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Q
The first question is for the record. You’re a web manager, right?

B1
Yeah, I’m web manager at [Council 2].

Q
Okay and which department is that in?

B1
That’s in customer services.

Q
Have you had any kind of interaction with social media or web analytics before?

B1
Social media – yes. I run the ‘Sheff’ Council Twitter account, publish things on YouTube, publish photos on Flickr. I have a personal Facebook page and LinkedIn but those two are not council related.

Q
Okay, but have you used any web analytics?

B1
In terms of analytics our websites use some. Our website is collated using Google analytics, so every day I have a quick look at Google analytics to see use of the website, any particular problems, identify pages that show the 404 Error page – things like that, yeah.

Q
Now about the workshop I have a series of questions, so could you first of all tell me what did you sort of get out of the workshop?

B1
Firstly, that there are some good tools out there that give you some really good insight into the influencers and who’s influencing who around particular topics and the timeframe in which topics are being discussed and peaks and troughs and what have you, yeah.

Q
Do you remember which two you had in mind?

B1
The first two really.

Q
One was Topsy, wasn’t it?

B1
Topsy and Social Mention were the ones that I think I preferred the most. They were simple to use, they give you some instant information. I didn’t really need the full-scale data analysis because if you’re putting out some information and you want to know which people to influence the most to re-tweet, or whatever, your message, then you just want quick answers to right, it’s these people and that instant result. You don’t want to sort of spend a day trying to spot that and to pretty much pick out the same stuff just by looking at spread sheets and what have you. So we need kind of real-time answers, which is why I like those, and also when you’re analysing the success of a particular piece of communication you’ll be analysing it in a range of different channels and time is short again, so you wouldn’t want to spend so long looking at spread sheets and graphs and what have you. You just want pretty much an instant understanding of what was happening.

Q
Do you think these sorts of tools could be useful for your organisation – the two you mentioned?

B1
Absolutely, yeah. I’m pretty certain that most people that were on the workshop will be now looking at those or using those in the next week or so, yeah, definitely. For us, the thing about the workshop is it gives us an insight and an education of free tools without having to kind of go out and find those ourselves. I mean, we know there are other tools out there to do different things but there’s a kind of trust element as well, isn’t there, that if you guys think it’s worth us looking at, then we probably need to look at it. So, yeah, I thought the workshop was excellent, to be honest.

Q
Could you think of some examples of how these tools could be used, the two you preferred, and in what context, for what purpose?

B1
(One) We need to get our messages out, so we need to get things understood. So that might be a media campaign to do with some awareness of a particular project or an initiative in the city or it might be an awareness of a service. So you might be able to suddenly do something online that you weren’t able to do before like report a street light, so we need to get that information out there. We need to understand. We can do that across different channels but if we know that there are certain people in social media who can help us do that then there’s no reason why we can’t include them in the tweet or in the message to target them to do that. So reach is important, as I said in the workshop. Some of the dashboards kind of said potential reach. It is potential reach rather than actual reach because you don’t know how many people are active or whether they’re just county-active people. So from a customer service point of view it’s communications about services that you can do and with channel shift moving people away from more expensive face to face through telephone and onto the web you want to advertise you can do as much online as possible. You also want to myth-bust a little bit because websites evolve, which means they started off poor and they improve and maybe someone’s experience of it a while ago might not reflect how it is now, so you want to kind of get them over how they perceive the website used to be and tell them it’s much better now and it’s worth looking at and using. So, yeah, there’s channel shift, there’s service awareness, there is campaign awareness. There’s a little bit about perception of the organisation as well. Obviously social media, you can get a lot of negative on social media; you can get a lot of positive. In the council there is a kind of piece of work annually – or there used to be – which would measure satisfaction with the council or perception of the council and it’s never been very high. I’m not sure of the underlying reasons for that, whether they’re kind of political, reflect the political parties and what they’re doing or the kind of budgets we have or just what you tend to find in [City 2] is people love the services that we provide, like the activities, the libraries. So they might rate them very highly but if you ask them about the council they’ll be a bit sceptical of the council or rate it a lot lower. 

Q
That’s online?

B1
That’s just everywhere in general. So there’s opportunities there to influence the negative people to say “Actually, all those things that you love, ((laughingly)) that’s what we provide. You’re alright saying the council’s not very good when you love the libraries, you love the sports we do, you love the fact that we collect your bins, improve your roads and all the rest of it.” So there’s a chance there to change perception by understanding or persuading the negative people. If it’s quite clear that they just want to make themselves known by having a go at the council and that’s how they enjoy their status then we probably won’t pursue those, but at least it gives us an insight into who’s saying what.

Q
So that would be with some of the tools we covered at the workshop but I imagine because Topsy and Social Mention do not go very much in the detail of the major influences and so on out there, so would that involve other tools potentially?

B1
Yeah, if those two didn’t give us the complete understanding of the network then it would, yeah but in terms of NodeXL and was it Geffy? ((sp?))

Q
Yeah.

B1
I’m not sure there’s an existing role in the council for someone to use that information and analyse what’s happening. There may be roles in the council that do try to understand effectiveness of different things but that may be completely unaware of that at the moment. Now, [Person 1] ((sp?)) that attended with us ((0:09:32.9?)).

Q
From engagement, right?

B1
Yeah. Communications and his engagement role are part of one department called policy, performance and communications. They understand what’s happening in terms of performance. They know where we’re going in terms of policy and they communicate that as well, so there is a research element in that team, which I think he would either be able to lead or persuade people on, to look at social media tools. As anything in the council you’ve got to make sure that the time and the amount of money you can dedicate to something has a pay-off at some point, which is why, for myself, as you know, at the moment I am the only web resource in the council – full-time person. So my time is so thinly spread across the entire organisation, helping them improve things online as well as do social media, that I would never be able to spend the time to use NodeXL and what have you. That’s not to say I wouldn’t use reports from it if someone else set them up. I think they’d be quite useful but a lot of my job is improving the website. It’ll be a lot more, less and less, about using social media because we’ll try and move that. The reason [Person 2] ((sp?)) attended the course was that we’re looking to someone who had experience of being on the telephone and doing face to face and sits them in amongst those channels, understanding in real time what’s happening in [City 2] and then being able to either pre-warn services that something’s happening and then to react to them or to understand what people are asking for and then being able to say in social media “We’re getting a lot of requests for this. Here’s how you do it online. This is how you do it”, so my job will change. As well as looking at communications from the council and customer service from the council I look at overarching: This tweet from so and so would be interesting or useful for the city, so I’ll re-tweet those stuff, so I’ll probably look at re-tweets in the future and a bit less actual active tweeting. So [Person 2] might then expand into Facebook and other things because we attract a slightly different audience.

Q
So it would seem that the [Council 2] is at a crossroad, so to speak…

B1
Yeah.

Q
…in terms of where to take social media engagement further.

B1
Yeah. I think the communications’ guys need to use it more because they do a lot of press releases and campaigns and maybe they don’t use social media enough to make people aware of those. They give them to the local newspaper who then put their slant on them and put them out there, whereas it would be nice if we could publish our own information first and make people aware of it first. For ourselves and customer services, the more you use social media the more requests you get for services through social media. So if someone wants their bin emptied, someone wants the road gritting or thousands of people wanted the roads gritted during bad weather, they’re on Facebook. They probably know about the website but they’re on Facebook and we have an account on Facebook or Twitter, or whatever, and so they will just ask that account to do something. They will not think I need to go onto the website to fill in the right form, which will make sure it goes a damn sight quicker to where it needs to go. So we need to react to that in some way and we can’t just kind of leave people wondering have they listened? Haven’t they listened? We usually reply to everyone, not just individuals, but we make sure the individual is mentioned who stated it in the first place but we will reply to everyone and say “You can do this online” and give them the link but because we man social media during office hours and not really outside office hours unless it’s a real kind of emergency or special event, then we’re not picking up everything that probably we need to, when we need to do it. So we’re having to think now Is it right for us to take things directly from social media or shall we carry on replying and sending them to the website or give them a phone number? Shall we reply to absolutely every single person every time they request or is that just a huge amount of resource that we don’t have? Shall we just continue with “You can find that out about the website. Here’s the link”? There’s no council really cracked it, I don’t think, because it’s a newly kind of evolved thing. Social media’s gone from organisations using it to tell them about themselves, just simple ‘comms’, to having a conversation and now to actually serving people and I think it’s that early days that maybe no one’s quite cracked it yet.

Q
Going back to those tools that we covered at the workshop, how do you think they compare with other ways your organisation generates kind of data? That may be surveys, consultations or other forms of feedback you receive.

B1
To be honest, we don’t have much data. For the web we don’t have much. We have Google Analytics but in terms of effectiveness of social media I don’t think there’s a huge amount of effort going in to check whether communications’ campaigns or advertisements, or whatever, work, are effective. We’re too focused on doing them to revisit them afterwards and think Actually, was that the right way? Because some of the tools give you fairly immediate results in terms of graphs and seeing where peaks were and what have you and you can relate that back to what you did, then I think they’d be quite heavily used but, as I said, the ones that need more effort, less so. 

Q
If you think in terms of ways that are not web-based…

B1
Yeah.

Q
…how do you think the tools kind of feed into that or compare to that? For example, in customer services I imagine you have other ways to get feedback other than web resources.

B1
Yeah. I mean, in customer services obviously people can ring us up or come and speak to us. They’re obviously a lot more labour-intensive. Because you have a one-to-one relationship with every person you get a lot more detail out of them. Through social media it’s a kind of black book picture of what happened or what is happening. You never get as much detail through social media as you would through any other channel because you’re limited either in the message size or people think I’ll just tell them what and where and that’s enough and sometimes you need a little bit more than that to make a decision. In terms of analysing that the tools will just give us a steer where to look but it probably won’t give us the answers.

Q
We’ve obviously touched on that so you do think there’s a broad of potential benefits these tools can bring?

B1
Yeah. I think, as I say, we probably should spend more time improving how we communicate and the only way to improve is to understand what went well and what didn’t and I think was it Topsy you could compare? By at least getting a comparison against something else you get to understand whether it worked or not. Obviously there are different interest levels depending on what it is but at least you get some feedback somehow, but it’s difficult for me as a web manager to say exactly how it would be used. I think as I said in the summary at the end, if you’re a communications person then you’ll understand what you’re trying to get across and you’ll be looking at the replies or the feedback or the analysis and spotting where what you did was reflected. As a web manager you’re not so hands-on. You just look at those tools and think If I was doing a piece of work they would be useful but until I do a piece of work and use them, then I can’t really express how useful they are.

Q
Can you think of any drawbacks having attended the workshop that are attached to these tools potentially? I mean, it’s a bit speculative.

B1
Yeah. Some of the indicators were a little bit misleading. As I say, there was the active, inactive users. There was, as was picked up in the workshop, the perception indicators: positive, negative. Now, 95 per cent were neutral but it was saying that there was a strong sway towards positive when there was kind of five people saying positive, 100 people saying neutral and one person saying negative. So you can’t believe everything that is said, you’ve actually got to look at the data as well. It’s a pity we haven’t got some screen prints to ((laughingly)) refresh my memory.

Q
I do have a report with me but I don’t know if you saw it. It’s the kind of findings report for the [Council 2].

B1
Yeah.

Q
I have a copy here if you want to flick through it.

B1
Yeah. So these charts were really interesting. They were from Gephi ((sp?)) – whatever – because they were quite surprising for us because to see [City 2] NHS as a major influencer was a bit of a shock because they never seem to be a major influencer when you use social media and the Green Party having such a strong presence as well. Now, whether it’s all relatively small, I’m not sure, but it was an eye-opener to see who was influencing what because we wouldn’t have thought it was those people.

Q
These are brandwatch ((0:21:58.5?)), I believe.

B1
Yeah. Again, these two underlined which social media to use and probably highlighted that there are one or two people out there that are very active on a particular subject but the rest are kind of just general chat about it. Shall I just go and get my report?

Q
Yeah.

B1
I won’t be a sec. Yeah, Social Mention: to be honest, the most annoying thing was the lack of top key words. If you put something like [City 2] in you didn’t get any associated keywords that were being discussed with regards to [City 2]. That would have been great. You got the top hash tags; you didn’t get any words. I know one or two were the same but there could be some slight differences, so top keywords would be really useful. The kind of passion and reach is really interesting to know but I’m not sure how much we would get out of that. Source was really good and it kind of reminds you that it’s not just about when things are mentioned. They’re not just Facebook and Twitter, there’s a lot of photos and multimedia going on as well.

Q
That’s datasift. 

B1
Yeah. Like I say, the more involved tools I probably wouldn’t use as much. Saying that, from the involved tools it was interesting to see sometimes quite active little colonies of people talking about different things, kind of subsets of your own areas. So it wasn’t just about individuals, it was actually about smaller groups in your own kind of following or in the people that are talking about a particular thing. I’m just trying to remember what. Yeah, to be honest, I’ve looked at that many things. I don’t think peer index was as good. There was one that had a large dashboard with different things going on and I thought that was really good.

Q
Was it Brandwatch?

B1
I think it might have been. Brandwatch was very good but I didn’t know how much comms would be able to afford it, so I wasn’t going to kind of think Right, I’m going to have go and a really good look around this because we might never use it. The SentiStrength thing was quite interesting. It’s obviously about to evolve but it kind of showed that things are improving on the understanding of what’s been said. Yeah, you see it’s difficult without screenshots.

Q
So can you think of any other departments, apart obviously from communications, that could find these tools useful in [Council 2]? 

B1
Yeah. A lot of departments will be using social media, particularly Twitter. Some departments will also be using a wide range of social media. The most active departments on social media are Activities, so Activity [City 2] – very strong on Facebook and on Twitter – probably others as well, [City 2] Libraries on both and others as well. They’ll have a conversation with a niche audience, a deeper conversation, and they get a lot more out of it, so these tools would be really interesting for those guys. As I say, with comms and customer services you can have very different aims. As you get into ‘nicher’ audiences where you know your audience and they know you, you can have a bit more of an engagement and it’s not just a kind of we’re putting some messages out or taking some requests in. It’s actually a conversation, so I think those would be a lot more interesting to those guys. In terms of who they are at the moment there is a business team in [City 2] Council that tries to have that conversation out there in Twitter but Activity [City 2] and [City 2] Libraries are probably leading the way to a certain extent in talking to their audience because they’re trying to grow their audience and kind of make sure they still exist in a year’s time.

Q
In terms of the likeliness of these tools being used in [Council 2]...

B1
Yeah.

Q
…how plausible do you think that is in the near future?

B1
The free ones, very plausible. The paid-for ones, I think it depends on communications, to be honest. Because they’re starting to use social media more, although they can see the value of them, whether they convince someone based on the minimal use of social media at the moment whether it’s worthwhile investing in them at the moment. Maybe in a while when they’re using it a lot more actively and they really need that information back. So I think there’s a kind of time issue for some of us but the free ones I think when word gets round then I think they’ll be very actively used, yeah.

Q
So to go to the more expensive, more elaborate tools…

B1
Yeah.

Q
…so the main challenges would be financial then?

B1
I think financial, so paying for a licence, paying for the data and then probably as much paying for someone, giving them the time to go and use them and use the results because you need to know the software inside out. You need to understand how to get into the data using that software and they need to interpret the data, so there’s a lot of understanding there. Before you can present anything back to anybody there’s a lot of analytics to be done and then a lot of reporting in a bit more plain English style. So that’s a lot of time to invest, whereas with the instant feedback you just need a comparison to rate the score against. Time and effort are probably the biggest issues. We’re still talking about social media, whereas if you say “We’ll happily give a person a day to look at some data” and it might be traffic, it might be roads, it might be social care, all social media, I think, will go with the service stuff rather than the communication stuff.

Q
Why would that be?

B1
Because it’s a softer skill, isn’t it, communication? If you’re going to invest in something you would invest in ((laughs)) understanding if someone needs some care, are you giving them the right care? Are we making sure we’re doing care in the right way rather than are we talking to someone in the right way? Are we putting the road in the right place and doing that right?

Q
So it would be about setting priorities right?

B1
Yeah. If an analyst has been given time to do stuff, well, is it right to give them time to analyse social media compared to any other service?

Q
In terms of representativeness and confidence you would place in the tools you saw at the workshop, do you have any thoughts on this?

B1
I think what they were presenting back was pretty representative, especially when you saw the kind of real-time messages coming through. What was the other?

Q
Confidence.

B1
I had confidence in the results for most part. Like I said, the negative-positive was a little bit I’m going to take that with a pinch of salt but you can argue that if you haven’t got that then you haven’t got anything else. So you would much rather have some indication to base some findings around than nothing at all and I think that’s the point about these: they’re free, they’re very simple to use and it gives you something rather than nothing.

Q
In terms of findings, both in this report of the findings and of what you saw at the workshop, did you find out any things that you were unaware of?

B1
I think the report underlined the fact that you need to be very skilled or really understand the subject in terms of finding information out because the report kept saying “You need to narrow down the search, you need to narrow down. You can’t use vague terms. You will get information about everything and anything” and it just kind of underlined the fact that you need to know what the key words are, who the people are. So, yeah, the report was great in the fact that it told you with all the pictures, illustrations, what to expect and why they’re of value. They also underlined the fact that actually with this stuff the volumes you get back might not be strong enough to actually say “There’s some proper stats in this information.” It’s a steer; it’s not a proper picture of the truth.

Q
I think that was all my questions.

B1
Okay.
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