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OPEN GOVERNMENT

Active and continuous engagement with end-users underpin the
transition to open, accessible and user-centric services.

Engagement must aim is to:
* Add value to the target user;

* Help authorities to increase efficiency and effectiveness in the back
office.



GOVERNANCE IN PERSPECTIVE

Governance covers three areas:

* Inner: Public administration as the machinery of government — the main theme in eGovernment
(Heek: Information + Technology + Information system +Organisation)

* Middle: Governance or policy cycle (incl. ICT)
(Heek: Organisation + Environment)

e Quter: Shifting balance of public and private realms; the role of new actors (intermediaries, NGOs) and
new means (e.g. ICT, public private partnership)

(Heek: Information systems + Organisation + Environment)

Governance momentum based on:
* Co-evolution of public governance and eTransformation

e Stimulation by corporate governance discussions



eGOVERNMENT AS A CONCEPT

“e” stands for electronic i.e. new technologies incl.:

* Hardware: PCs, databases, network infrastructure

e Software: Off-of-the-shelf, open source, proprietary, customised
* Internet

* PDAs and mobile devises

* Cellular technology, like mobile telephones

Objectives incl. back- and front-office:
» Effectiveness

Efficiency
Quality
Value-for-money
Flexibility



eGOVERNMENT AS A CONCEPT

eGovernment is the use of IT and technology in the
provision of information and services to citizens
and businesses.

eGovernance ,

thus relating to the processes and decisions
oriented toward defining actions, granting power and
verifying performance.



WHY ICT, OPEN GOVERNMENT s
AND ENGAGEMENT “I




WHY ICT?

BENEFITS FOR ADMINISTRATION + CITIZEN + BUSINESS

PRODUCT improvement EFFECTIVENESS in performing like
like service QUALITY improvement of service
and FASTER results RESULTS, administrative

EFFICIENCY in performing incl CONTROL and IOP, PVL,JAEI)_IEJIE
PROCESS optimisation, . .
S\(_NERGlcégtggtls\?:eonn | COST reduction incl
oy et TIME saving material
systems EXPENSES
SUSTAINABILITY through INNOVATION, Service improvement like
presence, PERFORMANCE, better increased

COOPERATION and 10P R e AT ION



EFFICIENCY

— quantitative
EVIDENCE BASED POLICY MAKING business cases reorganisation
value for money
competitiveness evaluation criteria
assessment minimal resources
Innovation management and organisational
culture privatisation
outsourcing openness to new principles and holistic overview
economies of scale
market mechanisms partnerships

management infrastructure architecture



EFFICIENCY

—qualitative

stakeholders and intermediates DEVOLUTION social media open government
bottom-up not top-down GOOD GOVERNANCE sustainability
openness to new principles and holistic overview

user-commenting and rating new stakeholders
crowd-funding transparency user-driven democracy end-
user needs skills and competences Gov2.0 APPS
mobiles how stakeholders interact with administration tablets
SUBSIDIARITY 3"d section partnerships crowd-sourcing

DECENTRALISATION innovation



BENEFITS: ADMINISTRATION

Efficiency in performing: Sustainability:

* Process optimisation * Innovativeness

* Synergies between authorities * Improved presence and performance
(incl. IOP)

* |OP and synergies between new and
existing systems e Better cooperation (incl. IOP)

Effectiveness in performing:
* Improvement of service results

* Improvement of administrative
control (incl. IOP)

* Increased ‘public value’



BENEFITS: CITIZENS AND BUSINESSES

Product improvement: Cost reduction:

* Quality of service * Time saving

* Faster results e Saving of material expenses
Service improvement: Demand:

* Increased transparency e Customer potential and access

* Better cooperation



GOALS AND DILEMMAS TODAY

GOVERNANCE

Users as citizens, enirepreneurs, and voters
Dilemma: Balance between interests and transparency

Users pay tax
Dilemma: 'More for less’

Users as consumers
Dilemma: Public sector can’t choose its customers






GOVERNANCE, COOPERATION, COORDINATION

Establish a governance and organisational framework in relation to:

* Consultation.

* Decision making.

* Coordination of strategies, activities, implementation and follow-up.

* Coordinate and integrate legislation, technology choices, standards,
service delivery and policy outcomes.



ENGAGEMENT FOR INNOVATION AND OPEN

GOVERNMENT TRANSFORMATION

Process innovation Product/service innovation Organisational innovation
Early stage Doing existing things faster, cheaper,
COST-driven and better.
Middle stage Ibid. Doing new things, but in the same
USER-driven organisational settings.
Last stage Ibid. Ibid. Doing new things, and in new
VALUE-driven organisational settings.




ePARTICIPATION, OPEN GOVERNMENT AND OPEN
DATA DEVELOPMENT

Stage 4: ENGAGEMENT
Actors: multi-way, , G €-> C/B (all agenda setters)
Open government: collaboration plus (co-governance)
UN e-participation: e-decision-making +
Open government data: star rating 5d

Stage 3: COLLABORATION

* Actors: : two-way, G €-> C/B (both agenda setters)
* Open government: collaboration

* UN e-participation: e-decision-making

* Open government data: star rating 4

Stage 2: PARTICIPATION
* Actors: two-way, G (agenda setter) €-> C/B
* Open government: participation
* UN e-participation: e-consultation
Open government data: star rating 2 & 3

Stage 1: TRANSPARENCY _

e Actors: one-way, G 2> C/B G= g_o.vemment
* Open government: transparency C =citizen

* UN e-participation: e-information

* Open government data: star rating 1

B = business

Time




FOUR STAGES

Preliminary definitions

1. Transparency requires the opening of (government) data and
information, its dissemination, quality and use, as well as the building
of a culture of cooperation and openness among government
agencies and with citizens and other stakeholders = one-way,
government to citizen (government is active and citizens passive)

2. Participation relates to boosting the involvement of citizens in the

work of the government through feedback loops, and the sharing of
ideas and knowledge



FOUR STAGES

Preliminary definitions

3. Collaboration refers to more cooperation between the
government, citizens, the private sector and civil society to co-
create innovative services, strategies, and plans

4. Engagement moves towards the total involvement of citizens in
the work of the government through shared responsibility



OPEN GOVERNANCE FRAMEWORK

OPEN DATA
OPEN GOVERNMENT IS TRANSPARENCY COLLABORATION
AT THE INTERSECTION
OPEN PROCESS OPEN SERVICE

PARTICIPATION



CORE VS. PUBLIC VALUE-ADDING SERVICE

Two types of services

1. Core government services
i.e. something you MUST do as a citizen or business (no choice)
e.g. tax return.

i.e. something you would do as an individual or person
( ) e.q. find the nearest xyz.



CROSS CHANNEL TOOLS

* Usability criteria;
* Reuse of data;
* Direct and indirect user-engagement tools.



PROCESS

* Establishing a baseline
e Stakeholder mapping Engage with

closely

* Disclosing, consulting and
participation

Take into

* Changing landscape and feedback consideration

Keep informed their needs to

raise their influence

NI

Figurel: Stakeholder engagement matrix.

loops

* Logistical requirements

* NOTE: Research and practical
experiences



PROCESS EXAMPLE

FEEDBACK LOOP

e Set the baseline, the vision and level of ambition for future engagement. Review past
actions.

e Define criteria for identifying and prioritizing stakeholders. Select the engagement
mechanism.

e Conduct the engagement activities. Disclose, consult and actively participate in the
engagement activities. Ensure equitable stakeholder representation and contribution.
Mitigate tension while remaining focused on the issues, and objectives of the vision set.

e Identify opportunities from feedback and determine action. Revisit goals and plan next
steps for follow-up and future engagement as a result of the changing landscape.

/

Figure: Engagement process (Source: UNU-EGOV, 2017)



PROCESS EXAMPLE

CHECHK-IN:
Do you have sufficient CHECK-IN:
information & consensus to Does this resolve the Problem
take action? Statement?
1 2 3 4 a5
e ) INFORMATION,
EDUCATION, RECOMMENDATION
CONCEPTION DELIBERATION DECISIONS IMPLEMENTATION EVALUATION
Problem statement Develop resources Analyse results of Develop and implement 360%evaluation
Call to action Select and populate toolsets engagement imtervention/ policy/tonlset
Define stakeholders Monitor/Engage,/ Collect Report back [internally & etc
Develop engagement strategy |additional data)/Caollate/ externally]
Hespond

Figure: One-off / cyclical engagement model (Source: Andy Williamson & Morten Meyerhoff Nielsen, 2012)



CHECK LIST

* What participation model to follow?  How long to keep it open?
* What level of engagement to offer? * A one-round initiative or a cyclic-
* How inclusive should the initiative?
engagement be? * What tools should be used to
 Which is the target audience (type an support the engagement process?
size)? * New versus traditional methods?
* Which stakeholders to involve? * What level of moderation should
* What is the role of each stakeholder? exist?
« What are the requirements to * How to promote the initiative?
participate?  How to dynamize the initiative
 What data is gathered from (keep it alive)?
participants?  How to evaluate the success of the
 When should the initiative be initiative?

lauched?






TOOLS

e Channel strategic tools
e Usability criteria
* Engagement tools
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SERVICE DELIVERY CHANNELS

PAPER PERSON TELEPHONE DIGITAL
Forms, letters, Physical service Telephone calls, Online self-service
email centers direct or via call
centers
J \
) 4 ) 4

ANALOGUE DIGITAL



SERVICE DELIVERY CHANNELS




STUDIES SHOW

N



STUDIES SHOW

Citizen service figurs in Copenhagen Municipality (2009)

Requests % Unit cost
» Written requests 27% kr 110/ € 14.75
* In-person requests 18% kr 80/€10.75
e Call centre requests 36% kr 40/€ 5.40
* Online self-service requests 19% kr 3/€ 040

(Source: Copenhagen Municipality and Deloitts)




STUDIES SHOW

85% of Danes want to serve themselves online, as long as the solutions are user-friendly
10-15% of the citizen service takes place digitally

e Each channel has unique characteristics and tipping points.

e Studies also show that average € cost of service provision is:

, 00
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COnline service COnnlinmne service Telephone Electronic poast Fost I person
fautaormated)} (rmanual )
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0
0

Fixaed costs 1imn & (estirmatae ) NNariabkhle cost in = (ncl worlks hoaours )

Source: KL, 2011.
€ 1 equal to DKK 7.44, on 30/11/2011



GOVERNANCE, COOPERATION, COORDINATION

vvvvvvvv
|||||||||

eServices

eServices

VVVVVV

of information



CHANNEL STRATEGY

PAPER PERSON TELEPHONE DIGITAL
Forms, letters, Physical service Telephone calls, Online self-service
email centers direct or via call
centers
ANALOGUE DIGITAL

* A channel strategy is a detailed plan for effectively providing a given service
through a particular distribution channel or combination of channels.

 The aim of a channel strategy is to provide service at the most optimal channel
from a user and cost perspective.

« A successful channel strategy should reflect the user's desire to interact
with service provider.



LEGAL RISKS....




....AND OPPORTUNITIES




FLOOR WALKERS AND TELEPHONE PROMOTES




PROMOTION DISASTER

* Multiple channels Campaign section - http//0o.ql/w7GE7
: T wtter com A oo amenca
e.qg. web, facebook, twitter Twitter - @bp_america
 Clear corporate identity

i.e. use of logo, common look-and-feel

oan

z Location Guif of Mexico
region
Wieb http://www.bp.com

)

Bio Official BP Twitter. For
state sitos 2 Follow Lsts~ || g~ info on oil spill response
efforts, visit bp.com. To file

and @riAz12 a claim: 800-916-4893. To
report affected wildlife:
. a g e e .
I also
BP VP Dave Rainey answers readers' questions on dispersar

i.e. channels, tools and style targeted to specific ‘ B
GUdi en Ces e s o e e o T ospe Sonep 0 e E:“f'u[ml

* On message Chp T
i.e. what do we do and why et

operations in #Mississippi on
9/29. Help still avail via phone: Tweets 2677
http://bit.ly/cJ3X2Q #oilspill Favorites

Actions

block BP_America
report for spam

Small Business Administration has announced that
rease of activity, the Business Recovery Centers
Hancock and Stone counties, Mississippi, to

se affected by the Deepwater Horizon oil spill will close

ay, Sept. 29, at 5 p.m. However, small businesses ca

Gulf restoration contacts

Gulf of Mexico response oo

Center: +1 713 323 1670/1

Gulf Coast Claims Facity
+1800 916 4893
TTY: 866 682 1758

Louisiana. Gar
Oceanic and Atm
Tuesday at the V

Oil spill hearing Tuesday in Abbeville | theadve

Environmental hotline and community
information: +1 866 448 5816

Widlfe distress hotine:
+1866 557 1401
Information a4

Volunteers: +1 866 448 5816

Latest reports: Vesseis of Opportuny:
+1866-279-7983

BP Confirms Successful Completion of Well Kill Operations: BP today confirmed

that well kil operations on the MC252 wellin the Gulf of Mexico are now complete, with
REE AR R R R SR S S T 2

Houston, TX




PORTAL PROMOTION

Multiple channels

e.qg. web, facebook, video, shopping centres, flyers, etc
Clear corporate identity

i.e. use of logo, common look-and-feel

Targeted

i.e. channels, tools and style targeted to specific
audiences

On message
ie what do we do and why

X0 ERVIN USIN

* Web - www.eesti.ee

* Facebook - www.facebook.com/eesti.ee

* TV ad (portal) - http://goo.gl/3B76v

* TV ad (drivers licence) - http://goo.gl/T7yQT
* Video guide (MyData) - http://goo.gl/0zB7U



JOINT-PUBLIC PROMOTION CAMPAIGNE

* Multiple channels
e.g. one-stop-shops, libaries, senior citizen centres, daycare, tv, web

e Multiple tools
e.g. tv ad, fliers, posters, web-banners marketing pack for reuse

* Clear corporate identity
i.e. use of logo, common look-and-feel

* Targeted
i.e. channels, tools and style targeted to specific audiences

* On message
i.e. what can you do on borger.dk what services are available

g nam
ER DU
BORGER | DK N &S ™S r =
FLYTTER DU ! 1 }f | (1_/ '
2.7 GANGE - - R =¥
E i ":f_*-:"\‘ '@“:—:—':;“I"> | — | ® ;
& L

* Web - www.borger.dk
* Campaign section - http://goo.gl/UcFE9

* TV ad - http://qgoo.gl/IXDEk

Det offentlige
bliver mere
digitalt =
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WEBSITE AND FACEBOOK INITIATIVE

Multiple channels and tools  Web - www.nyc.gov

* Facebook . www.facebook.com/nycgov

* Likes - 141,801 29/10/2013 (14,958 31/5/2012)
e.g. web, fGCEbOOk « Population - 8,244,910

* Like/population - 1.72 % (0.18 %)

Unclear corporate identity
i.e. not sure if it is the REAL NYC
facebook profile, no logo, no common

look-and-feel (now better) R Ll
Targeted & '°i35§.1“n“§, |

eﬁat"ﬁns toincrease

efficiency »

i.e. information mainly PR = IR

Message
i.e. what is happening in NYC




WEB, SERVICES AND FACEBOOK INITIATIVE

Multiple channels and tools « Web - www.gladsaxe.dk

* Facebook - www.facebook.com/gladsaxekommune
. . * Likes — 3,055 29/10/2013 (1,422 31/5/2012
e.g. web, facebook, one-stop-shops, libaries, the same content Popeation - aaory 12 (1,422 31/5/2012)
* Like/population —4.71% (2.19 %)

pushed through different channels

Clear corporate identity
i.e. use of logo, common look-and-feel

Targeted

i.e. is present where citizens are = a- om
Ll

On message — -

i.e. what the municipality offer you, = & D=0 o -

eServices, events etc S



CHOICE, CHANNELS AND ENGAGING USERS

* Have a clear multi-channels strategy and consider:
- Traditional telephones, letters, one-to-one relationship
- One-stop-shops (electronic and physical) and life events
- Understand channel characteristics suiting which users, situations etc
- Know the channel switch-points
- Only digitise where appropriate
- Not all things are suitable for digitisation
- Digitise high volume tasks

* The degree of choice should be consistent with public sector principles (services, channel,
time, place, provider)

* Engage users/groups in design, delivery and content of services (user-driven)

* Know the users and have clear user segmentation (user-centric)

* Ensure that the end-user have the necessary ICT-skills

e Advanced eServices can be simple, easy, convenient to use

e eAuthentification and elD essential for two-way interaction and transformation
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SERVICE DEVELOPEMENT

G
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INTELLIGENT ASSETS HELPS GETTING THE RIGHT SERVICE, TO THE RIGHT
PERSON, AT THE RIGHT TIME AT THE RIGHT PLACE BY ...
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INTER-CONNECTED SERVICE ELEMENTS

Example of inter-connected service

elements. A service may consist of

or or more of these elements INFORMATION
i.e. an answer a question

Question: Provide an example of

each element?

Question: How can you use

technology to provide service in TRANSACTION DATA

relation to each element? .
i.e. apply for something i.e. personal data to

answer a question,
Question: How can you improve deterrz:ir;gﬁ;ctltv or
efficiency and effectiveness though

smart concepts and technology



BALANCING ACT

Balance simplicity with complexity
- Avoid a simple and easy one-size-fits-all

- Aim for the more difficult complexity which ensures better fit

Balance change and adaptability with stability and continuity

Balance transparency and privacy

Make sure that the needs or both front- and back-office users are balanced

Aim to reach all and provide alternatives for those not targeted



DESIGN FOR ALL, ACCESS AND INCLUSION

Maximise (e)service personalisation by way of delivery or user focus

Balance between pro-active (push) services and self-service (pull) services

Make special provision for disadvantaged groups but:
- Do not expect them to be ICT users

- Cater for public, private, civil, or social intermediaries

Understand difference between:
- ‘Demand’ (based on active request or take-up)

- ‘Need’ (based on policy) and how to achieve both



FUNNELS ARE GOOD!

m
m“

Property ownership?

Employment status?

]

GENERAL CONTENT/FRAGMENTSs
i.e. EVERYTHING

GENERAL
content

LOCAL CONTENT/FRAGMENTSs

i.e. geographical segmentation

PERSONALISED
SERVICES



USER CENTRIC, INTUITIVE AND VALUE-ADDING

DESIGN IS ESSENTIAL

Requirements incl.:

e Short and precise formulations — no thanks to
” bureaucratic language”

* Logic and intuitive, graphical design
* Access to help

e Summary of all entered data before
submission

* Receipt
* Functions in major browsers
* Reuse of data and components

 WCAG 2.0 AA
http://arkitekturguiden.digitaliser.dk/godselvbetjening

...and what can we do to secure it?
*Screening of existing eServices

* Status reporting related to mandatory
eServices

* Development guide for well-functioning
eServices

e Information and advise to authorities and
it-developers

* Joint communication, it-skills development
and it-assistance

https://www.gov.uk/service-manual



http://arkitekturguiden.digitaliser.dk/godselvbetjening

DISCUSSION: ACCESS, CHANNELS, CHOICE...

* FORMAT:
- Clip and group discussion
- Access, channels, choice...the house that sends you mad (video 6:29)
- http://www.youtube.com/watch?v=u5vxnBvWXO08

* QUESTIONS

- What does the clip illustrate in relation to access, inclusion, channels, user-choice and user-
driven engagement and development?

- Does the clip illustrate anything in relation to having a clear vision and communicating
clearly?


http://www.youtube.com/watch?v=u5vxnBvWXO8




TRADITIONAL PARTICIPATION TOOLS

CONCEPT EXAMPLES

PANELS AND FOCUS GROUPS » on/offline panels and focus groups
* personas

TESTS e think-aloud
* try-it
* various user tests

MAPPING AND ANALYSIS * service and context mapping

* heat-mapping
- eye-tracking analysis of content
* service use statistics

SURVEYS  personal, telephone and online surveys
» user-knowledge
- satisfaction measures



WEB 2.0: SLATES

* Search: finding information through keyword search

* Links: connecting information with information ecosystem using the
internet model and providing low-barrier social tools such as
Facebook, Twitter, etc.

* Authoring: ability to create and update content leads to the
collaborative work of many (not a few web authors). Wikis allow users
to undo and redo others’ work. Blogs, posts and the comments of
individuals build up over time.

Source: Andrew McAfee



WEB 2.0: SLATES

* Tags: categorisation of content by users adding short descriptions to
facilitate searches without dependence on pre-made categories.
Collections of tags created by many users within a single system
("folksonomies" i.e., folk taxonomies)

* Extensions: software making the web an application platform and
document server

* Signals: syndication technology such as RSS feeds to notify users of
content changes

Source: Andrew McAfee



WEB 2.0: SLATES+

* In addition to SLATES Web 2.0 allows for:

- ldentification and collection of quantitative and qualitative input
- Feedback and other information

* Qualitative sources including:
- User input
- User tests
- Questionnaires and surveys
- Voting and rating
- Commenting, wikis and blogs

Source: Andrew McAfee



WEB 2.0: SLATES+

* Quantitative sources including:
- User input
- Conversion rates for websites
- Statistics related to online self-service
- Site analysis
- Flow, eye and heat mapping
- Voting and rating

Source: Andrew McAfee



WEB 2.0 PARTICIPATION TOOLS

CONCEPT EXAMPLES

SOCIAL & PROFESSIONAL * Facebook or MySpace
NETWORKS > Hlileel
 Twitter
SOCIAL & PROFESSIONAL » Wikis like MediaWike, DokuWiki, TikiWiki, Google page wiki
PLATFORMS * Blogs like Wordpress or Blogger
 Collaborative office solutions as digitaliser.dk, Debategraph, Teamwork
or Work Spot
SOCIAL PUBLICATION » YouTube, Flicker and SlideShare
* RSS feeds and Twitter
SOCIAL & PROFESSIONAL  Vote and debate on borger.dk or Debategraph
FEEDBACK * Rating and commenting on Facebook or direct.gov.uk

» Surveys as SurveyMonkey, PirateSurvey, free online surveys
» Blogs, wikis, Wikipedia's article feedback tool, various public solutions
etc.



WHY ENGAGEMENT AND SERVICES?

https://www.youtube.com/watch?v=XXWZ
SuAEKsw&list=PL369712B4299FD7D0&ind
._ & T
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INDIRECT ENGAGEMENT
AND BENEFIT REALISATION =




FEEDBACK LOOPS
FOR SERVICE
IMPROVEMENTS

PHYSICAL
SERVICE
CENTER




BUSINESS INTELLIGENCE

A PERFORMANCE PLATFORM

& GOV.UK Performance EtN
e Services dats Wes traffic data Cat s Sestbomwd About Prototypes
Bieg

Activity on GOV.UK: web Carér's Allowance: new
traffic claims

. 590 248k  £14.7m £59.00

-
74.7%
: 28m7s

i el s =3 ' 88.6%

www.gov.uk/performance

-_— MO/



RATING

UAE AND FACEBOOK

@ Rate This ( By Pearls )

In this pjK you are ir@ say on some key public issues.

haxe your Bihiag

From Fi e to Fime, you'll Qamﬁqﬁa ppblie issue, another on gpvernment servi

o Ao
Or Po

at Mentigg Irrt)

- 1) .:”- ‘j...A



http://www.google.co.uk/imgres?imgurl=http://www.eweekeurope.co.uk/wp-content/uploads/2010/11/facebook1.jpg&imgrefurl=http://www.eweekeurope.co.uk/comment/what-do-facebook-users-gain-from-sharing-data-18346&usg=__ZyVTHT_4JYe1S4ELSjtKxtGd2f0=&h=979&w=1276&sz=746&hl=en&start=18&sig2=2z8c-csDGr3DizOvz86HCg&zoom=1&um=1&itbs=1&tbnid=0UKcl3H_rn6TVM:&tbnh=115&tbnw=150&prev=/search?q=facebook&um=1&hl=en&sa=N&biw=1003&bih=619&tbm=isch&ei=XxHJTbPbC8vMtAa5wNXNAw

RATING AND COMMENTING

CANTENBURY AND DIRECT.GOV.UK

Thanks for spending the time to give us your comments on how we can improve our pages.,

. Directgov welcomes feedback on the quality and usefulness of its webpages. We do our best to act on it when we can.
Text size |E|

Print this page What happens to your comments now?

CDI’I’IITI.EII't on this page Al the comments we receive are collected into one central database, These are reviewed every week by a team of people from across
Rate this page Directgowv. The team is made up of people from editorial, design, technical and customer services.

The team will review all the comments and ratings, including those you have just given. Some comments may be about improvements we
can make quickly to the site, Others may involve areas that need further development.

We're currently working on a number of projects to improve warious parts of this site as a result of feedback we've already received.

Sorne of the projects we've been working on include:

+« changing of name and address on your driving licence
More on Directg oW « providing a faster response to national emergencies eg Swine flu, flood warnings and school closures
+ writing a step-by-step guide on how to deal with redundancy

Responding to comments

Directgov can't respond directly to your specific comments or guarantee that every comment will be acted on.

. . Your privacy
Thinking about what ywao

Directgov takes your privacy very seriously, We haven't asked for any of your personal data but if you do leave any, it will be treated in
WVery usefiul Quite L line with our privacy policy.

Read more about your privacy in the link below,
Take a moment to tell us

details like your name or

P
500 characters left

[ |

F Why are we asking for this information?




SER SURVEY WITH FREE-WARE

VIC.GOV.AU

The faxicxt way 1 fird local, Matc and foficr,
government inforena!

victoriaonline

My Weather: m«: 4817 - 21 °C, Possitie shower 18.2°C at 221pm

@ Smeupastes 8 Latest News

CONTACTS & SERVICES Social
by

DIRECTORY

foklow us on

Socizl Media

Jobs

flickr

Podcasts

twitter

iy

(14 [olplllgls} Rate this Site

ywr satisfied were you with the overall quality of the service delivery of Victora Online?

Very Satisfied wary Dissatisfied
=2 make 3 selzction from

foliowing options: 4

hich of the Tollowing best describes the main reason for your vish today?

Conduct some business with govemment (2.0. Apply For.. . Register For... . Fay...]
Find 3 specific oiece of Information

Find govemnmeant contact information

Gat weather information

Just surfing

Rzad latest Govamment naws

Sian un for the Info Vic Newsiettar

Subscribe ta RSS news feeds

Usz the events calendar

Dther [please specy)

was easy to find what I was looking for

Strongly Agres Strongly Disagres
=2 make 3 selzction from

loliowing options: 4 4

Is Site: had the Information I ne:

Strongly Agres Strongly Disagres

=2 make 3 selzction from

foliowing options: 4 4 4 J 4
su disagree. what Information were you leoking far?
ks site ks visually appealing.
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foliowing options: 4 4 4 J 4
the end. did you get what you needed?
Yas
Mo

I gotpart of what I needed

ouid you recommend this site to your family and friends?

Yas
Mo

1 you have any comments or suggestions?

om time to tima wa ren Tocus grous and other sorts of reszarch activities In order to better understand the needs of Victora Onling visitors. IT you are iInterested
Iping us wiith this research, pleass provide Some detalls S0 we Can contact you.

phone |

o Responses

* surveymonkey.com

* googleforms




SOCIAL MEDIA MEASUREMENTS

FACEBOOK

* Go to your Facebook page

| ove
* Click on ”insights”
* Analyse performance in terms of: -~ B
- Likes
- Reach
- Engagement of users -
* NB: Think of how you can: e P B P e
- Reach different user-segments e | e —
- Reuse existing web-content T S

- Gain insight for transformation



SENTIMENT ANALYSIS

BUSINESSLINK.GOV.UK

1=
=3

social businesslink.gov.uk Search

Ere
1% 12:1 Mentions about businesslink.gov.uk
strength sentiment - .
Sort By: |Date x| Wgults: | Anytime x| RESHIE T 1o Dt! 192
43[:4" 19{}{] Mentans.
passion  reach * RT @dhlexpressuk: With #Euro12 coming up.
e get advice on doing business in the EU . ) . ) ]
mention http:/A.co/gbswszfi #rade #export12 sentiment evaluation” is the consideration
last mention 2 hours twitter com/xpressparcels/statuses/2089337 40741980162 Of mentions that are genera//y pOSitive,
ail - X T
ago 2 hours ago - by &3 @xpressparcels on twitter Compared to those that are genera/ly
92 unique authors H
- Government reveals first empty buildings to negative
Foretweets become available for start-up businesses - PR-
Sentiment USA.net
Jositive = 37 This is an innovatikve measure that will suppur‘c British
:leml"ﬂ C T Rl business." Apglie interested in manading the spaces can
“egm‘m | 3 redister thelMSGare st at W CONTraCcTsInaer ousy...
pr-usa.net/index. php?option=com_content&task=viewlid=1196226 1 emid=24
7 hours ago - on bing
Top Keywords
government Il 2 ¥ Decide if you've got what it takes to be your own
business -_ 2 poss! http:/R.co/zy4RyuxG
poeess = : twitter comiyeltercom/statuses/ 2088731 08225357313
:'-rikes - 1 9 hours ago - by w8 @yeltercom on twitter
decide [ | 1
year 1 ¥ RT @NCCContracts North Norfolk Council _ _
:::‘:s = :: require the Completion of an Infrastructure Study * www.socialmention.com
open - 1 http:/A.co/Jas|TxI7 << Again. eh?

twitter comfandrew poho/statuses/208670313620316160
TDp Users 23 hours ago - by H Eandrew_poho on twitter




SOCIAL MEDIA MEASUREMENTS

TWITTER

treach @busiresslinkgos a
* Go to www.tweetreach.com m—
 Type in your Twitter @name Byt v
* Analyse performance in terms of:
- Activities
- Reach
- Exposure
. [ D i:;
* NB: Think of how you can: m:
= @ .
- Amplify your normal reach

- Promote your brand
- Turn a negative into a positive



EARLY BI TOOL borger.dk statistik rorate der tete
 Automate data collection
* Monitor eSarince and portfolio: >

- Use —
- CO' “]pletion rates Selvl)_etjening pﬁ borgeit
- Ca mpletionitimes (S by
¢ Com pE e. Opelatering *:fm;(i;g |):"|I:"|t|(|1:_._
- S rvices
Ll - Service areas ] -
% é - [ Nith.other authorities
L - [With otrervendors
O
—1 O paiderfik statistik oSS
LL 3
23 —.
Z
— g Anvendelsesdata
m ¥ B Kriterier for din segning
m R i jning gav 2 resultater
Ll
Z LL)
5T
D =
mn Y

Filtered on “report rodents” and “municipalities in the capital region” for the last month
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BENEFIT REALISATION AND PROGRE
* Automate data collection of eService use
Monitor progress

Focus on "degree self-service” over time
Facilitate intelligent decision making
Underpin benefit realisation

L

www.scorecard.digst.dk




The digital ID and signature NemID
* 93+% (4.4 million) of eligible citizens have NemID
* 120+ million public sector NemID transactions the last 12 months

The Digital Postbox and secure storage:

* Two-way encrypted communication

* 89+% (4.18 million) of Danes over 15 have a Digital Postbox

* 10.8% (508,779) has been exempted (target was max 20%)

* 43+ million digital letters to and 0.56 million from Digital Postbox,
* 1.07 million SMS reminders from 1 Dec’13 to 30 Nov’'14

Source: www.scorecard.digst.dk 24/03/2015
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Tax declaration, ext, (2.nat) m
Tax declaration, foreign (2.nat) E—
Tax assessment notice, general (2.nat) |

Reopen tax assessment (2.nat)
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Report theft (2.nat)

Repay student loan (1.nat)

Book campsite (1.nat)

Pay for hunting licence, hunting- and rifel-test (1.nat)

Chamne d ~rtme (D lseal)
Lhange doctor (Z.local)

BAanl ~ . 7 s \
Book facilities (2.local)
- reflant R \
Report rodents (2.local)

Apply for after school care (1. local)

Apply for EU social security card (1.local)

Chanoa ard Ara e (1 Aarall
Lhange of address \1.local)

0 10 20 30 40 50 60 70 0 100
Autumn 2012 B Spring 2013 W Autumn 2013 B Spring 2014

Source: www.scorecard.digst.dk 24/03/2015
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The digital ID and signature NemID
* 93+% (4.4 million) of eligible citizens have NemID
* 120+ million public sector NemID transactions the last 12 months

The Digital Postbox and secure storage:

 Two-way encrypted communication

* 89+% (4.18 million) of Danes over 15 have a Digital Postbox

* 10.8% (508,779) has been exempted (target was max 20%)

* 43+ million digital letters to and 0.56 million from Digital Postbox,
* 1.07 million SMS reminders from 1 Dec’13 to 30 Nov’'14

Source: www.scorecard.digst.dk 24/03/2015
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SERVICE CONTACT AND SERVICE LEVEL AGREEMENT

Criteria for evaluation and service contract:

e Choice of channel

* Transparency of public sector GET STARTED
e Overview of rights and duties set 908|S, targets, criteria
discover delivery chain deficiencies

* Personalised informtion

* Conveniient services
 Comprehensive procedures
e Trust and reliability

* Considerate administration

- . -Citizen Chart
* Accountability and benchmarking e-Citizen Charter

* google "e-Citizen Charter”
for Arabic version

* Involvement and empowerment



Thank you

Economic and Social Commission for Western Asia
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