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Q
So I have a few introductory questions to begin with so just for the record could you let me know the department you’re working in and your role within the department?

B2
Yes sure my current role I'm intelligence manager in the strategy and resources team and that sits within corporate headquarters so I'm kind of in the corporate centre. My current role is intelligence manager I manage a small team that covers research, intelligence, consultation and engagement, which is carried out on behalf of either other services or corporate pieces of work such as producing the state of the city report. We use lots of data from other services systems and we also have things like customer segmentation data that we use. We have some tools that match customer data together to enrich the picture that we have for the customer and around consultation and engagement which has just recently joined my team. It’s just two members of staff within there so it’s a really small team but they do a really good job of providing a clear strategic direction for consultation and engagement within the council. So they have really good links with our communications team and with people in service areas who are wanting to carry out things like surveys and consultation and good links with third sector organisations and things like that. So it’s quite a broad range in role and team that I have. But we are going through an exercise at the moment to look at intelligence resources across the council so we can use them more effectively because we’ve got pockets of intelligence, so data analysts, consultation and engagement people, researchers out in other service areas and we’re looking at ways of better coordinating and having a more strategic approach to intelligence. So we’re just going through that process at the minute.

Q
Okay all right that clarifies things. And now the next question refers to whether you have within your team there is any usage of social media or web data analytics tools?

B2
No is I suppose the short and easy answer at the moment. No we don’t. Actually saying that within the team we have a data observatory the team manages which is a web based tool that provided public access to data and information about neighbourhoods and communities within the city and attached to that we’ve got a Twitter account but I have to say it’s not used very much or very well so we could get much better at publicising the use of the observatory but other than that at the moment we don’t. On the consultation and engagement side we tend to tap into resources within the communications team so if we’re wanting to get messages out about a certain survey or a citizen’s panel that's going on we would use colleagues in the comps team to help us get messages out in the right way to the right people but in terms of messages back in the other way we don’t have any specific tools particularly like you've mentioned in the research. Not at the moment but I think there definitely is potential.

Q
Okay so you have seen this [Council 1] report?

B2
Yes.

Q
Okay so thinking about the data present in the report how valuable do the findings appear to you?

B2
I think it’s a really good starting point for us. I think it really sparks some good ideas and forward thinking that we really do need to pick up on. I think that in terms of having that insight into, for example, the Twitter accounts, the people who are best to get the messages out there to get a spread is really invaluable, particularly in terms of marketing communication getting messages out there but what I would be really interested in is how we monitor what people are saying so if we’re trying to get a particular message out what are the conversations that are happening out there and how do we capture those and monitor the types of things that people are saying and get that insight back in again and try and use it in a more coordinated and informal way which is something we don’t tend to do at the moment. I think the communications team do a bit of a scrape of social media to look at what people are saying about issues and topics happening in [City 1] but tend to be more focused on issues and maybe some of the negative things but I think we could broaden that out to look at what people are saying, the conversations that they’re having more broadly so not just focusing on where the complaints are or the issues are but the more positive things that are going on as well.

Q
Okay and thinking about this particular report did you find any things that appear to you particularly relevant or useful?

B2
I think I really like the way that some of this is presented as well I think it’s really easy to understand and it’s really useful. But, hang on, in terms of some of the organisations or the websites that are highlighted some of them we would already know they’re the places that some of those conversations are happening but I think it’s quite comforting in a way for it to clarify that what we thought is the right thing but also to understand what the network and connections are between some of those but at the minute we don’t have that kind of picture and I think particularly for marketing for understanding who are the best people or organisations to go to to get those messages out there and get that spread is really powerful.

Q
Yes I think the marks you’re referring to were generated with a tool called ((Issue Crawler?)) so it marks linked content together. And then thinking about the later pages of the report ((0:07:02?)) did you find anything that were of particular interest?

B2
I haven’t had a look in any detail about any of the tools but I think it’s something that as an organisation we do definitely need to look at in more detail. And also for comparison purposes in terms of what other people are doing so if, for example, [Council 3] have done a particular campaign and used a tool and we’ve done something similar looking at the success rates and comparisons of various approaches and how they’ve worked would be really useful as well. To be honest I didn’t look as much at those tools.

Q
Okay. Because from what I understand the [Council 1] has already access to the Meltwater  parent package which looks at news.

B2
I understand they do but it’s not something that's in my area and I've not used it before but I think is it the Meltwater that we do have?

Q
Yes the Meltwater that is a secondary product linked to that one and that captures more of the social media side of things I think.

B2
Yeah but to be honest that's not my area I'm not really sure about that.

Q
Okay.

B2
I mean if you want to talk me through some of this that would be really helpful too.

Q
Yeah I could do so. So the idea with the kind of…because these are commercial tools after involver cost. The first one is free of access but has a kind of a learning curve to it but the other ones are basically subscription tools that are much easier to use in some respects but of course each tool does slightly different things than the other. So the Meltwater person and Brandwatch do rather similar things with a series of keywords they enable the user to tap into the social media content and analyse it. So there are various kind of presentations of the type of content so a conversation cloud, you can see the volume particular to those keywords, a conversation by channel and so on. And that's the idea of that.

B2
I think it’s really useful as well to understand what channels for certain, either conversations or certain issues have the most impact or have the biggest spread. So I think that's really useful and it’s something that I'm not aware of that we do and that kind of insight I think moving forward and learning from that and then applying it to what we do in the future would be really helpful and I suppose it’s balancing and weighing up the cost associated with some of those tools to the benefits that we get out of those so making sure that we’re clear on what we’re going to use them for, how we’re going to use it and what we’re going to get out of it because as you know most local authorities now haven’t got very much money so any investments that we do make we need to be absolutely clear what we’re going to get out of it. I think in terms of providing that insight and being more targeted and focused would be really helpful. 

Q
So you were suggesting that these types of insights that are present in the report could be used for various purposes.

B2
Yes.

Q
No only as you said for the kind of reputation management side or concentration on particular issues and the negative as you just said but also for…

B2
Positive as well to look at what works, not just what doesn’t work. I think that's something that I think it’s human nature I think we tend to focus on well we’ll learn from what didn’t work but actually the things that do work and we tend to get to know about the things that have gone wrong rather than something’s gone really well, there's some really good and positive conversations going on about a particular event or topic or something and getting that back in again would be really helpful and also to help stimulate more of those different types of debates and that sort of positivity rather than trying to fire fight some of the negative.

Q
Yeah so how would that positivity be channelled from the council?

B2
I think it could be in a number of ways. It depends what the issue is actually. I mean for example we have a citizens’ panel with around I think it’s around 4,000 panel members on there. So if we have a corporate survey or a service wants to run a survey about car parking charges for example we would use the citizens’ panel, get the surveys out to them, ask them to respond but also we’d use social media to encourage people and let them know this survey’s going on if you’re interested fill it in, we want feedback. That kind of thing. So it could be understanding, so once we’re getting that message out there I suppose some of the messages could be around the success or not of how the citizens’ panel itself is running or it could be about car parking charges themselves. So not many people are going to be happy with the introduction of car parking charges but if it’s set in the right context we could have some different messages coming back in or suggestions about how that might work and I suppose it’s channelling those to the right service areas or the right people but learning from the process of how we do that as well. So it’s directing that information back to the relevant people. 

Q
So it could be used both to promote particular projects or policies, focusing on the positives but also to probe into public opinion then?

B2
Yeah definitely and I think what we’re trying to move more towards rather than us saying we’re going to introduce this new initiative or we’re thinking about closing a building or something like that we need to get people involved at an early stage in that co-design, get public opinion about what is it they want from public services, how do they want them shaping, how do they want to design them with us, rather than us saying, “Well we think we’re going to do this, we’ve got a few options, you tell us what you think about those options,” so it’s that shift in involving people early on and getting their input and I suppose having that conversation rather than we’re asking these questions and then you tell us about those. So having a more open conversation and us understanding what conversations are happening out there as well. So not just being interested in well these are the things on our list what are people out there saying as well? What seems to be the key topics and issues that people are talking about.

Q
So less of a one directional feedback look but more interaction?

B2
Yes and I think that would be quite a learning curve for us as an organisation but I think we have identified that that's something we need to do and do more of and tools like this would be really helpful in supporting us do that but then I think we would definitely need to scope out what the direction of travel is and how we’re going to use them and who would need to be involved because it’s not just a communications team role it would need consultation and engagement people but also service managers so they know when they’re planning their services and developing their service plans that what people are saying out there and those messages are really useful in terms of shaping where we’re going in the future.

Q
And in terms of thinking back to the report how does it compare with existing knowledge and perceptions you have of the kind of themes covered or results?

B2
I think as I said earlier I think some of it resonates with some of the things we already know but then some of it, in terms of social media reach, it’s surprising how far some of the messages get out there and who the key people and organisations are to get to for those kind of things and that's the insight that I think we’re missing at the minute. So I think that's really powerful. I'm trying to look at some of these now. ((rustling of papers)) Was there anything else in particular?

Q
In the report?

B2
Yeah.

Q
Feel free to have a flick through.

B2
I think these are really useful, I'm not sure what you call the diagrams. So for example the [Initiative 1] Facebook page.

Q
Mm.

B2
In terms of some of the key people and the networks that they have, I mean in just a month I suppose for [Initiative 1] is aimed at young people so Facebook is quite well used. And then you look at for example the one about the six months connections for [City 1] Active Women page, that's much smaller and I suppose it’s understanding is it because the [Initiative 1] is aimed at younger people and younger people use Facebook much more or is it because [Initiative 1] are better at getting the messages out to the right people and maybe the [City 1] Active Women aren’t, I don't know. But it’s good at highlighting certain questions and then I suppose it’s understanding and asking some of those questions why and doing that further research underneath. Can you explain this one to me, so the ((0:19:33?))Fleet’s town hall?

Q
So I think this one is generated using not Meltwater or Groundwatch but other tools such as NodeXL and Gephy.

B2
So this tries to identify key influences?

Q
Yes. 

B2
Okay. So can you drill down into say the lump, the nodes or the little circles here?

Q
Yeah you can definitely zoom in and identify but I think the names that are placed on the graph refer to the kind of bigger nodes or key influences within the networks.

B2
Okay. And I suppose each tool has different ways of presenting their findings.

Q
Yes.

B2
I find those less helpful than some of the earlier ones and I think how the information’s presented back to who’s going to use it is really important because I suppose particularly from my team’s perspective within the intelligence team we’re always asking for feedback in terms of how we present data and intelligence information so it’s really clear, easy to understand for the audience and some of these are maybe less clear but I suppose who’s going to use it and their level of expertise. So somebody who has the skills and knowledge to understand those that's fine but maybe for other people who are less familiar it might not be as helpful.

Q
But I think you are very right in that the presentation is kind of…

B2
It’s key definitely and I think in terms of that ongoing use of the tool as well it can make or break whether people use it again or not because if they don’t understand what it’s telling them they’re less likely to use it again. Yeah extremely ((0:22:04?)) or they’re less likely to see the value in it as well and use the insight that it’s giving them.

Q
And these types of findings in the report how do they compare with other ways your organisation generates data? As you said there are consultation surveys, many other forms of feedback, what might be the differences between the findings in this report and the…

B2
I think it depends on the subject matter really so a lot of what we do is presenting data about neighbourhoods and communities so we have people who specialise in mapping data so we produce lots of maps which people tend to find quite easy to understand and easy to look at. So we do lots of mapping. We have some issues in terms of some people are really good at the data side of it but in terms of turning that into something simple and understandable for people who are less, I don’t mean to be negative, but people who are not used to dealing with data and understanding data, it’s making sure that we’re presenting in a simple way. So maps are really useful, simple graphs, charts, I think the word clouds are really good. And anything quite short and succinct that really highlights what the message is that you’re trying to get across. I think it does really, really vary depending on who’s produced the report or the analysis of information in terms of how it’s presented because we don’t tend to have common standards or ways of doing things it’s generally up to the person who’s producing that data, information, intelligence in terms of how they best way to present it if you like. So this is really good it gets the messages across but depending on the audience and depending on who you’re talking to you might tailor it differently to their needs and I think that's what we’ve probably got more mindful of. So if we’re doing something corporately and if we’ve developed a consultation and engagement toolkit to support people carrying out consultation and engagement, if we’re training or producing toolkits we’d tailor that to a particular service area so it makes it more relevant to them and brings in examples that would be useful to them. So I think you've got a good range of examples in here that most people could relate to. 

Q
So these would be effectively a complement to traditional ways of generating data in a sense?

B2
Yeah and I think in terms of some of this it could be really helpful. We use CACI Acorn data, I'm not sure have you heard of that?

Q
No.

B2
It’s a demographic profiling data set so it segments households or neighbourhoods into particular types so people who are, I don't know, more likely to be…so I suppose in terms of identifying the less affluent areas, the more affluent areas and understanding people’s needs and behaviours and you can map the data, identify where to target resources and that kind of thing and that's really useful in terms of marketing campaigns in terms of how people prefer to be communicated with and I think something like this overlaid on that kind of data and information will be quite powerful. So in terms if we’re thinking about getting certain messages out there thinking about these kind of tools and ways of working would be really helpful.

Q
Do you think there is a potential to learn new things from these kind of findings?

B2
Definitely yeah definitely because as I say like you mentioned before we do have the Meltwater tool which I haven’t used myself but I think it’s building on that and using these kinds of tools I think we could use it in many different ways and learning from the findings in this report it’s taking it on the next step and potentially piloting or testing out even some of the free tools would be really helpful as a starting point or looking at what other people or public sector organisations if they’ve used some of the tools how they’ve used them, what successes they’ve had, any learning that they could add into or give us some feedback on would be really useful. So yeah I do think it’s something that probably the Comms team would lead on but then it would need input from a wider range of colleagues.

Q
So from what you've said given that the council in terms of intelligence and research is so to speak at a crossroad do you think the way forward would be to decentralise or increase research resources within services, or strengthen the intelligence team to lead that effort?

B2
At the minute the resources are quite fragmented so we have a small corporate team and then there's pockets of resources within directorates and service areas in different levels in different service areas and at the moment lots of that activity isn’t coordinated or joined up. Certain pieces of work are but lots of it isn’t and what we’re trying to start to do is have conversations to try and start, not necessarily formalising into one central team but to remain having that capacity within service areas but having a common joint work programme and having that ability to move people and resources around so we can share skills and knowledge. Yeah and be a bit more efficient in how we work as well. So that's the journey that we’re on at the moment. It’s probably going to take a while and it’s going to be quite a cultural change and shift as well but we won't be increasing resources because we don’t have the funds to do that so it’s about making better use of what we already have.

Q
And thinking about what you’ve seen in this report what do you think will be the major challenges in terms of using the kinds of insight generated and as you said presentation might be one?

B2
Presentation. I think it’s promoting the use of these kinds of tools and the insight that it can give and having those real, tangible, examples to sell to people to say, you know, this is really useful, this is what you can gain from it, and building it into the things that we’re already doing, so it’s not seen as an add on or an additional piece of work or an additional thing to do, that it becomes this is part and parcel of the way we do research or the way we do communications and marketing. I think yeah there's probably a big exercise to do to get the messages out there and then it’s getting people to buy in and if we do need to buy tools it’s getting the funding to buy them as well which would potentially be a challenge. And it’s having the resources and the right skills to be able to do this kind of work and then making sure that we’re training appropriate people within service areas if that's appropriate or elsewhere to use them as well.

Q
Okay and finally having seen the report and the findings how much confidence do you have in the results that it yields or would you have in the results that it yields? Do you think these are more or less representative based on what you already know?

B2
Yeah I would say so. I think I’d need to spend quite a bit of time going through and doing a bit more detailed research myself to confirm that but I've read through a few times and I would say yeah definitely it would resonate and give confidence in the conclusions but as I say if we wanted to do that check and challenge then it would require a bit of an investment in time to do some, I don't know, sample checking or something like that.

Q
Okay. Do you have any other thoughts on the report or things we haven’t covered or you’d like to share?

B2
I don't think so at this stage. I think for me it’s really about thinking about…are you all right for time?

Q
Yeah fine.

B2
…what’s next and distilling this into a version that I suppose is digestible for some of our senior managers and leaders to say this piece of research has been ongoing and these are the findings and this is the potential in terms of, as an organisation, how we could use it and the value that it could have. So it’s that next step I think for me that would be really powerful and not losing that momentum because lots of research happens sometimes and then we move onto the next thing and it’s making sure that we use that valuable insight and move it forward.

Q
Yeah. And can you think of any other areas, apart from your team which would be very keen or where the possibility to experiment or use these findings or tools?

B2
Yeah possibly the locality teams. So within the city, the city is split up into three wedges and each wedge has an area support team and they work directly with communities, partners and members within their patch and they do a lot of local consultation. They have really good local knowledge so in terms of some of the work that they’re doing more locally and on the ground some of this could help them direct resources in terms of what they do and where they go and helping them front promote and market and also some of that insight in terms of what conversations are going on in their area to complement their local knowledge as well. So possibly yeah I think just generally in terms of our business planning and service planning as well and having some of the big messages from here feeding into what we do in the future and ways of working.

Q
How would that happen?

B2
How would it happen?

Q
Yeah.

B2
I think we would need to turn this into something digestible for senior leaders and managers, say these are the findings, this is the potential, this is what we’re proposing to do, get their agreement and sign off and then usually we would go and talk to key relevant people from there. So then that would be the locality leaders in those areas I described. More detailed work with the Comms team so we could talk, so we have a research and intelligence group that has representatives from my team and research and intelligence people within other service areas. So that would be a really good group of people to talk to as well. So there's a number of different areas and ways we could go with it. Is that okay?

Q
Yeah I think that covers all the questions I had to ask.

Page 9 of 9

