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Abstract

According to Forrester research companies spent nearly 3 billion dollars on social media in 2010. This amount
should rise to nearly 4 billion in 2014. The importance of social media and online communities increases not
only in our personal live as a new yaf networking and socializing, bitas a huge impact on the business
strategies of the modern companies. We passed the stage when web 2.0 technologies formed the competitive
advantage. At the moment social media became a necessary commodity, even theuggncept of its true

revenue is still hardly defined.

The Master thesis addresses the possible business value of online communities in public\&ectaiil
develop ROI calculation model including investments, revenues and risks. We will useadeahiddeling
language to get the clearer view of the alignment of the online community within the organization and help

discover hidden costs and benefits.

Additionally, the thesis provides an interesting discussion on the topics like: the public sdatmn towards

the ROI calculation and the current status of social media in the governmental institutions.

Keywords:ROlI, business value, public sector, social media, online community, Archilvtzdeling
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1 Introduction

This document contains the researstudies in the form ofmaster thesis for ICT in Busingssgram atLeiden
University For several months, begimg in May 2010we were studyindhe development of social media,
concentrating on impact and business value of ontisemunities in public sectoithis paper presents the
summary of the theoretical background, combined with our findings and conclusions, forming sotution t

stated problem.

1.1 Problem d escription

Stating with 23 web blogs in January 1999, MySpace in 2003 and Wikipedia in 20@&tthelogy behind

web 2.0 enabled rapid expansiofi social media communication [RDnlineusers quickiyadaptedto new

environment and took advantage of new opportunities engagingontent generation, knowledge sharing,

online socializing and trading. The organizatibowever responded slowly to new demand, they tried to

understand, discover and makgadual adantage of new prospects. In the meanwhile, after 10 years of Web
2.0,thenewdi SOKy 2t 238 06SOIYS O2YY2RAGEZ OldzaAy3d GKIG azyfe
thenewrulesofbusiBd & 62 dzf R & dzZNIB@S 4l 2R YUINREA LISNRHaidSentiohtE O2yy SO
to the Internet now that economies of scale not only lower cost, they créakef dz§ ¢ @H H

This new trend inechnologyfirst treated as an addition to business, slowly completdignged the way

business is done nowadays. We see new ethefgd  f S| R S NEpkraach thatisschafderized by

greater openness, transparency, decentralized decisiaking, and collective actién21{oThis tansparency

and openness results in accountability. Nowadays, not only commercial companieohaosd cost

effectivenessn front of CEO and stockholders, but also fpofit organizations and publgector who are

concentrating on cosbenefit analysis and program evaluatidv[18]. At the moment there are series of

publications in he form of pofessional blogs [3r business reportslf] focusing on callation of ROl in

social media anghowing increase of saleswareness, branding aralient loyalty. The web 2 @&chnologies

seems to have great promiskowever the available documentatiam actual coseffectiveness of

implementing sociastrategies for business stays more in the form of open discussion than methodology, and

the organizations are still struggling to define strong justification for investment in social ntadia.less is

written about public sector, whickeems to be forgotten by both ROI and sonialdia researchers.

Based on the current situation described above we can extract follomiig problem limited understanding
of the true benefits coming from social media bawlogiesresults inlack ofstandardized methods fdROI
calculation.Following from that, there are several lesser, but likewise important issnestrectness; as lack
of understanding of the way online communities prosper contributes to wrong assangand unseemly
results,inefficiency- as each organization has to redevelop its own specific calculation metfaldsving
from that inconsistency, as each of those methods is different, which finally results in lack of global

benchmarking; as diferent calculation methods using diverse set of variables are impossible to compare.
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1.2 Solution suggestion

The first step b solve the problendescribed in the previous chapter is to improve the understanding and
positioning of the online community within organization. To achieve that, we propose to use ArchiMate to
model the online community in the company environment consisting of applicatiantare, relevant

business process and active stakeholders. By looking at the connections between those elements and their
interaction withonlinecommunity we should be able create enough understandinige able to extract the

necessary costs and bertsfinecessary for ROI calculation.

Analysis of theoretical background in combination with existing examples of online communities within public
sector should give us enough data to come up with standardized KPI, forming base for the ROI calculator we
are dming to create Applying this standard model should increase correctness, efficiency and consistency of
benefit calculation, enabling benchmarkiagd finally pointing the improvement opportunities and true

compensations of online communities in publicte.

1.3 Research objective

The research objective is the goal that one wants to achieve witistindy. As a solution tohe problem

formulated in the previous section, the research objectives are stated as follows:

Formulate a clear ROI calculation meldfor online communitie$n public sector anchon-

commercial organizations.

This model will be based on:
- resuts of the theoretical analysis
- interviews with representatives from public sector andisbmedia experts
- case studiesf existing online communities
- observationgnade during modeling of online communitiesAnchiMate

- quantitative data analysis of web activity

Together with ROI moddist of relevant KPlIs (key performance indicators) wiltkeated. To make the
calcuation as accurate as possible and expose the details, | will try to build separate rwkdetsapplicable)
for each particular KPThe models wilbe constructed using ArchiMate, which is an integrated architectural
modeling languagesed to describe ahvisualize the relationship between different business domains
including: organizational structure, business process, information systems and infrastritcheMate is
especially appropriate fdhis projectas it deals with services grouped into products to which monetary or

non-monetary value can be assigned. This value can be translated as a value of KPI.
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1.4 Research question

The main research question of this paper can be formulated as follows:

Main research questionWhat is the business value of online community for public seetod non

commercial organization?

To answer themain research question, the following sub questions can be formulated:

Subquestion 1:What theoretical insights can be derived from the literature that explaime general return

of investment (ROI) in social media?

The technology behind web 2.0 enabled rapid growth of social media communicatidine users quickly
adaptedto new enviroment and took advantage of new opportunitieagaging in content generation,
knowledge sharing, online socializing and trading. Us®oifal strategies and technologies for business seems
to be very promising, and there anmecreasing number of professiahpublications trying to help the early
adapters withrecognizing and optimizing the cestfectiveness of this new trend.

To answer this question | will try to research the available data and make a summeaamalpsis of what is

already known.

Subquestion 2:To what extentis it important for public sector and nosrtommercial companies tinvest in

online communities?

When we look at the commercial businesses the advantages of implementingsteatiajy seem to be pretty

clear. The Web 2.0 cash flakeurve is attractive for many reasorsnall customer acquisition cost, reduction
of product and development cost [22ncreasedsales, decreased customer servomsts [14, greater e

loyalty. However the reason fanvestment in online communities kpublic sector and noncommercial

O2 YLJ y A S &stralght yer@ard. To Kntswier this question wall look closely at available data, extracting
benefits attractive for this particular groujVe will also includeour own finding from interviewsnd data

analysis.

Subquestion 3:To what extentis it important for public sector and nosrtommercial companies thave a

clear calculationof ROI?

When we think about public sector amsn-commercialcompanies, terms like incomprofit or revenue are
not the first one to come to our minds. But as will be explaine@ig t t 2 Ay 3 OKI LJASNB whL AdC
savings and increase of effectiveness, which stebe more relevant for this group. In the current time of

ONR &A & AlQa @ Spidper ihvedtdemJudtificationiba awark @ osskble inefficiencies and
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provide theaccountability. The answers to this question will be based on available theory and intewittws

public sector experts and representatives.

Sub question 4CouldArchiMate be amodeling language tsufficiently model the online community

structure within the organizatior?

Onlinecommunith &  [jdzZA S O2YLX AOFGSR SyidAade Ay AGaStFo LGQaA

dzSadAzyas F2N¥AYy3I a2NI 2F adzlJL2 NI 3INRdAzZLI LGIQa | faz
supports it financially and sustains its existence. IntfieRe A 1 Qa Ff a2 6So | LIX AOF(GA2y >
enables all of the above activities. K I 1t Qa ¢gKe& Y2RStAy3 2yt AyS O2YYdzyAride
2yt ez R2ASI&Y GiINHEBA @ OG dzNB | y R & dzANGrhpatanRepiStioyteriiis RA & Of 24 S

whetherthe layered and service oriented structure of ArchiMate can cope with the challenge.

1.5 Academic relevance
Theproblem and its solution have high academic value for several reasons. First of all it concerns the topic
whichis scarcely covered in any official publications. As mentioned above, the subject of benefits coming from

online communities is pretty new and lacks standardized methodology, especially in the public sector

C

3
|

environment. Secondlyp our knowledgethispagl NJ 12 A3SGKSNJ gAGK GKS ol OKSf 2NJ (K

business processes: ANNDK A al 1S 6| & S Rs ofebothie firsf docuhehtfc attetnghig to use
ArchiMate as a tool for modeling of online community within the organizational strucasre, way for

understanding the connections and defining the benefits for ROI calculation.

2. Related work and literature review

The theoretical summary presented in this chapter consists of the formal definitiondesudliptions of the
issues related to threaotionsof this research paper: ROI, social media and public sector. This background
information is necessary to understand and enable analysis of the research data and life exaiples.
summary makes use ofeeral types of sources: books, articles, other thesis, but also online based materials
coming from personal blogs and websit€e might argue the reliability of web based publications, however
because social media, especially in combination with returineestment and public sector is a very recent
and still quite undiscovered issue, there is a serious shortage of official printed public&éesides, it seems

a bit hypocritical to write about advantages of social media, wisdom of the crowds andersetrated content

without actually using it. So we give it a try.
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2.1. ROI

2.1.1 Definition and formula

Whenever we talk about investment, there must me information about the return. Atids not only for
commercial companies, whose first priorigyprofit, but any organizatiowanting to prove coseffectiveness
and accountability to stakeholders, or have clear overvwiemits financial performance.

In finance, return on investment (ROI), also known as rate of return (ROR), rate of psofihetimes just
return, is the ratio of money gained or lost (whether realized or unrealize@noinvestment relative to the
amount of money invested. ROI is usually expressedpascentage rather than a fraction.[wikipedia] The ROI

can be result of nobnly profits, but alssavings.

In this way ROI can be expressed in:
- Grater revenue = profit loss
- DNBFGSNI STFTAOASyOe T -costéfpproglalh R2Ay 3 Al aGKS 2fR gl

- Cost savings = cost programg cost elimination [33

Theofficial formula used to determine the return can be defined in two ways as(B&€fitto-cost ratio)

which uses the total benefits and costs, and ROI (return on investmdmith uses net benefits.

T T
prc 3m wll ROI (%) J-{F-% %100

e vav

2.1.2 Measurement

Katie Delahaye Paine [B3lefines 7 steps in ROl measurement:

5STAYS ¢Defin® théxaxpected results or returns

5 S T A y Sc DefiaSthedinvestment

Understand your audiences and what motivates them

Define the metrics, so called KPIs (Key Performance Indicators)
Determine what you are benchmarking against

Pick a tool and undertake research

N o g A~ w D P

Analyze results and glean insight, talkatien, measure again
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The process described above is relatively extensive. It requires good understanding of the organization, the
FdzidzZNB &aAGdzZr GA2y>E YR OGAGS aill 1 SK2f RSNE

OdzNNB y U

Iy R

benchmarkingnethods, which enable us to achieve comparable resditaw conclusions and find the

opportunities for improvementdn the sections belowve are going to describe those particular stépsnore

detail.

21213 AEET A OEA 0206 AT A O)6

Calculating correateturn on investment proves to be a very challenging process. J.J. Phillips in his book

GaSlada2NAy3I wShGdzNYy 2y Ly@SadaySyiasé

LI2Ayda 2dzi ydzyo SN 27

measurement and evaluation are that the variables are complégcef can only be estimated, and economic
0S OF f Odzt I Jif W&lookINIBHeOROA & dnEnecommudity gr any other social

benefits cang (i

media the variables concernirigr example human performance amdlationships are very complex, diffitu

to extract and calculate. Also the precise effects can hardly be estimated, taking in consideration the extremely

dynamic online environment which can literally change from one day to another or even on an hour bases.

When it comes to economic benefitge will struggle with questions on how to put the value to trust, loyalty,
OrasS tKAffALA &aleéea GKFGY aiKS O2y@SNREAZ2Y

Si0d Ly

exact process. It often requires estimates or subjectiyaiirof indivk dzI f &

GdKI G

2 INUB] WNidh izt @allyd

a problem, as a huge number of current business calculations are still based on estimates and subjective data.
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J.J.Phillips provides following model [Figuréoldetermine return. Even thagh this model is originally used

for HRD, the workflow can easily be generalized and used for calculation of any sort of revenue. The model is

Ffa2 LINBGGe adNIAIKEG F2NBFNR | yR ory$hingliwsuldiike®2 y Qi NBj o
LI2AYy(d 2dzi A& GKS RAFFSNBYGAIGAZ2Y 06SG6SSYy KINR FyR &zt
GKAOK Aa 202SOiGA@Ste oFaSRXI Slae G2 YSIF&adaNBI ljdzr yiAxTFe
theoppad A G S&ax AGQa RAFFAOAAZ G G2 YSI&adaNB yR @FtdzS FyR Aa

t KAfEALA FyYyR Ylyeée 20§KSNI SELISNI&A aidaNBaa GKFG AdQa ONH
subjective estimates and #t data without specified value far less relevant. In our research weant to bring

back the importance of soft data and create the list of possible benefits representing the qualitative value.

2.1.2.2 Audience
Knowing the audience is not only important for increasing the profit but fmisbetter measurements. It has
to be clear which users to target, and depending on that, what is the best approaithttmat successfullyn

this way clear objectivean be set and properly measurealcalculate the most accurate ROI

2.1.2.3 Key Performance Indicators

David Parmenterl2] gives following definition of Key Performance Indicators:

GYtLa NBLINBaSyid | aSd 2F YSIFadz2NBa F20dzaiy3a 2y (GK2asS |

crucial for the current and future successioK S 2 NBF yAT I A2y ® &
KPIs can be characterized by the following features:

- must reflect the organizational goaDut of the hundreds or even thousands of different KPIs the
2ySa NBftSOFyld F2NJ GKS 2NHIFYAT | GA2npotpimarl | £ & KIF @S
concentrated on revenue will have KPIs like "Graduation Rate" and "Success In Finding Employment
I TGSNJ DNJ Rdzk G A 2y HE INMBE KON d Kl ¢yKlad QB sKe AdGQa ONHzO.

the company before choosing approprigterformance indicators.

- must have (monetary or nemonetary) value There seem to be disagreement between the
researchers on that issue. Some state that monetary value transforms KKRit(Key Result
Indicator) [12, other say that hard data isecessary for ROI calculation [L&sually the performance
indicators have some numerical targets assigned to them in the terms of: single value, upper limit,
lower limit, range of values, percentage of a specific quantity/value, scheduled date by whigma gi

task is to be completed, etc.

- must be quantifiable If a Key Performance Indicator is going to be of any value, there must be a way
to accurately define and measure it. "Generate More Repeat Website Visitors" is useless as a KPI
without some way to distinguish between new and repesitors

It is also inportant to define the Key Performance Indicators and stay with the same definition from
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@SN G2 @SEFENXW C2NJF YtL 2F 4GLYONBIFraS LISNF2NXIyOS
address considerations like whether to measure by number of calls answerathy, week or
month, or number of emails, or hours made by helpdesk staff in a month. The definition of KPI must

be detailed, clear and use the same measurement units.

- must be measured frequentlyDepending on the type of organization and the Ksllf, the

measurement frequency carary from day, week or even month.

2.1.2.4Benchmarking
. SYOKYFNJAYy3 Oy 06S RSTFAYSR | a 2y 32AyATcesi eaGSY GA
s -

Yy
compare against them, arttien introduce them, modi S R KSN ySOSaal NB® AyG2 &2dzN

The usual benchmarking process consistsevkral phases, going through:

- specifying problem areas

- identifying other industries with similar processes
- finding leading organizations in these areas

- discovering their best practices

- comparingaganst the leading edge practices

- implemening new and improved business practid@$.

2.1.2.5Tool selection
There are several different ways and toolsctillect the data and perform data analysisr@asure he

performance.

In the offline programs the evaluation data is assembled thro[igh:

interview - open(free in structure)or closed(with fixed set of questions) is a source of qualitative

data.

- focus group(or group depth interviey anotherform of qualitative research in which a group of
people are asked about their perceptions, opinions, beliefs and attitudes towards a product, service,
O2yOSLIiz FRGSNIAASYSYyiGzZz ARSEFIEZ 2N LI O1lF3IAy3ad 5S@St
$1.1 billion spent annually on quantitative researd g

- survey- closely associated with the use of questionnaires, and statistical techniquasdtyzing
their responses. flen used for exploring a relatively wé&dhown phenomenon, for which there exists
a lage sample of respondents having some knowledge of the issue of concern. Big advantage of this
technique is that, with relatively limited means, you can reach a large number of respondents, and
thereby quickly cover lrge number of informants. J1

- performance contract an agreement between a government and a public agency which establishes

general goals for the agency, sets targets for measuring performance and provides incentives for

16| Page



achieving these targets. They include a variety of inceriessed mechnisms for controlling public
agencies controlling the outcome rather than the process

- performance monitoring; which generates the data by which to judge the success or otherwise of
specific programs or strategies. In this technique mentioned aboveaf®ised.

- content analysis study of recorded human communications, such as books, webdibesiments [5]

When it comes to online dataye can choose from literally hundred$é more or less popular social media
measurement tools and technologi§®l]. They usually belong to one of the 3 categories of measurement
tools: content analysisanalyticsand surveys Depending on the information we are interesteddoquiring we
will use different types of measurement and data collection tools. The tabtanj&able 1]shows the

examples obusiness objectives with assigned KPIs and the tools which could be used for data collection.

Objective KPI Tool
Increase inquiries, web | % increase in traffic, # of clickthrus or Web Analytics
traffic, recruitment downloads
Increase % of audience preferring your Survey: OnlineSurveyMonkey,
awareness/preference brand to the competition Zoomerang or Malil
Engage marketplace Conversation index greater than8 Web analytics or Contg Analysis:
Rankings TypePad, Technoratbmniture,
% increase in engagement Google Analytics
Successfully communicat{ % of articles containing keyessages Media content analysis
the message Total opportunities to see kemessages
Cost per opportunity to see keyessages
% aware obr believing in keynessage Survey

Table 1: KPIs and online tools for business objectives measurements

In our interviews we came across two different examples showing possible choice of KPIs and tooling.

In 2009 HigherLevelsked external company to examine the sess of the online community [R5The

research company took the challenge by putting the 'hard indicasmgsihst other relevant factors, in this
casenumber of new members each month as a pernagye of thenumber of startingup entrepreneurper
month. This allows a more meaningful waynb@asure the degree of success, by indicatimgextentto which
Higher Level reaches its targ@&hey have also looked at the content and measured the relevance of thestop

as well as which of them resulted in longer and more exciting discussion.

In case of Hallo! the Harvest web analytics tool has been used instead (see AppeNeixt 2).the pretty
standard numbers like: total views or total viewers, it also givashmmore insight about the user generated

content:
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predicted by 969-1 rule [29 discussed ichapter 4.2.1.1.
- Top contributors; users who submit thenost postings. This information might be used to motivate
or even reward the most active users, which migtiinulate the content creation even further.
- Number of contributions divided in content types: forum, blog or wiki posts.
- General sentimeng negaive or positive achieved bysentiment analysis or opinion mininghe
application of natural language processing, computational linguistics, and text analytics idgntify
and extracing subjective information in source materialsdetermines the attude of the writer

with respect to some topic or the overall tonality of a document.

Bothcompanies choose different approaches, Higher Level very customized, and relevant to their particular
interest, Hallo! decided on tool with advanced configuratiBath methods gave the companies the
information they were after, wider than standard web analytics indicators: page views and number of

registrations.

2.1.2.6 Analysis, feedback and action plan

Current state feedback being result of data collection and analysis is not the final goal of the KPI calculation.
The most important objective of performance measurement is to recognize the improvement areas and set up
the enhancement plan. When the actighan is put to work, the whole measurement loop can start again to

evaluate the success of improvements.
2.2 Social media

2.2.1 Definition of social media
Quick search onlinwill yield dozens of definitions for the terms social media and Web 2.0, vihichy Qi 6 S
YSYliA2ySR 2yS gAGK2dzi Fy2iKSN® 99SY ¢AY hQwSAffexr 38

gives it a dual definition:

OWeb 2.0 is the business revolution in the computer industry caused by the move to the Internet as a platform,

and an attempt to understand the rules for success on the new plathga}

2 KSy AdG O2YSa G2 &a20AFf YSRAIF L LINBFSN) GKS RSTAYAGAZY
Ldzo £ A O o1 O A [25]. tt eepetiallyCemphasizés dhaifetigra @ne-way broadcasting to open
dialog.

oSocial media is the democratization of content and the shift in the role people play in the process of reading
and disseminating information (and thus creating and sharing content). Social media repredaifitfrans a
broadcast mechanism to a matg-many model, rooted in conversational format between authors and peers

within their social channels
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Another highly inspiring description of Web 2.0 and social media stressing is power and enormous reach

comes fom Lev Grossman, American novelist and TIME journalist:

dt's a story about community and collaboration on a scale never seen before. It's about the cosmic
compendium of knowledge Wikipedia and the millddrannel people's network YouTube and the online
metropolis MySpace. It's about the many wresting power from the few and helping one another for nothing
and how that will not only change the world, but also change the way the world changes. It's a story about

community and collaboration on a scale neveers beforet

In the citation above we can see sevaezaimmunication platforms. In general, social media can fall under a

number ofdifferent types and categories:

- social networks publically available customegrade application such as Facebook adydSpace
- microblogging sites like Twitter or Pownce

- video/image posting and sharing sites like YouTube, Blip.TV, Flickr

- personal blogging sites and applications like WordPress or Blogger

- wikis like Wikipedia

- online communities around particular topic, @rest or organization

Each of those platforms has its advantages and ways of appliance. In this paper however, | will only

concentrate on the phenomenon of online communities.

2.2.1 Definition of online community

G¢KS 2yS GKAyYy 3 S th ingur soSetyhd abEehck ¢ilutionotiizipsychdlogical sense

of community . . . (sense that one was part of a readily available, mutually supportive network of relationships

upon which one could depend and asault of which one did not prrience sustained feelings of loneliness) .

® & A& (KS Y2aid RS&AGNHzOGABS ReylFrYAO Ay (KS fA@Sa 27 L

Seymour Sarasaiirhe Psychological Sense of Community

The citation above gives partial definition of community and underlines especially its supportive aspect. It also
points toimportantfactof noRS EA 4 i Sy @8 aXKX2¢2f N2 A2y 2F O2YYdzyridée Ay

number of people experiencsocid isolation in highly mobile and technological socigtly

Other common definiton2 ¥ 02 YYdzyAGASa RSAONARGS dadzyAFASRE AYRAGARM
groups witha common history or similar interests.2 § S @S NE A (i Ocdice thaf &venNdits ryost {2

generic definitions, community is conceived as a relationshipray people as much as place [2% this

02y GSEGS GKS yEYS a2ytAys O2YYdyAiGeé R28ayQid asSsy a2
particularly Inernetchange the whole understanding of place. The concept of virtual working groups, where

people spread around the globe can work on one project, the video conferencing, which allows visual contact

and real time conversation without traveling, gradugblacement of physical classrooms in favowiofual

19| Page



ones. Those examples show that group forming, interaction, cooperation and sense of belonging is not directly
connected tosharing docation, but more importantly to mentioned above common goal, interest or need of

support.

¢tKS RSTAYAGARZ2Yya 2F 2ytAyS O2YYdzyAide &G NISR (G2 RS@OSft 2
OMdppos I+ FS GKS RSEAONR LI A 2afe caltifral Qgljregatidrs th&t amergévianNI dzl £ O 2
enough people bump into each oth&rF G Sy Sy 2 dzZa3 K A.yh 2008, it Sohed theIdHiadwingo 1 n

one, which inour opinion is very compact, but accurate and it tackles most of the important charaaterti

online community:

AN online community is a group of people who interact in a virtual environment. They have a purpose, are
supported by technology, and are guided by norms and pdiiék
Waot NBdir2 Soménunities: Designingalsility, & dzLJLJ2 NI Ay 3 a2 O0Al oAt AG @€

2.2.2 Online community management life cycle

Successful online communitgquires a lot of work. Even thghthe content is usually contributed by the

users themselves, stimulation and guidancadispensableThe community manageent life cycle has 5

stages: strategy definition, content creation, activation and stimulation, moderation and reporting. The actions

performed in each of those stages are presented in the model bfffiyure 2]

+ Establish goals, ambitions and long-term community
development

* Monitoring and reporting of usage
statistics, quantitative and
qualitative KPlIs / successes

+ Ambassador of community within and outside organization

+ Responsible for the direction of community stakeholders

+ Feedback gathering and reporting

« Presenting achieved KPIs /

successes to stakeholders * Feed community with relevant

content: news, questions,
podcasts, videos, theses, photos,
reports etc

Reporting

+ Content can be produced in
house or come from external
sources

« Participate in community
« Establishing guidelines for community g i : . o
(what is allowed and what is not allowed) + Activities aimed at stimulating and activating
Moderation users
« Scenario / guidelines for community o P - Y
managers (how do you react in situation + Activities aimed at continuity of community
X) and user retention

+ Fresh campaign to keep community activate
(eg profile photo contest, WC pool. etc)

* (Random sampling) to monitor
compliance with directives (incorrect,
inappropriate, offensive content delete /

reformat / rewrite) « Identify network of active, contributing users

and stimulate their contribution

Figure 2: Online Community Management

Reporting is the last step in the full cycle. Based on results of the reporting, the new cycle can start with fine

GdzySR aGNJ}GS3ed LGQa Ffaz2 (KS aidSLI 6KAOK L gAff 0SS Y?
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2.3 Public Sector

2.3.1 Definition of public sector
In each democratic country there is a clear difference between two sectors of the economgietysthe
public and the privee. This basic separation refers to both institutional differences and interests or individual

preferences.

The institution of ptitics, government and bureau populate the public sector whereas various market
institutions belong to the private sectoPeople, groups and elites often usealed public interest as a
criterion for problemsolving in the public sector, whereas slferests prevail in the private sector. A system
of public institutions is an asset to a nation. If properly used, public institutions for the making of policy,

implementation and administration are as important to national development as economic reso[iriGe
In general, the responsibilities of public sector concern two issues:

- money-in the form ofbudget disposal to meet the public interest, and

- law-in the form of legislation, regulation forming and obedience reinforcement

An example of public sector institutions are: ministry, municipality, cqafice, military, public school,

hospital, prison

2.3.2 Social media and public sector

¢CKS Y240 aA3ayAFAOLYy(d ¢SFH{lySaa (G2 32 0S hNgénveStyindthdza S 2 F

hieraNOKA OF f LJdzof A O aSNWAOS OdzZf GdzNBEd a¢KS Of & I &SNE
of governmentthe layer through which no light shall pass. Resistant to change and sfitdhying the
doctrine even when nonsensical, people in the clay lagespite their intentions and bemin a strategic

position,often stop theinnovativeprogress.

Governments not et prepared to the way in whichew meda liberatethe information. The public séar is
still not full ready to foster collaboration, openness asrganizational changé®bstaclesre not only created

by privacy, security, information management and official language policies and legislative frameworks.

Social media demand a new parguti regarding the ownership, use and management of information. The
challenges of privacy and official languages can be managed within that new paradigm. The problems linked to
information management, privacy arsgcurity issimply new manifestations of olsthenomena; there have

always been risks of improper disclosure and misuse of government informatign. G Q Be pd@bKc&ector

needs organizational change, developing a culture of trust and openness that will allow public servants to take

advantage othe benefits that social media off¢B8].
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BECOME AS MPORTANT A JOURNAUSTIC TOOL AS THE FREEDOM OF INFORMAT

{ WHITE HousE.
WHTE Horel [0

ady on Child Nutrition Bill: "The Basic Nutrition They
w and to Pursue Their Dreams”

Figure 3: Social media in public seethreats and successes

Politicsmore open on innovation, try tdrag social media into public sector, promote open source solutions
which are a crucial part of web 2.0 appich. US President Bara®bama, initiated new website for The White
House www.whitehouse.qgou @ LG Q& AYLX SYSYGSR Ay S5NMzLI £ = 2LISy &2 dzNX

and contains blog, rspodcasts, live streams, and videos.

1S KFa Fta2 &Gk NISR {K® pranmote8afispmehey paritigaliohard Ay AGAL GA GBS

collaboration. This is what he says about it:

Gdaé | RYAY koiniiNddtd dreatifig an anprecedented level of opesa in Government. We will work
together to ensure the public trust and establish a system of transparency, public participation, and
collaboration. Openness will strengthen our democracy and promote efficiency and effectiveness in
D2@JSNYYSyiloé

President ®ama, 0121-09

The Open Government started several governmeitte initiatives under which:

- Data.gow government data stores available to researchers to perform their own analysis. In the
open source approach, developers are free to provide interestimuseful applications, mashups,
and visualizations that allow for new views and public analysis of the datasets.

- IT Dashboardthe IT Dashboard (it.usaspending.gov) is a website enabling federal agencies, industry,
the general public and other stakeholdao view details of federal information technology
investments. The purpose of the Dashboard is to provide information on the effectiveness of
government IT programs and to support decisions regarding the investment and management of
resources. The Dasbhbrd is now being used by the Administration and Congress to make budget and
policy decisions.

- USA spending the website (www.usaspending.gov) showing US government spending
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At the same time, the same government uses all its power and resources to shiotWikiLeaks,
internationalwebsite providing leake secret governmentadocumentsas a reaction to the websites massive

release.

Wikileaks began on Sunday November 28th publishing 251,287 leaked United States embassy cables, the
largest set of confidengl documents ever to be released into thelgic domain. The documents were

supposed tajive people around the world an unprecedented insight into US Government foreign activities.

The documents, datinfjom 1966 up unit the end of February 201@ontaired confidential communications
between 274 embassies in countries throughout the world and the State Department in Washingtglo@2C.
than 15.5 thousands of those documents were classified Secret and concerned mattduSkkpionage

human rights abus lobbying manipulations, secret communication between heads of the countries, war logs,

documents concerning terrorism and much more.

With this examplewe arenot trying to discuss théwho is right, whoiswrorlg 2 NJ ¢ TNBSR2Y 2 F & LIS S
dilemma Wewarnt to show that the public sector environment is very sensitive and still have huge difficulties
to cope with innovation and advances of technology. With each one step forward, government seems to make

two steps back, still seeing web 2.0 more as a threahtan opportunity.

2.3.3 EGovernment
hyS OFyQd GFft1 Fo2dzi a20AFf YSRAIF Ay {Gdwerine@ a SOG 2 NJ 4 A

E-Government ghort for electronic government, also known ag@v, digital government, online government,
or connected government) is digital interaction between a government and citizens (G2C), government and

businesses (G2B), and between government agencies (G2G).
This digital interaction consists fafllowing activiies[6]:

- pushing infomation over the Internet, for examplegulatory services, general holidays, public
hearing schedules, issue briefs, notifications, etc.

- two-waycommunications between the agency and the citizen, a business, or another government
agency. In this model, users can engage in dialogue with agencies and post problemsntanom
requests to the agency

- conducting transactionslodging tax returns, pplying for services and grants

- governance online polling, voting, andampaigning

Strongly related to €5overnment is €articipation defined as "theuse of information and communication
technologies to broaden and deepen political participation by dingtxitizens to connect with one another
and with their elected representatives" (Macintosh 200B)is definition includes all stakeholders in
democratic decisioimaking processes and not only citizen related-tlqwn government initiatives. Sc e
participation canalso be seen as part oflemocracy. bemocracy means the use of ICT by governments in

general used by elected officials, media, political parties and interest groups, civil society organizations,
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international governmental organizations, atizens/voters within any of the political processes of

states/regions, nations, and local and global communities (Clift 2003).
Some of the examples efParticipationinitiatives include

- eVoting- both electronic means of casting a vote andotlenic means of counting votes

- Reputation systemg for computing and publishingeputation scores for seice providers, services,
or products. The reputation isased on a collection of opinions that othemtities hold about the
object in subject

- Internetpetition ¢ way of proposing and signing petitions onliddter collecting enough
GaAIyFidNBaeés GKS LISGAGA2Y Oly 0SS RStAQSNBR (G2 32
possibly implementation. Read more in chapter 5.2.3.

A.DeVriesandMstd f Ay GKS I NIAOEtS FTNRY {SLIWKiSYOSNI wunmn GAGE SF

Maturity and the participation laddap éeschbe 4 stepsn thee-Participationadoption scale:

1. Observation phase organization does not actively participate, haawareof her surroundings. A
small part of tle organization will useonitors to followsocial media monitorand outside
influences. These are organizations that have some consciousness of the petafraatial media
andstart to explore some of the onlinactivitiesbefore going intae-Participaton phase.

2. Experimental phase organizationstarts withfirst e-Participation initiatives. It performsxperiments
with the opportunities and impact of social media. Téés be achieved by becomiagtive inexiging
community environments or launatg owninitiative. Usually there is no specific policy and the
initiatives comeoften bottom-up and start on an ad hoc basissually from a specific need of an
organizational unit or project.

3. Consolidation phase organizationgives astructureand shape te-Participation Several initiatives
are taken togeher, there is more commitment froomanagement ané vision, policies and processes
are described Choicesare madeconcerningools and communicatioto alignthemin the
participation of the orgarzation. Thestructural dialogue with clear organizational goals in mind is
conducted, and the organization takesoactiverole in thisprocess Fa organizationsn phase 3 e
Participation is an important, well estéished addeevalue.

4. Srategic phaseg e-Participationbecomesa core valuef organization An important part ofor even
whole organization is aware of the need for relevant, continuous and sustainable dialogue and
cooperation.In this stage,lie dialoguewith customers, citizens and partneisut also internallyis

crucial to meethe organization's goals.

Looking athe modelabove we can observe that public sector is still in phase 2, slowly going to ph@ke 3.
Government is aware of the opportuniegiven by social media and clearly starts to experiment with the

available technologies. Although the lack of clear strategy, policies and,\asiarell as management

24| Page



commitment necessary fqphase 3 is clearly visible. We can say the same holds twuthent position of

social media in public sector in general.

2.3.4 ROI and public sector
Ly KA& LI LISNI &whale GAKya G K/SR[18paSoPhilidarh {88 u@Ein s? thehstill pretty
common opinion that the calculation of return on inte®nt is not of a high importance for governmental

instances.

Many statethat the absence of revenuemnd profit in most government agencies makes ROl inappropriate.
When we consider the ROI equation which divides earnings by investments, earningadredré two ways:
clear profits and direct costavings. Cost savings are generated from improvements in work output and
productivity, quality, time reduction, and direct costs reductioimspublic sectortiere are far more

opportunities forimprovementsbased on productivity, quality, costs and time than on profits.

In public sector organizationsost savings measures are available from every work gissipnexamplef S (i Q &
consider the implementation cd program to improve forms processing that @sea productivity measurés
expressed imumber of forms processed; the quality measure is the error rate on processing forms; a time
measure is the time it takes to process the forms; and a cost measure is the cost of processirgpfarpes

unit bass. Improvements in work unit performance in a government setting have rappgrtunities for

program benefits that can be converted to monetary value.

Another problem seems to arise from the fact that governmentganizations seero lack hard data, which

is often definedas output, quality, cost and tim&very department, work group, afivision has output
(productivity), quality, time, and cost measuifdd]. Thechallenge is to recognize that those measures often
consideredsoft lead to hard measurekike improved teamwork leads to better productivity, investments in
personal development of employees lead to lower turnover and recruitment costs. If we look at it that way,
then nearly # the measures of success withirgaveernment organization can eventually lead to productivity
improvement, quality improvement, coséduction, or time saving§Some of the examples of hard data are
presented in the table beloWrable 3. The question is whether or not the measure should bevested to

monetary value.
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Examples of hard data.
Output ! Quality Costs ! Time
Senvices provided Waste Budget variances ' Cycle time
Taxpayers served Rejects Unit costs { Response time for complaint
Applications processed Defects Cost by individual { Equipment downtime
Forms processed Error rates Variable costs i Overtime
Applications approved Rework Fined costs ,l Average delay time
Inventory turnaver Shortages Overhead costs i Time to project completion
Patients visited Deviation from standard Operating costs Processing time
Students graduated Service failures Delay costs Supervisory time
Tasks completed Inventory adjustments Penalties/fines i Training time
Work unit productivity Percentage of tasks Project cost savings i Meeting time
Work backlng completed properly Accident costs Efficiency (time-based)
Requests honored Number of accidents | Program costs Order response time
Customar complaints | Administrative costs Late reparting
i Average cost reduction Lost time days
Table 2: Hard data examples.
LY KA&a 06221 aaSl &dzNR[YeR.Iwhillps definesitBivérs infidemding e palicd G 2 NE
aSoi2Nna ySSR G2 SIadaNB whLy
1. Pressure from taxpayers to show how government fuasbeing used.
2. Governmentregulation requiring accountability.
3. Privatization of government sector
4. A consistent lack of results or alignment.
5. A new breed ofjovernment managers with a business mindset.
6. Increased cost for many programs and initiatives.
7. Gowernment agencies are learning from business organizations.
8. Previous evaluation methods for government programs have been inadequate.
9. Overall trend of accountability for all types of processes.

10. Lack of management support for programs and solutions.

Some ofthe items fom list above came back in the interviews we performed with public sector

representatives an@xperts working in governmental environment. Particularly important was increase of the

accountability and performance monitoring. This lets us astelthat the common myth of public sector

lacking interest in ROI is no longer actual in the current economic and political situation.

3 ArchiMate

In the current age dominated by internet and fast developing technology, organizations have to learn to

quickly react and adjust to new market requirements and business goals. The changes have often infiuence

manydifferent levels, from technology, to business process, services, product portfolio, manufacturing,
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employees etc. To capture and control the ingpaf those changes, good understanding of the components
and dependences between them is necessary. Clear picture can be created using integrated architecture that

would describe and visualize the different domains and their relations.

There are severauccessful modeling languages for designing organizational structure, business process,
information systems or infrastructure. The might be very helpful to model particular domain, but they all use
GKSANI 26y fFy3dzZ 35T G S OK ybikdf deSrie cléaypRturé r2vedliig Impbrial® O y Qi

links and dependencies between domajRgure 4]

Information architecture v\®\ Product architecture
ﬁ Process architecture ] ’EI

Application architecture ﬂ Technical architecture

Figure 4: Heterogeneous architectural domains.

The ideal language for modeling enterprise architecture shbaige the following characteristics
It should be:

- able to modekhe global structure within each domain, illustrating all the components and their
dependencies

- able to visualize the relations between domains

- easy to understand by experts and nerperts across all domains

- possible to visuate modelsin a different way (from a different point of view), tailored towards

specific stakeholders with specific information requirements.

Keeping tlose requirement$n mind, in 2000relematica Instituu{now Novaytarted the ArchiMate project
Togeher with Ordina, the Radboud Universiteit Nijmegen, the Leiden Institute for Adva@oetputer

Science (LIACS) and the Centre for Mathematics and Computer SEdibthey have startedntensive
research.Through the yearshe results have been validateand applied ipractice with ArchiMate business
partners: ABN AMRO, the Dutch Tax and Custdmsinistration (Belastingdienst), and the ABP pension fund.
Finally in February 2009 the ArchiMate Version 1.0 Technical Standard has been formally apptbeed by
Board of the Open Group.
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3.1 Core concepts of ArchiMate
The leading concept of the ArchiMate modeling language is service. The reseaamegledi K & & & SNIA OS
orientation supports current trends such as the service based network economy and ICT integration with the

289 aSNPDAOSa ¢

¢tKS aSNBAOSE INB RSFTAYSR la F2ftt26ayY adzyAld 2F Fdzy Ol A2
department) makes available to its environment, and which has some value for certain entities in the
SYGANRYYSylGéd ¢KS ASNIAO&NNgY (! RPRAYFRISNEBE&ANKAOBGSNE a4 B84 A
by the companies to their customers, but can alsalservice deliveredy applicatiorto business processes

or by technological facilities (e.g., communication networks) to applications.

ArchiMate has a layered structurdistinguishingdifferent domains withirthe organization, where the logr

layers povide services to higher levels.
There are 3 main layefBigure 5]

1. Business Layerconsists of business actors (for example employees of the organization) taking part in
business processes to provide products and services to external customers.

2. Applicgion Layer-is built of software applications providing supporting application services to the
business layer.

3. Technology Layerprovides infrastructural servicgprocessing, storage and communication services)

which are needed by the application lay#rconsists of devices, hardware and system software.

Environment

Business layer
=) = 4
| | |

Application layer

JANYAY
Technology layer .

Figure 5: ArchiMate Layers.

Mentioned aboveservice orientation of this modeling languaigeexpressedh the use of relations. There are 2

important relations between the layers:

- use relationg visualizes how the higheayers make use of the serviceem lower layers

- realization relation; shows how elements in lower layers may reaizeviceitems in higher layer
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Thestructure, types of concept and applicable relations within the layers are pretty generic, which makes this
language easier to use and understand by experts in daatain;however their particular nature and details
differ.

3.1.1 Business Layer

Businessayer describes the business processes and people around them called business actors. Business actor
can be an individual person (staff member, cliestth group of people and resources. Each actor has an

assigned business role. It separates actor fromlhsiness activity and makes it easier to allocate activity to

him. The actors use organizational services realized by business pfasasafly divided in several sub

processes)

Services are grouped to form (financial or information) products. Theyatoah service has also associated
value, often expressed in terms of money, but ropnetary value is also essential to business, for example,

practical or functional value and the value of information or knowledge.

3.1.2 Application Layer
The structurakntity in the application layer is modeled using the application comporienan be a software
element that is a part of one or more applications, but also complete software applicatiomapglication or

information system (CRM, CMS, website, finareggdlication).

Similarly to business layer, the service orientation is continued by application services provided to business
layer aboveAn application function describes the internal behavior of a component needed to realize one or

more applicatiorservices.

3.1.3 Technology Layer
Node is the main structural concept for the technology layer. There are two types of node: device (mainframe,

desktop) and system software (mail server, database).

The relation between nodes is modeled by communication ptittough which nodes can exchange

information. The physical realization of a communication path is a modeled with a network.

Correspondingly to business and application, also the technology layer provides external service called
infrastructure serviceln this layerit is however chosen ndb model the internal behavior of infrastructure
components such as routers or database servers; that would add a level of detail that is not useful at the

enterprise level of abstraction.

3.1.4 Relations
One of the man goals of ArchiMate language is to model the relations between and within different domains.

In each of the layerdescribed abovedifferent relations betweemrlements can be applied:

- The access relation models the accefbusiness or data objects, lpyocesses, functions or

interactions.
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- The use relation models the use of services by processes, functions or interactions, or the use of
interfaces by roles, components or collaborations.

- The compositiorand aggregatiomelations indicatethat an object onsists of a number of other
objects.

- The assignment relation links units of behavior with active elementsr(@eas with actors that fulfill
them)

- The realization relation links a logical entity with a more concrete entity that realizes it.

- The speciatiation relation indicates that an object is a specialization of another object.

- The triggering relation describes the temporal or causal relations between processes, function,
interactions and events.

- The association relation models a relation between otgdhat is not covered by another, more

specific relation.

3.2 ArchiMate in this research

There are several important reasowhy | decided to use ArchiMate for this specific resharc

First of all, modeling any environment brings the clarity and structure necessary to define all the detailed
elements of the system and the dependencies and relations between them. For this particular prgject,

have to visualize and understand the stiuiet of all the levels within the organization, as well as wide range of
stakeholdersAfter that, wesee good possibility iextracingthe costs and benefits necessary for ROI
calculation. ArchiMate with its layered structure covering all doenains within the organizationspecial

attention to relationsand use of business actors representing stakeholdeesns to bea most suitable

selection

The models created during this research will be presemogoeople with different field of expertise: public
sector officials, project managers, online community moderators etc. This requires the models to be easy to
understand. Aswe mentioned above, ArchiMate was created with tharticular requirement in mind. As we

think it succeeded on this poinit, seens tobe a most suitablehoice to answer thiparticularneed.

Anotheressentiakharacteristic of ArchiMate, which is particularly important for this projedtsiability to
model value. As wenentioned above (4.1.1) the value can be assigned to the product or service and can be
expressed as monetary or nanonetary benefit.Thisbenefitis exactly whatve aretrying to extract in this
project. The value visualized in ArchiMate online commumitylel @an be used to calculate the ROI or in

other words its business value.

Finally,ArchiMate seems to give us enough flexibility to change its original appliance to fit our needs and the
unique structure of the organization. This will be particulastident in chapter 4.2.1.2 when we discover the
ArchiMates ability to model application as business process in Business Layer. This way of representation has

particular advantagem the situation when software takes a place of a core business. In thatltas@ess
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related view on application, together with interacting stakeholders has more relevance than pure technical
functionality of the software. This particular property and its other advantages are described in more detail in
62 KSy | LILI A €les$ pracessieY N 6 6sOKAal (1S SELX Iyl GA2Y ®E OHN

4 ROI Model for online community in public sector

Based on the theoretical research and interviews vgigveral online community owners and managees
constructed the model which can be used to calcula ROI of online communities. It can be applied to
public sector, as well as for commercial, profit focused companies, which can be achieved by selecting the

relevant KlIs. In this research however, wencentrate on norprofit organizations.

To create thisROI calculator wkboked at several different models found in the literature. Keeping in rttied

results of the interviews, weelected the elements of those models that could be applied to the current and

future situation in the public sector.

Total
Economic

Impact™
(TEI)

Figue 6:C 2 NNB & (1 SN & Impacti(TE) m@iéd2 y 2 YA O

The firstmodel welooked atO2 YSa FNR Y C2 NNB amp&NIEH matddolody [FiguikBy 2 YA O

derives the ROffom combining benefits, costs, risks and flexibility.

Benefits- include the collection of all the monetary and romonetary revenues resulting from the

online community

- Costs include startup investmenfor setting up the community and recurring expenses to keep the
project running.

- Flexibility- includes the futire opportunities which were created for the organization by investment
in online community.

- Risks include uncertaintiesvhich can have negative financial and reputational influence on the

organization.

In the second part abur modelwe use part ofthed a 2 RSt F2NJ RSGSN¥AYyAy3a (GKS NBG dzN
[Figure 7. The reason wesed it isto divide the benefits (from the previous model in g 1) into the

monetary (harddata) and nonmonetary (soft data) values.
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Hard Soft
data data

Figure 7 Model fordetermining the return on HRD
Finally wedooked at thethree subcategories which the hard data from the model above could be divided:

- Short term ROI measures the direct revenue on investment, for example for single campaign.

- Long term ROIconcerns issues like awareness, trust, knowledge generation etc.

- Cost reduction ROImeasures incremental savings from campaign or process redesign.
tK2aS GKNBS (GelisSa 2F az20AFft YSRAF NBGdzZNY ¢SmeBy (I 1Sy 7
Dag Holmbo¢36]. We assumed adding them tour model will bring some more structure and higher level of

detail into it. Finallyve divided each KFhto direct cost and revenues

As a result, wereatedthe following model forROI calculatiofFigure 8]
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«— REVENUES

SHORT TERM
~——— cosTs

HARD DATA LoNG TERN < REVENUES
(monetary) \ ~—— CcOSTS

REVENUES| SAVINGS < REVENUES

\ ~—
/ \ SOFTDATA | COsTS
RO|<— cosTs \ (non-monetary)
FLEXIBILITY
Forrester’s TEI Model J.J Phillips Klurig Analytics

Return on HRD Model Types of revenues

Figure 8 Model forROI calculation (initial version)

Soon enouglwe realizedthat the first version obur model is much too complex. During supplementary

research and several interviews wenfirmedour initial assumption thapublic secto is not directly

interested in turnovertherefore thecost reductionis the most significartvenefit. Theother two types of

revenues are particularly relevant for commercial organizations. For example, short term ROI could be the
revenue (or sales) directly related to the marketing investment, while long term ROI can be result of increased
brand awareness anidcreased long term purchase inteiitor that reason | decided to concentrate solely on

cost reduction.

We have also decided to change the way in which the reesmf each KPI are calculated. Bkipped the

division between costs and revenues and repthd with one formula per KPI.

Duringour research wehave also came across teudydone byTom Hartevelfrom University of

Amsterdam. In hishtesis [4 he looks at thénfluence of online communities on the reputation of the
municipality (gemeente)The results of his research made me look closely at the possible risks, already taken
under consideration i€ 2 NNB a ( S ND & Impa&tiTES) malé, duyf Btill) Rippeddars. Finallywe
RSOARSR i ®ourmddel &4t bk Bayeésubstantial influence on the success of online community

and therefore direct impact on the ROI.

FinallyweK | @S | f 42 NBY 2 @S R whicKrépresefits tiSetbdnéfits toxhé érganizatidni trizS
creation of future opions flom an initial investment~or example, ¥ adding supplementargommunities, the
company might derive incremental additional value from the original investrfe@ndnly modest additional

costs.In our opinion thosekinds of benefitaretoo arbitrary andvague to includein this calculationmodel,
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taking under consideration we are trying to concentrate on as accurate calculations as possible. Moreover, the
idea of online community in public sector is still so new and underdeveloped comparing to commercial
orgt YAT FdA2yasy GKFEG AdQa o6SGGSNI G2 O2yOSyidNIGS 2y G(G(KS |

future.

The final version abur ROI model is presented in Figure 9

start-up

costs <
/ recurring

risks
monetary
benefits
non-monetary
Figure9: Model forROI calculation (final version)
4.1 Costs

Westart2 dzNJ Ol £ Odzf  GA2Y FNBY RSTFAYAYy3I (KS eOdcalatiendbutb 2G4 2yt &

also startupinvestmentisthe first step in online community project.

Initially | divided the costs in 3 categories: people, process and technologievdr, as | got more familiar
with ArchiMate | aligned the expenses witie 3 ArchiMate layers: Business, Application and Technolbigig.
approach madeur research more consistent. | was also surprised to discover much more details which |

missed wherapplying the preceding grouping method.

The Business layer cogdhe actors, people engaged in system development, but also business processes like
training of new employees, marketing and promotion of online community. Application layer groups the costs
of the website development, graphic design and specification of requirements. The Technology layer includes
the costs of integrating the system with the rest of the infrastructure of the organizatiaxt to that the

costs can beategorized intaecurring or beéngone time investment.
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4.1.1 One time investment
BUSINESS

- Project manager oversees the design and implementation of the social community initiative. The

cost of his or her participation needs to be accounted for.

- IT support resourcegexpertsNB a L2y aAof S F2NJ AyGSaANIrdA2y gAGK GKS
infrastructure and systems are required to provide ongoing support. Online community requires

regular monitoring, upgrading and debugging.

- Trainingg training on how to manage the commity platform, moderate, and participate in a
community is critical to its success. Generally there are at least six people that need to be trained: the
community manager, the community moderator, IT, the customer service director, and at least two
custome service agents. Above direct training sessions some functionality has to be well documented

in the form of manuals.

- Marketing and launch promotion for the community to assure success of new platform and attract
the users to online community, the ifal launch promotion is needed. Depending on the chosen
approach (TV or radio broadcast, online advertisement, article in the written media) the costs can

wary substantially.

- Creating the community strategy, mission and vision as welbaseloping commuity policies¢
another important element for any online or offline program is to establish clear strategy, planning
and policies. It should cover all the organizational issues like defining the roles and responsibilities of
the staff assigned to supporhé online community, but also the tone, culture, posting policies,
security and privacy considerationgsion of the community, as well as basic requirements is usually
created during startup workshops, where the representatives from different stakehdl@r 3 NB dzLJa | NB

invited.
- Initial content creationS @Sy AT Ad0Qa& RSOARSR (2 AydSaNIridS GKS ¢
additional content has to be created.
APPLICATION

- Functional design (F@) before the online community is implemented, the detailést of
requirements has to be created. Many times the process includes extensive talks and workshops with
different groups of stakeholders, including community owner(s), representatives of staff, online

technology experts, project manager, end users andyné Y 2 NB ® LiQa @SNE AYLRNI
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complicated process and can take substantial amount of time and resources.

- Graphicdesigt ONB | G A2y 2F GKS daalAyé F2NI GKS O2YYdzyAride L
incorporated into the corporate Web site. Depending on the complexity of the Website, the amount

of time needed and costs will vary.

- Implementation of online communityportal - includes implementation of the online community,
based on earlier created FD. The organization has wide range of choices includiofythmibox
products, Saas platforms, corporate or open source CMS etc. The costs depend on the chosen

solution, and cawliffer widely.

- Setup and configuration oWWeb Analytics package Web analytics is type oftool for measuring
website traffic. Itcollects measures and helps to analyze and report the internet data to understand
and optimize the web usag@hisdatad G & LA OF f f & O2YLI NBR F3IFAyad YtLa
calculating the ROThe costsinclude selzL | YR O2y ¥A3dzNI A2y d LGQ& ljdzA G S
because onlyvell-chosenset measurements will produce a valuable data for ROI calculation. In case

of commercial packages the sep costs start at several hundred Euros.

- Implementation of Search Engine Optimization (SE@)the process of improving the visibility of a
web site in search engines, increasing relevance of specific keywords. It makedite easier to
find and contenteasier to browse. SEO is crucial to the success of the community. Search engine

optimizers may offer SEO as a staidne service or as a part of a broader marketing campaign.
TECHNOLOGY

- Setting up integration withexisting systemg this includes company intranet, CRM, SAP, and other
similar systems. The complexity depends on the state and technology ekigting infrastructure

and the technology of the online community and the gap betwtem.

- Integration with knowledge database/FAQ the creation of the community might be an excellent
trigger to review the current knowledge management (KM) sources, upgrade the database, add new
content,and clearup knowledge base articles. The costs are optional, deperatirthe state of
current KM database and the choice of using it with it online community in the first place.

- Implementation of single sigron - SSO provides asingles@gry T2 NJ Odzai2YSNAR a2 GKI G
have to remember multiple passwords. The cos8fO can vary depending on if it has an active

directory or security modeling.
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ONETIME INVESTMENT

Business - Project manager who oversees the community project

- L¢ NBaz2dz2NOSa GKFd 20SNBSS yR 022N
infrastructureand systems

- Training for key personnel in community best practices

- Marketing and launch promotion for the community

- Creating the community plan and developing community policies, people
engaged in startup workshops to define the vision for online comityu

- Initial content creation

Application - Functional design of the online community

- Graphic design for community to match the corporate house style
- Implementation of online community portal

- Setup and configuration of Web Analytics package

- Implementation of SEO (Search Engine Optimization)

Technology - Setting up integration with existing systems (intranet, CRM etc)
- Integration with knowledge database/FAQ

- Implementation of single sigan (SSO)

4.1.2 Recurring costs
BUSINESS

- Community moderatorg coordinates the community on a ddg-day basis, stimulates digssions,
answers the questionand monitorsthe onlineconversationHis/her role is crucial to the success of
online community and the cost of his or her participation needs to be also atedfor.

- Knowledge management managerkeeps the static content up to datele or sheakes care of FAQ
and knowledge database.

- Content manager updating content in KM applications.

- Customer service directorwith use of online community and fresh waf/interaction with the
customer, new policies and procedures emerge. Customer service director is in charge of overseeing
that they are being followed thoroughly. His other role is to manage the team of customer service
agent.

- Customer service agentisresponsible for responding and resolving customer inquiries or problems
concerning the online community.

- IT resources for ongoing IT infrastructure support

- Ongoing marketing and promotioAto continuously engage super users and community members
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APPLICATION

- Licenseg monthly of yearly costs for software licenses in case of Saas platforms or corporate
Content Management Systems. There are many different packages to choose from while
implementing online community. Some of them are open source eeltb use (Drupal or Joomla
CMS), other require licensing fees (SalesForce, TridiontoBt® of licenses diffavidely depending
on the chosen product.

- Analytics package to measure KRlt¢here is huge number of free web analytics tools, other reguir

monthly fee varying from several dozens to couple of hundreds Euros.
TECHNOLOGY

- Web hosting feeg; paid on monthly bases. The prices can vary from several dozens to couple of
hundreds Eurasdepending on the type of the selected package
- Domain registraion feesc cost of domain name registration aresually paidyearly. Prices start at

several Euros anchn differ depending othe domain.

RECURRING COSTS

Business - Community moderator

- KM manager

- Content manager

- Customer service director
- Customer service agent

- IT resources

- Ongoing marketing and promotion

Application - Licenses

- Analytics package to measure KPIs

Technology - Web hosting fees

- Domain registration fees

4.2 Monetary b enefits

As we mentioned abovihe measurements and KPRBould be based on the goals of the organization. While
interviewing public sector representatives and online community manafmtswing main objectives came to

the picture:

1. Create a platform where people can find all the important information they ceéor.

2. Create a place where people can interact, communicate and feel engaged.
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3. Improve the client service by innovating the communication channels and optimizing the
performance.

4. Form a channel for quick, reliable and targeted broadcasting.
The KPIs desibed in this chapter relate to above objectives.

4.2.1 Content Creation
Content creatiorcovers the first two objectives. First because the more content created the more chance the
guestions will be answered. Second because content creation is aadtitanby itself: posting question by

ones, and answering by others, commenting, rating, discussing.

Usergenerated conten{UGG, also known a€onsumer generated medigCGM or user-created content

(UCQ[30], refers to various kinds of media conteptyblicly available, that are produced by eaders

The real value lies not only in quantity of generated media, but more importantly in its gaafityelevance.
Measuring the last two is pretty complex. There are several methods and measuring tezshtaqbtain the

required data but thebiggest challenge lies in choosing the right numbers and interpreting them correctly.
4.2.1.1 Measuring quality of the user generated content.

A. Page visites vs time on page.
Web analytics provide wide overview many kind of metrics, available and ready to useis howevemost

important to choose the relevant numbers and interpret them correctly.

For checking quality of the single page | decided to use the combinatipagd: view and time on pagé&his
methoR A& Sl ae (G2 dzasS 06S0FdzaS A4 R2SayQi NBIdzZANB Fye &L
The two metrics are very popular, easy to retrieve and available as default through any web analytics tool.

They are also independent of the user intetian, unlikely rating or survey solutions.

Page view or ¢page impressichis a requst to load a single HTML filpage) ofa website. The page request

resultsfrom a webuser clicking on a link on anothgragepointing to thepage in question. Tehpage view

aK2dz Ry Qi 0 % hiDehithrdigrsSdra raguest for any file from a web server. Thexg therefore

be many hits pepageview since an htrrile can be made up of multiple pagésii Q& dzadzl £ £ & SELINBAaa
forms: actual number fopage views in a period of time and the percentage it forms from all the page views in

the website.

Time on page; expressed in average time (in minutes) spend on the particular page. The time is calculated
from the log file of your website (weblog owgscript taghy computing the difference between the

timestamp on one page and the next one.
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The simplified example of the log file would look as follows:

click 1: index.htm¢ 0900hrs.

click 2: fagoverviewhtml ¢ 0901hrs. (time at which the visitpaccessed FAQ Overview page)
click 3:fag-question1.htmic 0903hrs.

click 4: fagquestion3.htmic 0908hrs.

Web analytics program computes the time spent on-€agstion1.html to be 5 minutes.

CKSNBE INB aS@SNIrt AaadzsSa G2 (GKA&a ¢l & 27F Qihodleddst A2y @
AlGQa y2G Ll2aairotsS G2 OFtOdzZ S G4KS GAYS (KSnt@ak aAid2NI 3
case time on page for faguestion3.html would be 0. It will also be 0 if the user happens to spend more than

29 minutes on one page, because of the session timeout after 29 minukésh is set talefault in most

session based web analytics tools.

Those two measurements usedpseately form very vague picture about the quality or popularity of the page.

In case of the page viewtK S FI Ol GKI G Ay | aSaairzy I+ LI 3IS 61 a& BASHS
no way toknow whetherthe customer metheir objective after iewing a page simply based on the fact that

they clicked and arrived at the page (and that is all you ha® by in click stream data9][¢ The user can

O02YS G2 GKS LJI3IS>E RAAO0O2OSNI AlQa y2i ¢KI G lse@kha KS o1 a f

website.

Measuring high time on the page only can also be misleadinig.particular page could be highly interesting

for one particular user who would spend several minutes reading it (and bring the average up), but it says
nothing abouthow popular the website is among other users. There is tiisavellknownissue concerning

blog. Common feature of most blogs is that most of the content is on the home page, so there is no way to say

which blog post was the one which was holding the vieweloag on the page.

By combining those two together we get much clearer picture of the actual situation, evegttiitowill be
still dependent on our interpretationVe can put those two variables in one grid [Figure 10] to see the

dependences betweerhem.
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Figure 10Page views v§ime on page quadrant

Quadrant A: High page view, high time on page

- Interpretation:t + 3S Aad @SNE L2LJz F NI I Y2y3 GASHESNBI AGQaA KA

indicate reading behavior of the visitors.
- Goodindicator for: Sites that require a lot of time to read and understand the contents of the site.

E.g. a professional services company.

Quadrant B: Low page view, high time on page
- Interpretation: L 4 YA 3IKG YSIy GKIFIG GKS LI 3S Aa AydaSNBadAy3
just difficult to find However the ones who find the patpke their time to read it.
Quadrant C: Low page view, low time on page

- Interpretation: Generallyimpliesdisinterest in the content of the pa&g The page attracts low number

of visitors and the ones who reach it, leave it immediately.

Quadrant D: High page view, low time on page

- Interpretation: Pageeasy to find and acceskighly ranked in search engiioe has many external
links leading to it)butwith unattractive or irrelevant contentJsers access it and leave immediately.
It can also mean that the page hstsortinformation, or requires the user to perforrehort tasks and

R2SayQi Ay@2t @S t2y3 NBFIRAYy3I | OGAGAGE D
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- Good indicator for:Sites where visitors are seeking answers (search engines, directories, dictionaries)

or advertisement, action pages.

Assuming the most important goal for public sector communityld be to share information, the most
successful result would be described by quadrant A. The pages that are able to attract the most visitors and
keep them longer to read the content, prove the biggest quality and value to the information based online

community.
Calculationmethod:

From all the user generated pages choose the ones with the page visits above geeragex) From this set,

choose the pages with time on page larger than avel(agé¢op y)

For the resulting pages calculate how muctvdtuld cost to employ the staff member to generate this amount

of content.

B. Content rating.
One of the powers of online communities is the rating syststost online communities allow people to vote

for or rate content. However, too often these tools areerlooked as sources of insight.

According to 9®-1 rule [29, visualized in Figure 1y any community of 100 people, 90 will be readers, 9 will
edit and add to content and just 1 will initiate discussions or add new conBericessful communities try to

find the waygo make the most beach of these types of peoplEor those 90 people out of every 100 who are
unlikely to contribute to discussions publicly, votes and ratings are ways of letting them have their say. Making
this easy to do and encouraging people to rate or vote for conteiys to recognize and measure the

valuable content.

1% Creators

9% Editors

90% Audience

(cc) Jake McKee & 90-9-1.com

Figure 1190-9-1 rule

Additional value is created by the fact that thellective wisdom of the memberseplaces the evaluation and

quality assurance scan which should be otherwise done by community moderator.
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Calculationmethod:

Choose the x number of highly rated pagesicGlate how much it would cost to employ the staff member to

generate this amount of content.

The cost of the community manager who would have to spend time to evaluate the quality of created content

could be added here as well. This would apply to allr#fted content

C. On-exit survey.
Usually the most important purpose of the governmevebsites is to provide all the necessary information

and make it easy to find. In that case the most obvious thing to measure is if the visitors to the site were able

to find the information they were looking for. The best way to answer this questiondsdotly ask the

visitors. It can b done using a simple egxit survey. When visitors leave tpagethey are asked to answer if

they were able tdind answer to their questioriThereare several ready to use tools available to perform this

simple taskfor example 4Q from iPerceptions, which is freeexit survey available in 18 languages. On the

20KSNJ KIFIYR (KS FdzyOGA2ylftAGe A& aAYLX S Sy2dAaAK G2 oS F
necessary to survey each visitor who comes toghge Theresults from 10 responses should be enough to

classify the page as valuable or not.
Calculationmethod:

Pick the pagethat were classified by the users as valuabkdc@ate how much it would cost to employ the

staff member to generate this amunt of content.

Here again you can add the cost of the community manager time to categorize the content. It applies to all

categorized pages, valuable or not.

4.2.1.2 Measuring the relevance of the user generated content.

Aswe stated before, the public sector websites strive to be an extensive source of information. To achieve

that, a huge amount of content is created and available to the visiidre.content generation happens

internally through the employees of the organiat, and in case of online community also externally, through

super users (active content creator)i Q&4 O@SNE AYLEZ NIl yid K2gSOSNI 2 YSI &dzN
2yS GKIFG GKS dzaSNB FNB Yzadfe Ayze eHcBgpe Sikénteriadly Ly 2 3G KSN

producedcontent is the largest and which has the largest ussrsumptionand creation.

la |y SEIF YL S ¢t §jfriguie 12hhighlwad madefoKtSe Baldidn puklit 2ctor website
www.belgium.be
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Figure 12: Content creation vs content consumption.

On the yaxis is each of the sections on the belgium.be website. In blue is the amostatiof created within
organizationcontentt Yy R Ay NBR I NB GKS LISNOSyidl3asS 2F @rardaa G2
the content generation concentrates on Justice, Mobility, Health and Environment, while in fact the visitors are

much more interested in Family, Housing andritcoy.
Having that informatiorin mind we can define two groups of content categories:

Group Ahigh amount of content createihternallyand low visitors interest
Group B: low amount of contemreated internallyand high visitors interest

Group C: balazed amount of content created and consumed

When we look at the user generated content from this perspective, we can easily come to conclusion that any
quality content produced by the users in group B will have much higher value than the one writtendprAgro
CKFiQa 0SOldzaS dzaSNER (KSyaSt@Sa FAft Ay GKS akK2NIlF3S

the organization.
Calculationmethod:

This measurement approach should be used with one of thaaity assurance methods aboweor each
group ofpageswhich passed the quality test we assign a following relevance weight for the group it belongs

to: Group A- 1.5, Group B- 0.5, Group C1.

It might be the case that the situation on forum and online community based websites is more balanced
through the user generated content. In that case we assume that the users create the content which is

particularly interesting for them.

4.2.1.2 ArchiMate model for user generated content value.
As we said before, we will be trying to develop ArchiMate atedor some of the KPIs of our ROI calculator.
Themodel below is the first ondrom several crated for this paper. First of all it gives us the general

A0 NHZOGdzNB 2F GKS 2yt A yndhe QURINGS gegckss of e drgarizationtdlsa A G A 2y 6 A G
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relevant stakeholders, software and hardware systeRw®ving that in picture, we can see the important

specificswhich will help us to understand each KPI and create more accurate calculations. Each model looks at

the online community from differenpoint of view, concentrating on details interesting fach particular KPI,

leaving the more general parts of the model unchanged.

The ArchiMate model belofFigure 13shows the content generation within the organization. It shows the

difference betwen the static content produced and updated within company and user generated content

(UGC) which is a product of vivid cooperation of many different stakeholders.

Business Layer

I Staff 9 l [

Staff gl

l

Content
Manager

Customer
Information

Content =}
Updating i

| Citizen % I

Stff R l

|

Website User

Community &
Moderator

Customer
Information
. Service

Content QD

Online Community
Moderating Service

Commenting

Rating/

Application Layer |
Knowledge Online
Management Community
Service Service
Knowledge Online
Management Community
Application Application
Technology Layer ]
DB Service
SQL Server

Figure 13ArchiMate model for user generated content value.

The static content is created and periodically updated by content manager. It consists of static pages which can

be viewed by website visitors and the employeeso2 NA | yAT | A2y ® ¢KS

First content writing, then updatig.
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The UGC is much more dynaraid involves cooperation of several stakeholders, which can be clearly
NELINB&aSYUiSR Ay ! NOKAal GS 0@ dzaS 2 i&créatednbstlylbpedd G A2y ¢ & |
themselves. Additionally community manager cart new topics, post comments and take part in voting,

mostly to stimulate and moderate the content creation process. Optionally content manageonaibute

by adding missing contentln some organizations the employees (or selected group of emgdyare asked to

take part in the online community and take active part in content generatioK.S dzaS 2F a/ 2 € I 6 2 NI
rather than & t N& &u@sses the importance of cooperation in content creation and indicdi&sthere is no

real order in the actiities.

The activities around bothi @ LJIS& 2F 02y Sy G | NB 3INRAzZLISR Ayid2 at NBRdzO
static and user generated content are representedias | f dzS¢ X G KS weégyidcalduldt®irnarSy ST A
ROI model.

While creatinghe above model weame to another interesting conclusion. While trying to assign layers which

are one of tle characteristics of ArchiMate wbserved thatthex { G GA O / 2y GSyid / NBFGA2YyE
! NB | {oragy groduct blocks could beorrectlyassigned to both Application and Business lapeciding

one or another however gives a totally different meaning to the online community. If we choose to assign this

part to the Application layerwe treat the online as a tool which enables the usersréate and edit pieces of
O2yiSyilo 'yR (KIFGQa G2ddltte& O2NNBOG:=E Fa GKS aeaidsSy o
the meaningothe2 Yyt Ay S O2YYdzyAii& A& YdzOK RSSLISNY LGQa GKS gA

N

Q)¢

commitment of stakeholdrs that keeps the community aliv6o when we talk about the online community

$6S KIFIBS Ay YAYR LIS2LX S FYyR y2i a2FG6lF N8B 0SKAYR® C2NJ
I NBFGA2y ¢ |y NS pBtdhige\bisiSegdiprocess atiterefore place it in the Business layer.

This particular discoverghowing us thepossibility tomodel application as business procgssontinued in

Y2NB RSOl Af Ay G KS sadbusiddédrproaesasyS yI yI LULNERAKO adl- AlRSOING E LI | y | G A
deeper into this topic within tls research, could create a risk of shifting the main focus from the core subject

of ROl Howeverthe debateisinteresting enough tdoe continued in relative isolation in thenentioned above

research paper.

4.2.2 Cost reduction

Cost reductioris an answer to the third business objectivaprovement of the client service by innovating

the communication channels and optimizing the performaridge usual communication channels like phone,

e-mail or regular post arel@wly replaced by the opportunities given by online community. Searching for

question online before calling or sendingaiyé A f 3INI Rdzl f t @ 0SOKBEAXIKS a6Ro T | B2

finding the answerstaking some part of the workload from the calhter and help desk employees.
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4.2.2.1 Reduced volume of phone contact
PremisesWell developed and active online community gives answers to many questions. Questions are

answered not only by community managers and other employees of the organizationdvatimportantly by

the community members itself. This way the costs are reduced in two ways:

- reduction of phone calls, as the customers can find the answer online

- reduction in content generation, as the answers are given by the community members itself.
Calculation variablesnumber of calls, number of resolved questions

Calculation:A. Kaushikd] suggests 2 smart wayd using the web analytics to measure estimated call

avoidance.

Gt dzi  dzyAljdzS§ y nn  oniyduf stippoft M&EbSité anddihethe Sumppedzx phSrdkalls to

GKIG RAAGAYOG LK2yS ydzYoSNX® LGQ&a AYLERNIIFYyd (2 YSI adaNE

improvements to the website experience, the number of phone calls should go down inrfioyptm website

traffic. ¢ He poinsoutd K1 G A G Q& | f a2 A SucdasMfil resbliitioniithepoheXclandsl, (i K S

0S50l dzaS S@Sy AF G(GKS @GAarAld2NBR O2dZ RYyQl FAYR (G(KS FAYIl f

in shorter phone call.

Another methodis to use the web analytics to measure the number of visitors who viewed Q&A, FAQ or any

other type of KM section on your website and then followed to contact page (the one with the phone

YydzYo SN ® Ly (GKAa O &S e&2dz Ol ywedredoakizyr aiddeided #® al y Q (i

Those two methods extract the phone calls made as a result of not finding the relevant information on the

website.To calculate theveekly/monthlysavings we use the following equation:
cost saving = (humber of €af & & qrimbeNoBcata F FGSNE O E O2zaid 2F G(KS

Tools:call records
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The Archilate model[Figure 14above showthe process of phone client support before omlioommunity
implementation. Tie phone cliensupport process goes as followhetcitizen calls the call center and asks the
guestion,the support staff checks the Knowledge Management (KM) database for the right answer and finally
answers the question. For simplicitpmit the possibility that the client could be redirected to the second level
support, which would add additional costs, not only for the fact that second staff member will be included in

the process, but also for the fact that the fees of second lingesut employees are usually higher than the

Figure 3: ArchiMate modefor phone customer information service

ones of the first line support.
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Figure B: ArchiMate modefor online community

The second modgFigure 15khows the same situation, but with the online community implemented. The

citizen struggles with the question, he or she access the online comnuntite KM databaséo look for the

answer. If the answered to the question is found, the process is fidiglith success. If not, the citizen might

post the question in the online community. This question might be then answered by another actively

contributing community member, community moderator or in some cases content managerS a LJ2 y R

& dzo YA & a A gghénst@tesSte Ndlaboration of those three actoss! y & 6 SNJ (i 2

vdzSaiAazyé

asavalue for several reasons. In the first case, when the user finds the answer to the questions within the

existing content on both KM database or online commuriitye value of the answer is represented by fee

of the customer information staffwho would have to answer this question otherwise (by phone-orad). If

the question was answered by onetbk tree actors mentioned before, then the value resulanfrthe fact of

content creation which was described in 4.2.1.
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Even thoghthe second model totallgxcludethe phone support in its representation, in realitywill remain
ascoexisting supporOK I yy St @ L ( Q& commardeatiSBnRshoilde$radualyzedused;especially
the first line support should decrease, as the users will be able to find the answers to simple questions in the
online community The costs savings should concentrate on the number of reduced phone calls in the period

of time.

Decrease of the phone contact has another clear advantiagell contribute to diminution of helpdesk work

load, which might result in increase of its qualifyfter his operstatement about customer service in October
201 , 2dzld @y Q (up toédianyeceizédiiousands:offetils with complain stories about

Dutch helpdeskPeople are deeply disappointed in the quality of those support services. They criticize long
calling timeshelplessnesand lack of knowledge of the support staff,sgimce of determination and fkébility

in problem solving. There are several ways to solve those shortages. One would be to improve the quality and
guantity of the helpdesk employees, another would be to innovate and revolutionize the whole customer
servie system. The second solution could be achieved by introducing online commuhége most of the

problems can bedved by wisdom of the crowd [26at no (or minimal) costs.

4.2.2.2 Reducede-mail support
Similarly as it happens with reduction of phocedls, the decrease of amount of support emails can be

observed in organizations using online community. In this case we talk about savingsadrpeocessing,
which include: reading of post, looking for answer and writing back. From the commmoaitper pointof

view we can also add higher customer satisfaction as a ressaélffielp contentment and firstcontact
resolution rate as this way surely prevents possible misinterpretation and misunderstanding so frequent in

written communication.

Calculdion variables:number of emails, number of resolved questions

Calculation:cost saving = (number of-¥ | A f & coutBerdfi&vE Af & al TG Swdal E Oz24al

Tools:outbox, records in tickets system
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Figure B: ArchiMate modefor onlinecustomer information service

The Archilate model[Figure 16pboveillustratesthe process of enail client support before online

community implementation. Here again the citizen struggles with the question, he or she uses the online

contact form toask t. Helpdesk staff gets the-mail, reads it, checks the KM database for the answer and

writes the email back to the citizen.

The second model is exactly the same as in the previous KPI, and shows the community member finding the
answer online. Similarly the phone support, the @nail support will not be totally eliminated, but should be

significantlyreduced. Here again the savings will be calculated from the decrease ofitfadi®received.

4.2.3 Lower media spend, higher media reach and i mpact

Use of online community as an alternative way of mass communication answers the last business goal of

finding a channel for quick, reliable and targeted broadcasting.
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Very often in the public sector we have to do with the public appeal, important mesbagbave to be
passed to huge amount of peopl@nline communities are effective and cheap medium for both wide range

broadcast and open communication. Comparing with advertisement through typical channels like: TV, radio

and press online communities want following advantages:

- low costg the difference in costs of a TV and online campaign are huge and of common knowledge
& 2F GKS OFYLI A3y AGQa

- accurate targetingc F 2 NJ 4 KS adz00Sa

People become members of the ordicommunity only out of concern or interest in the theme the
community is about. Targeting the right crowd through TV or radio is much more difficult.

- 24/7 availability ¢ no limitation of airtime at TV or radio, online channels provide 24/7 availability

communication and support.

O NIz

Usually campaigns utilize several types of media to get the message through. In that case, when calculating the

ROI, we will be challenged with campaign attribution problem, complexity of defining which channel

contributed towhichrevenues! @A Yy &K Y|l dZaKA 1 F A ¥ GKDOA 6 PPokomddlBittal RY 8¢ ©
solution to this problem by modeling Multiannel Value Analysis FramewoHRgure 17 shows the complete

picture of all the different channels, the traffic flawg back and forth (as a result of nonline marketing), and

the various data collection options at the disposal. Even gihis model is primarily meant for commercial

companies striving to increase the sale revenue, some of its parts and methods udael ajaplied to public

sector.
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There are several ways broadcastingTV or Radio spot, plibation in newspaper, letters and strepbsters
or online. Each of those channels has its advargad#fers ineffectiveness angrice.In this section we will
examinethe most popular media in more detail, and use them as benchmark trying to show the cost efficiency

of using online community for broadcasting purposes.

4.2.3.1 Television
Even thogh TV stationgan choose from different billing optiorf48], CostPerThousand (CPM) And Cest

PerPoint (CPP) are twmost populamrmethods of evaluating media efficienf38]. CPM is a ratio based on
how much it costs to reach a thousand people. CPP is a ratio bademlvomuch it costs to buy one rating

point, or one percent of the poputen in an area being evaluated
CPP is calculated as follows:
CPP = Cost of advertising schedule purchased/Gross RatingsP@RP)

where GRP= frequency %% rating x 10Qthe product of the percentage of the target autice reached by a
broadcast times the frequency they see it in a given campargitiplied by 100 For example, a TV

advertisement hat is aired 5 times reaching/®of the target audiencerould have 25 GRPs =(%%)x100.
CPMis calculated by using the following formula:

Cost of advertising scheduleurchasedCPM=Gross Impressions / 1000

where Gross impression = rating (KHD) x total population (6+)

When welook at the Table 3aken from year report from 2009 made by DutRhating Foundatio®sKO

(Stichting KijkOnderzoek), we can easily see the reach and make quick calculation of the costs.

KIKGEDRAG &+ (KIJKTOTAAL), 18:00-24:00 UUR, 2008 EN 2009

18:00-24:00 uur

ML 1

ML 2 2,4 6,9 354 1,3
ML 3 27 8,0 408 1,7
NP 12,5 36,8 1.882 1,5 1
RTL 4 5,1 15,1 774 2.1
RTLS 1,9 5,5 284 2,4
RTL7 1,6 4,6 237 1,5
RTL & 07 2,2 11 2,8
RTL Mederland 9,3 27,5 1.406 2,1
SBS & 4,3 12,4 447 1,7
Met 5 1,6 47 241 5,0

Weronica 1,5 43 222 20

SES Broadeasting 74 5q 7

Table 3TV stations rating table.
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KDH (kijkdichtheid} a percentage of viewers, ather words, percentage obutchpopulation (6+) watching

at the given time slot. Taking under consideration that in 2009 the Dutch population counted around
15.053.00Qpeople, thetotal reachof NL1 would bd5.053.00x 7.4% = 1.113.922 people.

Kijkdichtheid (%)

50
45
40
35
30
25
20
15
10

0200 0300 0400 0500 Q&C0 0700 0800 0°.00 1000 1100 1200 1200 1400 1500 1600 17.00 1800 1900 2000 21.00 2200 23.00 2400 2500
0229 0329 0429 0529 0629 0729 0829 0929 1029 1129 1229 1329 1429 1529 1629 1729 1829 1929 2029 2129 27229 2329 2429 2529

= 2008 2009

Figurel8: Audience %t different time slots.

KDH or rating can be measured for specific TV channel, but also for the particular program or time slot.

Graphic above [Fige 1§ illustrates the clear pick in the evening hours, between 19:00 and 23:00.

Calculaton

We aregoing to explain the mentioned above CPM formusing simple example

If an advertiser were to bugcommercial with a rating of 11.0 then the Gross Impression woulchbrulated

as follows

Gross Impression rating x population=11% x15.053.000= 1.655.830

If the TV stationO K I NJB80far 30-second commercidthe typical television commercial length), the

CPM would be

CPM HCostof commercial/Gross Impressign 1000

CPM H€150000/ 1.655.83() x 1000=€90,6

In this example, the total cost of reaching the group of 1000 peagteup to€9,06.

CAYLEfe

t StQa

V2 i

F2NBSG

i K SAccOrging foAnriean IARSEcRtdrCok Y 3

Advertising Agencies' (AAAA) 2001 Television Production Cost $8ythe average cost of 30 seconds

commercial added up t8358000. The national commerciats all lengths were produced at the cost of

$358000.
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4.2.3.2Radio
When compared with televisionhé advantage radio advertising offessmes fromunique combination of

high read, high targetability, and lowost.

Radio advertising cost is perhaps the most obvious and important of the top three characte@stibsth
advertisementdevelopment ancdroadcastcosts, radio beats TV by a significant margitnere the average
cost of producing TV spot can reach more t$800000and take several months to producene can have a
radio spotdeveloped for less than $1,500 a matter of days or week#also the broadcasting castre

substantially lower.

Marktaandeel 10+ jaar

Augustus- Juli- Augustus-
September Augustus  September
2010 2010 2009

ORN Radio * 12,0 129 12,6
Radio 538 10,8 10,3 10,4
Radio 2 9,8 9,0 10,0
Radio 3FM 9,4 9,7 8,6
Sky Radia 84 8,4 8,8
Radio 1 8,0 8,2 74
Q-music 7,0 6,2 6,6
Radio Veronica 51 5,5 6,0
E Power Radio * 5,0 4,7 51
100% NL 4,0 38 4,7
Radio 5 31 29 2,7
Radio 10 Gold 2,7 2,8 2,3
Radio 4 2,1 2,1 1,8
Classic FM 2,0 2,1 2,1
Slam FM 2,0 2,2 2,0

Table 4Thelistening numbers in August/September 2010

Table 4showsthe listening numbers in August/September 2010 provide®iych resarch bureauContinu
LuisterOnderzoek46]. The report is based on a nationally representative sample of 10,549 responuofetQs

years and olderThe ratings are comparable with the ones of TV senders above.

The averageadio listening timeis around Zhoursper day[46], and is nearly identical to the average time

spendbehind theTV [47. So in case of reach TV and radio are quite similar.

The third characteristic of radio thaeems to reach a substantadivantageabove T\is targetabilityL ¥ A (i Q&
advertisementolJdzo t A O F LIS £ X AGQa ONHzOALFE G2 LI aa GKS NAIKID
numbers become ineffective, if the message has no importance to the receifegsadio industry's grouping

into formats is partially responsibfer the ability to targetthe right groupsefficiently. Looking only at the

radio format, we can already estimate the age group of the listefgf}k Table 5shows an example.
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AGE TARGET FORMAT(S)
Teens 1217 Primarily CHR (Contemporary Hit Radsome

Urban, Alternative
Adults 1824 CHR, more Alternative, Urban preference
Adults 2534 Alternative, Rock, CHR, some Urban, AC
Adults 3544 Rock, AC primarily
Adults 4554 Oldies, AC
Adults 5564 Classical, New AC
Adults 65+ Adult Standards, Classical, News Talk

Table 5Radio formats per age group

Age information is only théirst phaseof the targetability of radio. For any given formati Q& L2 &4 A0 f
the clearer picture describinpe audience listening habitsor example, looking at th&lternativeradio

format, based on the available dataeveral characteristics can be extracted

- 63% male, 37% female

- Over 83% are less than 44 years old

- Adults 2534 account for almost 28% of the audience
- Listening location38% car, 31% home 28% work

- 18% more likely to have children in the home (49% of listeners)

This information assists in developing a targeted media plan that significantly enhances the efficiency of
broadcastingoy ensuringhat the radio messageeactesthe rightgroup ofpeople.Every radio station has

enough information to provide the listener profile.
Calculation

The same calculation method as the oneldf broadcastingan be applied here, even thou the prices will be

considerably lower.

4.2.3.3Press
Newspaper advertising is one of the most comnaowd one of the oldesivays to advertisand pass

informationin many countries. Often cheaper thdv or radidroadcasing, newspaper usually provides
advantages of greateeachin many locationslt alsodoes not depend on the target audience having a
television or radio on at a certain time in order to receilie messageOne of the other main advantages of
print is its credibility. If you see it in print, it usually holds a higher position of respectaue- one thing
that the internet is falling down on, due to the fact that it is very much a contediformat and therefore

depends very much on results from search engingsich is clearlyisiblein section4.3.4
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Newspaper advertising comes in two majgpes display or classified. Newspaper ads considered display ads
are those that span multiple columns horizontally and often include graphics and borders. Classified
newspaper advertising is4tolumn advertisinghat follows the natural flow of the column down the page

vertically.

Classified advertising is usually the cheapest option for most people and appeals to those who are after a
certain market. For example, those seeking to rent an apartment, find a johuseaglassified ads to aid in

their searching.

Display ads are generalljgher profile ads that take ugignificant portions of the pageaching an eighth,

quarter, half full pageor in some casesp to two facing pagesrThe prices differ depending aize.

Newspapers, similarly to radio or TV provide so called rate cenfdgimational documentprovidingdata
about advertising rates and placements for a publicatidext to that an overview of target audience,

distribution, and the profile of reachegopulation is provided. In the pictuteelow[Figure 19]you can see an

SEFYLX S 2F GKS GFNBSG 20SNWASEe LI IS FTNRBY 5dziOK ySgaLl

DePers N—

000
Doelgroep Resultaten bereiksonderzoek
NOM 200911 2010
Dagblad De Pers wordt gelezen door een breed lezerspubliek met
een oververtegenwoordiging in de leeftijdsklasse 18-54 jaar, in NOM Leeftijd ¢ selectiviteit
de hoogste welstandsklasse en bij lezers uit de hogere beroeps- 3
groepen. Door de fijnmazige distributie van Dagblad De Pers totaal 13+ 100%
kunnen diverse doelgroepsegmenten optimaal bereikt worden. 13-17 4% 54
Distributie L s =
25-39 25% 106
Distributiemix De Pers 40-54 32% 110
55-64 15% 108
65+ 10% 67
. Offces
) ooz NOM Beroepsgroep selectiviteit
b @ e Totaal 31+ 100%
Eigenaar bedrijf onc tuinder bos 3% 63
Vrije beroep 3% 138
Hoger beroep (kidnggewend / nist idinggewnd)  23% 144
Distributiekanaal oplage Middelbaar beroep tedngpesnd /mtisdngpowend 28% 104
Offices 40.000 16% Lager beroep 6% 123
Openbaar Vervoer 180.000 72% Student/overig 20% 93
Retail 30.000 12% VUT/pensioen/ Werkloos/
Totale oplage 250.000 100% arbeidsongesch./bijstand 18% 7

Figure B: Target and reach overview.
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Calculation

Following the example of De Peasid looking atthét t N2 RdzO( Ay F 2 Naper DaPNE RBwebod y Séa

are able to show the calculation method and estimated costs.

If similarly to TV and radio, we wiifyy to calculate the cost of reaching 1000 people, we have to use the

following formula:
CPM =Priceof advertisement / # of distributed copiesx 1000

Taking as an example the rate card be[dable 6] we can calculate the followirgpst for reaching 1000

citizens using 1 full page advertisement.

CPM =e 5.000/70.000 x 1000 €71,40

Tarieven Dagblad De Pers
Z/W tarieven per 01-01-2011 (in euro's en exclusief btw) !

Tae of edite Opage 21 spead V1 pagna V2 paga V2 pagra
s 010V CD1028S CD10M
550x398 266x 398 212x238 266 x 190

5.000 2.500

Noord Holland e.0 ADAM 70.000 maur 7.500 2.500
== Den Haag e.0. HAAG 58.000 mawr 7.500 5.000 2.500 2.500
3 Rotterdam e.o. RDAM 71.000 ma-r 7.500 5.000 2.500 2.500
= Midden Nederland UTRE 51.000 ma-r 6.000 4.000 2.000 2.000
De Pers Totaal PRS 250.000 ma-wr 28.500 18.000 9.500 9.500

Table 6Pricesfor newspaper advertisement.

We should also not forget the costs of designing the advertisement, evemgtitbey will be much lower than

the ones recorded for TV or radio.

4.2.3.40nline community
As the last one, we look at the spreading the news using online commeaisging the information online can

be done in multiple waysncluding

- Banner graphically rich, usually easily attracting attention, giving short information or pointing to
another source with more facts and content.

- Front page article usually more descriptive, giving much more information than banner. Can include

pictures and other graphical material.i Q& adlF GAOZ | yR R2SayQid +ftft2g

comments.
- Blog post or forum discussiontypical for online communities. Usually shorter than article, and much
more free in style. It stimulates discussion, let people post their opinions and express their points of

view concerning the described topic.

Especially th last method of passing of informati@mows the true advantage of online community. Letting

people discuss about the topic increases their commitment and interest, mack effective than passive
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look at the flashy banner or very often quick scan ofdticle. The same advantage differentiates online
discussion from TV and radio broadcast or newspapefhd.interactive character of discussion is a source of
another huge benefit in the form of feedback. The organization can read the opinions, f#faciion,
displease and other emotions directly from the comments and votes of the readedsreact to them

instantly, improving the effectiveness of the message. This real time feedback is not possible in any other

media.

The less formal, flamboyarstyle of the blog post or discussicanincreasethe trust and comprehension,
comparing to very official, often tiresome and complex article on typical public sector pages. Also the
findability of forums and blogs is much higher than the one of staticlas, which is described further in

chapter4.3.4.

Theother advantage ogpreading the news through dne community comparing to all the other media
described abovésthe lack of time limit for displaying of the informatiolfithe organization is thewner of
GKS O2YYdzyAilies 6KAOK ¢S FaadzySz Ad Kra Fft GgS FTNBSR?Z

without additional costs, whil at TV or radio, every second counts.
Calculation

If the organization uses their own online community to pass the message, there is no additional cost included.
The organization has all the freedabout the placement, durability or size of the message, with no effect on
costs. Also thelirectreach is meh easier to calculate, as it can be extracted directly from web analiics.

that case we should look at page views, checking how many users visited the page with our message.
Additionally online communities offer other interesting options to spreadnbess even further, by sharing it

with the others using following technologies:

- tell-a-friend ¢ allows the user to recommend the website to another person throughadl

- Share it on Faceboaklink to the website or particular article is displayed on thé\fe 2 FAcREnok
profile page and visible to all her or his friends

- Diggcg which allows the user to bookmark the link to the website, vote and comment on it, and bring

it to attention within the dig.com network

Depending on the technology used in the onlow@nmunity the forward and share numbers have to be added
to page visitsThe only problem is that while the telifriend functionality can gives a measure about the
number of people notified, we cannot tedkactlyhow many peoplavill bereached throgh technologies like

Facebook, Twitter, Digg and many others.
Media reach = # of page visits + # of share and forward clicks

As there are no additional costs we can only talk about sayiogehmarking with the cost of reach using

alternative media described above.

59| Page



4.2.4 Helps to pass legislation , regulation, and initiatives.

The petities.nl is an online community on which people can propose and vote on petfio29.January 2009

the VdkskrantNB LJ2 NIi SR (G KI G & [ S apatitieS. Al NaRiedA1 000G sighdBiled\witiingugt8 2 v
days. Without use of this online community picking up so many signatures would take much more time and
energy. Digitization lowers barriers to particifpa. With the increase of digitization we are talking about e

Participation which is slowly finding its way as a tool for collaboration between government and citizens.

The Ministry of the Interior and Kingdom Relations (BZK) is therefore an acties pllagn it comes to €

Participation project. Its objective is to exploit the dynamics of many groups of citizens on the Internet,

facilitate the bottom up innovation and fill the gap between government and citizens. It does this by increasing
interaction and commitment especially in digital way, changing¢itd Sy a Q NRf S F NRoco L) d4A FS
decisionmaker, cesupervisor and cinitiative taker. In this way-®articipation not only improves thquality

of service and democracy, but also generalsfattion of the citizeng23]

Another examplef online communityis plain66.nlvhich makes it possible feeople to get in touch with

party members, ask questions and share opinions

Calculation variablesamount of online petitions witl0,000signatures

Calculation:cost of collectingt0,000 signatureéother way than through online communitgultiplied by

number of petitionswhich reachedt0,0000nline signatures

| decided to desdbie this benefit for two reasonsA NE i 6 S O dzarbexdniple &f epartitipaor O S f f
which illustrates the power and influence gained by citizens through online collaboration. The second reason
is, that this particular saving is quite easy to calculate and express in monetary value. Of course further
researchwould be necessary to examine alternative channels and ways of signature collection, as well as
assigned to them exacibsts.However, | decided to exclude this benefit from the final ROl model. The ROI
model | strive to develop should be as generic assfile, so it can beelatedto optimal number of online
communities. The petities.nl is a quite isolated and very particular exampiee @ppliance of online

community to reach this specific go#tlwill be very difficult to find it in other online camunities.

4.3 Non-monetary b enefits

Next to the financial benefits, there is also hugenberof non-monetary advantages coming from the
implementation and use of online communitieghose are particularly interesting for public sector and-nhon
commercial organizations for which income is not of the highest pridriys chapter describes the most
popularbenefits extracted fromonline researclandseveral interviews with online commity owners and

moderators.
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4.3.1 24]/7 availability

One of the biggest advantages of not only online communities also online shops or onlifEanksit the

round the clock availability. Naconvenientopening hours, waiting in the lines on the phoneno making
appointments, traveling to offices, no more time and money spending related to Thatugh online

community people can find the answers to their questions, share their experience and ask for advices, without

leaving their homeat any time of the day, any day of the week.

This advantage was particularly emphasized bykivirolijk from Higherlevel.nl, who pointed odtring the

interview, that the 24/7 availability was one of the most important reasons to start the community. The

2NBI yAT L GA2ya ftA1S aAyAadNE 2F CAYylLyOST 2NJ ¢FE hFFAOS
inconvenient for working people to step by Wit question or make a call during regular working houssng

online community, citizen can access the information and seek help not being limited by opening hours of the

offices.

4.3.2 Better informed society co ntributes to better economy, politics and health

LiQa I 02YY2y (y2gt SRmBledgekhleEociendifbe able 16 naksl beteRfindngiak
political or health decisions improving the state of those three pillars in the scale of the covfdrgan see it
clearlylooking atthe underdeveloped third world countries, withuge percentage dfliterate and
misinformed citizens. Pretty standard in those countries is low health care, high unemployment, global
poverty, and unstable government. At the same time well developed countritls educatedknowledgeable

citizens have much more opportunities for better performance.

Both Mkky Vrolijk from Higherlevel.nl aridirsten Wagenadrom Hallo! believe that well informed
entrepreneurs will be able to make better financial and stridatgcisions toun their businesses, and
therefore contribute to better economic situation of the countAround the clock access to information

mentioned above, increases the chance of being better informed and more skilled in business management.

4.3.3 Information correctness through transparency

People contacting helpdesk or any other information center have chance to hear an answer or an opinion of
only one person. The quality and correctness of the answer is difficult to control. Answers posted through
online community are much more transpareifthey are available to read again, check for accuracy and if
necessary they calpe corrected by experts doy other members of the community. Open discussion can lead

to discovering multiple solutions, handy and unusual tips or even best practices.
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4.3.4 Increased findability of information

Companies, but also public sector organizations are seeking to increase their search engine optimization

NBadzZ G& Ay +y a2NBFIYAOé ¢l & YSIHyAy3d GKSe gyl G2 NBF
by using he voting and taggingystems typicaly used inonline communitiesblogs and forums. Search

engines favor recommended content putting it higher on the result page.

Public sector can use the tagging function of online community to generate fe¢gdata, increase SEO and
make sure that the important information is easily found, not only from the website self, but more importantly
from the general browser. Higher position on the result pageeases the probability that people find and

read the gewernmental message first, before consulting less trustful sources.

The 2009 flu pandemic caused huge distress and massive discussion. Especially controversial topic was the one
concerning theeffectiveness andafetyof vaccination. Opinions were split, ttvigovernment calling for

immunization, and unofficial public media coming with distrust and stories of injection failwas crucial for
IJ2@SNYYSyiGs GKFG LIS2LX S FAYR (GKS O2NNBOG AYyF2NNIGAZY
andfaNHzya ® ¢2 AffdzadNI S GKAAa SEFYLE ST tSiQa t221 G D2
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mexicaanse griep vaccines Search

About 7,990 results (0.16 seconds) Advanced search

» Mogelijk ernstige bijwerkingen vaccin Mexicaanse griep | Mens en ... i~
- [ Translate this page ]
Wereldgezondheidsorganisatie WHO waarschuwt voor mogelijke ernstige bijwerkingen ... Mexicaanse
griep en mogelijke risico's van het vaccin Mate van ...
mens-en-gezondheid.infonu.nl/.../39435-mogelijk-ernstige-bijwerkingen- vaccin-mexicaanse-griep.htmi
- Cached - Similar

Bijwerkingen Mexicaanse griepprik & risico's griep vaccin | Mens ... i~ - [ Translate this page ]
Bijwerkingen Mexicaanse griepprik en Mexicaanse griep risicogroepen. De ...
mens-en-gezondheid.infonu.nl/.../39176-bijwerkingen-mexicaanse-griepprik -risicos-griep-vaccin.html

- Cached - Similar

+ Show more results from infonu.nl

Weerstand tegen vaccin Mexicaanse griep groeit | Griep - - [ Translate this page ]
6 okt 2009 ... Lees ook:Driekwart artsen neemt prik tegen Mexicaanse griep .... HSN1 dodental - H5SN1
gevallen per leeftijd - Influenza Vaccine Supply ...
griep.blog.nl/griepprik/_../weerstand-tegen-vaccin-mexicaanse-griep-groeit - Cached - Similar

H1N1 (De mexicaanse griep) | Pathofysiologie 77~ -[ Translate this page ]

Men baart zich zorgen over de veiligheid van de HIN1 (mexicaanse griep) vaccines , omdat deze nog
nieuw zijn. Onderandere de aanwezigheid van kwik baart veel ...

www _pathofysiologie.nl/overig/onderzoek/h1n1/ - Cached

Weeswaakzaam - Mexicaanse Griep i - [ Translate this page ]

8 nov 2009 ... Mocht de Mexicaanse griep doorzetten, dan moeten veel ... Voormalig Merck Scientist
geeft toe Kanker & AIDS kwamen door Vaccines ...
weeswaakzaam.wazzup.nl/category/mexicaanse-griep/page/3/ - Cached

Dossier Mexicaanse griep - De Homoeopaath % - [ Translate this page ]

13 dec 2010 ... 'Dossier Mexicaanse Griep' voor Parlementaire enquéte ... Control and Prevention's
(CDC) en Raadgevend Comite voor de Children's Vaccines, ...
www.dehomoeopaath.nl/nieuws/13-dossier-mexicaanse-griep.html - Cached

Mexicaanse griep - Pagina 3 - Zwangerschapspagina - - [ Translate this page ]
7 jan 2011 ... En als de mexicaanse griep gemuteerd is dan heb je lijkt mij niet veel meer aan .... HIN1
vaccine linked to 700% increase of miscarriages. ...
www.zwangerschapspagina.nl/.../248560-mexicaanse-griep-3.html - Cached

TROS Radar - Toon onderwerp - Vaccin Mexicaanse Griep en medicijn ... i~
- [ Translate this page ]

5 posts - 4 authors - Last post: 9 Apr 2010

When the association of influenza A/H1N1 with vaccine status for each ... Wat betreft de mexicaanse
griep: achteraf makkelijk praten dat het ...

forum.www trosradar.nl » Gezondheid & Voeding > Medicijnen - Cached

Forum de mexicaanse griep artikelen 2293 - GezondheidsNet - - [ Translate this page ]
1 post - Last post: 12 Jan

Getuigenissen over miskramen door de 'mexicaanse’ griep-vaccins: ... %E2%80%93- tell-your-
doctors-that-vaccines-and-pregnancy-do-not-mix_htm ...
www_gezondheidsnet.nl/.._mexicaanse-griep/.../de-laatste-feiten-over-de- mexicaanse-griep -

Cached - Similar

Figure 20Google search results fdmexicaanse griep vaccires

PAAyYy 3 ] BexsaandRgiiepiaccires g KA OK aK2g ( Ktfe tdpdzivemeRor &8 Odza a A 2 y
nearly 8 thousands results, seeaenshot above [Figure 200l firstpageresults come from online

communities, blogs and forumssually with very negative, artaccinationrmessage. None of the results

come from governmental intd dzi A 2y ® CA Yl f f & f 2aohe\places Rijgsoieriied SEA OF | y& S

(Central Governmentn 3 place with short information about the epidemic.

That small example shows, that by using online communities, public sector can increase the reach and

findability of their online messages.
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4.3.5 Increased feeling of participation
Not only knowledge absorption, but also possibility to share it with otherstendeard is important for the

people. Online communities likeww.verbeterdebuurt.nfor reporting the problems and suggesting ideas for

the neighborhoodpr www.petities.nl(for proposing and signing petitiongive citizens the ability to join the
discussion, express their opinions, ideas and wishes and watch some of them being implemented or at least

taken under consideration by higher institutions.

Democratic gvernments and the EU institutions are workingh citizens to identify and test ways of giving
them more of a stake in the poligghaping process, such as through public consultations on new legislation
[34]. ICTs provide a range of toplgith online communities as main examplghich can give citens easier
access to information about what decisions are being taken which affect their lives and how the decision
making process works. Increasing transparency and public participation benefits democracy and should
improve the quality of legislation bajadopted. It is also good for the cohesion of European society because
participation promotes a sense of ownership of the political procass thereforemight have positive

influence on trustsatisfaction, commitment andommunal relationship

4.4 Risks

The organizations choose to deploy different types of media, from blogs to communities implemented
internally or based on thirgbarty platform like Hyves or Facebodkii Q& & GAf f LINBGGe& dzy SELX 2

especially for the public sector.

In ourresearch wemostly concentrated on benefits, and indeed there are many strong reasons to launch an
online community. There are also plenty of examples of very successful and profitable business cases.

However, the implementation of a community is notwithei I KI T I NR® ¢KI 6 Qa éKeé AdQa

following risks:

4.4.1 Online reputation and trust risk

Part of the draw of a community is the transparency and authenticith@fpostings. Companies must be
ready face public customer comments abougithcommunityand not delée or edit all negative posts. Bad
reputation management, both erand offline, can seriously damage sell power of the business or trust in

institution (governmenthospita) or person (politician, celebrity).

At the moment thee is huge numbeof tools availablefor Online Reputation Management (ORM). Those tools
monitor and index online conversations on blogs (BlogPulse, Google Blog Search, Technorati), Twitter
(Monitter, TweetBeep), link monitoring (BackTweets, WhoLinksToM®.idea is to know what the public

opinion is, and apply the right strategy by using community best practices and PR skills to handle the crisis.
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Tom Hartevelt [idid research on thénfluence of online communities on online reputationrofinicipality He
observed that the negative or positvéS d a 3Sa R2y Qi KIFI @S aGNRy3a Ay¥FtdzSyoOS
however that the research was pretty limited considering the still very small number of active communities. In

our opinion the online reputatia of municipalityis very hard to observe and measure correctly. The contra

example which can illustrate the impact of negative feedbachublic sector matters can be tmational

LI YyAO Ay Hnnd OFdzaSR o6& LyTt dzSyhindnitored dilbimidiscugsibriioBy NB F S NI
Dutchblogsand Witter, had a strong influence on increased distrust in public sector call for vaccination [33].

The cynicism was so high, that people started to speculate that the Government is trying to withhold life
tKNBFGSyAy3a AyF2N¥VEGA2Yy D LG A& F (y2éy FlLOG GKFG OAGA]
decreased, they put more and more value to the opinions of others, easily spread through social media. The
Government must change strategy from pushing thformation to joining the open discussion in social

media.

4.4.2 Lack of contribution from public officers and citizens
Duringour online research and severatterviews weoften heard complains about the lack of interest not only

from citizens buglso from public officers themselves.

Tom Hartevel{4] pointsout that in the communities started by municipalities, tim¥olvementof public

officers is much lower than expected by citizens, who hardly ever get the answer to their questions and
concerns. The same was confirmed by the community moderator of Haltdd (kvk.nl/hallo). She said that
voluntary involvement and enthusiasm of her colleagues from Dutch Chamber of Commerce (KvK) is extremely
limited. Also the most contributing expertsn HigherLevehl, online community supportedyoMinistry of

Finances, come from volunteering entrepreneurs.

LiQa ¢oARSte (y26y GKIFIG GKS I20SNYYSyidltt 2NBIFYAT I GA2Y 3
the public officers have serious diffilties to understand the need of participation and switch to new way of

working and interacting with citizens.

Also internet users who seem to use social media frequently for search of information, b&r#gf Dutch

population [43) or shopping 75%of Dutch internetusers [4p)R2 y Qi aK2g¢g GK2aS al YS FTNBId
comes to contact with governmental institutions. Tiesearch done by CBS in 2006][fRgure 21khows that

only 50% of citizens alreadggulatestheir matterswith government onlie, 15% want to do it in the future,

odzi Y2NB GKIFYy om: R2yQi LI Iy (2 R2 a420®

The same research states, thabra than one third of Dutch Internet useobjected to usehe Internet to
engage withvarious governmerdl departments. For this groumn 35%of casesthe lack of personal contact
wasthe main reason. The lack afl ammediate reaction (16¥&and concerrabout data security (134vere

reasons to refrain from doing business with the government via the Internet.
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Figure21: (left)Use the Interet to arrangebeaurocratic matters2006

(right) Reasons not taise the Internet to contadhe governmenal institutions 2006

[ S @lspaot forget the90-9-1 rule, mentioned before in chapte4.2.1, saying that out of the 100 users

registered in online community, 90 will be readers, 9 will edit and add to content and just 1 will initiate

discussions or add new contenthat means that only online communities with more than several hundred

userscan count on successful, vivid discussion.

To minimalize this risk, well set online strategy has to be implemented. The awareness of the global and

LISNE2Y I 6aoKIGQa Ay A

G FT2NJ YS¢o

FR@IFyGr3aSa KI a

within the public sector organizations. Dedted, full time community managenmsust actively stimulate the

discussion, and take care of the quality and spee

4.4.3 Quality risk

d of the answers.

When it comes to usggenerated content, one of the most obvious risks that come to our mind is theofack

quality and difficulty in its assurancehe riskincludes not only the thread of having low value, incorrect text

G2

delivered by the less skilled or ambitious users, but also vulgar, misleading and insulting content, which not
2yt e g2y Qi ndbeBekitib& mighR e highly Bamaging for the organization.

In chapter 4.2.1 we talked about the ways of measuring the quality of the Ti@&Ce are also several ways to

prevent the low quality and negative content. Some of the most popegéutionsare:

- Periodic manualcontent check; usually performed by community manager, manual check of user

posts. Depending on policies, community manager has a right to remove inappropriate content, give a

warning to the author of the post, or eveim case ofepetitive incidents, band the user from the

online community. The manual check is time consuming, but brings the best results. Sometimes it can

0S8 &dzLILI2ZNI SR gAGK

to alarm the administrator of the website.

FRRAGAZ2Y I €

G§SOKy2t23ASazx

- Transparency, more peoplanswering the same questi@rby allowing multiple people to answer the

fA]S

same question, one can increase the quality and correctness of the question. Wisdom of the crowds

and cooperation assures better results and mutual improvement.
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- No anonym contributims ¢ disallowing anonymous posts is probably the easiest way to improve the

quality of the content. Users who want to post the comment are usually required to register, giving

their name and email address. They will less likely post inappropriate commehen their

personality is known.

The risk is very realistic and has high probabiktgwever it can be managed and minimalized with applying

strict policies, and quite simple methods above.

4.4.4 Alienation of seniors, handicaps and internet laics

G Qa Y2NB

GKFG 20@0A2dza GKFG FOO0OSaa (2

internet. One mighpoint the alienation of3 groups of people:

- onesg K2 thavy &cess to internet

- oneswho arenot very handy with internet

- eldedy

- handicaps

2yEAYS O02YYdzy A

However, acording to CB34], in 2009 90% of Dutch people in the age of 12 to 75 years old had home access

to internet. Even thoghin 2004 only around 20% of people in the age above 65 years old were using internet

[42], in January 200Between 30 andb0% 65+ had an active DiglDJ41

Also in America the number of seniors using social media rises continpasislgn be seeim Figure 22.
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Social networking use continues to grow among older users

The percentage of adult internet users who use social networking sites in each age group
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Source: Pew Research Center's Internet & American Life Project Surveys, September 2005 -May, 2010. All surveys
are of adults 18 and older.

Figure 22Useof social media in different age groups



The Dutch Government &éso working hard on the accessibility of the websites. In 2001 the Dutch Ministry of
I SI f (0K DietnlJNTIE R2 &I ¢ LINE anbr€ade adeassilflity bf tha Idterriet fogadle with
disabilities and senioré. i R2 Say Qi f A Yhutialsdajrédup thaF has teoubk findifyAnimadan

on websites[42].

Taking those statistics under consideration | can assume that the limited accessibility fod thases of
people mentioned above is less serious than expected, and probablyunt higher than with other ways of

communication (personal visit to the locket, calling or writalgtter).

4.4.5 Implementation risk

The numberl reason community plans are stalled is becatimekey stakeholdergpublic officers, content
managersandend users) are often ndhvolved from the very beginninghere are complains about the
Fdzy Ol A2yl tAGesT SyLi2e8SSa | NBE NBfdzOdlyd G2 dzas GKS
R2y Qi KIF@S (KS RNAGS (2 R2 lyé& SEGNI STFF2NI O

To minimalizehis risk, dfferent departmentsiT, eService, sales, marketing, sponsansl representatives of
citizens should be invited tihe meetings and kiclff workshops Their involvement will result in following
advantages:

- better application¢ implementing together with endisers will assure more uséiendly application.
Also discussing the requirements with the stakeholders, will assure you give them what they really
want, and not what you think they want.

- increasednvolvement- crossfunctional development will result in croggnctional responsibility.
People who worked together on the implementation of online community, will more likely stay

actively involved by for example contributing content.

4.4.6 Measurement risk
Without the right measurements, it is difficult to determine the healthttoé community owhat corrective
actions to take. As a resuit,may come up short of expectationis. (ic@dalto collectively determinehe

metrics, analytics, and reporting prag®to consistently measutie right things and manage changes quickly.

From the interviewst appears that there is always some sort of measurement done for the community. Some
community owners treat this task with more care and importance than the athEne easiest to measure and
the most popular are the hard indicators: number of registered users, number of posts, number of page views

etc. Although pretty standard in any web analytics tool, they give really poor indication on the success of the

- LJL

commurk i@ ® . A3 O2YYdzyAide R2SayQi Ftgrea YSIYy oSGGSNI ¥F2

2yte NBIR YR R2y Qi O2yiNRodziSs 2NJf+FNHS ydzYoSNI 27F
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4.4.7 Scale risk

Although the current numbers (apart from few examples) state otherwise, it might be the case that the
community could easily grow thhousandsof unique users within several years or fasteor example
HigherLevel.nhctivefrom 2002 counts above 36 thoaisds usersand Hallo!had more than 33 thousands

users within 2 years of existence.

LG Qa A Y Ligodklnlvesidothai ias gbown communities with a platform that can easily sustaén
projected user baséduge damage can be done if the communitgtéated and have to be stopped and
revampedd SOl dza S Al 2dziaINBg .GKS LI FGF2N¥Qa OF LI oAt AGASE

5 Conclusions and further research

In this chapteme will try to summarize our findings and draw conclusions. They are made based on the
theoretical background prented in chapter 2, interviews, studies of existing communities and discoveries

made during development of ArchiMate models and the actual ROI calculator.

5.1 Conclusions

To present our conclusions we will first give our opinions on thecqgigstions stated in section 1.4, finally

answering the main question of this paper.

Subquestion 2:To what extentis it important for public sector and nosrtommercial companies tinvest in
online communities?

From our research G Q& | LILI NI y (i slollistards tolsliady intkrést ikitiie@dsdbNidies given by
social media. Even though the governmental institutions are stitierexperimental phasé¢see 2.3.2hen it

comes to eparticipation last years show growing numberafline community initiatives.

In chapters 4.2 and 4.3 we present numerous monetary andmonetary benefits, particularly relevant for
public sector. They show clear opportunities in citizen sere@st reductions, wider and more efficient
audience reach, service availability and information findabitgline communities also prove to increase the
feeling of participation and joy of creation for the citizens, in effect positively influencingrédations with

public organs.

Unfortunately, what we observed during the interviewisseems thathe public sector is not totally aware of

those advantages. Even worse, in some cases the governmental institutions seem to be displeased with the

fact that the citizens might become more independent, take advantages of self and mutual help and (in their

mind) decrease the importance of public office service. With-vgll2 6y RA &G NHzad G2 SOSNEGK]
with a fear of moving from what is known andibte, from oldfashioned but robust comfort zone, from big

bosses to clerks the opposition continues.

¢ K I ( Qthe mibét &f the advantages of online communitigsscribed in this papeespecially the monetary

ones, are the effect of our own logicanclusions of what should be theoretically possilaled not directly
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based on interviews or actual online communiti&his researclshows the potentialsof social mediathe
ways to find them and to estimate their monetary or emotional valtieould ke used to show the public
sector the reasons to importance of investing in online communities, as we believe is the case, and we hoped

to prove it in this paper.

Subquestion 3:To what extentis it important for public sector and nosrtommercial companies thave a

clear calculationof ROI?

Unlikecommercial companies, return on investment in the form of active strives for financial profit is not of

the primal interest to the public sector orgizations! 2 6 SOGSNE A G Q& Ay iSNBaldAy3d G2 &8
RNAGSNE Ay TFidzSyOAy3a (GKS |LidzivddhyQ.).PBilpsi|eedprasenye8is Rorel 2 Y S a o
detail in the theoretical part of this paper (see chapter 2.3.4), appear batleimterviews with online

community managersThe mostfrequent reasons to use ROI in public sector #re:accountability for all

types of prgrams and initiatives, spendimgductionand most importantly thejustification for investments

As an example the Hallbkd to reach 15.000 members in the first year of existence, and double of that in the

second year, very similar in case of Higher L&lese numbers are used to prove the success of the initiative,

and convince the stakeholder$ the importance of their continuous investmerirom that we can conclude

that the current goals and targets set by online communities are still of a very simple form, far behind the

opportunities presented in this papeEspecially the customer servicest reductions, the value of user

generated content or effective broadcasting are hard to realiz¢hat case, this research could serve as-eye

openerand be used as a help medium to convince the still skeptical decision makers in public sectorifgnd just

the need of investment in online communities.

Sub question 4Could ArchiMate be a modeling language to sufficiently model the online community

structure within the organization?

In this paper we used ArchiMate to model the online community anchérelware, software and business

environment around it. Because ArchiMate allowgto tackle the organization on those 3 different levels, it

gives the opportunity to clearly put on paper all the connections and dependences betweendivimg, us

their better understandingln fact the modeling of online community proved to be interesting enough to
Y20AQF0GS dza G2 02y Ay dzS Whek &oplibdBaisSare MiBiKessApybcebsgs2An K S NJ  LJF LIS N
ArchiMate based explanatign® 2 S I f a 2ArchiNbatecdbildb e used fbrimodeling many other online

applications, for example ineommerce, dearning and other forms of social media.

Inthis paper we used ArchiMateot onlyto improve our understanding of the online community and business
processhehind it, but alsdo find the details which would help us to define more accurate KPIs used in ROI

calculation.

In case of user generated content, from ArchiMate model we could clearly see the UGC being a product with

certain value. We could clearly st stakeholdergactors)who were involved in & creation some
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contributing voluntary, another being hired by the organizatidhatinformation contributed to more

accurate calculation of actual revenues. In case of savings in customer informatiae sé proved to be very
AYGiGSNBaday3a G2 O2YLINBE (GKS aGa2fR ¢F8¢ | yR Gogrles ol 8¢ Y2
type of system, or 4nail contact based helpdesk and comparing them with online community supported

model, we could sewhich steps and middle people in the business process could be omitted in the new way

of working. Those simplifications of the business process showed the savings opportunities and expressed the

ROI in the form of cost reduction.

Aboveobservations let ustatethat ArchiMate can be used wiscover hidden values from product creation
and business process optimizations. We also believe that the same approach can betssdel ublic sector

and for other social media applications like@mmerce or deaming.

5.2 Limitations

We were hoping to be able to validate the developed ROl Model using reahddtereate actual business

case Unfortunately, the cooperating organizations lacked the necedsguyes,needed for our calculations

and obtainingiRdzZNAy 3 gNARGAYy3I GKAA LI LISN) g2dzf RyQii tf2¢ dza G2

frame.

5.3 Further research

While creating the first ArchiMate model of online communitye came across interesting discussion on
locating an application at Ardha | (1 S Q& 0 dgdeicyapter 4.2. MGSim eper into this topic within
thisresearch, could create a risk of shifting the main focus from the core subject tfdbis However we

believe that thislebateis interesting enough to continue in raive isolation in theseparateresearch paper.
Another research could be done to create similar model for commercial organizations, whose primary goal is

profit and return on investment. In this case, especially the monetary benefits would be partidularesting

to investigate, as they would be much more prominent comparing to the ones presented in this paper.
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Appendix

Appendix 1: Interview questions.

1.

o > w0 DN

6
7
8.
9

How important is ROI to your organizatioB® you have to provide any program performance,
productivity or any other ROI related metridd@w often?

Does ROI have direct influence on the budget that is assigned to online community?

What is the goal of your online community? What do you expect people to get out of it?

What was the initial reasoto start the online community?

What ware your expectations while starting online community? Were your expectations met? If not,
what went wrong?

From where did youencounterthe most resistance (both internally and externally)?

Can you sea clear differese between "before "and "afterthe online community?

Where do you see the most savings and improvemesdsilted from sing the online community?

Do you measure the success of your social media applications?

10. What indicators do you measure, which arage for youmost important?

11. What do youdo to get the best results out of your online community?
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Appendix 2: Harvest web analytics z KVK Hallo! Online community.

HarveSt kvkcommunity Settings Help mHarveSt.

BEL W LEIGM Activity | Content | Groups | Moderation | Sentiment | Users

Date Range: nov 1, 2010 - nov 30, 2010 | ~ Share

B scorecard (Total Contributions Over Time @)

New Users  1.751 * (0% 0,000 ::;mm ;i e =
Active Users 9% - (0) 50,000
Total Views 290.143 @ (57%) 0]
Contributions  3.761 * S
Somiment poaneg ® |
10,000 —{
Gorparad wit aata oo ot 0, 204010 okt 34, 2040
01 nov 2010 e nm‘l 2010 15 nc\ll 2010 2 no\li 2010 25 no:l 2010
There i no forecasted dsta available for this report.
4 User Registrations @ &) 4 User Logins @
il i

400 —

01 nov 2010 08 nov 2010 15 nov 2010 22 nov 2010 29 nov 2010 01 nov 2010 08 nov 2010 15 nov 2010 22 nov 2010 29 nov 2010

& Top Contributors @

Edwin W

Nanda Suwargana

John Bouwmans
Arnold Bergshoeff
Karel Stromph
Sara Klaverdijk

ADR_Incasso
MarkvanLoon.com | Webmarketing
| ee—

Rene ( RvZ)

GermaTB

B Positive & Negative Sentiment @

10—
L]

N h. 4l

-20 -

-30
T T T T
01 nov 2010 08 nov 2010 15 nov 2010 22 nov 2010 29 nov 2010

There is no forecasted dats availsble for this report.
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