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Q
So the first introductory question, so to speak, are if you could remind me your department and role within the department?

B4
Yeah, sure. I’m [B4] from the communications team and I’m a communications officer primarily involved with campaign planning, delivering for various services within the council and some external agencies if required as well.

Q
Okay, and can you remind me if you have used any social, media or web data analytics tools before?

B4
Not really, no but I use Google Alerts but other than that not very many. HootSuite has been used. It’s not really an analytical tool, so not really, no. I’ve done some campaigns involving Facebook, so we’ve used their insights and the advert manager data that is generated from any advertising we do but other than that nothing really.

Q
Okay, and often do you use Google Alerts or Facebook kind of insights?

B4
Google Alerts I get daily feedback from. Facebook depends upon if we’re running a campaign there. So I’ve only been back at work since January and have run a campaign that ran in March to April using Facebook and Adverts Manager and the Insights data and we have a campaign that’s been running from the end of June that will run through to September that will use those as well.

Q
What kind of campaign is it, if I may ask?

B4
The campaign it’s running at the moment is called Summer Saturdays and it’s a city centre vibrancy campaign, so it’s aimed at increasing footfall of people into the city centre and the time that they spend there and the money that they spend in the city centre. It’s all about generating income for retailers and cultural outlets and restaurants and social spaces in [City 2] City Centre.

Q
And the new one that is going to start?

B4
No, that is the one that’s running at the moment. The one from March that we’ve already run was called the Big [City 2] Switch and that was about collective fuel switching, so domestic gas and electricity bills and signing up to collective buying power. So rather than switching individually you ask people to sign up collectively and then an auction is held with all of the energy suppliers to get cheaper fuel for 10,000 people rather than one person, so, yes, that ran. We’ve also got a campaign that will be starting in September which we want to use social media for quite heavily, not just Facebook but Twitter as well, which is for the [District 1] Market.

Q
Which was one of the topics we covered in here.

B4
It’s one of the topics in the study, yes, so it was interesting reading.

Q
Okay, so having read this report for the [Council 2], how valuable do the findings contained in it appear to you?

B4
It was interesting reading for me. I have to admit that in terms of social media I use Facebook quite a lot both in work and outside of work and it’s something that I’m familiar with and comfortable with. Twitter I use to a much lesser extent and it was interesting to me to see the networks that had been identified through social media and it made me think about how I could use those more for campaigns. The issue that I had with this data, and it may be that I’ve just not picked this up in here, is about the audience that it reaches because there seems to be a lot of discussion about influencers and that seems to have been defined by the amount of content that they generate, rather than the audience that they’re reaching, or am I not picking up the audience side of things from this? The reason I say that is if I am planning an advertising campaign the first thing that I will do when I’m talking to media is find out what audience that advert will generate for us. So if we look at the networks that are built up here and some of the key influencers and if we are planning a campaign and thinking about using those influencers or those networks I’d want to make sure that if we’re trying to use that, then the audience that they’re talking to is going to be right for us. So there’s no point us trying to influence a key influencer who’s generating lots of content if they’re only reaching 100 people, for example. So that element of it seemed to be missing a little bit for me in here and that would have been really useful because, yes, there will be people who generate lots of content but we don’t know the quality of that content and we don’t know the audience that they’re going to be reaching and they were kind of missing bits of data for me in that.
Q
Okay, because this project obviously involved a few people and I’m not the person who actually was into those tools, so I wouldn’t be the most competent person to answer whether those tools offer the possibility to measure in some way the kind of reach.

B4
Yeah, absolutely, and I’m sure there will be tools out there that can do that. It was just, for me, the information went so far it kind of got me excited about thinking about how I could use but then that final bit of it was missing really about the audience is absolutely key because it doesn’t matter how much content somebody generates. If it’s not reaching the right people then they’re not really influencing anything.

Q
When you say that you refer to which kind of graph or finding specifically?

B4
To all of it really. This was the nodes diagrams, wasn’t it?

Q
Yeah. It’s a program called IssueCrawler that you feed basically some URLs into this program and it kind of sees which website links to which other website.

B4
So this was helpful, not this so much, it was more the key influencers information where I was concerned about the audience. 

Q
These are discussions.

B4
So it was all of this sort of thing really, so there’s lots of channels here of origin. I mean, the numbers aren’t that big either for this, so the kind of sizes of samples weren’t huge to give an accurate picture but certainly I’d be concerned about using this kind of data to plan a campaign when I don’t know who the audience is or how big it is or the quality of that audience as well. Some of them I know. For example, on some of these from [City 2] Forum we know that that’s a huge website but I think you need to delve a bit deeper. You can’t look at the data on face value and say “Well, he generates lots of mentions and lots of content so he’s a key influencer” because if you actually go into that site and have a look at some of the content that’s generated it’s not particularly qualitative and actually he doesn’t have that great a following on that particular website. So you need to understand who the people are, what they’re saying and how that’s received by the audience as well and that bit is missing, is how that information is being received by the audience and what their response to it is.

Q
So this is Brandwatch. This, for example, is still from the other paid-for tool – Meltwater Buzz – and here you have a kind of rank indicator that they use to measure influence in some way. I’m not sure this was explicitly explained in here.

B4
It did cover it a little bit. Like I say, it may be that I’m just not getting it. That’s entirely possible but it just, to me, didn’t seem qualitative enough to base campaign planning around and I’m coming at it from a campaign-planning perspective. A press person may come at it from a completely different perspective but I have to think about if we’re using that data we say “Okay, we’ll, we’re going to try and target those websites and some of the influencers on those websites” and I’d need more information about the sites and those users before I could do that.

Q
What kind of problems would you anticipate in using these tools in terms of the lack of qualitative kind of feedback you could get from that?

B4
I think if those tools don’t have that qualitative feedback and those kind of add-ons that we need then it could be that we just need to do some additional research. So there’s a resource implication to that or there may be another piece of software out there that can fill that gap and we would perhaps need to marry up the data from more than one source to make it useful for campaign planning. What it did make me do is think about how we could use networks, particularly on the nodes mapping that you had, how we could use some of those networks more effectively that were fairly obvious, like with public health campaigns. There was a huge network of websites there that were linked to the NHS and that was very useful just in terms of making me think about there are areas that we’re not really touching at the moment in social media that we could be doing much better. 

Q
Okay. I’m trying to find it. At the beginning, this one.

B4
Yeah.

Q
The IssueCrawler node.

B4
Yeah.

Q
When you spoke about the kind of Twitter analysis before were you referring to this one generated using NodeXL and Geffy? ((sp?))

B4
Yes. Again, thinking about at the moment when we’re planning campaigns we don’t really use Twitter in a cohesive planned way. It’s added on and actually we could be using all of these links much more effectively than we are.

Q
How do you use them at the moment?

B4
At the moment the Twitter accounts, so for the Summer Saturdays campaign the Facebook status updates are automatically tweeted to the corporate Twitter account. When we do the [District 1] Market campaign we need to make sure that activity we run on Twitter is Twitter specific rather than just linked, because the two work so differently, but there’s a resource implication with doing Twitter specific. I mean, Facebook in itself is a huge task. This picked up that we don’t have an awful lot of Facebook activity and that’s something that we’re addressing now. We’ve got quite a few corporate accounts for Twitter: the main @[City 2] Council one and then [District 1]Market, city centre. There’s a whole raft of them, so we need to make sure that when we plan our campaign we’re identifying the other Twitter accounts that we need to kind of reach that can help us expand our reach and that we’re doing something that is specific to Twitter as well, rather than just linking through from Facebook. Does that make sense?

Q
Yeah, it makes sense. So specifically, for example, this kind of map that you see here, which is the one with NodeXL and Geffy, ((sp?)) how would you use that concretely?

B4
((laughingly)) I’d need to think about that a little bit more because I don’t use Twitter that much and it’s not a social media channel that I’m that familiar with. When I read through this again yesterday it did make me think. Actually, there are already lots of interlinked Twitter accounts and a huge network that’s already set up and an audience that’s already set up, so we don’t need to start from scratch and try to reach lots of people. We can identify them through this kind of application, so probably in that way. Anything to make our job easier in reaching the people that we need to reach as fast as possible and as effectively as possible and this potentially, in my mind, could be used for that but I need to think about how to do that a little bit more thoroughly.

Q
Yeah. Apart from this kind of usage you described now could you think of any other ways the findings in this report could be ((‘feeded’ 0:14:23.1?)) into your work?

B4
I’m kind of thinking about this from a campaigns’ perspective specifically. I’d need to have a think about it more because there are so many different elements of communications and so many different services within the council who use social media in very different ways, and as an authority we are fairly new to social media. It’s something that we’ve only really started using properly this year. It will be last year with Twitter and I think we need to sit down as a service and think about how this can be applied to what we do but I couldn’t say myself without having more chance to think about it really. I only read through this report properly yesterday. I’m the kind of person who needs a bit of time to digest and have a think I’m afraid.

Q
So from a campaign’s perspective it’s about both monitoring and kind of promoting a particular project, which these tools would be helpful for.

B4
Yes, I mean, it’s helpful. For me, this would be helpful. I’d be looking to use these sorts of tools for planning the campaign and where would be the most effective channels for us to do that and then for monitoring how that campaign is working in evaluating at the end of it as well. So it’s the before, during and after for these tools and I’m guessing that these tools could be used for all of those three parts of that.

Q
Referring again to the findings in the report, how do they compare to your existing knowledge and perceptions? For example, the campaign which will start about the new [District 1] Market, how kind of do the findings in here kind of compare with what you already know?

B4
Pretty much what I was expecting really. I mean, a lot of the content that was generated was around [City 2] forum. There was some surprising websites in there that I wasn’t expecting to find and one – the SkyscraperCity website – which I wasn’t familiar with at all, so it’s something that I will make note of and make sure I monitor now. So it did pull information from some quite interesting sources that I wasn’t aware of, which is helpful.

Q
In another question I wanted to ask is about how do the findings that these tools generated that you saw in the report compare with other ways your organisation traditionally generates data? So I’m thinking of things such as surveys or consultations or other forms of feedback or are there any other ways you generate data basically?

B4
I imagine this is a quicker way of generating data. How long was this survey run over, this information gathered?

Q
Well, from, let’s say, the beginning of the project almost, until June.

B4
Okay. I mean, for me, this is a way of gathering unstructured data. So if we wanted to find out something very specific I think as an organisation we have to run a survey to generate the kind of information we really need. This is, for me, a good way of getting an idea of what people are talking about and what interests them and opinions, but that could be about anything. If we wanted to find out very specific detail I think we would have to use the traditional forms of kind of research to do that. So I think it gathers information but it’s a different kind of information than we’re currently getting.

Q
What kind of methods do you use from your job specifically to kind of do that sort of research?

B4
It depends upon the audience but we’ve done research for foster carers and doctors in the past where we’ve got a very specific audience, we know exactly who they all are, they’re named, so we’ve sent out questionnaires or we’ve set up an online questionnaire for people to complete that, if it’s about finding out something very specific. For the Summer Saturdays campaign about generating footfall into the city centre we’ve got some research being carried out by [City 2] University which will essentially be people out in the city centre with clipboards asking why they’ve come into the city centre, what they think about some of the activities and if they’ve seen the branding and the campaign materials. We’ve also got an online survey that mirrors that, that we’re promoting through Facebook and through press releases and that kind of thing, so it’s been fairly traditional kind of surveys done more than anything else.

Q
As you said, would that kind of findings and through these tools complement?

B4
Absolutely. I don’t think one would replace the other; I think they would enhance each other.

Q
Would other people in [Council 2] find these types of findings useful?

B4
Possibly. ((laughs)) Again, it depends upon who that person is. All of the communication work comes through the ‘comms’ team. It could be that we have cabinet members or councillors who’ve got an interest in kind of having their finger on the pulse and knowing what people are talking about, so this kind of information may be interesting to them but it would be about their specific area of what they’re working on, especially for cabinet members who’ve got a responsibility to specific services within the authority, so potentially, yes. Not to everybody generally but to some kind of key people I think it could be useful.

Q
So it would depend on the purposes and the framework of their work.

B4
Yes, absolutely. I wouldn’t say that this is the kind of information that everybody needs to have but I wouldn’t say that about any of the research data that we commission or that we hold. It may be useful for some services to tap into if they’re thinking about a comms campaign for us to be able to use that to tell them what people are already saying. It may be useful for social marketing where we can kind of take a barometer of what the public perceptions are or opinion is of a certain subject before we want to effect any kind of social change and then we can use that to evaluate afterwards whether that’s been a success in any part. So it could be useful for that kind of campaign specifically, as I say. I know I keep saying this but it needs a bit more thought. I need to think about how we could use it more but we have got some campaigns which are around changing attitudes or getting people to change what they do and actually getting opinion on that first could be really useful before we plan what we’re going to do, just to kind of get a feel for what public opinion is, or at least what some members of the public’s opinion is.

Q
Okay, and what kind of challenges do you anticipate when these kinds of findings would be disseminated in the comms team but also in also other services?

B4
Partly in understanding it. We have quite a number of staff within the comms service and certainly within the authority as a whole who are generally technically averse, where social media is concerned often get a little bit afraid of using it or don’t like using social media or don’t understand the differences between social media and traditional media that we’ve used for communications. I think there’s such a lot of information there – it’s a lot to take in – that we’d need to be quite specific in if we were to use these exactly what we wanted to get from it and have somebody who can make that information as simple as possible for people to understand within the organisation. I think a lot of this will be confusing to people.

Q
Why? Is there a certain degree of scepticism from people regarding social media?

B4
I think generally there’s a degree of scepticism about using social media. The information and the news that is coming out about people’s privacy being invaded and all of that contributes part of it but there are just staff who are a bit afraid of using it. We work for an organisation where if we send out a press release or we put a campaign plan together it’s signed off by numerous managers, by head of service, by the cabinet member involved with it. Social media is very immediate, so on a Facebook page or on Twitter you’re not getting that sign-off and it’s a dialogue rather than putting the information out there to be seen. So there’s the worry about accepting responsibility for that, I think, with some people. There’s the worry that they might say something that they perhaps shouldn’t. I know that’s certainly, with one of my clients, been a really big problem and she’s a bit afraid of using Facebook for that reason and there are a whole host of other concerns individually that people have as well. It’s a very different way of working from the way that we’ve worked as an authority before. There’s also that as [Council 2] we are prone to being criticised for everything that we do.

Q
Like city councils generally.

B4
Yes, I think city councils generally. If you go onto [City 2] Forum and type in [Council 2] there’s a whole raft of people having a go about the council and it’s just one of those things but social media makes that immediate. So if you have a Facebook page or a Twitter account it’s very easy for somebody to have a go and then you have to think about how you respond to that, do you respond to it or do you just leave it, kind of fall off the page? How often does that need to be moderated? There are lots of questions, which, as an authority we haven’t really thought about going forward. That is happening now but we’re still in the infancy of that happening.

Q
So [Council 2] would be, so to speak, at a crossroad regarding these new social media?

B4
Yes, definitely. We’ve just produced a social media policy for staff. We haven’t got any kind of social media policy – and we have policies for everything in the council – but we haven’t got a policy on the use of social media for communications but that’s going to come next, so this is useful for consideration of that.

Q
When you say “next” it’s in preparation?

B4
There are a small group of us who have seen this report. We’re hopefully going to take that to the next step of how we start to think about how we use social media as an authority and put some guidelines in place for staff that will hopefully make it easier for them to feel that they know what they’re doing with social media and they can take ownership of it a little bit. There is the expectation at the moment – the Summer Saturdays campaign’s a good example of this – that the client, who had been tweeting and linking their Twitter account to the Facebook page, hadn’t done anything specific on the Facebook page and mostly had been re-tweeting stuff on Twitter, have left us to do all of the social media stuff for the duration of this campaign with huge relief that they don’t have to do it anymore and actually they need to be getting involved with that so that they can take it on when the campaign finishes because we won’t continue with that, but they’re a bit afraid to do that and with a bit of guidance of “This is how often you need to moderate it, this is what’s acceptable, these are the sort of things you can say, this is what you need to seek extra advice from” hopefully that sort of client will be happier to move forward with it in the future. It’s just a bit of hand holding. Ultimately that’s what a lot of clients need is a bit of hand holding. They’re used to just coming to us and saying “We want to put an advert out” and off you go and actually that’s not really the way campaigns are going now. Social media is such a huge tool with a massive audience that we can’t ignore it and think as an authority we’ve had our head in the sand a little bit about using social media. Yeah, sorry, I’m prattling on a bit. ((laughs))

Q
No, not at all. It’s very interesting. So that would mean that the user of social media generally, but also through these tools, there would be a kind of interest to disseminate through other services or parts of the council as well?

B4
Yes, I think so. I mean, at the moment we have internal communication channels that we use and I think parts of this information would feed into some of the feedback we already give to councillors or to staff – not all of it but the relevant sort of chunks of it would be helpful. I think for the PR team this kind of monitoring, to know what people are talking about, could be really useful as well and it’s not something we do at the moment. They may have their own systems in place but we don’t have a single channel and it coming into the comms service that we can all have a look at, but as I said earlier, I don’t think this goes far enough. We do need to know that it’s all well and good that this is being talked about but we need to know what kind of audience that’s reaching as well. [District 2].info was mentioned on one of the diagrams and that’s a tiny website with a very small audience and so actually it’s not really that relevant but it was shown as quite a big influencer and it’s not really. So we’d need that extra bit of data to be able to pinpoint okay, this is being talked about in these places but these places here are the ones that we really need to focus on and make sure we’re responding to because, at the moment, we don’t have the resource to respond in all of those places. Does that make sense?

Q
Yeah, it makes absolute sense, which brings me to another question, which is about the kind of confidence you have in the findings generated in this report through these tools?

B4
I don’t have anything to compare it to. I’m assuming that there are other bits of software that can generate this kind of information, so it would be interesting to have a comparison to see what other pieces of software do. I couldn’t say how confident I am in it. It looks like it’s comprehensive but without a comparator I couldn’t answer that really.

Q
I think it is explained in this report regarding these two tools, which are broadly similar – Meltwater Buzz and Brandwatch – that although they work in a similar way the kind of same key words-.

B4
Generated different information.

Q
I think it was explained in this report, wasn’t it…

B4
It possibly was.

Q
…or mentioned at least, yes.

B4
((laughs)) Sorry. It possibly was. Yeah, I couldn’t say without-.

Q
A standard with which to compare it?

B4
Yeah, really, because this is new information for me, so, yes, it looks good and it’s useful. It’s also worth bearing in mind that some of the sample sizes of users and influencers and the information that’s pulled from here are really small.

Q
In what sense small?

B4
Small numbers of people. I can’t remember where it was. So, here, this is a really small number of people to draw any kind of conclusions from really. It’s not representative of an audience in [City 2]. It is tiny really but like all data you kind of take it with a pinch of salt and pull from it the bits that you think are relevant and have got the most authority.

Q
Yeah. So do you think the results are broadly representative then or partial, as you said? For example, about regarding the new [District 1] kind of campaign that will be coming up.

B4
Yeah, certainly from that, having looked around at not all of the sources there because there were so many but, yeah, I mean, they certainly seem to reflect the general conversations that are happening. In fact, there were probably more positive feedback in there than I would have expected from what I’ve seen, so, yes, it was helpful. I think, again, these sort of pieces of software cover with quite broad brush strokes and we’d need to drill down a little bit further and have a look at exactly what’s being said on those sites, because it just gives you an idea of some of the tones of voices and the content that’s being generated rather than very specific information, so I’d like to go on. What it does do is flag up these are areas that you need to have a look at and that was useful.

Q
Finally, how likely do you think these kinds of findings could be used within various services, starting with communications?

B4
I think this would be really valuable for us going forward. I’m not sure whether those three pieces of software in particular would be the best ones to use.

Q
Which ones do you refer to?

B4
The ones that are used in here – three or four.

Q
At the beginning? These here or the commercial tools like these?

B4
The commercial tools. I think we’d need to have a bit of compare to see what data we would get from others but I personally would like to compare what we’d get from others before we purchased anything, but I think it would be really valuable to have this kind of information in what we’re doing. We monitor press and we can see what advertising is being run elsewhere but we don’t really monitor social media and because it is massive now, it’s a mass-audience channel across a number of different platforms, it’s something that we definitely need to be aware of and on top of and this gives us a good heads up as to where we need to be looking and what we need to be doing.

Q
Just a second, I’m trying to see if I’ve covered everything. Do you have any other thoughts on the report that we haven’t touched upon?

B4
I don’t think so. As I said earlier, my main concern was the audience side of it. We need that have that kind of qualitative data. If we’re not familiar with a website or an area that’s been flagged up we need to have that extra bit of information to know which ones to target first.

Q
So a way of sifting the irrelevant from the relevant.

B4
Yeah, because influencers aren’t just about the number of articles or blog posts or whatever they produce. That’s just volume. It’s about who’s seeing that and what the quality is of that. So if it’s being seen by lots of people then that’s one factor but what are those people then doing with that information? That’s the influence for me. It’s not how many pieces are being produced and I don’t know if there’s any kind of software out there that would look at size of audience.

Q
Yeah. You’re referring to something like not only a tweet being re-tweeted X number of times but also how people might have used this tweet elsewhere.

B4
That and if a tweet has been re-tweeted, if something’s been tweeted how many people have seen that? How many followers has that person got and if it’s been re-tweeted how many people have then seen that one? What is the reach of it? Facebook’s great for that because it gives you that information and probably too much of it but it gives you all of that information. So that kind of information about the other social media would be really useful. We all love Facebook Insights here ((laughingly)) because it just gives you probably more information than we need but I’d rather have too much than not enough and this just doesn’t go far enough at the moment but it was very interesting reading, yeah.

Q
I’m hoping it was useful in some ways.

B4
Yes, definitely. I’ll definitely be using it when I’m looking at the market campaign planning.

Q
That pretty much covers it. You didn’t come to the workshop, did you, that we held on Friday?

B4
No, I don’t work on Friday. I wasn’t able to come. Did you cover more information?

Q
Yeah, there were a few tools – extra tools as well – that were covered, but this report contains a gist of it, I suppose, but it was an opportunity for people who came to kind of play around with these tools for brief periods of time. 

B4
Okay. So what’s the next stage then? Have you finished your work with us?

Q
This project has come to an end. It was a short six month exploratory project. Now, a next step will be we’re hoping to do some follow-up interviews in September with the people we’ve talked to that came to the workshop but people also who saw the report like yourself, in order to follow up and see whether these tools or findings were eventually used in some way.

B4
Okay.

Q
So because at the moment we’re capturing kind of the impressions of people or what they intend to do with it but in a few months’ time it would be really interesting to see what has actually happened to that. 

B4
Yeah.

Q
So I don’t know if you would be available in September?

B4
Yeah.

Q
It might be me; it might be someone else.

B4
Yes, I’m back. I’m off through most of August but I’m back in September, yes, so I will be here.

Q
Perfect.
Page 11 of 11

