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Executive summary
This thesis was undertaken for Enviu to give recommendations of useful social media tools that can increase the organization’s online presence and thus its membership population. Enviu is an international network organization for and by young entrepreneurs. Enviu generates and searches for ideas regarding innovative sustainable entrepreneurship. These ideas are developed to be both profitable and sustainable in finding solutions for environmental and social issues. Enviu has an international network of young creative entrepreneurs, young professionals and students. Enviu realizes the potentials of new media for increasing online presence and there by reaching and attracting larger audiences, i.e., potential new members for the Enviu network. 

The focal point of my research has been structured around answering the central question of: 

Which social media tools are most suitable for Enviu in order to reach, activate and engage a larger membership population?
For a more structured approach to answering this question the question was divided it into three separate parts. Together these three parts aim to answer the central research question. The first part defines social media in comparison to conventional media. Following this I investigated the current social media tools. For this I used desk research to find out each tools uses and functions. The second part consisted of finding out the wishes and opinions of the Key employees of Enviu regarding the use of social media tools to increase its online presence. For this I used qualitative research, in the form of structured interviews. Another important part of this section was making an inventory of Enviu’s current use of various social media tools, so as to understand the current situation of social media usage of Enviu. This would then help me understand which tools that are currently used can become more effective or should be discontinued. Finally, the third part examines how to reach, activate and engage the membership population and thus create a ripple effect of reaching, activating and engaging a larger membership population. 

The report’s conclusion and reccomendations consists of a list of the most suitable social media tools for Enviu in relation to; reaching, activating and engaging a larger membership population. The list consists of following social media tools; a Enviu blog (rotated among Enviu employees), an Enviu online discussion forum (based on user generated content), take advantage of the excising Enviu Hyves account and actively create new content on the account, connect twitter to the Hyves account and the Enviu home page so that they are linked. This will keep visitors of the homepage updated on events, developments and future plans of Enviu, making Enviu more transparent and more approachable.  Alos the existing employees blogs of Mr. Donge and Mr. Kersten should be linked more visibly to the Enviu homepage, this will increase visitor numbers to the Enviu homepage and create various dialogues or start discussions/ conversation on the Enviu online discussion forum between members and Enviu. Adding RSS application to the blog, online discussion forum is essential as it allows visitors to monitor new content, and there through potencially increasing their visits to the sites. 
Preface & acknowledgements
“New media” was an expression I first encountered when I came to Enviu as an intern. During my research for this thesis I had the opportunity to engage in this new subject: ‘new media’ and its infinite possibilities. 

Through my reading on new media I have come to understand its importance and relevance for corporate communication.  New media tools have been viewed by many as revolutionary in the field of corporate communication.  Some predict failure for all business that doesn’t assimilate new media into their corporate communication. Others say that all conventional communication tactics of the 20th century (e.g. direct marketing, advertising, and press releases) days are numbered. 

Today transparency, sustainability and Corporate Social Responsibility (CSR) are elements that are expected by stakeholders worldwide to be integrated into a company’s corporate identity. The companies that have adopted these measures have had and success in creating a relationship of trust and authenticity their stakeholders while those companies that have disregarded them have instead faced scrutiny and distrust. I see new media in the same manner. New media is an innovative way of communicating with stakeholders, it allows for a two way communication, where sender and receiver can have direct contact, i.e., a conversation.  The trend that I see is; that sooner rather than later the demand and expectation of complete transparency via social media tools, such as blogs, wikis or online social networking communities, will increase among stakeholders as they have with CSR, sustainability and transparency. Adoption requires a new approach in corporate communication strategies and tactics, seeing the audience as individuals with individual wishes demands (long tail-theory). Giving them the space to voice their wishes. Being directly involved in the conversation between stakeholders will give companies a huge leverage point, as they will be seen as transparent, listening and approachable businesses. 

Many thanks to; Mr. Pascual for his enthusiasm and inspiration, to Ms. Janssen for her guidance and support and all other Enviu employees and interns for their passion and enthusiasm. The help, support and passion of these people have made the preparation of this report not only motivation and inspiration but also opened a window into a new form of communication between companies and their clients. 
Key words
	Social media 
New media
New media tools

	An umbrella term used to describe online technologies & practices that are used to share; opinions, experiences, stories, news etc, between people
 i.e. social interaction online. Web content e.g. wikis, blogs. Social media content is meant as the beginning point for starting a larger conversation
. The concept of bringing content and information sharing from a passive to an active media form (Why social media  2008).

New way of using digital technology within multimedia. E.g. podcasting, blogging, wikis. As apposed to: to traditional media (newspapers, radio, television)

The use of digital technology tools within media. E.g. Blogs, online social communities. See definition of social media.


	Community
	A group of people that share a common interest or background. These groups of people feel connected in the sharing of interest or background and thus build a community based on these shared factors. 



	Online social community/network
	Digital platform that has a theme or message that attracts members that share the same interest or feel connected to the message/theme. Examples: Hyves, Facebook, MySpace, Friendster.


	Networks
	A community of people connected via being a member of the particular network. A system of people within online communities; that communicate amongst (each other) (MSN Encarta 2008).Networks connect people to each other.  



	Platform

RSS 

Blog (weblog)

Podcasting

Vlog


	Publication of content in multitude distribution channels “at one click” e.g. websites architecture, operating system, programmed languages; the operating system that the website uses (Windows 2003, Windows XP, MAC)

Stands for: Really Simple Syndication. 

Information published on the internet onto a specific website. Often used as an online diary or discussion forum. 

Digital media file that is distributed via RSS, the content is audio. Often using software iTunes to download the content and listen to it.

Video-log. Form of blogging but the content is visual, video. 

	Conversation
	A dialogue held online. 



	Engage


	Activate people to become involved in an online social community. The act of sharing in the activities of a group. Measured in audience participation.



	Aggregation
	A process of grouping distinct data.



	Seeding
	Process of introducing new elements into a social media platform

	
	

	
	

	Membership 
population 
	The population of an online social community. In the context of this report it is also used to describe the; students, starters, young professionals and experts that make up a large art of Enviu’s network.


	Reach
	Refers to how many people an online social community can reach.


	Activate
	To activate, engage users to participate (e.g. post comments, generate content) within an online social community. 



	Target group
	The group of people that a company, organization want to reach. A population that shares designated characteristics or properties. 



	Audience
	The part of the general public interested in a source of information or entertainment; anyone feeling identified with the content you produce (i.e. text, audio, video)

	Users
	Any person that uses online tools, applications.



	Public good
	Public resource (Silver, 2007) e.g. internet, online communities, whales, playground, library. Things that are meant for a community to share and gain from.



	Enviu Network 
NGO
	All the active volunteers (core and on call-see further description of in chapter ‘Énviu as a community’) and network members (Janssen, 2007). 
Non Governmental Organization


Words used synonymously 

It must be mentioned that there are a few words used as synonyms throughout this report.  These synonyms are only interchangeable in the context of my report. This is described here below. 
	Synonymous words
	Meaning
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mass media

mainstream media          
traditional media

conventional media 

old media
	Represent the media of the 20th century, i.e. TV, radio, newspapers, and magazines.
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social media

new media
	Represent the media of the 21st century, i.e. blogs, vlogs, podcasts, wikis, online social networks. 

	online social community
online social networks
	They are all virtual communities that are formed based on specific interests, to share media, stories, experiences, photos, ideas etc.

	network

community
	A gathering of people with similar opinions, dreams, hobbies, that get added value from being a member of the community/network. 

	NB The following words 
	are used as synonyms only in chapter 6

	users 

audience

target group
	The word users, within social media, represents anyone that ‘uses’ a social media tool. The word users insinuates actively partaking in a blog or network, but the fact is that some ‘users’ only read or look at a blog or network, therefore I chose to include the word audience as a synonym with user.

Target audience can be used as a synonym in this context because the people that use a specific social media tool will do so because they feel connected to the content of the tool and therefore form a natural target group. 


These words all represent the people that will use a social media tool; whether to actively create content or just to read or look at the content. 
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1. Introduction 
This report is about investigating social media and which tools are relevant for Enviu in order to increase its online presence and enlarging its membership population. The definition of Social media is;

An umbrella term used to describe online technologies & practices that are used for social interaction online (Wikipedia, Social_media)
. It’s the concept of bringing content and information sharing from a passive to an active media form. The tools that allow for this interaction are for example: blogs, vlogs, podcasting, online social networks, and wikis (Why social media). 

Social media is prominent in many aspects of our lives today; vlogs (YouTube), online social networks (Facebook). This type of digital media is becoming increasingly relevant for businesses to integrate into their corporate communication; following the trend away from mass communication in the form of very broad messages towards an interactive communication in the form of individual conversations with their stakeholders (consumers, B2B, suppliers, retailers etc.). Enviu is a youthful organization that wishes to have an image that embodies transparency, trustworthiness and approachability. Therefore finding out which social media tools are relevant for them to use in their individual conversations with their membership population will help give Enviu more approachable, more visible online and also more transparent. Social media can enhance and highlight Enviu's presence and identity online.  

1.1. Problem Context 
Enviu is a non-profit organization based in Rotterdam, The Netherlands. Enviu launches its own sustainable business ideas and develops them from idea to private companies, such as the Sustainable Dance Club and the Hybrid Tuktuk project. Moreover, Enviu supports other young entrepreneurs with sustainable ideas and facilitate them to start-up their own sustainable business. Enviu thus sees sustainable entrepreneurship as one of the important ways to reach its mission and contribute to the solution of environmental and social issues. To be able to realize this Enviu has decided to work largely as a volunteer network organization, where young people (high educated, the leaders of the future) between the age of 21 to 35 are invited to support and help develop the project further with their knowledge, expertise and time. Enviu has as aim to create a new kind of movement, world-wide, with young entrepreneurial people involved in sustainable entrepreneurship projects and this way make the world a better place. At the moment Enviu has a physical volunteer base of around 250 people, mostly located in The Netherlands. Besides this there are circa 1000 people connected to the organization as network members. 

Enviu wants its core organization (of paid employees) to be kept small (currently it is between 25-50 people), this to be able to stay flexible and non bureaucratic. Combined with the developments and possibilities of internet, online new media applications, and the ambition of Enviu to create an international movement, Enviu is interested in further analyzing the possibilities of expanding its reach from a physical volunteer network with a virtual online network. In line with their vision Enviu wants to increase its online presence by raising its online community membership population. Enviu’s goal is to have an international virtual community on the scale of 500,000+ people that share their ideas, network and expertise by the year 2012 (Enviu business plan 2007).  By increasing its presence online Enviu hopes to:

· reach more potential network members, thus enlarging its population.

· stimulate and activate the members to get involved in Enviu projects as so called ‘network members’ or more actively involved ‘volunteers (both on call or active)’ (Enviu Business Plan 2007).

1.2. Aim of research

Enviu wants to investigate the best way to use social media tools most effectively to reach, active and engage their current and potential membership population (target group) and thereby increase their online presence. Therefore the aim of this research report is to investigate what social media tools are feasible and relevant for Enviu, in regard to its vision and mission, when trying to increase its online presence and membership population. It must be made clear that with the membership population it refers only to Enviu’s primary target group (students, entrepreneurs, young professionals, starters and experts) it is not intended for the secondary target group (media, general public and business partners/associates). Therefore the objective of the following research is to find out the habits, needs and wishes of Enviu’s current membership population (i.e. the target group) with regard to using social media tools; this will entail researching what social media tools exist and what their functions are. These findings will allow me to recommend the appropriate social media tools for Enviu to use. These tools will then help Enviu to reach its target of increasing their membership population as stated in Enviu’s Business Plan of 2007*. 

1.3. Research questions

The central research question of this research is:
Which social media tools are most suitable for Enviu to reach, activate and engage a larger membership population?
This central question can be broken down into three parts; 

The first part;

· Which social media tools; to answer this part of the question I will have to begin by defining what social media is compared to conventional media. Then I will look into what social media tools exist, what their functions are and why they are used and who they are used by.  
The second part;
· are most suitable for Enviu; in this part I will begin by giving a brief description of the organization, its mission and vision. This to give context to the relevance of ‘what is suitable for Enviu’ regarding specific social media tools. I will also analyze the existing and potential target group (i.e. membership population) of Enviu. Additionally I will make an inventory of the social media tools currently used by Enviu; so as to understand how these may be used more effectively or be discontinued if they do not seem to be useful for increasing online presence for Enviu.  Part of this chapter will study Enviu’s existing target group’s user habits in regard to using online communities, what applications they prefer etc. This will be done via a questionnaire. Knowing what the habits are of the current target group will serve as a reference to what the potential target group of Enviu will be, as this group will have a similar profile to the current target group (same interests and values; which is what defines a community). 
The third part; 

· …to reach, activate and engage a larger membership population; the answer to this question will be found in researching how users are reached, activated and engaged, and sustained concerning social media tool usage. 
The research methods for answering each part will vary. See research methods & justification for further details. 
Each part of the central question will be answered via sub-questions. 
1st part of central question (desk research)
· What is social media in contrast to conventional media?
· What social media tools exist at present?

· What is the function of each social media tool? 

· Which online communities are used most and what is their target group profile? 
· What future prospects exist for online communities? 
2nd part of central question (desk and qualitative research)
· What are the uses of social media for Enviu regarding increasing online presence and increasing membership population? 

· Which social media tools does Enviu use currently? 

· Target group analysis i.e. who is Enviu’s target group? 
3rd part of central question (quantitative)
· What are the user habits and preferences of the existing (i.e. also the potential) target group of social media tools?
· Which online social community application do the target group prefer to use and why?

· How can Enviu reach, activate and engage its (current and potential) membership population via social media tools most effectively; to achieve more online presence and increase its membership population?

1.4 Data validation 

All data derived from this report is to be used solely as a reference as the development within social media is constantly changing and evolving. 
1.5 
Methodology & Justification
The following research methods have been chosen in relation to the type of research result required. 
The combination of all three research methods answers various parts of the central research question. I have followed various theories regarding social media to build my research on, however these are very recent theories (e.g. ‘the Wise Crowd’ and ‘the Long Tail’ see chapter 2 ) and thus it has not be possible to structure my entire research on one particular theory. 
Desk



Qualitative


Quantitative


	Research method: Desk research 

Data collection methods:

Primary and secondary literature; 

- Books, Enviu reports 
	Research method: Field research

Data collection methods:

Structured Interviews

With:

- Enviu communications officer – to find how they want/which online communities to help them reach a larger target group (potential volunteers?) possible PR/advertising of Enviu (?)

- an expert on new media/social media 
	Research method: Field research

Data collection methods: Survey in the form of a Questionnaire 

- find out the using habits of Enviu members and potential members concerning their online communities (why – for what reason used, when – specific times, what applications preferred etc)


Desk research 

Both primary and secondary data is used e.g. reports made by Enviu and books on social media tools.  The desk research will consist mainly of books and reports as my source material, as there is a lot of research already available in these sources on social media tools and other relevant information and statistics. 

The justification for the desk research is that it answers the sub-questions; what social media tools exist, the trends of social media, the difference between social media and conventional mass media, the importance of content in all social media tools, defining the target group, Enviu organizational goals. Furthermore desk research will help support my conclusion and recommendations. 

It is important to justify my choice of only focusing the desk research on the following online communities; MySpace, Facebook, Twitter and Friendster. This choice was based on the finding that these online communities are the most used i.e. have the largest growing user percentages. For the purpose of desk research these sites will thus represent the online communities that have the largest and fastest growing membership populations and thus have larger potential for Enviu to reach its target group. 
Qualitative

The qualitative research will be in the form of one on one interviews. The interviews will be with the communications manager, an expert on social media, and the director of Enviu to find out their hopes and visions for the use of online communities in connection to expanding Enviu’s network. 
The justification for these interviews is that they will give in-depth knowledge and expertise of the organization. The questions asked will answer part of the sub-questions. 

Quantitative

The quantitative research will come from a survey in the form of a questionnaire distributed among Enviu’s current network, to find out; their user’s habits and preferences of social media tools and where they get their information about environmental, sustainable innovations from. This data will then point out which social media tools the target group of Enviu use. This will stipulate which tools Enviu should use to increase its online presence, which in turn will increase its (virtual) membership population. 
The justification behind only distributing the questionnaire among the existing Enviu network (members) and not among the potential target group is that the existing network carries the precise same profile of Enviu’s primary target groups (students, young professionals, starters, entrepreneurs and experts, see details in chapter 3 target group analysis). Therefore the data that is derived from the questionnaires of the Enviu network will give very precise data of their habits and preferences of social media tools. The findings from this survey should be used as a sample of the larger potential target group of Enviu, to give indication of the appropriate social media tools for Enviu to use. The justification for using an online tool to create my questionnaire is; that this online tool represents the potential of my topic of the research; new media i.e. new way of using media. 
1.4. Time schedule

January


Desk research and set up interview questions

February
Compile desk research, carry out interviews, analyze data, and start writing 

March
Compile questionnaire for target group, write thesis 

April/May

Distribute questionnaire, analyze data, write thesis

June


Conclude writing thesis, hand in thesis
1.5. Thesis outline
The following chapter will begin by comparing new and old media showing how new media has a completely new distribution channel, reach, content and line of communication; this is what will be discussed in this chapter. Then the chapter continues by explaining various social media tools and their functions, the importance of content aggregation by empowering the audience to engage in the conversation and thus sustaining a loyal audience. Chapter 3 investigates Enviu’s current use of social media tools. Moreover, the primary target group of Enviu is defined and segmented into specific groups. The secondary target group is not relevant in the context of this research, therefore no short definition of this is found in the appendix II. Despite this it must be mentioned that all target groups and other stakeholders are of importance in the process of creating more online presence and membership population. Chapter 4 states the questionnaire results and then analyse these results. Chapter 5 combines the findings of chapter 2, 3 and 4 by stating a final conclusion of these; this will answer the central research question. Chapter 6 state specific recommendations for Enviu in regard to increasing online presence via the use of social media tools for Enviu (and thus increase its membership population).  
2 New media tools
2.1 The Shift: old media versus new media
20th Century media was directed to masses, mainstream content. People read, watch and hear as passive audiences, whatever the newspapers, magazines, television or radio decide to print or broadcast. Today people can select and read the news items they find most relevant or important without having to leave the comfort of their home. People can directly interact with news items by contributing to the online content by posting a comment or writing an email to the creator of the content. The world of media is changing in the 21st century. 
2.1.2 What is social media in contrast to conventional media?

In the following section conventional and new media (virtual social media) will be contrasted and compared to show the differences in their functioning. New media can be clustered around three main categories; text, audio and video. Examples of tools that specifically use one of these categories is: blogging (e.g. Twitter.com) which uses mainly text while podcasting which uses mainly audio and video podcasting uses video (Youtube.com). Online communities use elements of all of these tools, e.g. Facebook uses: text, video, and pictures. 
Traditional media

Old media was and still is mass communication, distributed via various (limited amount of numbers) mediums (channels). The purpose of mass media is to inform, educate and entertain the masses (i.e. the population of the world that has access to the various channels). 
New media

New media is digital media: Wikis (collaborative websites), Podcasts (downloadable audio recordings), Weblogs (online journals), vlogs (downloadable video recordings). The purpose of new media is the same as old media, to educate, inform, and entertain. However, as will be explained in more detail, new media has opened up the possibility for the masses to interact with the sender of the content (information). For further explanation of each new media channel see key word classification. 
2.1.3 The specific difference between new and conventional media
In this section a distinction will be made between conventional and new media; comparing and discussing differences, regarding distribution channels, contributors, reach, contents and lines of communication. The section will end with a summary of these differences. 
Distribution channels

Conventional and new media distribution channels are entirely different. Conventional media: Newspapers, Magazines, Journals, Television, Radio. New media: Wikis, Weblogs (blogs), V-logs (video podcasting, on-line videos), Podcast.
Summary of the differences in distribution between old and new media 



	Old
	New

	Distribution channels limited
	Infinite numbers of channels

	Costly

	Free of charge (in sense of distribution)

	Relies on physical resources, also costly (e.g. Television broadcast time slot)
	Unlimited resources

	restricted consumption times (e.g. broadcast slots/times)*

	Consumed whenever desired by the consumer




 *One could argue that old media has found ways to stretch its consumption time via various re-runs or by using technology such as TiVo (digital video recording of pre-chosen TV programs, movies etc. allowing viewer to skip commercials in a TV program) (Pascual, personalinterview 2008).
Gatekeeper vs. the Wise Crowd

One important difference between the new and old media is that within new media there are no gatekeepers (editors) as with old media. The gatekeeper of new media has been replaced by the consumers or the so called ‘The Wise Crowd’ (Surowiecki, 2004); implying that the crow usually makes a better decisions than one expert, in relation to content choice. This change has been widely discussed. One particular article names the phenomenon of this change, “The Long Tail” (Andresson, 2004). It discusses how conventional gatekeepers chose content for the consumers, due to limitations and costs of distribution, based on what would be a HIT, i.e. generate large revenues, and then pushed that onto the market for consumption (mainstream content). Until today the market has been driven by this HIT-ambition when choosing content. Today, however distribution via internet is unlimited thereby content is also unlimited, resulting in a large amount of niche markets with alternative content chosen by the consumers themselves, more in Appendix II ‘More insights on old and new media’.


One aspect that has generated a lot of discussion is the lack of accountability within new media. Old media is restricted by various rules and also accountable for what they write. Anonymous bloggers are seen as a threat; due to the lack of accountability, publishing false data is more likely (Vaina,  2008).These differences have lead to many fearing that within the world of new media there is no knowing what is true and not because there is no traceable evidence required before posting a blog or writing a wiki. This lack of accountability in new media also contributes to a loss of quality control and perceived quality which is something that old media has the ability to build and preserve. This could however also be said for old media, see Appendix II ‘More insights on old and new media’.
Reach
When looking at the reach, geographically, new media has a far larger potential reach possibility than conventional media (Old Media, New media, 2008). Internet content is available to all that have internet access, has not had the same accessibility. Local radio and TV channels have been limited in their accessibility to their local broadcasters, limited geographically. Thus the difference lies in spread and accessibility, where new media has the upper hand. New media has a far broader reach possibility than old. The divide lies in the limitless reach of the digital world of new media and the boundaries of the physical world of old media. Arguments may be made that local TV and radio channels now are accessible via digital TV and radio on internet. The counter argument to this would be that this development is old medias attempt to follow in the evolution of new media. 
Content

Content within new media is unlimited whereas conventional media works with specific content areas, general and mainstream so as to interest a mass audience, restricted by gatekeepers (Frost, 2007) even when specialized on specific topics. Additionally content was produced professionally, whereas social media news can be created professionally but can also add a personal element to the content. This restriction within old media is a result of the limited physical space (newspaper pages, television broadcast time) that is available to old media distribution channels. The limited space means that content is dictated by what the editors (gatekeepers) believe to be what will generate most sales or ad time. However, as mentioned earlier, for new media the content is influenced by The Wise Crowd by linking to the content they like, by refereing to sources, by saving sources etc. This implies that there are no restrictions for content, thus every niche audience will get the content they search for or they can create the content they want. In that manner, distribution of content has been democratized (Pacsual, personal interview, 2008). Within new media the audiences (receivers) can openly and almost instantly influence (interact, change, update) the content of the media; interact, which within conventional media is not possible. Any type of interaction, in old media; writing to the editors page of a newspaper, is not instant and is not guaranteed to be brought forward by the editors or directors of the old media. Moreover new media can use various formats of media simultaneously: video, audio, text etc, this type of combining media tools which until recently, was not been possible for all old media (Scobleizer, 2007).
Line of Communication

Another significant difference between old and new media, is the line of communication; a one way communication flow counter a two way.   
Shannon and Weaver communication model 1949



   Message

    Signal
Received signal







    *Noise source
Figure A (Fiske, 1990) 
Figure A was created by The Shannon and Weaver in 1949. It was designed to depict the path of communication; which can be used to show the restricted communication flow of old (mass) media. The model shows how the message is created and sent from the ‘sender’ via ‘channel/medium’, influenced by ‘noise’* (i.e. noises that distract or disrupt what is being sent), to the intended receiver that interprets the  (tainted) message in his/her own way, and where any form of feedback is almost impossible. This shows how the receiver is (almost) passive in this model i.e. in conventianl media. 

In contrast, new media allows for a two way communication model. The consumers have the freedom of choice to interact, provide feedback, to the sender. This makes the communication two-way. However, new media allows for more than two-way communication as it allows for interaction from several consumers at once.  The model that depicts this multiple-way flow is placed on the bellow. 

The message in new media is, as with old media, created by a sender which goes via a medium (e.g. internet) to one or many receivers, who then have the choice to respond with feedback (in model bellow labeled 1st Feedback). Often the 1st feedback triggers more reactions in the form of comments or opinions, labeled 2nd Feedback in model bellow. These comments may trigger reactions that results in a new message, labeled Counter Feedback, this could be a new blogger posting a text on his/her own blog responding to the opinions of the 2nd Feedback.
New Media Communication model 2008
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Figure B (self created)
The difference between figure A and B is; linear versus circular, one way versus two-way.  As mentioned above, within new media the line of communication is non-restricted, allowing for multiple layers of feedback
. I prefer to refer to this two-way process as an open dialogue or a conversation. Between the sender and its receivers compared to old media’s monologue. 
Summary of differences between old and new media

Here a brief summary of the differences between new and old media. 
	Conventional  Media
	New Media

	· Costly & limited distribution

· To be consumed when it is distributed (originally) time limited
· Editor: one person decides what’s important, because of limited resources and distribution channels. 
· Relies on physical resources (e.g. newspaper; amount of pages, TV; broadcast time slot)

· Static (little can be changed once has been sent out)
· Monologue: one-way communication


	· Free distribution

· Searchable and enjoyable at any time.
· Everyone is an editor; wisdom of crowds. The audience decides what is relevant 
· Relies on digital resources
· Dynamic (at any time, content can be modified)

· Dialogue, conversation; two-way or multi-way conversation.

	
	


2.2 Social media tools 

The web 2.0 has allowed for a new type of internet, where interaction and conversations are unrestricted. Many new tools have been constructed to enable users to fully use the potentials of this new internet. The web 2.0 is more personal and social; as we have seen with the growth of social online networks, RSS, blogs, podcasts, vlogs. In the next sub-sections I will describe each of these social media tools.

For reasons of limited pages, the following tools have been chosen in reference to their relevance to Enviu, increasing its online presence and consequently its network membership population.  
RSS feed
RSS stands for; Really Simple Syndication, it is a new form of getting information. The principle is that you get delivered the content you are searching, instead of having to search for the information yourself. In technical terms ‘RSS is a data distribution protocol’ (Scoble, 2006), this means that you can subscribe to the content you want via the website that you want the information from. The hitch is that the website that you want to subscribe to must be RSS enabled (see Figure D). Once the content is updated it is sent to your account and there you will be able to read the new content without having any other text around it. 


The implications of RSS is that it makes keeping updated on new content much simpler as you only need to access your RSS account, to see all new content. This replaces having to go to each separate webpage and check for new content. With RSS you can get contents from 100-200 sites simultaneously, this would not be possible by manually visiting each site. You can receive the content with a so-called ‘RSS reader’ e.g. Google Reader which is a web based reader, also software-based readers exist. 


Another advantage with RSS is that you never have to register your email address to any webpage. Eliminating spam mails, “RSS empowers the receiver not the sender” (Scoble, 2006, P 213). On the other hand, another perspective can be seen where both receiver and sender are empowered; as RSS makes it easier for the sender to distribute content.


This is the symbol shown on a website that had RSS viewing option. 


Figure D

Weblog or blog
Blogging is simply a website that is used to write on. Most people that have blogs, i.e. bloggers, use them to discuss various topics, opinions or just to keep a daily journal of his/her activities. Blogs have also been connected to so  called ‘citizen journalism’, where non-professional citizens write or broadcast news items; this was made possible by the unrestricted distribution channel (i.e. internet) and where content choice is unrestricted, compared to old media which is restricted by resources (time, money and editing space). For further explanation see chapter 2.

What then does blogging do to increase online presence? As the book Naked Conversations how blogs are changing the way businesses talk with customers (Scoble, 2006) title indicates, blogs have changed the way companies can interact and ‘talk’ to their stakeholders. In summary the book gives numerous examples of both big (Microsoft) and small (French T-shirt company ‘Le Fraise’) companies that have improved their businesses, images, saved themselves in a crisis situation and built loyalty and trust among their customers via blogging. The book shows that by having a blog a company becomes more accessible, more personal and more trustworthy because it gives the company a face and a voice. More importantly the blogs allow interaction; comments, responses, to postings (articles or texts written by the blogger), this means that blogging has added the element of two-way communication (i.e. conversation) between companies and their stakeholders. Many larger corporations fear blogs as they can lead to leaks of confidential information or that they are not a collected and unified (controlled) voice of a company. Also many companies fear that negative comments or negative postings can reflect back on the company. However being able to respond via a blog to negative comments increases trust in the company, while negative postings can easily be responded to via the company itself. I.e. blogs allow for a company to have ‘real conversations with its stakeholders, complaints can be used constructively to improve relations, services or products or to allow the company to explain their actions on a more ‘personal level’ instead of a public press release, see more details in Appendix II.  


One consultant says this of blogging: “Trust is the only capital you have in the blogosphere and to build trust, companies need to become transparent in their practices,” he says blogging gives “the audience (stakeholders) power to scream back” (Scoble, 2006, P.124). Or as another manager put it “If you blog, you exist and you start gathering a community around your expertise” (Scoble, 2006, P. 112).
Podcasting
This media tool is revolutionary as it is based on audio format, as explained by a new media expert (Pascual, personal interview, 2008) “(it) is the mp3 version of a radio program. The difference is that it’s delivered to you, and it can be played whenever you want.” Podcasting can be viewed as direct speech, which can be more motivating, authentic and personal than written texts. Like live conferences podcasting adds an element to reading a text. Companies can take advantage of this tool by literally ‘giving their company a voice’. Forrester Research predicted that by 2010 12.3 million American households will be listening to podcasts (Scoble, 2006, 217). Independent of its exact accuracy it does indicate that many people in the future will be listening to podcasts, an opportunity for companies to take advantage of.  
Video casting

As with podcasting video casts are downloaded to an IPod. The video cast is a video recording in comparison to podcasting that is an audio recording. Once downloaded a video cast can be watched anytime. Video is a powerful tool; being able to see a person speaking is even more motivating and trust building than audio. According to Scoble and Israel the drawbacks with vlogs today is that they are expensive to produce and demand a lot of space when downloading, this makes vlogs less attractive until these drawbacks can be solved or alleviated (Scoble, 2006, P. 220-221). Not everyone agrees: “video blogging is today possible because the technology to record a show, edit it, and upload it to the net is easy and cheap (I do it with my cell phone, the video edition program that came with my computer, and post it on a free blog) the issue is that consumers are not used to ‘get’ this form of content and viewership rates are still low. However, this (vlogs) is the future of television.”(Oriel P. personal interview 2008)
2.3 What is a community?

Once upon a time our communities or networks consisted of the people that we spent our time with, the people in our closest vicinity, people that took part in our everyday lives; our family, friends, work colleges, class mates and neighbors. These people were our support system, our confidants, the people we spent our free time with. 


Today things have changed, our traditional networks have shrunk drastically, and instead we have expanded our external networks; online communities, blogs etc.  

Why have communities developed throughout history?

To begin we must define community; a community is a group of people that share a common identity, history or shared interests (MSN Encarta, 2008). Communities have been present though out human history. They developed because groups of people had needs that could be fulfilled by collaborating in groups. This phenomenon is called ‘the collective good’; the value of a community for an individual (Conner, 2005). For example, gathering food in the form clans or tribes, sharing water preserves leading to the formation of cities with tax systems to maintain the water systems etc. have resulted in the formation of communities (Silver, 2007). Modern examples of communities are for example golf societies, poker clubs etc. The difference between today and in the past is that most communities today are not formed to fulfill basic survival needs, instead communities form out of the need to share; experiences, stories, hobbies, pictures, intellectual conversations, ideas. In essence communities create a sense of belonging, bring a feeling of security, of identity and support. Along with the formation of communities also comes division; ‘us’ versus ‘them’ (Smith, 2001/2008). For a historical background on online social networks please see appendix III ‘Additional information on online social networks’. 
2.3.1 Which online communities are used most? 
During my research I found that most data available on online social networks is research made on the American market. The analysis company Compete has data on the top online social networking sites;
Ranking of online communities regarding user numbers

	Ranking Nr. 
	Website
	Monthly visitors
	Monthly visits
	Change in total visits since February 2007

	1
	MySpace.com
	65,744,241
	955,057,928
	-1%

	2
	Facebook.com
	28,563,983
	326,418,930
	77%

	11
	Friendster
	1,867,423
	8,625,522
	25%

	19
	Twitter.com
	629,531
	4,166,086
	4368%













 (Hooge, 2008)
These statistics show that Facebook and Twitter, although they lack the same large users numbers as MySpace their growth rates since 2007 are high while MySpace is on the decline. This indicates that online communities, as products, also go through life cycles. This data indicates that these four online communities are the most prominent, in the sense of user numbers and growth in user numbers. 

Bellow I have collected data on the four specific online social network and their user’s nationality, the data was taken on two different dates. The choice to pursue these online communities is based on their prominence, as this allows Enviu to reach larger audiences (target group), if it were to create an account on one of these communities. Additionally I have added Hyves to find out its users nationality, as Enviu has an account for this community. 
Nationality of online social community users

	MySpace 
	Facebook
	Twitter
	Friendster 
	Hyves

	US 72%
	US 49%
	Us 66%
	Philippines 60%
	Netherlands 88%

	Puerto Rico 10%
	Canada 17%
	Spain 12%
	Indonesia 23%
	Egypt 5%

	France 7%
	UK 15%
	UK *%
	Malaysia 12%
	Canada 3%

	UK 6%
	Columbia 13%
	Japan 7%
	Singapore 2%
	Costa Rica 2%

	Mexico 5%
	France 7%
	Canada 7%
	
	Spain 2%










See appendix VI for source and complete graphs 
These findings show that there is a large diversity in user’s nationality versus online social community. 
2.3.2 What are their target groups and what applications differ between networks? 

The following research is specifically taken from research on the American and global market. Therefore the information given is to be used as an indication of the target groups of the online social networks mentioned. 


Several researchers have found the same results; MySpace is for the younger, high school, alternative, music interested target group while Facebook’s target group belongs to the older twenty something graduates and young professionals Their target group is ‘affluent suburbia’, i.e. being of the higher income households of America. In comparison the majority of MySpace users are of the lower income households. Additionally the research found that most users of both online social networks go on to use the opposite online social network, thus signifying that users like to use both networks (Tancer, 2007). More details in appendix II.
2.4 Content aggregation as community engagement
2.4.1 Defining User-generated content


An important aspect that needs defining is user-generated content.  Generally user-generated content is when an audience of a website can post a comment or create a response (posting) to existing content and thus they are creating new content. In this report, user-generated content will signify any response to existing content that creates new content. 

2.4.2 The importance of content within social media

Within social media it is a well known fact that ‘content is king’, a phrase often used by the social media world, meaning that content either makes or breaks any social media tool.  The strength of social media is that it allows for interaction, thus content can be influenced, changed, directed and formed by each user, i.e. so called ‘user-generated content’. This allows for the common interests of the community, network or blog to be the basis of the website content.  Most online social networks run by user generated content; where the (online) social network is just a forum for gathering people with similar interests or a common identity. The gathering of people will generate a topic, which will lead to another topic that will engage another topic conversation between users. The importance of content and user-generated content is that it will activate and more importantly empower the users; as it allows for interaction, which both attracts users to come back to a website (network, blog, etc). For this effect to work, attracting and developing loyal user participance, the content must always be relevant to the community (blog, network) and updated regularly. Updating content is just as important as is relevant content for the target audience. If a user visits a site and sees the same content as the last visit they will most likely never return (Silver, 2007). This is another reason why user-generated content is very useful, because content will automatically be updated every time a user brings in new topics, posts a comment, asks a question, etc.
2.4.3 Opportunities and Threats of using user-generated content

The following table summarizes the negative and positive effects of user-generated content when building and managing a platform for an Enviu community.

	Positive
	Negative

	Many site have developed some kind of ‘notification of inappropriate content’, where content that is irrelevant or unsuitable is highlighted and can thus be deleted. E.g. YouTube’s ‘inappropriate’ option, for video’s that have porn or violence in them. 
	Content cannot be policed; content may be published that is irrelevant, unsuitable or inaccurate.

	Less restrictive than content generated solely by website; generates more involvement and thus more interest in website
	Difficult to structure and organize content

	Broader knowledge base; the wisdom of the crowd
	Credibility and reliability is more questionable, as no checks and balances exist

	Content is created that is relevant to users, as it is created by themselves
	Content duplication, overlapping content


More about ‘why users want to generate content’ can be read in Appendix II. 

2.4.4 How to engage a community

Communities develop out of added value for each member, as discussed in section 2.2.1. The same applies when aiming to create an online social community; it must provide value to its members. As discussed above, content will engage and active users if it (the content) is relevant to the particular target group.  
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 (Pascual, personal interview, 2008)
The model here shows that content must be nurtured, through motivating users to be active participants in creating new content. When new content creation is stagnant, obviously less people will visit the site. Therefore seeding new content will motivate and activate new participation. The rewarding for participation must be visible. Rewarding can be done in several was;  by supporting the new content that is generated by bringing in more relevant content on that particular topic, or simply providing feedback in the form of comments on the new content. This process must be seen as cultivation; the more support, seeding and nurturing it gets, the more users will be motivated to return to the site.











Engage community

The model below shows how to engage a community, generate content and so create a loyal community that will revisit the site. It starts with how to begin activating and generating content. The first step requires relatively little effort; as it is just tuning in to what the target audience of the community is; ‘discussing’, involved in, interested in, at that particular moment. This first step is called aggregating existing content; ‘watering you audience with content that is interesting to them’ or ‘empowering the conversion’(Jaffe, 2007). The next step is to create your own produced content, which then is relevant to the existing content. At this step, as social media expert Oriol Pascual explains, “You become the reference around certain a subject because of your aggregating and filtering capabilities.” (Pascual, personal interview, 2008) This step should add a participatory element that is an invitation to the audience to post feedback. This step will lead the audience to create new content, equal to audience generated content. 



2.5 How can social media tools be used as a medium in corporate communication?

“Social media tools as a medium in corporate communication is fully possible” (Scoble, 2007); these tools, part of new media, represent a new medium that allow for a new communication flow between company/organization and client/member, they allow for a conversation. This conversation allows for interaction and empowerment of the clients/members as they have a choice; to speak their mind and be heard by the company/organization. This is a great opportunity for companies to have direct feedback on their products or services, this also allows companies to foresee and even avoid crisis as they can be ‘plugged in to’ what their customers or competitors say of them. 
3 Situation Analysis  
3.3 Enviu – the organization

“Enviu facilitates young entrepreneurial people worldwide to generate inspiring ideas for innovative sustainable entrepreneurship and to transform them into practice supported by an international virtual and physical Enviu community” (Dongen, 2007, P.1)
Enviu was founded in 2002 by Stef van Dongen. Enviu became a professional organization by the beginning of 2005. The core starting philosophy behind the founding of Enviu was; “the belief that an entrepreneurial approach to sustainable development can play an important role in developing profitable solutions for social and environmental issues” (Enviu Hisotory, 2007). Important to note is that Enviu is not an activist driven NGO, but an entrepreneurial business. 


3.3.1 Vision


Enviu strives to contribute to a sustainable world where innovative entrepreneurship serves people and the planet.

3.3.2  Mission
It is Enviu’s mission to inspire and involve young entrepreneurial people to co-operate on profitable solutions for environmental and social issues (Enviu Business Plan, 2007, P.10)


For additional information about Enviu see appendix I. 
Current membership population targets of Enviu


The figure H below shows the numbers of the total member population of the Enviu of 2007 and the forecasted (desired) numbers of 2008 until 2012. The table exhibits both active core and on call members as well as the physical and virtual Enviu community. This table is part of the business goals of Enviu. Enviu aims to reach the online community numbers by increasing its online presence via social media tools. 
Enviu goals regarding membership population
	Enviu Network
	2007
	2008
	2009
	2012

	Active core and on call
	250
	500
	900
	1,200

	Network members 
	1,000
	2,000
	7,000
	25,000

	Community (virtual)
	1,000
	5,000
	20,000
	500,000

	Total
	2,250
	7,500
	27,900
	526,200









 (Janssen Volunteer community, 2007)
3.1  Enviu as a community

The community of Enviu is a platform for young people that are inspired to create innovative business ideas, or take part in an excising business idea. The community is designed to support and activate creativity. Moreover, Enviu as a community that enables young people to take part in, learn about and work with sustainable entrepreneurship. 
It is the space to share expertise, ideas and connecting people with ideas to entrepreneurs and investors and vice versa (Janssen, Volunteer community, 2007 P.2).
The main theme of the community is; sustainable/ issue-driven entrepreneurship as a solution of social and environmental issues. The aim of this community is to “scout, filter and generate innovative ideas for profitable solutions for environmental and social issues” (Janssen, Volunteer community, 2007, P.2). The community is made up of the following groups: young professionals, young entrepreneurs, students and experts, see chapter 3 ‘Target group analysis for details. The community is then sub divided into three groups: each of these groups has their specific function within the community. 
1. Core Member
        2. On call members          3. Network members
	Volunteer, most actively involved with community projects (specific set time for participating)
	Involved when asked by the community
	Not involved in community projects or operational work

	Intern, student, young professional 

This group is guided by an Enviu professional project manager
	Young professionals; experienced entrepreneurs, experts
	People interested in projects (e.g. newsletter prescribers)









 (Janssen, Volunteer community 2007)


Moreover, the community is split into physical (as described above) and virtual (online).

The difference being that the physical community encompasses entrepreneurs, volunteers, students, experts etc while the (virtual) online community is designed to be a forum for inspiration and idea generation with the ability to search and find other innovative ideas, globally, to connect with other communities, entrepreneurs or investors and thus create  a flow of interchanging of ideas, investment, expertise etc. 


While the physical community is important in the sense that it is a place where students, volunteers, entrepreneurs and experts can meet and interact, the online community allows for worldwide connection and interaction. The physical community is vital as it keeps the core community inspired, active and connected to various projects. 

As quoted by the author of the Volunteer Community report by Josine Janssen;

“These two components of the community re-enforce each other, as without a physical component there is a high chance of ‘slowly dying’ of the online social community. On the other hand the online social community makes it possible that people world-wide can contribute to projects, which give a great diversity of input, knowledge and experience” (Janssen, 2007, P.3).
3.2 Enviu’s current  use of  social media tools
As part of being an innovative organization for and directed by youth, Enviu understands the importance and relevance of online presence. Currently Enviu holds accounts in several online social networks (twitter, Hyves, LinkedIn and Flickr). Each account is used for various purposes, e.g. Flickr for posting organizational photos, Hyves to keep Enviu members (volunteers, young entrepreneurs, young professionals, and experts) updated on what is currently going on at Enviu. Enviu also uses video driven content sites such as YouTube to post video clips of Enviu organizational events, happenings etc. Both the Founder Mr. van Donge and Enviu project manager Mr. Kersten write blogs, however this is not actively promoted by Enviu other than as part of the employee description on their website. 

Also an online Enviu TV channel (live stream) is being created; this channel will broadcast various programs connected to sustainable development, Enviu events, etc. Enviu is member of five online social networks, and their combined community subscribers is 183 (483 if including Enviu’s founder’s, Mr. Van Dongen, subscribers from his LinkedIn account). In total the memo and newsletter subscribers equal 1000. However, it must be mentioned that some of the newsletter subscribers are also memo letter subscribers, this makes the total of these inaccurate. Despite this the total can be seen as a reference to the total amount of subscribers to the Enviu newsletter and memo.  

The consensus among Enviu’s founder, community manager, communications coordinator is the same; the involvement in many different social media networks and tools is at the moment not updated regularly and thus a threat instead of strength for the image of Enviu (online) (Personal interviews with enviu employees, 2008). As Mr. Pascual states; having old content means audiences will get bored and not visit the site as frequently or at all. For a complete view of the current social media tools used by Enviu please see appendix I. 
3.3 Target group analysis 

Enviu offers an international community
 for and by young entrepreneurial people: young professionals, starters, students and entrepreneurs (21-35 years) with mainly a business and economic background. Via their study, work and free time they facilitate sustainable entrepreneurs by sharing their expertise, experience and invest their time as volunteer in the development of Enviu projects (Janssen, Volunteer community,2007, P.2).
3.4.1 Target group universal description 

Enviu is a volunteer community; its members are young professionals, young entrepreneurs and students and experts between the ages of 21 and 35 (Janssen, Volunteer Community  2007, P. 2). These groups can either help in setting up a business idea so called ‘start-up’, as a volunteer or they might have an idea and then be given start-up support from the community. Enviu is constantly trying to recruit both volunteers and entrepreneurs with various backgrounds to create a community of diversity and depth; both in skills and knowledge so as to best create and sustain synergy within the community (Janssen Volunteer community, 2007).
3.4.2 Segmentation and Characterisation of primary target group
Here each primary target group will be described and their roles within the Enviu network will be explained. 
	Description
	
	
	

	Young Professionals / Entrepreneurs

Entrepreneurs that have ideas or that are in their start-up phase of realizing their ideas, which are in-line with Enviu’s aims and goals. Young managers with a specific business expertise (project management, HRM, marketing, ICT, finance, sales).
	Starters

Recently graduated (without much relevant practical experience, e.g. trainees). 


	Students

Bachelor and Master students in business or economics (graduation or major phase in for example: managements, finance, law, communication, economics or management)
	Experts

More experienced professional than a young professional. 



	Role 

	Young professionals and entrepreneurs can take on the role of coach/ trainer to share experience, also their network might be relevant connections for the community to have. One of the main roles for this segment is to generate their own sustainable business ideas, with the help of the community to start-up their particular idea.
	Part of the group above; recently graduated, do not have much practical experience but contribute with theoretical knowledge.
	Students contribute to the community via their internship or thesis, by providing assistance in community operational work or supplying research in various forms. Students can also be part of the community as volunteers; where they perform operational tasks. 
	experts have an important function within the community, they provide valuable expertise and experience, they are used for specific areas such as law, tax, finance etc. 










 Enviu Member Network-Business Plan, P.19.
3.4.3 Segmentation of secondary target group 

The secondary target groups of Enviu have less influence and importance in relation to increasing Enviu’s online presence. However they are important to mention to give a complete picture of all stakeholders of Enviu’s environment. 
	Media
	General Public
	Business partners

	Conventional media:
	Universities
	Business associates

	Magazines; 
	Schools (high school)
	Investors – sponsors

	Corporate/ University in-house magazines
	Government
	Clients

	Newspapers
	NGO’s / Interest groups
	

	TV
	Similar companies (competition)
	

	Radio 
	
	

	New media:
	
	

	Websites
	
	

	Blogs
	
	

	Corporate/ University intranet 

	                    Janssen,  Enviu Network  
	Project Plan,  P.4


4 Data collection & analysis
The following is a summary of the results of the questionnaire in percentages.  Of the total 99 participants 64% were female and 37% were male. The Majority of the participants were young professionals’’, ‘starters’ and ‘students’ (34%, 32% and 29%) while only 6% were experts. (Unfortunately Enviu does not have records of their members rations in regards to professional or gender, as a comparison with the participants ratios and the total membership populations ratios would have shown the representativeness of the questionnaire results). 16% of the participants found Enviu ‘through friends’, 15% while ‘looking for an internship’ and 13% found Enviu while ‘looking for volunteer work’. Further details on percentages can be found in appendix V. 

Most participants get updated on sustainable topics online (33%), the sites they use for this are; Enviu’s home page and digital newsletter, next they use oneworld.com. After online, they get updated via newspapers (17%) and magazines (16%). The websites that the participants use are the following in ranking order: Enviu website (18%), Enviu’s digital newsletter (16%), oneworld.nl (11%) people planet profit.nl (8%) and ode.nl (7%).

Only a small majority have an account on an online social community (58% compared to 39% not having) while 3% didn’t answer at all. Of this group the respondents have accounts on Hyves then LinkedIn then Facebook (27%, 26%, 24%), only 5% have account on MySpace. The account used most frequently is Hyves, then Facebook and then LinkedIn (26%, 20%, 13%). It must be mentioned here that in this last question 32% did not answer at all, thus the results may be unjustified. The choice of the particular community was based mainly on if other friends use the same community and/or if it’s easy user ability, and also because of it’s design and looks. The frequency of actively engaging on a community (i.e. posting pictures, writing messages etc) is between 1-2 a week 17% and 13% while 16% engage once a day, 10% engage every other week. 

When asked why participants use online communities; most answered “for social purposes” (keeping up with friends, updating friends on news, see appendix VI for more details). The second most popular reason was for networking purposes. 


The applications that were mostly preferred were split between ‘posting picture’, ‘Keeping up with friends and family’ and ‘Wall/krabbelen’. Calendar and micro blogging was just below these. However ‘finding friends’ was the most popular application among all. 

Enviu has an account on Youtube, Flickr and Twitter. The questionnaire results show that small group of these accounts whereas most did not. 91% of the participants did not log onto these accounts. Of the 9% that do login to the accounts, 40% login to Flickr, 53% login to YouTube and only 7% login to LinkedIn. 

When asked if Enviu should use another photo sharing platform (such as Picasa or Mijn Album) 83% answered no. When asked if participants read blogs only 2% more read blogs than don’t. 47% don’t have a blog, while 21% do but out of these 32% did not answer the question. A large majority of participants do not read either Wouter Kerstin’s’ or Stef van Donges’ blogs; of those that do, 18% read Kerstens’ and 10% read Donges’. 

The open questions will be reflected in the following section as their answers were all different and cannot be represented in percentages. 
Analysis of questionnaire findings

These findings indicate that current membership population*
 (target group) of Enviu do use the Enviu website and the newsletter as a news source for sustainable development, however many do not know of or use the other social media tools that Enviu uses i.e. the YouTube, Flickr, Twitter and least of all they login to the LinkedIn account. The findings also show that only a small percentage more than not, use online communities; as the majority of the participants were young (i.e. teens and young adults) this indicates that the Enviu membership profile (target group profile) does not necessarily include being a member of a online social  community. The fact that most participants that do have an account on an online social community have chosen Hyves is an indication that Enviu has chosen the right community to have an account on. The frequency of active use was between once a day and once to twice a week. The reason most participants use online social communities was for social purposes; staying in contact with friends and family, also they used it for networking purposes. The choice of a particular online social community for most participant depended on if the participants’ friends have an account on the site. This relates back to communities and how like-minded people tend to build a community together, based on the ‘greater good’
* factor that comes from the existence of the community.  In the question regarding whether or not participants read blogs the results, were extremely close only 2% more do read blogs vs. those that don’t. 28% of the participants read the blogs by Enviu:ers
. This is a good start and can be a big opportunity if handled and prompted in the right way. The reason participants read blogs is to stay updated on a specific topic and because ‘the articles of the blog is interesting to me’ (34% and 34%), a smaller majority (18%) read blogs because they are ‘more personal’ than newspapers/magazine article are. Questioning the participants about their opinion on relevant online features for sustainable and innovative development and entrepreneurship, most participants had similar answers; 
· Develop an online forum with updated content and professional regular feedback on the discussion so that contributors would know their discussions were being taken into consideration. 
· RSS feed of high quality, registration search engine for sustainable, innovative, entrepreneurial topics, creating a wiki, field stories, online brainstorming. 
· “A blog that is open to its readers. So after some sort of application readers are granted the right to posts their ideas on the blog. This will become a really interesting blog that can be seen as a platform for discussion and sharing of ideas”
. 
When asked about which social media tools would be suitable for Enviu to use, respondents answered; Hyves. They comment that the Enviu Hyves site must:

· Be more updated and more active i.e. more posting pictures, comments, news updates etc. 

· creating an Enviu blog that invites ‘Enviu friends’ to comments

· And incorporating other social tools (twitter, podcasting, Youtube), centralized information (on Enviu website) that then links to various other tools or platforms). 
· Create a comic story with a daily update on Enviu news. 
· A lot of participants mention the posting of job vacancies and CV’s on the Enviu website or on an Enviu platform. 
· The majority recommended an online social community. 
· One respondent commented that the Enviu website was hard to navigate.
5 How Enviu can use social media to increase its membership population: Conclusions and Recommendations
It is clear from both the desk research and the survey that social media tools are necessary for organizations to utilize today to reach their target groups. The choice of which specificsocial media tools are relevant and suitable for Enviu to use depends on what kind of interaction they desire to have with their membership population. In the current situation where Enviu desires expanding and engaging its current and potential membership population there are a number of tools that can be recommended.
As indicated by the desk research, blogs, podcasts and vlogs are tools that can be used both for informing and creating discussion. Blogs create an identity for an organization because it shows the interests, opinions and thoughts of that organization. This makes the organization more personal and more approachable. Also from the question are findings many participants recommend Enviu to start a blog. 
Another important finding from the questionnaire was that most participants did not know of the blogs of fellow Enviu employees
. These have to be more actively promoted on the Enviu webpage. Currently it is complicated to find the links to these blogs (the only place they are mentioned is in small letters on the ‘about Enviu’ webpage that has the heading ‘Enviu team’ that links to a new page about each Enviu employee). If these blogs were linked to and promoted on the main Enviu webpage it would generate more visits to this page and so reach a larger audience and potentially increase the membership population.
Many respondents suggested that Enviu should create a discussion forum. This was not an issue I touched upon in the desk research. However, it is a great suggestion that could easily be created because it follows in line with the research. Such a forum could easily be created as a separate link from the Enviu home page. 

 This discussion forum could also be part of the blog. The blog article would bring in a new subject per week creating discussion around the topic. Both the blog and the discussion forum could add the RSS application so that users could automatically be updated whenever a new blog articles is posted. This would create a ripple effect of reaching, attracting and engaging the current and potential membership population. 
Recommendations
Enviu could for instance create a blog that rotates among Enviu staff (assuming possible time constraints). I recommend that the blog has a new topic every week, written by rotating Enviu employees. The possibility for posting comments about the article must exist. This encourages and motivates members to create new content. This site should have the RSS feed option. This will allow members to stay updated on the most current topics and discussions. This page could also incorporate a separate section (as part of the page, not as a separate page) with job vacancies and CVs. 
Online social networks are essentially designed for social interaction, it aims to connect people.  The questionnaire results show that the majority of the respondents use online social communities for social purposes. In light of this, Enviu could focus its online social network around the ‘collective good’ (for explanation see chapter 2.3, P.18) of its main mission: creating solutions to environmental and social issues. 

Many participants have a Hyves account. Therefore it is appropriate that Enviu maintains its Hyves account, as it is the perfect social media tool to increase membership population. Note that for the Hyves account to be effective in attracting and engaging members, the content must be constantly updated. Even small postings (photos, comments, news items that link back to the Enviu home page) generate new content and keep the account interesting for its members, making them re-visit. 

The Enviu Hyves account must be regularly updated e.g. once a week at least. This could be anything small from a comment about pictures found on Enviu’s Flickr account or Youtube posting. Here Enviu has the opportunity to be more informal and personal. The Hyves account can reflect the Enviu “personality”. Announcements of upcoming event, parties, projects, even birthdays should be visible here. 

The questionnaire shows that most participants do not know of or do not login to the Enviu’s Twitter, Flickr and Youtube accounts (assuming that they are not visible enough). Their existence must therefore be more actively promoted by Enviu. These tools are very relevant and useful to engage and reach larger membership populations as they convey messages of news (i.e. they show via video or images the recent Enviu activities, projects, parties etc). Twitter, micro blogging, is very effective to have connected to an online social community. I recommend Enviu to connect Twitter to the Hyves account and to the Enviu homepage. That will make Enviu more personal, as it conveys simple up to date messages of current happenings. Currently Enviu only promotes these tools (Flickr, Twitter, Youtube) via their newsletter on relevant occasions.

Twitter should be the tool that connects all of the other tools (blog/discussion forum, Hyves) and its homepage. This gives Enviu a face and a voice; telling members ‘what Enviu is doing now’. This would make Enviu an active and engaging community member instead of a silent organization. 

Finally, creating a sub-site from the Home page of Enviu could allow for the collaboration of all the above mentioned tools. Both the Enviu blog and discussion forum would excist on this site along with links to the blogs of Mr. Kersten and Mr Van Donge, also links to the Enviu Hyves and Flickr account, along with the twitter application.
5.1 Summary
In summary, the most suitable social media tools for Enviu to use so as to reach, activate and engage a larger membership population are; a blog, micro blog (Twitter), online discussion forum, online social community (Hyves), vlog (Youtube), photo sharing (Flickr). Creating a separate page linked to the Enviu home page e.g. ‘Enviu world’ could link all these tools to eachother. 

 All of these tools combined will have one common result: making Enviu more present online, bringing the audience the ‘world of Enviu’.
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� Google Definition of social media. Retrieved 11.58, 08 Feb 08. www.en.wikepedia.org/wiki/Social_media.com 


� Buzzlogic, www.buzzlogic.com/resources/documnetation7terms.php. Retrieved 11.54, 08Feb 08.


� Definition of social media. 


� Old Media, new Media, Retrieved 19 Feb 08, 16.25. � HYPERLINK "http://www.aginc.net/media.htm" ��http://www.aginc.net/media.htm�, 


� Image results for: RSS. Retrieved 27 march08, 17.25.  � HYPERLINK "http://www.google.nl/search?hl=en&rlz=1T4HPEA_en-GBNL256NL256&sa=X&oi=spell&resnum=0&ct=result&cd=1&q=RSS%3A+image&spell=1" �http://www.google.nl/search?hl=en&rlz=1T4HPEA_en-GBNL256NL256&sa=X&oi=spell&resnum=0&ct=result&cd=1&q=RSS%3A+image&spell=1�. 


� The Enviu volunteer community consists of a growing number of highly educated, motivated people with diverse expertise and motivation, but a shared set of life values that binds them. 


� * In reference to the amount of the current membership population that participated in the questionnaire. 


� * See appendix III  under: ‘What are the similarities between online communities and conventional communities?’


� sustaianblerotterdam.com by Oriel Pascual, exploring issue driven entrepreneurship by Stef Van Donge, sharing thoughts on innovation by Wouter kersten


� Answer from participant nr. 6


� sustaianblerotterdam.com by Oriol Pascual, exploring issue driven entrepreneurship by Stef Van Donge, sharing thoughts on innovation by Wouter Kersten
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