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140 MILLION

152 MILLION
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140 MILLION
AVG # TWEETS PER DAY
FEB 2011

10 Largest Countries

( 1. United States 152,189,880 |
2. Indonesia 35,174,940
3. United Kingdom 29,586,340
4. Turkey 27,012,420
5. Philippines 22,651,600
6. Mexico 22,393,580
7. India 22,057,280
8. France 21,214,240
9. ltaly 18,438,760
10. Canada 17,381,700
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Millennials
Ages 18-33

Email

Search

Health info

Social network
sites

Watch video

Listen to music
Travel
reservations

Oniine classifieds
Bank online
Govt website
Play games

Read blogs

Gen X
Ages 34-45
Email
Search

Health info

Travel
reservations

Watch video
Buy a product

Sodial network
sites

Bank online
Online classifieds
Listen to music

M
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Transactional
Occasional

Impersonal
Short-Term
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Transactional
Occasional

Impersonal
Short-Term
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Passionate
Constant
Intimate
Loyal
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Facebook — 1,214,937 Friends

Twitter — 31,946 followers

YouTube — 5,641 subscribers

ARE THEY
SUCCESSFUL?
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ARE THEY
SUCCESSFUL?
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NEW WAY OF THINKING

Citizen engagement is
building a sustained
relationship between a
citizen and government
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OUTCOME —» CONTENT

OUTCOME —» CONTENT

CONTENT—» CHANNEL
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OUTCOME —»MEASURE

Mission

Gov 2.0 Objectives

Key Performance Indicators

Strategies

Tactics

NS
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Mission

30

= Everything starts with your mission

e DOI - *“The U.S. Department of the Interior protects
America’s natural resources and heritage, honors our
cultures and tribal communities, and supplies the
energy to power our future.”

* IRS —“Provide America's taxpayers top-quality service
by helping them understand and meet their tax
responsibilities and enforce the law with integrity and
fairness to all.”

= Your agency mission determines your social
media objectives

3/21/2011
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Mission

Gov 2.0 Objectives

= How can social media help you accomplish your
agency mission?

 Foster dialogue with and among citizens and
constituents

» Promote advocacy of programs and efforts
» Encourage feedback and innovation

 Assist support in fulfillment of citizen needs

3/21/2011
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Social Strategy Objectives

Advocate

Feedback

33

Mission

Gov 2.0 Objectives
Key Performance Indicators

e eeeeeeeeeeeee——————
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» Social Media KPI's let you know your level of
success in meeting your objectives

= Too often strategies and tactics are placed ahead
of indicators of success

» Good KPI's
* Set expectations
* Provide context

* Prod action

Number of Visits Net Promoter

Number of Re-Tweets Site Visits
Customer Satisfaction

Pages Viewed

Trackbacks Time On Site
Number of Comments

Number of Views

Number of Logins
J Number of Friends

Number Of Questions Navigation Paths

Answered

Speed of Issue Resolution
Number of Followers

Successful Task Corn__p_l__etion

3/21/2011
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Search Keywords
Management Perception

Open-Ended Responses
Tagged Content

Citizen Perception .
P Conversations

Focus Groups

Search Engine Rankings
Quality Comments

S ————
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Mission

Gov 2.0 Objectives

Key Performance Indicators

Strategies

Tactics

S ——
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= Once you know how you will measure success,
you can determine specific strategies

* Types and targets of campaigns

* Channels to use

» Content to be developed and employed
» Testing strategies

= Strategies determine tactics

= Planning for what is going to happen against
available resources

40

AN EXAMPLE

20



Social Strategy Objectives

Advocate

Feedback

41

Fostering Dialog
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Mission

Protect the “‘environment

43

Mission

Objective

3/21/2011

22



3/21/2011

45

Mission Protect the énvironment

Fost‘“‘er‘ dialog \‘about new
 park program

Audience Conversation .
.+ Engagement Reach .

Objective

imeter Grol

l

Dialog KPI's
= Audience Engagement

Comments + Shares + Trackbacks
Total Views

= Conversation Reach

Total Participation

Total Exposure

23



Promoting Advocacy

Mission

Imprg%;é\SM B
opportunities

48
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Mission

Objective

Mission Impr\\oﬁ)“e\SMB
opportunities

Advoca d for more

Objective

‘ Advocate .
/ Advocates Influence

KPI's

3/21/2011
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Advocacy KPI's
= Active Advocates

# of Active Advocates
Total Advocates

= Advocate Influence

Unique Advocates Influence
Total Advocate Influence

imeter Grol

Gathering Feedback

3/21/2011
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Mission

53

Regulate ené“rgy exploration

54

Mission

Objective

Regulate e‘n‘éﬂrgy exploration

Gath‘e"‘r feedbag\k on
current regulations

3/21/2011
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Mission Regulate en‘é‘rgy exploration

Objective

Sentiment .
Ratio 1

Feedback KPI's
= |dea Impact

# of Positive Conversations, Shares, Mentions
Total Conversations, Shares, Mentions

= Sentiment Ratio

Positive, Neutral, Negative Mentions
All Mentions

3/21/2011
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Providing Support

58

L ——
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Mission

Objective

imeter Grol

59

Provide stddent loans

Su pro”r‘t the at\j‘iljty to
get status on application

Mission

Objective

KPI's

__

Provide s,t‘ﬂdgnt loans

Sugp“oft the abil\jty to
get status on appl‘ic\ation

N
N

J lIssue
| Customer
4Resaliton Satisfaction
: Rate Y
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Support KPI's
= |ssue Resolution Rate

Total # of Issues Resolved Satisfactorily
Total # of Service Issues

= Customer Satisfaction

Customer Feedback (input A, B, C...)
All Customer Feedback

The Bottom Line

3/21/2011
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Focus on relationships, not technologies

64

Focus on relationships, not technologies

Dialog, Advocate, Feedback, and
Support

32



Focus on relationships, not technologies
Dialog, Advocate, Feedback, and Support

Remember Mission > Objectives > KPI's

65

Focus on relationships, not technologies
Dialog, Advocate, Feedback, and Support
Remember Mission > Objectives > KPI's

Select channels based upon objectives

66
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Questions?
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., ALTIMETER
THANK YOU

Alan Webber
alan@altimetergroup.com
RoninResearch.org
Twitter: AlanWebber

., ALTIMETER
ABOUT US

Altimeter Group is a research-based advisory firm that helps
companies and industries leverage disruption to their advantage.

Visit us at http://www.altimetergroup.com or contact

info@altimetergroup.com.
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