 

and changed behaviors of the boundary partners (Van Ongevalle, Chipimbi, & Sibanda, 2013). 

 There are two levels of analysis that occur when analyzing strategy and outcome journals. The first level 

of analysis occurs during the completion stage of the journals, while the second level of analysis occurs during 

and throughout the implementation stages of the actual program activities. The output that will be provided after 

the first level of analysis will be the worksheet that is filled out during the outcome mapping workshop.3 In 

completing the second level of analysis, the goal is to use the gathered “indicators as an analytical framework 

when analyzing the outcome mapping journals” (Van Ongevalle, Chipimbi, & Sibanda, 2013). This analysis level 

will allow you to weed out the unwanted qualitative data, leaving you with useful aggregated data. Ultimately, 

                                                
2 On the outcome mapping Learning Communities Web Page, they offer training materials, and an Introduction to Outcome 

Mapping, and can be found by following this link:https://www.outcomemapping.ca/resource/introduction-to-outcome-

mapping-2 
3 An example of a completed strategy and outcome journal is provided in Appendix __ 
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this level will take “the qualitative data from the progress markers in the journals into a quantitative interpretation 

of the progress related to the results indicator” (Van Ongevalle, Chipimbi, & Sibanda, 2013). The gathered 

information from this second level analysis will thus inform program decision making, management, and 

intervention adjustments. This will help with the previous tools that have the limitation of being unable to 

establish some sort of a causal relationship between the branding interventions and the changing perceptions of 

the stakeholders. 
  

VI. Limitations 

For an individual that is new to the outcome mapping process, it can be overwhelming, stressful, and 

difficult to get desired participation rates. This method can be overwhelming and stressful if the facilitator is not 

trained in the process, which can risk misinterpretation and miscommunication. Also, when the facilitator cannot 

make the outcome mapping connection with the participants, the participants can lose interest in the project, 

which in turn can weaken the tool. It can be difficult to achieve the desired participation rates due to the extensive 

time commitment. Providing an outcome mapping workshop is necessary to be successful, and, when carried out 

correctly, cannot be completed in one day. Most outcome mapping practitioners recommend spending three days 

on the workshop. This time commitment can thus become a barrier to who can and cannot participate.  
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Appendix A 

Focus Group Materials 
 

Conducting a Focus Group: Script  

(Eliot & Associates, 2005, p. 9-10) 

 

Welcome: 

Thank you for agreeing to be a part of our focus group. We appreciate your time, ability, and desire in 

participating. 

 

Introductions: 

-Moderator and assistant moderator introduce themselves and explain their roles 

-Member of focus group introduce themselves  

 

Purpose of Focus Group: 

The reason we are having these focus groups is to learn about the ways you view and feel about Brooklyn Park.  

Your perception of Brooklyn Park is important to us and our work.  We need your input and want you to share 

your honest and open thoughts with us. 

 

Ground Rules: 

1. We want you to do the talking. 

We would like everyone to participate. I may ask your opinion if I haven’t heard from you in a while. 

2. There are no right or wrong answers. 

Every person’s experiences and opinions are important. Speak up whether you agree or disagree. We want to hear 

a wide range of opinions. 

3. What is said in this room stays here.  

We want you to feel comfortable sharing what you think and feel, even if it differs from others in the group. 

4. We will be tape recording the group. 

We want to capture your words and opinions. We will not identify anyone by name at any time in our report. You 

will remain anonymous. 

 

-Begin tape recording (after introductions to maintain anonymity)  

 

Icebreaker: 

Before asking the first focus group question, an icebreaker question can be asked to build rapport and comfort 

among the group members 

Example: If you had a limitless budget, where would you vacation and for how long? 

Example: If you could have any superpower what would it be and why? 
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Group Participant Demographics  

 

 

Brooklyn Park Focus Group Participant Demographics 

Date: Time:  Place: 

How are you associated with 

Brooklyn Park? 

▢ Resident 

▢ Business Owner/employee 

▢ Other 

How long have you lived/done 

business in Brooklyn Park? 

▢ Less than 5 Years 

▢ 5 to 10 Years 

▢ More than 10 Years 

If you are a resident of Brooklyn 

Park, do you: 

▢ Own housing 

▢ Rent housing 

▢ Other 

Your age: 

▢ 18 - 29     ▢ 50 - 59 

▢ 30 - 39     ▢ 60 - 69 

▢ 40 - 49     ▢ 70 - 79 

                    ▢ 80 and over 

Your gender: 

▢ Female 

▢ Male 

▢ Other 

 

 

 

 

Brooklyn Park Focus Group Participant Demographics 

Date: Time:  Place: 

How are you associated with 

Brooklyn Park? 

▢ Resident 

▢ Business Owner/employee 

▢ Other 

How long have you lived/done 

business in Brooklyn Park? 

▢ Less than 5 Years 

▢ 5 to 10 Years 

▢ More than 10 Years 

If you are a resident of Brooklyn 

Park, do you: 

▢ Own housing 

▢ Rent housing 

▢ Other 

Your age: 

▢ 18 - 29     ▢ 50 - 59 

▢ 30 - 39     ▢ 60 - 69 

▢ 40 - 49     ▢ 70 - 79 

                    ▢ 80 and over 

Your gender: 

▢ Female 

▢ Male 

▢ Other 
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Consent to Participate in Focus Group 

 

- You have been asked to participate in a focus group sponsored by The City of Brooklyn Park.  

The purpose of the focus group is to discover and understand how residents and businesses think 

and feel about Brooklyn Park.  The information learned in this focus group will be used to shape 

the course of branding techniques used by Brooklyn Park to improve the image of the city.  

- You can choose whether to participate in this focus group and stop at any time.  The focus group 

will be recorded but your responses will remain anonymous and no names will be mentioned in 

the report. 

- There are no right or wrong answers to the questions in this focus group.  We want to hear 

different opinions, viewpoints, and experiences in your responses.  We also want to hear from all 

participants.  We seek and desire your honesty, despite other opinions in the group.   

- We ask that only one participant speak at a time and that responses of all participants remain 

confidential.   

 

I understand this information and agree to participate fully under the conditions stated above: 

 

Signed: _______________________________ 

Date:__________________ 
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Appendix B 

Outcome Mapping Materials 
 

Sample Agenda 

 

AGENDA  
 

Day 1: 
 

8:30 – 9:00 am………Coffee 

9:00 – 9:15 am………Opening 

9:15 – 10:00 am………Introductions 

10:00 – 10:15 am……Break 

10:15 – 12:00 pm……Conceptual Overview 
 

12:00 – 1:00 pm………Lunch 
 

1:00 – 2:15 pm………Vision & Mission (Exercise 1) 

2:15 – 3:15 pm………Boundary Partners (Exercise 2) 

3:15 – 3:30 pm………Break 

3:30 – 4:15 pm……… Work on Brooklyn Park Case + Evaluation of Day 1 
 

Day 2: 
 

8:30 – 9:00 am………Coffee 

9:00 – 9:30 am………Review of Day 1 & Agenda for Day 2 

9:30 – 10:30 am………Outcome Challenges (Exercise 3) 

10:30 – 10:45 am……Break 

10:45 – 12:00 pm……Progress Markers (Exercise 4) 
 

12:00 – 1:00 pm………Lunch 
 

1:00 – 2:00 pm………Strategy Maps (Exercise 5) 

2:00 – 3:00 pm………Organizational Practices (Exercise 6) 

3:00 – 3:15 pm………Break 

3:15 – 4:00 pm………Exercise 6a 

4:00 – 4:30 pm………Work on Brooklyn Park Case + Evaluation of Day 2 
 

Day 2: 
 

8:30 – 9:00 am………Coffee 

9:00 – 9:30 am………Review of Day 2 & Agenda for Day 3 

9:30 – 10:30 am………Outcome and Performance Monitoring (Exercise 7) 

10:30 – 10:45 am……Break 

10:45 – 11:30 am……Using Outcome Mapping for Evaluation  

11:30 – 12:00 pm………Conclusion 
 

12:00 – 1:00 pm………Lunch 
 

1:00 – 4:00 pm………Working on Brooklyn Parks Case 

4:00 – 4:30…………..Evaluation of Course 
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Workshop Checklist & Instructions for Facilitators 

 
Instructions for Facilitators 

1. Summary sheets are summaries of materials used for training and facilitation of Outcome Mapping – 

they do not replace these materials 

2. Facilitators should review the appropriate sections of Outcome Mapping:  Building Learning and 

Reflection into Development Program by Sarah Earl, Fred Carden, and Terry Smutylo (IDRC, 2001) 

before the workshop session.  The summary sheets are for quick reference only to clarify issues, 

break deadlocks, etc. 

3. Make this process your own, and start with what your group needs – these summaries are intended to 

help you, but ultimately you should feel empowered to adapt sessions to your group’s needs. 

  

Stage 1: 
Intentional 

Design

• Step 1. Vision

• Step 2. Mision

• Step 3.Boundary Partners

• Step 4. Outcome Challenges

• Step 5. Progress Markers

• Step 6. Strategy Maps

• Step 7. Organizational Practices

Stage 2: 
Outcome & 
Performance 
Monitoring

• Step 8. Monitoring Priorities

• Step 9. Outcome Journal

• Step 10. Strategy Journal

• Step 11. Perfomance Journal

Stage 3: 
Evaluation 

Planning
• Step 12. Evaluation Plan
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Stage 1: Intentional Design 

Step 1: Vision Statement 
 

Definitions 
The Vision reflects the broad human, social, and environmental betterment in which the program is engaged and 

to which it is contributing 
 

Facilitation Questions 
1. Imagine that in 3 –5 years the program has been extremely successful.  What changes will you have helped 

bring about? What are your partners doing differently? What have they achieved? In essence, what would total 

success look like? 
 

Facilitation Tips 
The vision reflects the broad human, social, and environmental betterment in which the program is engaged while 

the mission is that “bite” of the vision statement on which the program is going to focus. 
 

Workshop Exercise 
The output of this exercise will be a vision statement of about one-half page 
 

Timing 
2 hours, when combined with Mission Workshop exercise in Step 2 
 

Further References 
Facilitation Manual: Step 1, pg. 33-36 

 

Stage 1: Intentional Design 

Step 2: Mission Statement 

 

Definitions 
The Mission Statement is that “bite” of the Vision Statement on which the program is going to focus. 

The Mission Statement describes how the program intends to: 

 Operationalize its role in support of the vision. 

 Support the achievement of outcomes by its boundary partners 

 Remain effective, efficient, relevant and sustainable 
 

Facilitation Questions 
How can the program best support or contribute to the achievement of the vision?  What areas do you need to 

work in?  What do you need to do? 
 

Facilitation Tips 
 Mission and Vision are often combined in the group’s discussion – the facilitator can separate them in the 

drafting. 

 You can carry out an email survey in advance to create a draft vision & mission before the workshop 

starts. 

 Make sure there is a common language and purpose among the group by the end of this part of the 

process 
 

Workshop Exercise 
The output of this exercise will be approximately a half-page mission statement for the program 
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Timing 
2 hours, when combined with Mission Workshop exercise in Step 1 
 

Further References 
Facilitation Manual: Step 2, pg. 37-40 
 

Stage 1: Intentional Design 

Step 3: Boundary Partners 
 

Definitions 
Boundary Partners are those individuals, groups & organizations with whom the program interacts directly to 

effect changes & with whom the program can anticipate some opportunities for influence. 
 

Facilitation Questions 
1. In which individuals, groups or organizations is your program trying to encourage change so that they can 

contribute to the vision? With whom will you work directly? 
 

Facilitation Tips 
 The concept of boundary partners is quite specific in Outcome Mapping and it may take the group some 

time to catch on to the notion of planning, monitoring and evaluating around the people, organizations, 

and groups with whom they work directly. It is crucial to the development of the monitoring system so 

the facilitator may need to explain the concept quite a few times. 

 It can be helpful to point out that the notion of boundary partners is nested. (i.e. boundary partners are a 

subset of a program`s stakeholders) The program’s boundary partners have boundary partners of their 

own and even if this is whom the program ultimately hopes to reach, they are trying to do that through the 

people, organizations, and groups with whom they work directly therefore this is where they should plan 

for and assess results. 

 At first, the number of boundary partners identified may seem overwhelming in number.  Try to group 

similar boundary partners according to the type of behavioral changes sought.  Conversely, once 

categories of behavioral change have been identified, new boundary partners can be added to other similar 

ones.  Try to reach a small number of similar types of boundary partners, as defined by the kind of 

behavioral change you are seeking. 

 Differentiate between boundary partners & strategic partner (i.e. those with whom the program works but 

in whom it doesn’t intend to influence changed behaviors). 
 

Workshop Exercise 
This session will produce a list of boundary partners (people, organizations, and groups) that the program is trying 

to influence and effect change upon 
 

Timing 
1 hour 

Further References 
Facilitation Manual: Step 3, pg. 41-46 
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Stage 1: Intentional Design 

Step 4: Outcome Challenge 

 

Definitions 
Outcome Challenges describe: 

 The changed behaviors (relationships, activities, and/or actions) of a boundary partner. 

 How they would be behaving if they were contributing ideally to the vision. 
 

Facilitation Questions 
1. Ideally, in order to contribute to the vision, how would the boundary partner be behaving? 

2. Imagine that in 3 – 5 years the program has been extremely successful. What would your boundary partner be 

doing to contribute maximally to the vision? 
 

Facilitation Tips 
Outcome Challenge Statements: 

 Describe behavioral changes 

 Cover a single boundary partner 

 Set out the ideal scenario 

 Are linked to the vision 

Rather than composing each outcome challenge in plenary, the participants can be divided into smaller groups to 

write the outcome challenge statements and then come together to review and revise them. If there are enough 

participants, two groups can write the same outcome challenge statement and they can then be compared in 

plenary. 

 Outcome challenges statements describe the ideal change(s) in the behavior, relationships, activities 

and/or actions of a boundary partner. 

 Outcome Challenges are about the boundary partner, not the program. 
 

Workshop Exercise 
During this session, the group should develop one Outcome Challenge Statement for each boundary partner using 

this phrasing: The program intends to see [boundary partner] who [description of behaviors in the active present 

tense]. 
 

Timing 
30 Minutes per boundary partner 
 

Further References 
Facilitation Manual: Step 4, pg. 47-52 
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Stage 1: Intentional Design 

Step 5: Progress Markers 
 

Definitions 
Progress Markers are: 

 A graduated set of statements (usually 15 in total) describing a progression of changed behaviors in a 

boundary partner. 

 Changes in actions, activities & relationships leading up to the ideal outcome challenge statement. 

The program sets out what it would: 

 Expect to see its boundary partners doing? 

 Like to see its boundary partners doing? 

 Love to see its boundary partners doing? 
 

Facilitation Questions 
1. How can the program know the boundary partner is moving toward the outcome? What would they be doing? 

2. What milestones would be reached as the boundary partner moves toward the intended role in contributing to 

the vision? 
 

Facilitation Tips 
Each progress marker: 

 Describes a changed behaviour by the boundary partner. 

 Can be monitored & observed. 

As a set, Progress Markers: 

 Are graduated from easier to more difficult to achieve changes in behaviour. 

 Describe the change process of a single boundary partner. 

 The facilitator should be prepared to ask the participants to rethink their answers in terms of behavioural 

change and this may take several rounds of discussion to properly formulate a progress maker. 

 If a program has multiple boundary partners but the primary result to be achieved is changing their 

relationship with one another then it is possible to create a single outcome challenge and set of progress 

markers for the whole group. 
 

Workshop Exercise 
Develop, for each outcome challenge, no more than: 4 “expect to see” progress markers; 8 “like to see” progress 

markers; and 3 “love to see” progress markers.  

Use: Design Worksheet 2: Progress Markers to record the results (one sheet per boundary partner) 
 

Timing 
45 Minutes per boundary partner/outcome challenge 

Further References 
Facilitation Manual: Step 5, pg. 53-60 
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Stage 1: Intentional Design 

Step 6: Strategy Map 

Definitions 
A Strategy Map: 

 Outlines the program’s approach in working with the boundary partner 

 Indicates the relative influence the program is likely to have on a boundary partner 

 Helps pinpoint strategic gaps in the approach or if the program is overextended 

 Suggests the type of evaluation method appropriate to track and assess the performance of the program 

 Is a six cell matrix for breaking down strategies based on whether they are causal, persuasive or 

supportive and whether they are aimed at the boundary partner or the environment in which the boundary 

partner operates. 

 

Facilitation Questions 
1. How will the program contribute to the achievement of the outcome challenge over the next X months/years? 
 

Facilitation Tips 

 If the program is composed of a number of different partners employing strategies to promote the same 

outcome, the facilitator can use different colour printing to represent the different partners’ strategies on a 

single map. For example, a coordinating committee’s strategies could be listed in red, a research team’s 

strategies could be listed in blue, and a peasant organization’s strategies could be listed in green.  

 The strategy maps are nested in the sense that to put in place one strategy may require a number of 

different strategies. This is particularly true of the I3 and E3 strategies. For example, a program 

attempting to encourage tobacco control advocates to get involved in national health policy development 

might identify an E3 strategy of developing a network of policy makers, tobacco activists and health 

researchers program and evaluators. In order to do this, however, the program would have to offer 

training to the participants (I2) facilitate an electronic listserv (E2), provide a location for that group to 

meet (E1), etc. 
 

Workshop Exercise 
This session will yield one Strategy Map for each Outcome Challenge and set of Progress Markers (for each 

Boundary Partner).   

Use: Design Worksheet 3: Strategy Map to record the results for each.   
 

Timing 
1 Hour per outcome challenge 

Further References 
Facilitation Manual: Step 6, pg. 61-68  

 

Stage 1: Intentional Design 

Step 7: Organizational Practices 
 

Definitions 
Organizational Practices are the things that you do as an organization to: 

 Foster creativity & innovation. 
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 Seek the best ways to assist your partners. 

 Maintain your niche. 

This supports the notion that a program must change along with its boundary partners. 
 

Organizational Practices include: 

1. Prospecting for new ideas, opportunities and resources; 

2. Seeking feedback from key informants; 

3. Obtaining support of your next highest power; 

4. Assessing and (re)designing products, services, systems and procedures; 

5. Checking up on those already served to add value; 

6. Organizational reflection and sharing your best wisdom with the world; 

7. Experimenting to remain innovative; 

8. Engaging in organizational reflection.  

 

Facilitation Questions 
1. What do you have to be doing in order to remain effective?   

2. How will the program/ team operate in order to sustain itself and fulfill its mission? 
 

Facilitation Tips 

 The vision Have the group think of the program as an organization in its own right. 

 The program identifies organizational practices for itself, but not for its Boundary Partners. 
 

Workshop Exercise 
During this session, the group will develop a list of organizational practices the program should be doing in order 

to support the change process in its Boundary Partners.  Use Design Sheet 4: Organizational Practices to 

record the results.   
 

Timing 
Approximately 3 hours 

Further References 
Facilitation Manual: step 7, pg. 69-74 
 

Stage 2: Outcome and Performance Monitoring 

Step 8: Monitoring Priorities 
 

Definitions 
Monitoring Priorities identify whether the program wants to monitor: 

 Changes in the Boundary Partners (Outcome Journal, Step 9); 

 The effectiveness of its own strategies (Strategy Journal, Step 10); 

 Its functioning as an organization (Performance Journal, Step 11). 
 

Outcome Mapping Monitoring involves: 

 Systematic collection of data; 

 A process for regular learning & improvement cycle; 

 Encouraging the program to challenge itself; 

 Collecting & organizing, but not analyzing, data. 
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To do this effectively, the group must decide what can be monitored and establish priorities according to who will 

use the information and for what purpose. 
 

Facilitation Questions 
Base priorities on the intended use of monitoring data.  Do you want it to: 

 Improve performance through learning? 

 Help meet reporting requirements? 

 Supply information for a planned evaluation? 

 Inform publicity documents, communication activities, or case-study materials? 

 Support the learning needs of the boundary partner? 
 

Prioritize your information needs according to: 

 The degree of risk posed by the strategy, approach or partnership; 

 The degree to which the strategy, approach or partnership is central to the success of the program; 

 The degree of innovation associated with a strategy, approach or partnership; or 

 If the strategy, approach or partnership is a major concern of a partner or donor. 
 

Facilitation Tips 
When setting monitoring priorities, it is always important to be realistic about what can be managed given the 

available human and financial resources.  The facilitator confirms with the group that the priorities are realistic by 

asking, “Who will be responsible for collecting the data? How often will it be collected?” 
 

Workshop Exercise 
This session will help participants set realistic monitoring priorities, using Monitoring Worksheet 1: 

Monitoring Plan.  The Monitoring Plan will suggest a monitoring journal appropriate to the type of information 

the program wants to collect. 
 

Timing 
Approximately 1 hour. 
 

Further References 
Facilitation Manual: Step 8, pp. 83-86. 
 

Stage 2: Outcome and Performance Monitoring 

Step 9: Outcome Journal 
 

Definitions  
The Outcome Journal: 

 Charts boundary partner progress using progress markers 

 Sets starting point or benchmark 

 Captures details on changes in the boundary partner, contributing factors & actors, sources of evidence 
 

Facilitation Questions 
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1. How will the group determine values for high, medium and low rating so that they can be consistently 

measured over the course of the program.  Will the group count the number of partners exhibiting the change 

and/or the quality/ depth of change exhibited by the boundary partner? 

2. What method is most appropriate to gather data? 

3. If the program was doing really well and had gathered all this information [read the Outcome Journal], would 

that be illustrative of its work? 
 

Facilitation Tips  
Refer to Step 9 in the Facilitation Manual for instructions on facilitating this Step. 
 

Workshop Exercise 
To track progress, an Outcome Journal is established for each Boundary Partner using Monitoring Worksheet 2: 

Outcome Journal and Monitoring Worksheet 3: Program Response.  The journals are not filled out during 

this exercise.  Instead the monitoring process the program will follow is developed. 
 

Timing 
Approximately 30 minutes per Boundary Partner. 
 

Further References 
Facilitation Manual: Step 9, pp. 87-96. 
 

Stage 2: Outcome and Performance Monitoring 

Step 10: Strategy Journal 
 

Definitions 
The Strategy Journal:  

 Captures data on the strategies being employed to encourage change in the boundary partner; 

 Helps the program gauge its contributions to the achievement of outcomes and modify its actions 

accordingly; 

 Feeds into work planning. 
 

Facilitation Questions 
1. What do you need to be able to document on a regular basis? 
2. What would you like to be able to document on a regular basis? 

3. What would you like to be able to simply discuss as a group on a regular basis but do not necessarily need to 

document? 

4. What method is most appropriate to gather the data? 
 

Facilitation Tips 

 Even though there is no information to put in the Strategy Journal during the design workshop, the 

facilitator helps the group customize it as required and devise a monitoring process. 

 Some programs may prefer to simply use the Strategy Journal as a guide for conversation, while others 

may want to gather detailed information and evidence. 
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Workshop Exercise 
The facilitator will lead the process of customizing the Strategy Journal and developing the monitoring process.  

Refer to Monitoring Worksheet 3: Program Response and Monitoring Worksheet 4: Strategy Journal to 

gain commitment from individual participants on monitoring.   
 

Timing 
Approximately 1 hour. 
 

Further References 
Facilitation Manual: Step 10, pp. 97-102 

 

Stage 2: Outcome and Performance Monitoring 

Step 11: Performance Journal 
 

Definitions 
The Performance Journal: 

 Records data on how the program is operating as an organization to fulfill its mission; 

 Includes information on the program’s practices; 

 Feeds into work planning. 
 

Facilitation Questions 
1. What do you need to be able to document on a regular basis? 

2. What would you like to be able to document on a regular basis? 

3. What would you like to be able to simply discuss as a group on a regular basis but do not necessarily need to 

document? 

4. Will the group qualitatively describe its best examples (positive or negative) over the monitoring period and/or 

will it use quantitative indicators to count the number of times it exhibited the key actions for each practice? 

5. What method is most appropriate to gather the data? 
 

Facilitation Tips  

 Even though there is no information to put in the Performance Journal during the design workshop, the 

facilitator helps the group customize it as required and devise a monitoring process. 

 Some programs may prefer to simply use the Performance Journal as a guide for conversation, while 

others may want to gather detailed information and evidence. 

 Keep in mind that the Performance Journal captures on the Organizational Practices by the Program in 

support of its Vision and Mission. 
 

Workshop Exercise 

The facilitator will lead the process of customizing the Performance Journal and developing the monitoring 

process.  Refer to Monitoring Worksheet 6: Performance Journal and Monitoring Worksheet 3: Program 

Response for this session, ensuring that how information will be collected and by whom is clear. 
 

Timing 

Approximately 1 hour. 
 

Further References 

Facilitation Manual: Step 11, pp. 103-109 
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Step 3: Evaluation Planning 

Step 12: Evaluation Plan 
 

Definitions 
The Performance Journal: 

 Records data on how the program is operating as an organization to fulfill its mission; 

 Includes information on the program’s practices; 

 Feeds into work planning. 

 

Facilitation Questions 
1. What do you need to be able to document on a regular basis? 

2. What would you like to be able to document on a regular basis? 

3. What would you like to be able to simply discuss as a group on a regular basis but do not necessarily need to 

document? 

4. Will the group qualitatively describe its best examples (positive or negative) over the monitoring period and/or 

will it use quantitative indicators to count the number of times it exhibited the key actions for each practice? 

5. What method is most appropriate to gather the data? 
 

Facilitation Tips  

 Even though there is no information to put in the Performance Journal during the design workshop, the 

facilitator helps the group customize it as required and devise a monitoring process. 

 Some programs may prefer to simply use the Performance Journal as a guide for conversation, while 

others may want to gather detailed information and evidence. 

 Keep in mind that the Performance Journal captures on the Organizational Practices by the Program in 

support of its Vision and Mission. 
 

Workshop Exercise 
The facilitator will lead the process of customizing the Performance Journal and developing the monitoring 

process.  Refer to Monitoring Worksheet 6: Performance Journal and Monitoring Worksheet 3: Program 

Response for this session, ensuring that how information will be collected and by whom is clear. 
 

Timing 
Approximately 1 hour. 
 

Further References 
Facilitation Manual: Step 11, pp. 103-109 
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Outcome Mapping Worksheets 

 

Design Worksheet 1:  Program Framework 

VISION: 

 

 

 

 

 

MISSION: 

 

 

 

 

 

BOUNDARY PARTNER 1: 

 

 

 

OUTCOME CHALLENGE 1: 

BOUNDARY PARTNER 2: 

 

 

 

OUTCOME CHALLENGE 2: 

BOUNDARY PARTNER 3: 

 

 

 

OUTCOME CHALLENGE 3: 

BOUNDARY PARTNER 4: 

 

 

 

OUTCOME CHALLENGE 4: 
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DESIGN WORKSHEET 2:  PROGRESS MARKERS 
 

 

OUTCOME CHALLENGE: 

 

 

 

 

EXPECT TO SEE [BOUNDARY PARTNER]: 

 

 

 

1  

 

2  

 

3  

 

4  

 

LIKE TO SEE [BOUNDARY PARTNER]: 

 

 

 

5  

 

6  

 

7  

 

8  

 

9  

 

10  

 

11  

 

12  

 

LOVE TO SEE [BOUNDARY PARTNER]: 

 

 

 

13  

 

14  

 

15  
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DESIGN WORKSHEET 3:  STRATEGY MAP 
 

OUTCOME CHALLENGE: 

 

 

 
 

STRATEGY 
 

CAUSAL 
 

PERSUASIVE 
 

SUPPORTIVE 

 

 

STRATEGIES 

AND 

ACTIVITIES 

AIMED AT A 

SPECIFIC 

INDIVIDUAL OR 

GROUP 

 

 

 

 

   

 

 

STRATEGIES 

AND 

ACTIVITIES 

AIMED AT 

INDIVIDUAL OR 

GROUP’S 

ENVIRONMENT 
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DESIGN WORKSHEET 4:  ORGANIZATIONAL PRACTICES 

 
  

KEY ACTIONS 
 

1. PROSPECTING FOR 

NEW IDEAS, 

OPPORTUNITIES, & 

RESOURCES 

 

 

 

 

2. SEEKING FEEDBACK 

FROM KEY 

INFORMANTS 

 

 

 

3. OBTAINING THE 

SUPPORT OF YOUR 

NEXT HIGHEST POWER 

 

 

 

4. ASSESSING AND 

(RE)DESIGNING 

PRODUCTS, SERVICES, 

SYSTEMS, AND 

PROCEDURES 

 

 

 

5. CHECKING UP ON 

THOSE ALREADY 

SERVED TO ADD VALUE 

 

 

 

6. SHARING YOUR BEST 

WISDOM WITH THE 

WORLD 

 

 

 

7. EXPERIMENTING TO 

REMAIN INNOVATIVE 

 

 

 

8. ENGAGING IN 

ORGANIZATIONAL 

REFLECTION 
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MONITORING WORKSHEET 1:  MONITORING PLAN 
 

MONITORING 

PRIORITY 

WHO 

WILL 

USE 

THE 

INFO.

? 

PURPOS

E OF 

THE 

INFO.? 

WHEN 

IS THE 

INFO. 

NEEDED

? 

WHO 

WILL 

COLLEC

T THE 

INFO.? 

HOW 

OFTEN 

WILL IT BE 

COLLECTED

? 

HOW WILL 

IT BE 

COLLECTE

D 

PROPOSED 

MONITORING 

TOOL 

 

PROGRAM’S 

STRATEGY: 

 

 

 

 

       

 

STRATEGY 

JOURNAL 

 

PROGRAM’S 

ORGANIZATION

AL PRACTICES: 

 

 

 

 

       

 

PERFORMAN

CE JOURNAL 

 

BOUNDARY 

PARTNER’S 

ACHIEVEMENT 

OF OUTCOMES: 

 

 

 

 

       

 

OUTCOME 

JOURNAL 
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MONITORING WORKSHEET 2:  OUTCOME JOURNAL 

 
WORK DATING FROM/TO: 

CONTRIBUTORS TO MONITORING UPDATE: 

OUTCOME CHALLENGE: 

 

 

 

 

LOW = 

MEDIUM = 

HIGH = 

EXPECT TO SEE WHO? 

LMH  

OOO 1  

OOO 2  

OOO 3  

OOO 4  

LIKE TO SEE 

OOO 5  

OOO 6  

OOO 7  

OOO 8  

OOO 9  

OOO 10  

OOO 11  

OOO 12  

LOVE TO SEE 

OOO 13  

OOO 14  

OOO 15  
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DESCRIPTION OF CHANGE: 

 

 

 

 

 

 

 

 

 

CONTRIBUTING FACTORS & ACTORS: 

 

 

 

 

 

 

 

 

 

SOURCE OF EVIDENCE: 

 

 

 

 

 

 

 

 

 

LESSONS & REQUIRED PROGRAM CHANGES/REACTIONS: 
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MONITORING WORKSHEET 3:  STRATEGY JOURNAL 
 

STRATEGY TO BE MONITORED: 

 

 

STRATEGY TYPE: 

DESCRIPTION OF 

ACTIVITIES 

 

(What did you do? 

With Whom? 

When?) 

 

 

 

EFFECTIVENESS? 

 

(How did it 

influence the 

change in the 

boundary 

partner(s)) 

 

 

 

 

OUTPUTS 

 

 

 

REQUIRED 

 

FOLLOW-UP OR 

 

CHANGES 

 

 

 

 

 

 

LESSONS 
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MONITORING WORKSHEET 4:  PERFORMANCE JOURNAL 
 

WORK DATING FROM/TO: 

CONTRIBUTORS TO MONITORING UPDATE: 

 

PRACTICE 1. PROSPECTING FOR NEW IDEAS, OPPORTUNITIES, & RESOURCES 

EXAMPLE OR INDICATORS 

 

 

SOURCE OF EVIDENCE: 

 

 

LESSONS: 

 

 

 

PRACTICE 2. SEEKING FEEDBACK FROM KEY INFORMANTS 

EXAMPLE OR INDICATORS 

 

 

SOURCE OF EVIDENCE: 

 

 

LESSONS: 

 

 

 

PRACTICE 3. OBTAINING SUPPORT OF YOUR NEXT HIGHEST POWER 

EXAMPLE OR INDICATORS 

 

 

SOURCE OF EVIDENCE: 

 

 

LESSONS: 

 

 

 

PRACTICE 4. ASSESSING & (RE)DESIGNING PRODUCTS, SERVICES, SYSTEMS, AND PROCEDURES 

EXAMPLE OR INDICATORS 

 

 

SOURCE OF EVIDENCE: 

 

 

LESSONS: 
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PRACTICE 5. CHECKING UP ON THOSE ALREADY SERVED TO ADD VALUE 

EXAMPLE OR INDICATORS 

 

 

SOURCE OF EVIDENCE: 

 

 

LESSONS: 

 

 

 

PRACTICE 6. ORGANIZATIONAL REFLECTION & SHARING YOUR BEST WISDOM 

EXAMPLE OR INDICATORS 

 

 

SOURCE OF EVIDENCE: 

 

 

LESSONS: 

 

 

 

PRACTICE 7. EXPERIMENTING TO REMAIN INNOVATIVE 

EXAMPLE OR INDICATORS 

 

 

SOURCE OF EVIDENCE: 

 

 

LESSONS: 

 

 

 

PRACTICE 8. ENGAGING IN ORGANIZATIONAL REFLECTION 

EXAMPLE OR INDICATORS 

 

 

SOURCE OF EVIDENCE: 

 

 

LESSONS: 

 

 

 

 

DATE OF NEXT MONITORING MEETING: 
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MONITORING WORKSHEET 5:  PROGRAM RESPONSE 
 

 RESPONSIBLE 

PERSON? 

TIMING 

What should we keep doing? 

 

 

 

 

 

 

  

What do we need to change in order to improve? 

 

 

 

 

 

 

  

What strategies/practices do we need to add? 

 

 

 

 

 

 

  

What strategies/practices do we need to drop? (i.e., they produced 

no results, they require too much efforts or resources to produce 

results?) 

 

 

 

 

 

  

Has any issue come up that we need to evaluate in greater depth? What? When? Why? How? 

 

 

 

 

 

 
 

. 
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Monitoring Worksheet 6:  Reviewing the Logic of the Program 
 

It is important to review the logic of the program periodically to ensure that it remains relevant.  Based 

on practical experience, the program looks at whether new boundary partners have been added; whether 

others have been dropped; and whether the vision, mission, outcome challenges, and progress markers 

still make sense.  The changes in program logic can then be made to the documentation (for example, 

design worksheet 1 may be revised). 

 

This can be done as often as the program feels is necessary and can be as heavy or light as the group 

wishes.  It is advisable, however, to incorporate external opinions into the process (such as the views of 

the boundary partners, experts in the region or in the programming area, managers, donors, and others). 

The program should also reflect on its monitoring data. 

 

This group activity is not intended to be used in the Outcome Mapping design workshop.  This 

worksheet is intended for the program to use after having collected a substantial amount of data in the 

journals.  The process is as follows: 

 

1.  Read the vision statement Does this still reflect the program`s dream? 

 

2.  Read the mission statement Is this the greatest contribution our program can make?  

Have we been doing this? Why? Why not?  Should we 

add anything or take anything away? 

 

3.  Review boundary partners Is this who we are working with directly? Do we need 

to work with anyone else? 

 

4.  Review outcomes Do these accurately describe the ideals way that our 

boundary partners could act to contribute to the 

achieving of the vision? 

 

5.  Review progress markers Was the change process we set out accurate and useful?  

What now needs to be added or taken out? 

 

6.  Review strategies What did we plan to do?  Have we implemented these 

activities?  Why? Why not? 

 

7.  Review organizational practices Are we doing everything we can to maintain our 

capacity to support our partners? 
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EVALUATION WORKSHEET 1:  EVALUATION PLAN 
 

 

EVALUATION ISSUE: 

 

WHO WILL 

USE 

EVALUATION, 

HOW, & 

WHEN? 

 

QUESTIONS TO 

BE ANSWERED 

 

INFORMATION 

SOURCES 

 

EVALUATION 

METHODS 

 

WHO WILL 

CONDUCT & 

MANAGE THE 

EVALUATION? 

 

DATE (START 

& FINISH) 

 

COST  
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Additional Outcome Mapping Resources 

 

1. Outcome Mapping Facilitation Manual 

Sarah Earl, Fred Carden, Terry Smutylo 

 

Summary: This manual is an introduction to the theory and concepts of Outcome Mapping and as a guide to 

conducting an Outcome Mapping workshop. Section 1 presents the theory underpinning Outcome Mapping — its 

purpose and uses, as well as how it differs from other approaches to monitoring and evaluation in the 

development field, such as logic models. Section 2 presents an overview of the workshop approach to Outcome 

Mapping — including the steps of the workshop, as well as how to select participants and facilitators. Sections 3, 

4, and 5 outline each of the stages of an Outcome Mapping workshop, suggest a process that can be followed by 

the facilitator, and provide examples of the finished “products.” 

 

LINK: https://www.outcomemapping.ca/resource/om-manual 

 

2. Outcome Mapping Examples: 

 

LINK: https://www.outcomemapping.ca/resource/index.php?theme=3&action=search 

 

3. Introduction to Outcome Mapping - Presentation 

Sarah Earl, Heidi Schaeffer 

 

Summary: Outcome mapping includes a series of planning, monitoring and evaluation activities which can be 

used in a developmental evaluation. Outcome mapping focuses on the changes in behavior, actions and 

relationships of individuals, groups or organizations your initiative is working with directly and/or seeking to 

influence. The webinar is led by one of the co-creators of outcome mapping. This session will provide participants 

with a broad overview of outcome mapping and help them consider if it might be useful in their context. 

 

LINK: https://www.outcomemapping.ca/resource/introduction-to-outcome-mapping-2 


