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Q
So to start with I have some kind of introductory questions, so if you could remind me the department and the role you fill within the department for the record that would be great.

B5
Yeah, my name’s [B5] and I’m Senior Communications Manager in the Resources and Strategy Directorate at [Council 1] and the role that I’ve fulfilled on this project is I suppose facilitating the different service areas and bringing the press and media team, customer services together to participate in the project.  Enabling key words in the initial part of the project, bringing together people for the workshop, working out who within the organisation would maybe benefit from having the feedback from the research and setting up interviews, things like that.

Q
And more broadly, your role within [Council 1] if I may ask?

B5
Absolutely, yeah.  I have a new job title which was sort of made up a couple of months ago, ‘meaning maker’ which is, trying to explain what it is that councils do, what do all the different services linking across the city, working out what our role as a council is in [City 1].  How we can help, how we can network people together, so my role as Communications Manager is quite a business engagement involved in that.  Working with our-, I mean we are a massive organisation nearly 30,000 staff, so internal communication and every now and again we get involved and our left hand not knowing what our right hand’s doing.  So sometimes part of my role is to say ‘hang on a minute – do you realise that the right hand’s doing this’ so there’s a lot of meeting and networking and communication involved. And I think networking is the big thing that we’re moving towards, so, moving away from hierarchical structure of an organisation to more of collaboration with ourselves and with other people in the city, other organisations and nationally as well.

Q
Okay, that clarifies things.  Now can you remind me if you have used any social media web data analytics tools before this project?

B5
Yes, I’ve got Klout and Kred and TweetReach, that’s pretty much it really.  

Q
And you have used those before workshop?

B5
Yes.

Q
Yes, okay.  So you were kind of aware of their possibilities, using them and so on.

B5
Yes.  And so that’s how this project became of interest from it, because we wanted to explore that a little bit further: a) from the knowledge that I had and b) because I thought it’s the next step for us as an organisation with-, we’ve got the basic tools, Twitter and Facebook and social networking sites but we haven’t got the ‘So What?’ element.  And it was that, that to me is the interesting part, because linking it back to my sort of new role in networking and or looking at how we can be influential, and how we can work with people, and how it-, how we can be more effective in what we do, because sometimes being popular doesn’t mean that you can get things done.  So it’s how we work out who the influential people in the city are and how we are better at working.

Q
Yeah, and how often have you used these and for what kind of purposes?

B5
Well, started off using Klout for my individual professional profile and then at that time Klout allowed you to put in other accounts, so I could look at our service level accounts to see how they were performing as such.  I knew it was superficial I knew that you can game it a little bit but it was interesting to see did it make a difference? So actually, could you use that information in when some of our senior managers or service areas are saying ‘our social media’s a waste of time’ would it back up the argument that maybe it isn’t a waste of time.  So I’d used Klout, I then had a look at Kred and I thought they were pretty similar and so I thought well fair enough, I’ll just stick with Klout because it looks a better interface. And then the other one, TweetReach that’s something that I was aware of and it did make a difference because it did provide the back-up that supported what we were doing.  So we could see how many accounts we’d reached compared to how many we would have done if we’d have printed leaflets for instance.  So there we had an instant response on ‘we’ve saved money’, because that saving the money is music to certain people’s ears who might not necessarily be interested in ‘so what difference does it make?’  So ((05:08?))

Q
Yeah, and what sort of-, did you get out of the workshop on last Friday?

B5
What did we get out of it?  Did I get out of it, me?  Right okay.  Finding out about the new tools, so DataSift and Topsy and-, and also looking at the more what I would call the more deeper analytic stuff so NodeXL and Geffy.  That was interesting from a-, and useful from a ‘it’s possible’, would I do it to that level myself?  Probably not, but what we would do is we would use that-, the fact that we know about that knowledge to run that information past our research intelligence teams to say ‘you can do this, if it’s of interest to you’ and it may help us should we need it. I think the Klout and the Kred and the Topsy and the quick fix stuff we would use that information to give to our social media account managers to say ‘this is something that will help you to show where you’re making the difference and where you’re not.’ So that’s where the workshop was useful.  It was-, for us it was and was there a difference between the paid tools and the free tools, yeah we found that there was, what we now have to do is work out whether the cost implication equates to the benefits that it will bring us, above and beyond what the free ones and what we already know.

Q
And you’re referring to Brandwatch and Meltwater Buzz?

B5
Yes.

Q
So, regarding these two last commercial tools would they be useful to the [Council 1] from your communications perspective?

B5
Oh absolutely.  Yes. We already have media monitoring but it doesn’t cover social media and from our channel shift point of view we will be moving towards more use of social media in how we engage and broadcast things so it would be useful to see in that channel what’s been picked up and then specifically from a reporting point of view, I think the free tools give you some information back, but I think in these packages it’ll put report templates in and you can put it in reports and then you can-, we can then circulate or automate the reports.  So that would be useful to us.  Again, it would be business case dependent on the price because I think what it would be is it’s not just a case of paying x thousand pounds to buy the plug-in, you’ve then got the staff time to set it up and then staff time to resource it and then sustainability for other staff members in the team being able to do it as well.  So that’s where we would have a look at that side of it.

Q
And in terms of the kind of possible uses of those tools what kind of purposes would they be used for.  Obviously you spoke already about the need to use a simple one such as Social Mention and so on, for various service areas to be able to monitor for example their Twitter accounts and so on.  But can you think of any other uses and if so, which tool do you have in mind?

B5
TweetReach would be really useful because it gives-, it shows the financial side of it.  I’ve forgotten what the name of the package was, but the one where you can compare two campaigns?  

Q
Social Mention.

B5
Social Mention yeah, that one would be useful because you can, you can have a look to see what the difference is, so it gives you some feedback yourself without-.  What else would we might use, Klout and Kred I think just to, as a superficial mapping exercise as to what difference are we making and ‘look what happened when we didn’t do this’ and how we could link various accounts together. I think that’s pretty much it.

Q
Okay, so it would mainly be focused on monitoring your social media accounts, or can you think of any other purposes?

B5
Other purposes, yeah, definitely another purpose would be we can see what’s been said  but then we can also see who’s saying it and who’s re-Tweeting what we’re doing.  If you take TweetReach for instance it would then allow us to connect with different people so we could-, because I’m a big believer in social media’s about two things, one is content and the other one is the people, the network and they are quite interchangeable.  So if you’re searching for content that gives you the people who are looking at it or if you’re searching for people it gives what they talk about.  So we’ve-, we can work on where are the conversations and where can we assist with that?  Where can we go to be involved in the conversations rather than barging up as a council and saying ‘hey everybody we’re here, we’re going to talk about this here’ rather than actually go to where the conversations are.  So that would be a benefit to us as well, finding out the networks.

Q
So for a prospective public engagement possibly or? 

B5
Oh absolutely. Yeah, absolutely.  Because I mean we know, we’re big enough to know that this, these channels aren’t broadcast trumpets they are two-way total engagement and that’s how they work. To make a success of it you’ve got to give a little bit to get a little bit back.  So-.

Q
In terms of promoting particular projects or policies, do you see any scope through the tools covered at the workshop? Because that’s another possible use I could think of.

B5
Promoting policies, what do you mean by that?

Q
For example you mentioned comparing through Social Mention for example how two policies are faring.

B5
Oh, right okay, campaigns.

Q
Yeah, campaigns.

B5
Yeah, absolutely I mean for evaluation purposes, of what we’re doing you mean?

Q
Yeah.

B5
To a certain extent, but I think, I think you would only-, Social Mention if you compare two campaigns and you got two different sort of responses, I think you’ve got to have a look at.  You’d have to be using exactly the same target market to get the similar response because one campaign might be aimed at all the people, another campaign might be aimed at younger people, so how they respond and how they react to that campaign might be totally different.  So just because you get one result for one campaign, and one result for another, doesn’t necessarily mean that the campaign is wrong.  Because the response that you might be getting from-, that’s been picked up on social media they might not be responding on social media, they might think it’s absolutely fantastic in how they choose to give feedback.  So-.

Q
Yeah, comparison purposes are trickier than-.

B5
Yeah, yes, so that’s why I think it is-, you get a superficial and then you can ask the questions ‘ah okay I wonder why that is, it could be this, this or this.’ But it allows us a thinking stage, so they are useful for that.

Q
And how do-, what is your perception on how these tools compare with other ways that [Council 1] generates information and data?  So I’m thinking of things such as surveys, or consultations or even other forms of generating data.

B5
How do they compare?

Q
Yeah.

B5
I think they allow us to do it in real time so they’re potentially quicker, they can give us a snapshot without doing a major survey, we could-, but we could use them more for major surveys but I think we wouldn’t replace what we’ve got because again, as I’ve just said it depends on the type of audience as to how they want to feed back to us.  And actually sometimes, we can do a load of work through our channels and people don’t want to engage with the council.  However, through social media we might pick up different views which we could as and complement to the traditional channels.  So we wouldn’t be looking at replacing the channels we’ve got, these would be add-ons.

Q
Complementary.

B5
Complementary.  Yes, yeah.

Q
Yeah. Thinking back to the range of tools covered at the workshop what do you think are their most significant kind of advantages or benefits rather, that’s more a correct word?

B5
((Long pause.))  I think there was a range of levels of-, or ease of access, so the simple ones can be used by pretty much anybody.  The more complex ones would be beneficial but would be used by the more specialist teams but either way it gives you a-, it allows you to collect data that’s out there without too much work.  So I think the benefits are that there is a different level for different stages in our organisation and the speed of which you can do that.  Once you’ve got it set up, then obviously other than the-, if you’re pulling a lot of data back in, is it Geffy or NodeXL?

Q
Well they do the same thing but Geffy offers more possibilities, so you take things from NodeXL put them into Geffy and-,

B5
Well one of them took a lot of trawling time didn’t it, if there was a massive search?

Q
Yeah, that would be NodeXL because there’s a limit to how much data can be extracted per hour, so it times out every ten minutes.

B5
Yeah, but if you build that into the-, then you know you’re going to get something within two days, whereas using the more traditional methods, it could be more expensive and, longer.  And then there’s probably a lot of manual inputting to get it to go through whatever the tools that we would-, that would-, crunch in. So I think the flexibility of the range of tools that was offered was great, and what they do was equally good.

Q
And how in your characterisation between the kind of free simpler tools being able to be used by virtually anybody and the more kind of complex tools requiring more expertise so to speak.  How do you think the two commercial lines Meltwater Buzz and Brandwatch kind of fit in, in these two characterisations? Would they be able to be used by the broader range of people in the [Council 1] or?

B5
No, because I think the way that we would bring them into our organisation would be based on fitting into a line of work so Meltwater and Brandwatch it would probably fit within a horizon scanning sort of data team, so press and media, customer services, that side of the team.  Then, they would use the skills and the reporting and the templates to then cascade what had been found out and flag it if we thought it was of sufficient high level.  I don’t think we would expect-, and also there’s a costing implication no doubt on the amount of licences.  So therefore we’ve learnt from past history that we wouldn’t buy multiple licences and give them out because they wouldn’t get used, because people wouldn’t understand the context with which they were being given it; ‘what does it do, well I don’t know.’ So therefore we would use-, we would base it on the people who are likely to get the benefit from it and then to share that-, their-, add the value that they add by using it cascade that out.

Q
Okay.  Can you think of any potential drawbacks having attended the workshop to the tools we covered?  If so, could you be specific about some tools you would have in mind and their related drawbacks.

B5
NodeXL, unless we gave it to someone who’s particularly interested in research and databases and that side of it, it probably wouldn’t get used.  Then if we didn’t use-, if we were-, if it was going to get put in a team that they only did it once every three weeks, and it wasn’t a major part of that person’s job it would probably get not used, it would be too difficult, we’d forget how to use it.  Or other issues may be compatibility with the IT infrastructure that we’ve got, but we could get round that if we’ve made the business case that we’re going to do this, then that would be part of that, so that’s not necessarily an issue. What was the question again?

Q
Potential drawbacks.

B5
I suppose on the free tools there could be ‘well, how do we know they’re right?’

Q
So things like Kred, Social Mention, TweetReach and so on?

B5
Yeah, the perception of are they-, are they of sufficient gravitas to set them to take data from?  So what if somebody’s got an influence score of 62, so what? Where’s the national scales or where’s the best practice that says that, there’s that side of it. The drawbacks are that if we built that into one of our workflows and then Kred finished, a bit like what’s happened recently Posterous Blog that just went down because somebody bought it.  Or if they then decided that they were going to charge for doing it, there’s potentially a drawback there.  So what-, if we were going to promote these tools as part of our workflow we’d have to say well the business risk is that they might not be there the end of the week, or next month or they might change the algorithm so what happens if you’re influenced one way with 61 and the next week it’s 56, but actually it’s out of 90 rather than 100.  The perception might be you’ve dropped five points, so and actually that happened on Klout a couple of weeks ago.

Q
Ah really?

B5
Yeah my score went up from 55 up to 63 for about two hours and I thought ‘hang on a minute what have I done, what’s happened to do that?’ and I went and checked and it put the 63 on the icon on my phone and then I went back two hours later and it was back.  But then about four months ago they recalibrated and it went up from 47 to 51, just like that and then-, and also I used to link to WordPress Blog and a lot of my activity was on the WordPress Blog and then for some reason Kred Now-, sorry Klout no longer takes into account WordPress but it never really pulled it across anyway.  So, there’s a little bit of scepticism around those and you only tend to see that scepticism if you use it, more but there are people who will think well it’s not irrelevant. So we understand them for what they are.

Q
And thinking of Brandwatch and Meltwater Buzz having played around with them at the workshop.

B5
Quite complicated to set up I would have thought, so we would only give it to people who were going to be using it on a daily basis and we would make-, obviously if we were going to buy it, we’d have the need for it we wouldn’t buy it as a solution to a problem that we didn’t think was a problem. So-, because it looks to me like it needs an awful lot of setting up and we probably wouldn’t use all the whistles and bells on it but we have to give the person or the little team who was going to do it capacity to play with it and see what the potential for it is.  I mean we know what the basics are but there will be other stuff that we could do with it.  So, and for the difference between BrownWater and Meltwater Buzz, they did slightly different things, I think one of them looked at comments in, was that Meltwater?

Q
Meltwater Buzz picks up comments and there’s a news article as individual kind of instances of a mentions or posts.

B5
So I think what we’d do is we’d have to have a look at how that sat with the rest of our media monitoring offer and then we’d have to link it in with-, because initially it would be presumed as a monitoring time thing and we know there are other stuff that-, about engagement and who it is and what the networks are and where those conversations are.  It would be quite easy to take the packages and just see it as monitoring rather than ‘what else can we do’ and ‘how else can we get involved?’

Q
In your job specifically, obviously you said the kind of free simple to use tools would come into play then like Social Mention or TweetReach and so on…

B5
And Topsy as well, I’d definitely use that and the ones that were quickish and get set up.  My particular role I would probably go to somebody if we did buy either Brandwatch or Meltwater, I would probably be on the subscription list that I would get the reports.  My role would be that I would be involved from a project base on ‘what is it we’re going to do with it? What reports are we going to run and who should it go to?’ How would we feed that information back to people so I’d have an interest in ‘so how is what it’s going to produce going to be of use to me in my job.’ I’d start from that rather than just churning stuff out.

Q
Yeah.  So picking up on that, who-, which other people or other services or departments would be finding those types of tools useful?

B5
The tools or the results from the tools?

Q
Well kind of both.  The tools you said it would probably be a more specialised team.

B5
The tools would be, I suppose customer services, press and media and research and intelligence teams, in using the tools.  Who would benefit from the use of the tools, well that would be senior managers involved in the service delivery or reactions to things that-, projects that they are doing where the knowledge is, where comment is being-, feedback is being picked up.  Obviously it will be useful for them to see the results of that.  I suppose it falls into our knowledge management people as to where our information is going and what have you.  So I think it’s got a-, I think there’s a definitely a-, for me that question has to be split in who would benefit by using the tools. Because what it would also do, it would show that-, those teams are adding value to the organisation in being able to give real-time information back that would allow us to tweak things slightly if things weren’t being picked up right.  Yeah, so.

Q
So you would distinguish between the people benefiting from the findings generated and the people who are using them obviously.

B5
Yes, yeah, definitely.

Q
How likely do you think the tools we covered at the workshop will be used?  Obviously you said the easier free to use tools can be immediately kind of-, it doesn’t really matter.

B5
We-, I will be pr-, I will be-, this week I’ve got two meetings of our social media account managers.  We started off-, we know we’ve got 69 Twitter accounts, so all the 69 Twitter account managers are being brought together this week and we will circulate the document showing all the tools and then what we’re going to do is we’re going to run sessions on.  Would people want to know more about Topsy and Klout and Kred and that sort of stuff?  I think we wouldn’t do that with NodeXL but if we were going to use NodeXL we would put that and Geffy into our research teams, so that because I think we’ve just replaced our, is it Acorn or demographic package.  Now we would offer the option for them to take that up so that if anybody around the council wanted that sort of information, it may be then we could do it and run it. So that’s how I would see those.  Meltwater, ((27:34?)) it will definitely be likely that we do an options appraisal on Meltwater or Brandwatch or another-, any others and then we will have a look at the cost of what else it’s going to give us above and beyond what we already get and what we know.  So I think we will have a look at every tool that you looked at and worked out the best place for us to circulate the benefits of somebody picking it up and using it.

Q
Okay, again it follows on directly from the last question what kind of challenges do you think will come up when using these particular tools?

B5
A bit of scepticism about the cheaper ones.  Some anomalies that will come up that within that, scepticism by the people who will be using them but scepticism by people who are being reported to.  I suppose on the Brandwatch and the licencing side of things and the IT side potentially, but that will be part of the business case side of things so we can get round that, but it will be-, but it would be an issue.  Pretty much what I’ve already covered really, so.

Q
Okay and there would be also financial challenge involved or?

B5
Yeah, because at the end of the day, whilst it allows us-, we report to various people and we don’t charge them for giving them that information, because we are one organisation.  But the issue is, why should our media team pay the £7,000 or whatever it was for Brandwatch, no Meltwater Buzz wasn’t it, £7,000 a year, something like that, that’s what the quoted cost was.  Why would that-, would we, would we decide if we are actually providing this service, that it would be top sliced off directorate we would probably say it’s a risk management tool therefore as a risk management tool, everybody-, it comes out of the central pot.  So there will be the discussion and debate around where that £7,000 comes from.

Q
Okay and I imagine there’s a dimension of demonstrating the value added of for example Brandwatch or Meltwater Buzz or?

B5
Absolutely.  Yes, yeah and I think that’s linked in because we already have Meltwater, the other part of Meltwater that analyses the news and media sites.  So chances are, we would get an idea of their collective pick up of info-, of stuff but obviously you can do it more localised potentially with these add-ons.  So that’s where the dilemma comes in, is it £7,000 worth of difference? Based on what we also know from Meltwater but also from all our other collective knowledge that we have from our communities and what have you.

Q
Yeah.  So in practice how does the exploration of whether it would be a benefit or not will be carried out?

B5
We will do an options appraisal on the two paid-for versions.  The ones that are not costed we will just say to people ‘here’s the results of the project that we’ve done with [City 1] University.  This is what-, these are some of the tools that you  can use, go away and play with them and see what you think but be mindful that it’s not the ‘b’ all and end all; take it with a pinch of salt.’ Then we will actually run workshops and show people how to use those sort of things.  So that’s how we’re going to do it.

Q
Okay.  And now how much confidence would you place in the tools we covered at the workshop? Or, yeah and a follow-up question to that is, do you think the results that you saw are broadly representative based on what you know and so on?

B5
Yes, I think they are because I think at the workshop the girls from the museum picked up something that they didn’t know about so, there was initial value from that side.  What value – okay, I would say the cheap-, the free tools are useful but they are not a deal breaker for making a difference as such.  In certain cases it will for us we will use those as an example of how we can show that the social media use and how we’re doing things is starting to make a difference.  So we will-, they are our fall-back, they answer the ‘so what’ question for us, so I’m quite happy that they are good enough for that, because they’ve got charts and they’ve got feedback and we can-.  It gives us enough information to change peoples’ opinions on why we’re doing social media and that’s good for that.  The professional tools then, yes there is value in knowing what they’re doing and actually you can see the differences between those and the free tools.  

Q
When you said ‘cheap’ tools you mean DataAssist which involves a very small cost or you meant the kind of free tools like Social Mention and?

B5
Yeah, well I club those together, free tools and the cheap, but the subscription ones, not the thousands of pounds that job. Yeah.

Q
Yeah, okay.  Now I want to ask a few things about this report, the one you shared about the findings, if you want to flick through it while I ask you a few things. Having read it, how valuable did you think the findings we generated for the two for example topics we covered, were?

B5
How valuable?  You were looking at what was captured and where it was captured, yeah?  I think the where it was captured was-, I struggled to sort of comprehend we told you who we thought the people who would be talking about it was and this has responded with the names of the people we talked, but I suppose you then see phase 2, so you can see who they are talking. So, if you look beyond the-, that side of it, it gives us other opportunities to look at and find out okay, so who are they, so the bit like we were talking, it’s not so much the data that it brings back, it’s who the networks are. That was useful definitely. With regard to the data itself on what was being picked up, it, I think in previous discussions as to the key words and what have you, it didn’t really appear to be localised enough. So, we wouldn’t really from the key word or the topics that we selected, I don’t think there was enough in there for us to go back to somebody and say, ‘ooh, you must see this because we need to change what we’re doing.’ But there were some-, I mean there were some useful information on who’s talking about it, but it wasn’t-, there was a lot of stuff that was picked up that wasn’t local enough. 

Q
Yeah, okay. And the-, how-, these findings in this report, how did they compare with your existing knowledge and perceptions regarding the two campaigns so health and wellbeing and the budget cuts?

B5
Health and wellbeing was interesting because it brought up some of the national stuff, so we could see what was going on in other places that we could then tap into and say ‘if we thought we were a little bit behind in [City 1], we’ve got some information to say, well actually look what they’re doing there or here or there,’ so that was useful. So that did give us information.  The budget cuts, to be honest we knew what was going to come back and it wasn’t that much different from what was getting picked up in the papers and in our other consultation methods, so it wasn’t-, there wasn’t anything that was picked up that we didn’t already know about. But that’s where, so it wasn’t anything in that I thought oh, this is really, really useful, it was-, so I’m still sort of-, it would be nice-, we don’t sort of have-, I don’t think we gave a topic that was really-, but that’s the nature of what we do, we do 600 type of services, so we’ve got to cover a wide range, so therefore it’s going to be tough for us to pick up stuff like that.

Q
I think I’ve covered most of these-, do you have any other thoughts regarding the workshop that we might not have covered?

B5
No, only the comment that I had on Friday at the end of the workshop where it might have been useful to have somebody from a research or data background in the project – I’m not saying it made massive difference but I think they would have had a comment or a ‘how useful would the more complex tools be’ to what they’ve already got from equivalent in other stuff that they pick up and how would that complement what they’ve got?   I think this-, are you wanting me to comment on the style of the workshop or presentation or?

Q
The tools themselves or any other thought you have regarding the matter.

B5
No, I think the project has been really, really useful and once again I’d like to thank you guys for involving us in that.  I mean I hope what you get back out of what we’re going to do with this, is as useful for you as what we’ve got out of it.  Other than what we said on Friday, I don’t think there’s anything else that-, I mean we understand-, the report’s in a language that we understand, so thank you for that, because it could have been-, the workshop it got a little bit deep at some times but then we knew that was going to happen and-, but I think if we’d have had the range of people including the research people then they would have plugged into that bit.  I found it useful because I can see that I can use that and we can give it to somebody for them to sort out.  For our customer service colleagues I think they’re just interested in a quick ‘what’s happening now’ scenario, ‘are we likely to get 400 phone calls in half an hour’ and if we know about something, can we go and interact and talk about it?  So, no other comments than that really.

Q
There is a possibility we will do some follow-up interviews in September because so far the interviews we’ve been doing are more to do with the workshop and the findings and because people didn’t have time to process all that, and play themselves with all that, we don’t know what will actually happen in a few months, so would it be okay to re-contact you for instance.

B5
Absolutely, yeah because I think we will definitely be running-, circulating the report to our social media account managers and doing some workshops with them on the tools, so in effect, cascading out what you’ve given for us we will do that with them and then by September we’ll have more information or do you know what, by using TweetReach this happened.  I’m now able to do this and we’ve now been able to get training for-, those sort of things. That I think will have more tangibles of because of this we’ve now got more buy-in for what we’re trying to do.  Yeah, so much as I can’t say that will be the outcome that is the outcome I would want from cascading the information about the tools. Yeah. So absolutely, yeah do contact me in September.

Q
Okay, perfect.
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