
 

 

 

 

 

 

 

 

BETTER TOGETHER 
Making a Plan to Get Feedback You Can Use 
 

Building something new, or updating something that has already been 
implemented, requires a lot of work and input. And while your organization may be 
effective collaborators and have a network of partners that can help inform that 
process, it may not be enough.  

There are many points at which it’s important to step outside of your own 
organization or network to get broader feedback. For example: 

●​ If you’re making major changes to your organization’s approach or strategy. 
●​ If you’re developing a new initiative or program.  
●​ If your organization is considering a major branding change, such as your 

name.  
●​ If you aren’t getting traction on the issue you’re advocating for. 
●​ If something major happens, like an election or event, that could impact your 

strategy. 

This expert feedback can help inform your direction, identify challenges and 
solutions, and confirm – or challenge – your assumptions.  

Developing an effective feedback process that helps address your needs requires 
careful planning. If you’re not sure where to start, our guide below will help you think 
through how to lead an effective process. 

 



 

MAKING A PLAN 
WHY: Why Do You Need Feedback?  
There’s a few reasons getting feedback might be important for your effort and ways 
you can use it: 

●​ To define a problem. Sometimes, you don’t know why something’s not 
working as planned. Or you thought you had a good understanding of the 
problem, but existing attempts to address it aren’t getting traction. Feedback 
can help you understand what the challenges are that are keeping existing 
efforts from being successful. Is the root cause you’re trying to address not 
correct? Are you not reaching the right people? Is the messenger wrong? Is 
there something about the audience that isn’t being accounted for?​
 

●​ To identify the best solution. Sometimes, you know what the problem is but 
aren’t sure the best way to address it. Feedback can help you understand 
which approach is most likely to fix the problem and resonate with your target 
audiences. It can also help you understand the benefits and challenges, 
capacity needed, cost, and other factors of each approach.​
 

●​ To understand the context or landscape. Understanding the context for your 
effort – whether it’s socially, politically, geographically, or in some other way – 
can be critical. Feedback can help make sure your assumptions about the 
landscape and audiences you’re planning to engage are right. For example, 
surveying parents to better understand their priorities for their children or 
surveying voters to understand their opinions on current policies. ​
 

●​ To refine your ideas. If you’re considering updating or making major changes 
to an existing effort, feedback can help inform whether changes are needed, 
and if so what they should be. This could include a rebrand or a name change, 
a shift in the programs you offer, participation in a campaign or initiative, or 
something else. Or, it could help you know if what exists isn’t needed anymore. ​
 

●​ To gauge support. It might be that you’ve made decisions about the direction 
of an organization or program, and you want to get input on whether others 
agree that it’s the right direction. Getting input from your key audiences – 
such as your membership, donors, board members, or service users – can help 
you understand if you're on the right path or identify if they disagree with your 
direction. ​
 

●​ To inform your communication strategy. If you have a finished effort you’re 
ready to launch, feedback can inform your communication and outreach 
strategy. This could include testing messaging, getting input on spokespeople, 
or helping prioritize implementation activities. 
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WHAT: Defining Your Research Focus 
Now that you’ve clarified why you need feedback, the next step is to identify what 
you need feedback on and how you’ll get it. A few questions can help you get clear 
on the feedback you need: 

●​ What are you asking for input on? Getting clear on your priorities for input is 
an important first step. Start by identifying the list of topics you’d like to get 
input on through your outreach process, and start to think about the more 
specific questions you have related to those topics. For example, if you’re 
getting feedback on whether to launch a new program, priorities for input 
might be the need for the program, the fit with your strategy, how the 
program should function, or how to fund the program. For each of those 
topics, you would have more specific questions to help get you the feedback 
you need. ​
 

●​ What kind of feedback are you looking for? Feedback can come in a range 
of forms based on how you develop your process. Do you need high-level 
feedback with easily digestible data – which may be most useful for showing 
support – that could be gathered through a virtual survey? Or do you need 
more detailed feedback that dives deep into each person’s views or 
experiences – which may be useful for informing strategies around 
controversial issues or getting quotes of support – which would be best 
gathered through interviews or group feedback sessions? Understanding 
what kind of feedback you want will help you determine how you need to 
gather it. 

WHO: Targeting Your Feedback 
Once you understand the type of feedback you need, the next question is who you 
need feedback from: 

●​ Who do you want input from? Get clear on who you want this input from. In 
most cases, you’ll want feedback from the people who are either part of the 
target audience for your work or others who have expertise to lend to your 
issue area. Making sure you’re clear on the parameters can help you target 
your outreach efforts and make sure the feedback you get is actionable.​
 

●​ Do you have access to them or do you need another way to reach them? In 
some cases, you may have access to your feedback targets – such as through 
your broader networks, your email list, or at events. However, if you don’t have 
a clear way to connect, you may need to explore other options. Examples 
could be asking a partner to share through their networks on your behalf, 
exploring paid focus groups or surveys, or engaging an organization or 
business that can complete the research on your behalf.​
 

●​ How big of a pool of input do you need? Think about how many people you 
want providing feedback based on the kind of feedback you want. It could be 
that insight from 10 people is enough to get you the input you need, or you 
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may want input from 100 people to show support. Remember that you’re 
unlikely to get input from every person you reach out to, so you should build in 
some buffer to your outreach list.​
 

●​ Do they need background or context to be able to respond? In some cases, 
your audiences will need context, draft plans, or proposals in order to offer you 
effective feedback. In other scenarios, you may want their impressions without 
any background. Determining what is needed can help you make sure you 
have time to develop materials if needed and distribute them effectively. If you 
aren’t providing context, think about how to share enough during your 
engagements that they can react.​
 

●​ Consider potential barriers and find ways to address them. Think through 
potential barriers like confidentiality and access and what needs to be in place 
before you start sharing. For example, if your audience doesn’t speak English 
you may need to think about translation support. 

HOW: Collecting Feedback 
Next is to think about how you will collect your feedback. There are a range of 
options to consider, so the most important thing is to think about what will get you 
the input you need and is also feasible based on your time and capacity.  

●​ Think about the format you need. There’s a range of formats that you can 
use to gather your feedback. The type of input you need and how much input 
you need (which you identified in the WHAT section above) will help 
determine what format will work best for you – or if you need a blend of 
options. If you need high-level feedback, something like an online survey or an 
online or in-person short poll may work best. If you need detailed feedback 
that dives deep into your topics, small-group feedback sessions or one-on-one 
interviews may work better.​
 

●​ Think about what tools will support that format. In most cases, you’ll want 
to establish systems to help you gather and organize this feedback. For 
surveys, you’ll want to make sure you use a system that is accessible and if 
needed can be responsive as the respondent replies. If you’re doing interviews, 
you may want to consider transcript or AI tools to help you collect feedback. 
Other tools, like Miro, Mural, or other virtual white board programs can help 
gather input when you have a small group or are using a meeting session. ​
 

●​ Decide if you need incentives. Assess if you think your target audiences will 
be willing to make time to provide this input, or if you need an incentive (e.g., 
financial compensation such as a gift card or a donation to a charity of their 
choosing, raffle, a free resource, access to an event, etc.). Incentives are 
especially useful when you’re not well connected with or well-known by the 
audience you’re trying to get feedback from. 
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USING THE FEEDBACK  
Interpreting Your Feedback 
Once you have feedback, you need to think about how to interpret it. A few things to 
consider:  

●​ Decide what format or tools you’ll use for your analysis. You’ll need a way to 
distill your data, summarize feedback, and note key findings. An online tool, 
like a Google Sheet or Doc or a whiteboard program like Mural, that can be 
easily shared and added to may be a good option. There are also tools that can 
help you analyze your data. Most survey platforms will have built-in analysis 
features, or you can explore an AI tool such as Google’s Gemini. These tools can 
help pull some initial insights and distill findings to help inform your analysis.​
 

●​ Share it with your team. Interpreting the feedback will be easier when you 
have a team supporting your analysis. Determine whether your team can 
review the raw data or if you need to provide a summary of the data for them. ​
 

●​ Review what they liked and where they suggested changes. Looking at 
what received good feedback is useful, because it helps you understand what 
they valued and also helps you know what pieces to emphasize going forward. 
The feedback should also identify places where audiences didn’t like an 
approach or wanted changes made. ​
 

●​ Decide what to do with the feedback. You’ll get a lot of input through this 
process, but it doesn’t mean you can or should take it all on board. Talk 
through the changes that are on the table, and determine which are 
non-negotiables (either because they are critical to your organization’s 
strategy or approach, are a foundational aspect of the program, or are 
necessary for engagement of a key audience). For the ones that are possible, 
think about what changes you want to take underway and how to make them 
happen. 

Ongoing Use of Your Feedback 
Even after your feedback period is complete and the inputs have been implemented, 
there are a few ways to continue to use the insights you received: 

●​ Continue to reference the findings when it’s relevant. While you may have 
had a specific focus for your feedback period, you’re now sitting on a wealth of 
data about your audiences and issues. Make sure people understand what you 
heard, refer to the research regularly, and use those insights to guide future 
decisions.​
 

●​ Use the successes and challenges to inform future feedback periods. 
When you’re ready for a future feedback period, you don’t have to start from 
zero. Think about what worked well in this period (for example, you got some 
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great quotes to use in your outreach), where there were issues (for example, 
your outreach method didn’t reach enough of your target audience) , or if 
there’s something that you want to do differently the next time (for example, 
set aside funding to bring on support to free up your team’s time). Use those 
learnings to better plan next time. 

WHAT TO DO NEXT 
Once you have your feedback, there’s a few key steps that can help keep your 
audiences engaged and show you appreciated their time. These include: 

●​ Close the loop. Ensuring those that provided feedback are thanked is an 
important first step, especially if they volunteered their time. However, many 
appreciate when they can hear how the feedback they helped provide has 
been received and used. Consider sharing more about what you heard 
through your feedback process once you’ve had time to digest it. One 
example of how this could be done is an email a few weeks or months later 
sharing the high-level feedback you heard and what changes you’re making 
based on that feedback. ​
 

●​ Communicate about the input you received but respect confidentiality. In 
many cases, you’ll want to share about the input you received. It can show that 
you value input and that you’ve stress tested your projects or ideas. You can 
share the feedback you received as a report, or a blog post, or simply as talking 
points when presenting about your work. But it’s important to respect the 
confidentiality of those who provided feedback unless they’ve explicitly agreed 
to be quoted or referenced. 

QUESTIONS? NEED HELP? 
Is your organization considering gathering feedback? Contact us at 
hello@springboard.partners to talk more about how we can help! 
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