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i.
EXECUTIVE SUMMARY

The past few years Internet has become an important medium in modern society. The use of Internet as a mass medium has resulted in the development of new online media. The feature all these new online media have in common is interactivity. The new web based applications allow citizens to create and share information, to participate in discussions and to talk online. These online media are called social media. Social media are often used in the marketing communication strategy of organisations on the consumer market. However, governments can also not stay behind to this latest trend. Moreover, during crises social media are excellent tools to listen to the needs and opinions of the citizenry and to answer directly to its questions. Therefore, this dissertation focuses on the following question: How can social media create effective communication of the Dutch government to the citizenry during crises?

The first chapter focuses on the essence of social media. Lately, new social media tools have been created. They all have their own features, however, they share the elements openness, connectedness, conversation, sharing information, communities and interaction. There is no doubt that in the future new variations of the existing tools will be created and that social media will not disappear from the society. 

It is difficult to give a definition of a typical social media user, because there are not specific characteristics for this large group. Often is looked at the motivations people have to use social media. But it can be said that there are existing different types of social media users. This can be determined when looked at the different activities the social media users practice on the Internet. 

Chapter three explains what impact social media can have on crisis communication, especially for governments. Social media can be excellent communication tools in times of crises; information is spread quickly and a large audience can be reached at once. In addition, governments can listen to the needs of citizens and victims and react on it. However, the disadvantage of social media in times of crises is that rumours are easily spread. During the past crises in the Netherlands, the government has merely made use of social media in its crisis communication to the citizenry. It could have used more new online media to directly reach the audience. New online instruments the government could have used are web care teams, social networks,  and text, voice, e-mail and phone messages.



The results of the questionnaire reveal interesting information in chapter four. Although 97% of the questioned people make use of social media, only a very small majority is in the opinion that the government should make more use of social media in times when crises strike or major disasters happen. 

Finally, it is recommended to the government to listen to the needs and opinions of the citizenry, to directly react on its questions and to correct false information during crises. Understanding the citizens needs and reassure them when crises strike or major events happen is very important in governmental crisis communication. In order to achieve this, the new direction for the government is interactivity. New social media instruments the government could integrate in its crisis communication are a web care team, online networks and information distribution by mobile text messaging. 
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iii.
PREFACE


Dear reader, 

Hereby I present you my final thesis of The Hague School of European Studies which is about governmental crisis communication and the use of social media. This final thesis underlines the importance of social media for the government. I would like to make the government aware of the benefits of using social media in its crisis communication. Nowadays, social media is the latest upcoming trend and often used on the consumer market.  However, the government can no longer stay behind to this latest trend. Additionally, with this thesis I would like to prove that social media are excellent communication tools in times of crisis, not only for the government but also for the citizenry as well. 

At the beginning I struggled a lot with finding a suitable subject for my final thesis. I talked about it with the people around me; my friends and family. But one day,  I read an article in the newspaper about this subject. The same article focused on several opinions of different people on the subject social media. However, the article focused in general on social media used as a marketing communication tool on the consumer market. There were only a few sentences dedicated on the use of social media by governments. I decided to have a closer look on the topic social media used by governments and did some research on the Internet. I discovered that much had been published about social media. That is how the subject started to gain my interest and I decided to focus on the use of social media by the government in particular. 
I would like to thank Mrs. Nieuweboer for being my supervisor and for guiding me during this research. She gave me feedback on my texts and provided me with valuable advises for my research. 
And last, but not the least, I would like to thank my partner and family for supporting me during the research, and for understanding me when I was lost in all the available information about  this topic. Also many thanks to all the people who filled in my questionnaire and provided me with information about their opinions and ideas on this topic. 

I hope you will enjoy reading this report. 

Ashna Ramgatie
August 2010

1.
INTRODUCTION


Nowadays, Internet has developed as one of the most frequently used communication tools and it is has become a large source of information; almost everything can be found on the Internet. That is the reason why is said: Internet is knowledge. Since Internet is more and more used as a communication tool, some new online tools have risen. These days, Internet no longer communicates one sided; now the audience is able to speak back. In addition, the audience also talks about itself, about its culture, about its music, about videos etc. The tools which are used for this kind of ‘conversations’ are called social media. It can be said that social media are ‘conversations between people’. According to Susan Ward “Social media essentially is a category of online media where people are talking, participating, sharing, networking, and bookmarking online." (Ward, “Social Media” section, para. 2). 

A large audience makes daily use of social media, such as online profiles of Hyves, Facebook, Twitter etc. In addition, social media are often used on the consumer market. Organisations integrate social media tools in their marketing communication strategy with customers. Governments can also not stay behind to this latest trend. By making use of social media, governments can listen to the opinion of the population and even participate in discussions. To put it in other words, social media encourages information sharing, collaboration and interaction between governments and citizens. 

1.1 
Problem Statement
Social media have made it possible for citizens to create their own content and in addition, to distribute their information and messages to many more people. Since Internet is one of the fastest communication channels, big breaking news is also easily and quickly spread to a large audience. As a result, citizens are now themselves writers, who spread news, information and opinions. 

However, in times of unstable situations citizens try to find much information through the different communication channels. As a result, they do not only consume information, they also produce information, such as spreading rumours. This is where social media can play an important role in the development of crises. A good example is the outbreak of the swine flu. Many weblogs were created where people discussed the negative effects of the vaccination against the flue. These negative signals caused a growing uncertainty within the population about the vaccination, many people had doubts about the vaccination, while a small group was in favour of it.  The use of social media in this matter had resulted in an unstable situation. But how did the government react on these negative messages? Did the government also make use of social media in its crisis communication to comfort the uncertain citizens? Therefore, this final paper focuses on the subject social media & crisis communication of the Dutch government. It tries to answer the question how the government should integrate social media in its crisis communication. 

1.2
Research question
The central question of this paper is: How can social media create effective communication of the Dutch government to the citizenry during crisis? In order to answer this question it is necessary to clarify what social media exactly is and what its tools are. In addition, it is interesting to learn about the profile of social media users and to know what the user motivations of this group are. Furthermore, research needs to be conducted into the field of crisis communication and about the impact social media have on crisis communication. To make the answer on the research question as complete as possible, the following chapters will give direction to the research. Each chapter includes sub question which are used as guidelines during the investigation. 
Chapter 2: Social media
- What are social media exactly and how do they work? 
- How have social media developed and what are the future predictions? 
Chapter 3: Profile Social media user
- What are the motivations people have to use social media? 
- What types of social media users do exist and what are the features or characteristics of these tools? 
Chapter 4:  Crisis communication and social media
- What are the key elements of crisis communication? 
- Of which components does a crisis communication plan consist? 
- What is the impact of social media on crisis communication? 
- In which crises have social media played an important role? 
Chapter 5: Results survey: citizenry’s view
- How is the use of social media tools in governmental crisis communication perceived by citizens? 
- What are the expectations the citizenry has of the use of social media tools in governmental crisis communication in the future? 

In this final paper, the word organization(s) is frequently used. This word is used to describe companies, organizations and governments in general at the same time. Everything that is said about organizations, is the also meant for governments and companies. 

At the end of this paper, the main findings about the integration of social media tools in governmental crisis communication will be given. In addition, recommendations will be presented how the use of social media by the government could be improved in times of crisis. 

1.3
Research methods
Desk research has been conducted to provide the basic information to answer the questions and to learn more about the topic social media in general. In addition, it has given more understanding as well as background information. Many relevant data have been collected by online sources, because social media tools are online tools. Sources such as online articles and reports have therefore provided relevant information. Besides online sources, books, articles and newspapers on the topic social media and (crisis) communication have been consulted. 

However, field research has also been of great importance to the research. The best way to understand the citizenry is simply by asking questions. The probability to receive up-to-date answers of this target group (citizens who have access on the Internet, who surf the web frequently and who make use of social media) will be quite high. Finally, a survey has been conducted to learn more about the citizenry’s view on the use of social media by the government. Since the target group includes everybody who has access on the Internet, the survey is held among an audience, independent of sex, age, demographic characteristics, education etc. Almost everybody was allowed to fill in the questionnaire. 

2.
SOCIAL MEDIA


2.1
Explanation
The past few years Internet has become an important medium in our daily lives; Internet has made it possible to communicate worldwide with different people. The use of Internet as a medium has resulted in the development of new types of online media. These media use Internet and other web-based technologies, such as mobile phones, in order to let people worldwide participate in discussions, share information and talk online. The general term which describes these activities is called social media. When surfing the Internet, many definitions of social media can be found. Blogger Ben Parr gives an excellent description of social media: “Social Media is the use of electronic and Internet tools for the purpose of sharing and discussing information and experiences with other human beings in more efficient ways.” (Herzog, 2008, “How do you define social media in 140 characters or less?” section, para. 11). Mayfield (2008) adds that social media share the following elements; “openness, connectedness, conversation, sharing information, communities and interaction” (p.5).  

An essential element of social media is interactivity. Since the development of social media, Internet no longer communicates one-sided: now the audience is able to speak back, for instance by participating in discussions and reacting on opinions. It can be said that social media changes the “one-to-many communication to many-to-many communication” and people are “transformed from content consumers into content producers” (Wikipedia, “Social media” section, para.1). 

2.2
History
Social media have become an important element in the modern society. The development of social media is of course related to the role Internet has in our daily lives. The term ‘World Wide Web’ is often used as a synonym to describe Internet. When speaking of  Internet, often a network is meant which offers many services to its users, such as finding information, sending emails etc. However, technological developments of the past ten years have made it possible to benefit more from the services of Internet; internet users can get connected with each other and they can share ideas, opinions and experiences through the Internet. Also Mayfield (2008) believes that due to the advancement of “digital technology and the Internet it became a lot more easily for people to create their own content. Even five years ago, it was still beyond most people’s technical skills to create and maintain their own website” (p.8). In the past only “individuals and organisations that owned the media had the ability to create content and distribute it to an audience” (Mayfield, 2008, p.8). To put it in other words; this role of Internet could only have expanded, due to the technical development of the World Wide Web that is called Web 2.0. 

Web 2.0 can be described as the “social web. It is an umbrella term for different websites that put the accent on interaction between its users” (Van Berlo, 2009, p.10). The most essential difference between the traditional World Wide Web (Web 1.0) and Web 2.0 is the fact that Web 2.0 stimulates collaboration and interaction between Internet users. 

Since Internet has been transformed into a social web during the past few years, its different tools now also have a social character. However, Brett Borders (2009) argues in A brief history of social media that “social media is not really new. People have been using digital media for networking, socializing and information gathering for over 30 years” (para.1). According to Borders social media were not introduced by computers, it started earlier on the phone. His believe is confirmed by the example of phone phreaking during the 1950s (Borders, 2009, “The Phone Phreaking Era” section, para.1). “A phreak is someone who breaks into the telephone network illegally, typically to make free long-distance phone calls or to tap phone Lines” (“Phreak”, 2007, “Definition” section, para.1). In the same article Border (2009) explains with a second example that social media is not really new. “The first real blogs/podcasts took place on hacked corporate voice mail systems called code lines, where phone phreaks would hack into unused mailboxes and set up shop until they were discovered and kicked out” (Borders, 2009, “The Phone Phreaking Era” section, para.3). From this can be concluded that people have indeed been using digital media for networking, socializing and information gathering for ages. However, due to the development of Web 2.0 the features, shapes and formats of these media have been changed and adopted to the way of living in modern society. 

2.3
Social media tools
Nowadays, different types of social media tools have developed, each with their own features. However, in general the main types can be described as follows: 

Weblogs
A weblog is one of the first existing social media tools. For ages, people are keeping journals. However, since 1994 they are able to post journals online. At the beginning, these journals were only “regularly updated websites. In December 1997, the word weblog, a combination of the word web and log was born; eventually weblog was shortened to just blog” (Zarrella, 2009, p.11). “A blog is a type of content management system (CMS) that makes it easy for anyone to publish short articles called posts” (Zarrella, 2009, p.9). Readers are able to post comments on original blogs. Every blog has a section below where readers can leave their comments. “This comment section is a great place to build a community and get feedback” (Zarrella, 2009, p.15). 

In 1999 Blogger and LiveJournal were created on the web. “Users could sign up to one of these two sites and start their own blogs for free”. (Zarrella, 2009, p.11). According to Zarella, the writer of The social media marketing book (2009), the development of blogging started there in 1999. “By the end of 2008, 346 million people were reading blogs and 184 million had started one of their own” (p.11). 

Internet forums
Forums are “areas for online discussion, often around specific topics and interests. Forums came about before the term ‘social media’ and are a powerful and popular element of online communities” ( Mayfield, 2008, p.6). Internet forums are the longest existing types of social media and always created about a specific topic, such as music, videos, cars etc. Forums can be added on almost every website; it is the place where people can discuss online. “Forums can be places for lively, vociferous debate, for seeking advice on a subject, for sharing news, for flirting, or simply for whiling away time with idle chat. In other words, their huge variety reflects that of face-to-face conversations” (Mayfield, 2008, p.23). 

A remarkable disadvantage of forums is that each discussion in a forum can be considered as a threat. Forums do not have a clear owner, who can delete threats such as the owners of blogs can do. There is nobody to guide or lead the discussions. There is only a moderator who can “remove unsuitable posts or spam” (Mayfield, 2008, p.23). According to BoardTracker (a forum search engine) more than “61 million conversation threats can be monitored across 40,000 forums” (Mayfield, 2008, p.23). 
Social networks
Social networks are websites where people can maintain a profile and get connect with their friends via this profile. According to the Wikipedia website the following can be said about social networks: 

A social network service essentially consists of a representation of each user (often a profile), his/her social links, and a variety of additional services. Most social network services are web based and provide means for users to interact over the internet, such as e-mail and instant messaging. 

By creating an own profile people can get connected with each other. A profile can provide information about a person, such as education, employment, relationship, status and hobbies. In addition, it can link to photos of a person or link to other friends. Visitors are able to contact a person, for example through “private and public massaging” (Zarrella, 2009, p.57). The most popular social networks that are used worldwide are Facebook, Twitter, MySpace, LinkedIn and Friendster. 

Techcrunch (a weblog for profiling and reviewing new Internet products and companies) has listed out the amount of worldwide users of social networks. By the end of 2008 the number of social network members was estimated on 691 million (“Top Social Media Sites of 2008  (Facebook Still Rising)”, 2009, “Top social media sites” section, para.2). According to this research Facebook had by the end of 2008, 200 million members, MySpace 126 million members, Friendster 15 million members worldwide, LinkedIn 36 million members and Twitter has more than 2 million visitors monthly worldwide. 

Content communities
Content communities are a bit similar to social networks; these web based application also allow people to register for a home page or profile and then to get connected with friends. The difference with social networks on the other hand, is that content communities focus more on “sharing a particular type of content” (Mayfield, 2008, p.24). Video sharing and photo sharing are examples of content communities. 

Video sharing
“Video sharing allows users to upload and share videos to video sharing website such as Youtube.  Other users can watch the videos, comment on them, share them with other users and even embed them on their own websites and blogs” (“Social Media Tools 101 (From Blogs to Wikis)”, “Video sharing 101” section, para.1). 


Youtube is the best-known video sharing medium. In 2004 the website was created and 1,5 year later, in October 2006, Youtube had been sold for more than one milliard dollars to Google. Since then, Youtube has become immensely popular. Nowadays, millions of people are uploading videos on Youtube and ‘Youtuben’ has even become a verb in the Dutch society.   

Photo sharing
“Photo sharing tools allow users to upload and post their photographs online to share them with other users” (“Social Media Tools 101 (From Blogs to Wikis)”, “Photo sharing 101” section, para.1). Flickr is one of the most popular photo sharing websites. 


Wikis
The simplest definition of wikis can be given as follows: “A wiki is a collaborative website that allows users to contribute to and edit the content on the website. Wikipedia is a well-known wiki.  Wikifarms host multiple wikis and provide tools for users to create their own wikis”. (“Social Media Tools 101 (From Blogs to Wikis)”, “Wikis 101” section, para.1). 

The most familiar example of a wiki is Wikipedia, the free encyclopaedia. An important element of Wikipedia is: “ANYONE can edit ANYTHING (within reason). This is both the strength and weakness of Wikipedia; strength, because an open system invites many qualified, intelligent individuals; and weakness, because that same open system is easy to corrupt with bad information” (About.com, “What is Wikipedia” section, para.2) 

Podcasts
The term Podcast is derived from the words iPod and broadcasting. “A Podcast is a digital audio that is distributed via the Internet for playback on a user’s computer or portable media device – a mp3 player such as an iPod” (“Social Media Tools 101 (From Blogs to Wikis)”, “Podcasts 101” section, para.1). Most people associate Podcasts with the famous iPod introduced by Apple. However, podcasts are not available for only iPod users and listeners. All users of computers or portable media devices can subscribe for podcasts. When a new podcast releases, the podcast user can automatically receive this on his computer or portable media device. Usually, new podcasts are delivered weekly or monthly to the podcast users. The Podcast Alley website (“What is a podcast?”, 2004, para.4) explains what makes podcasts special: 

What makes podcasting special is that it allows individuals to publish (podcast) radioshows that interested listeners can subscribe to. Before podcasting you could of course record a radio show and put it on your website, but now people can automatically receive new shows, without having to go to a specific site and download it from there.


2.4
Social media in the future
The past few years were characterized by the enormous growth of social media. “The lower costs of computers, digital cameras and high-speed internet access, mean that anyone can have a live blog website up and running within minutes of deciding to do to” (Mayfield, 2009, p.8). 



David Armano (2009), a Senior Vice President at Edelman Digital, gives in Six social media trends for 2010 some predictions concerning social media for the near future. His main prediction for social media in the future is for example: “Social media begins to look less social”. With this prediction, Armano points out that social networks are getting larger and more popular every day; it is quite easy to become member of social network sites. However, not everybody “fits in a newly created network”. For this reason, social networks could look less exclusive and lose their value. It might be logic to filter out the clutter, in order not to lose the value of the network (Armano, 2009, “Social media begins to look less social” section, para.1). 

Furthermore, Armano is in the opinion that in the near future almost very company will have “a social media policy with specific rules of engagement” if they do not have this yet (Armano, 2009, “You company will have a social media policy” section, para.1). Additionally, the popularity of smart phones will grow according to the blogger. Since employees also visit social networks in their boss’ time, many organizations have banned these websites. Therefore, more and more people will use mobile devices to “feed their social media addiction” (Armano, 2009, “Mobile becomes a social lifeline” section, para.1). 

It can be concluded that due to technological developments new social media tools have been introduced and that their features keep changing when time passes by. It does not mean that this development will stop in the future. So basically, it can be said that social media will never disappear out of our daily lives in the future anymore. This is also confirmed by Mayfield (2008)

There will no doubt be exciting new variants on current formats,

and perhaps innovations that come to be thought of as new forms

of social media. They will develop in response to our appetite for

new ways to communicate and to the increasingly flexible ways that

we can go online. What is beyond doubt is that social media – however 

it may be referred to in the future – is a genie that will not be disappearing 

back into its bottle (p.30). 
3.
PROFILE SOCIAL MEDIA USER
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3.1
Motivations
Since the number of people using social media keeps rising, it is important to take a look at the profile of the social media user. How does a social media user look like? This is a difficult question to answer, because there are not some specific characteristics for this large group. 

To define a target group, often is looked at demographical aspects, such as age category, differences between male and female and differences in residents. However, this distinction cannot be made for social media users, because a large number of people worldwide are considered to be social media users, no matter what age, gender and resident. Young children and teenagers are often put on one side and adults are put on the other side, when tried to make a clear profile of social media users. Nevertheless, this is not correct, because a teenager who visits Facebook frequently, might have other motivations than an adult who updates his LinkedIn page. However, they have one point in common: they both are social media users (Van Wassenhove, 2009, “Sociale media gebruikers, wie zij ze, wat drijft ze?” section, para.2). 

To be able to make a clear profile sketch of the social media user, it is therefore important to look at the underlying motivation for users to make use of social media. Social media are not trends that will be over within a short time. Social media will stay in our lives for a long time. As a result, it is essential to know what good motivations people have to keep using social media. Maslow’s hierarchy of needs can be an excellent tool to understand the underlying motivation and needs to use social media (Van Wassenhove, 2009, “Sociale media gebruikers, wie zij ze, wat drijft ze?” section, para.4).        
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1. Physiological needs
Physiological needs are not directly related to the use of social media; using social media is not needed to stay alive. 
2. Safety needs
Safety needs are as well not directly related to the use of social media. People do not need social media tools, in order to feel safe and secure. On the other hand, using social media might have an impact on the safety of its users. For instance, when people talk too open and personal about themselves on social networks, this can have negative effects on their safety; other users could abuse their personal information (Van Wassenhove, 2009, “Sociale media gebruikers, wie zij ze, wat drijft ze?” section, para. 6). 
3. Love/belonging needs
According to Van Wassenhove (2009) the belonging needs are one of the most important motivations to be member of community sites. Almost everyone has the need to belong to a specific group or community, no matter what age or gender. Usually, social media users choose social network sites according their interests, such as music networks, cars networks etc. When they choose for a specific website or network they also belong to this group. In addition, some people stick to the interests of the group. Teenagers for instance, follow the example of their friends, if they become members of social networking sites. When their friends create a personal page on Facebook for example, many youngsters do the same as theirs friends do (Van Wassenhove, 2009, “Sociale media gebruikers, wie zij ze, wat drijft ze?” section, para.7).  
4. Esteem needs  
Van Wassenhove (2009) is also in the opinion that esteem needs are a motivation to use social media. People often want to be recognized for their knowledge and qualities. The place to show this is of course the worldwide web, on Twitter for example. If someone wants to share his/her knowledge, he/she can publish this online on web pages or post it on blogs. Other readers can share in this knowledge and also react on it (Van Wassenhove, 2009, “Sociale media gebruikers, wie zij ze, wat drijft ze?” section, para.8).
5. Self-actualization needs
Self-actualization needs are also related to the use of social media. By using social media tools, people can express for instance their creativity. In addition, their answers on specific problems can also be shared with others when social media are used (Van Wassenhove, 2009, “Sociale media gebruikers, wie zij ze, wat drijft ze?” section, para.8).

3.2
Age groups
Like said before, the group of social media users cannot exactly be defined by a specific age category; almost everybody can be a social media user. However, in article Age groups and social media habits (2009) the group social media users is divided in age segments when looked at the specific tools these groups use:  

· Ages 12 – 25
This group of social media users, “uses mobile social media tools, such as sms and mobile oriented social media tools, and spends more time on MySpace and NetLog. This segment loves video and anything, text better be short and sweet” (“Age groups and social media habits”, 2009, “Ages 12 – 25” section, para.1). 


· Ages 26 - 45: 
This group uses web based technologies as well as mobile technologies. “The most popular social media tool for this group is email. This group prefers Facebook followed by NetLog. Mobile usage of social tools seems to be around Twitter, Blackberry messenger or iPhone applications”. This segment prefers less text in blogs and on websites and loves videos (“Age groups and social media habits”, 2009, “Ages 25 – 45” section, para.1). 

· Ages 46 - 55
“This group generally sticks to the Web, rarely using SMS. This group is likely to print and read a document on paper rather than a monitor. They are more distrustful of social media and the content therein”. Concerning content creation, this segment prefers being textual than being visual through video and images (“Age groups and social media habits”, 2009, “Ages 46 – 55” section, para.1). 
 
· 56 and over
“From 56 to 65 we see fairly regular use of Social Media and this seems to be driven as the result of familial communications. New tools are not easily adopted”. This segment sticks more to the traditional media, such as radio, TV, printed news etc (“Age groups and social media habits”, 2009, “55 and over” section, para.1). 
   
3.3
Types social media user
It can be said that different types of social media users do exist. Some of them are very active in using social media daily, some of them do not use social media frequently or on a regular base. Several blog writers and authors have made an overview of the existing types of social media users. One of them is Josh Bernoff, co-author of the book Groundswell, a publication of Forrester Research. Based on a data analyses of 13 countries worldwide by the end of 2009, Bernoff can make a distinction of seven different types of social media users (Bernoff, 2009, “Social Technographics: Conversationalists get onto the ladder” section, para.2). The figure on the next page shows a ladder consisting of different types of social media users, created by Bernoff.  This figure will also be used in the next chapters of this dissertation. 
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This ladder reveals that a large majority of the interrogated people are spectators (70%). These social media users do not actively create blogs, write articles or upload audio/video material on the Internet. They only read blogs, forums, articles and watch videos of other users. The second large group of social media users is formed by joiners (59%). These joiners are members of social networking sites and maintain their own profiles and visit other social networking sites. The smallest group of social media users are the inactives (17%). This group has nothing to do with social media tools. They probably only surf the Internet and do not participate in online discussions or visit social networking sites. In addition, Forrester explains that the group joiners is still rising; more and more people are maintaining profiles on social networking sites.


From this can be concluded that almost 85% of the interviewed population uses social media at least monthly. Only a small group of people is not (yet) using social media. To put it in other words: social media is becoming popular. 

4.
CRISIS COMMUNICATION AND SOCIAL MEDIA


4.1
Crisis Communication
This chapter focuses on the latest crises in the Netherlands. However, for this investigation it is more interesting to stress out only the crises in which social media have played an important role. To put it in other words, this chapter explains how the use of social media during unstable situations has affected the crises. 

First of all, it is important to know what a crisis exactly is. There are many existing definitions for the word ‘crisis’. The Institute for Public Relations defines a crisis as “a significant threat to operations that can have negative consequences if not handled properly” (Coombs, 2007, “Definitions” section, para. 1). When looked at this definition, it can be said that a crisis is actually a threat, which can have a political, social or economical character. In addition, a crisis can be unexpected and lead to sudden changes and uncertainty. Crises can be big or small, it can affect human beings, organizations and governments; crisis happen all the time to anyone, nobody is immune! 

However, during crises uncertain citizens try to find much information through the different communication channels. As a result, citizens do not only consume information, they also produce information, such as spreading rumours. Therefore, it is very important to deal with rumours by means of communication. This is an aspect of crisis communication (Herlé & Rustema, 2004, p. 111). Crisis communication “deals with unforeseen catastrophes” and coordinates the information before, during and after the crisis (Herlé & Rustema, 2004, p. 111). 

Every crisis is unique, because every crisis has its own reasons for striking, it has its own character and its own consequences. However, for all crisis (small or big) there are some golden rules how to manage the crisis effectively. Herlé & Rustema (2004) explain in Corporate communication worldwide; An Introduction (p. 111) what the features are of crisis communication: 

1. “Decisions have to be taken immediately”: respond quickly. It is ideal to respond in less than 24 hours, instead of waiting. 

2. “A wrong decision can have a big impact on the image of an organization”. 

3. “Lack of communication has a negative effect on the image of an organization”. It is very important to give as much information as possible (to be honest), to be transparent, to keep telling the audience what you are going to do to fix the problem and to speak the same language (be sure that everybody within the affected organization or government sends the same messages).  


In real life, the responsible organisations, persons and governments of the crisis, must  quickly decide how to manage the crisis, what important decisions have to be made and how these decisions have to be communicated to the audience. Since this time is very limited, it is possible that the press has already released news, soon after the start of the crisis. As a result, public opinion can already be affected.  For this reason, it is essential that organisations and governments create their own crisis plan, in which the procedures are described when a crisis will strike. Besides, forming a crisis team can be very useful to build up a faster decision-making process (Herlé & Rustema, 2004, p. 111).  


4.2
Crisis Communication Plan
A crisis communication plan is needed in order to manage a crisis. In this plan is written how the organization or government has to deal with the issue to minimize the consequences, for example. In addition, the plan also explains how to communicate with the audience and press during the crisis. 

“A crisis communication plan is a type of insurance policy for the long-term health of an organization” (Roos, “How crisis communication plan works”,  “Introduction to how crisis communication plan works”,  section, para. 5). Every organization draws up its own crisis communication plan. A good communication plan includes the following chief components: 

1. Crisis scenario’s

At first, it is important that the organization lists out the possible crises that could strike. What could possibly happen and how could this be solved? It is therefore useful to sketch a worst case scenario; what could happen in the worst case? What would be the consequences? And how could this problem be fixed? (Michels, 2001, p. 163). In addition, monitoring is also a tool which can be used. Signalling risks and problems makes it for the organization more easy to find solutions if these problem would affect the  organization in real life. It is important to keep looking at the environment. Problems that occur to others, could as well happen to everybody. Therefore, by monitoring one can be prepared better when a crisis strikes (Boulogne, 1996, p. 22). 

2. A crisis communication team 

The task of the crisis communication team is to create the overall crisis communication plan. Each member of the team has its specific role. The crisis communication team does not necessarily have to be a large team, but often it includes the CEO, the head of Public Relations, a communication expert and some of the company’s lawyers. This team selects an official spokesperson, who will be the contact person for the press, leads the press conferences and gives the interviews for the press (Roos, “Introduction to how crisis communication plan works”,  “Crisis communication team” section, para. 2).

3. Internal communications plan

The internal communications plan includes the following key elements:
-
How to deal with the safety of employees and other stakeholders. (Roos, “Introduction 
to how crisis communication plan works”,  “Internal communications plan section, 
para. 1). 
-
How to work with the police and emergency officials, in order to give as much 
information as possible to all involved parties. (Roos, “Introduction to how crisis 
communication plan works”,  “Internal communications plan section, para. 1). 
-
Fact sheets and other documents; it is very important to maintain up-to-date fact 
sheets about the company, organization or government, because this could be 
distributed to the press during a crisis. It is the task of the crisis communication team 
to regularly check if these documents are up-to-date (Roos, “Introduction to how crisis 
communication plan works”,  “Internal communications plan section, para. 8). 
4. Media strategy during a crisis

As explained before, it is relevant to speak open, fast and honest. In this part of the communication plan is decided which communication tools will be used to distribute the information concerning the crisis. In addition, the frequency of the information distribution will also be decided. The first step for going public about the crisis, could for example be by distributing a press release. In the press release the basic information of the crisis will be covered.  (Roos, “Introduction to how crisis communication plan works”,  “During a communications crisis section, para. 7). After the press release, a press conference could be held. This allows the organization to report itself the latest information concerning the crisis and it can avoid that false rumours will be spread (Roos, “Introduction to how crisis communication plan works”,  “Press conference and blogging section, para. 1). Moreover, it is important that the organization stays honest, informative, transparent, consistent in its messages and shows emotional empathy as long as the crisis lasts.  

5. Communication after the crisis

The final part of the crisis communication is the communication after the crisis. First of all, the responsible organization has to show the victims that it is willing to provide them compensation. If yes, the crisis might be less discussed in the press. (Roos, “Introduction to how crisis communication plan works”,  “After a communications crisis section, para. 2).

Second of all, it is important that the organization evaluates after the crisis whether the crisis communication plan has worked or not. Which parts have worked and which parts need to be changed for the future? This might convince the victims and the citizenry that the responsible organization has taken the crisis seriously (Roos, “Introduction to how crisis communication plan works”,  “After a communications crisis section, para. 4). In addition, measuring the messages which are send to the audience can be very useful. Are the messages well controlled? How are the messages received? What is the impact on the organization’s image? Did the image recover after sending the messages? (Erika, 2009, There are a few rules when communicating during a crisis section, para. 6). 


4.3
Impact social media on crisis communication
As explained before, social media focus on getting connected with other Internet users worldwide, sharing information, opinions and feelings with other users and giving direct feedback to others; the key element of social media is interactivity.  Web 2.0 technologies have made it possible for companies to “directly engage and interact with key constituents” during crises. “no longer does a story have to be filtered through the mainstream media. Businesses can  now communicate directly with the public” (Lybarger, 2009, p. 2). Businesses can use for example Youtube, blogs, Twitter etc to respond to crises and reassure the public. “Social media allow a company to tell its story on its own terms” (Lybarger, 2009, p. 2). Another advantage is the fact that the audience can receive direct feedback on its questions, because social media allow organizations to signal the needs of the audience and of victims of the crisis. When these needs are signalled organizations can respond to them. By giving direct feedback or interaction, the responsible organization can be more seen as honest, reliable and transparent. 

In addition, social media can be an excellent source of information during natural crises. In times of earthquakes, hurricanes or fires for example, citizens and eyewitnesses can spread their information easier and faster than authorities. Moreover, social media are one of the fastest and cheapest existing communication instruments. In a short time, a large audience can be provided with important information. Not only on national level, but also on international level. Therefore, social media can be very useful communication tools in times of crises. Furthermore, by using social media channels in times of crises, stakeholders might believe that the responsible organization is serious and honest in distributing information, instead of hiding itself “behind a corporate website” (Weiswasser, 2009, “Crisis communication, social media-style” section, para. 5). 
 
On the other hand, there are also some inconveniences related to the use of social media in times of crises. First of all, the large amount of information which can be distributed by social media, could be very disadvantageous. Social media are available for everybody, what means that everybody can spread information easily. Important news is spread easily, but rumours are also spread quickly to a large audience. Therefore, it is not easy to find out whether all messages concerning a crisis are true or false. Second of all, the use of social media tools can take much time. When an organization decides to use a Twitter account or a blog when a crisis arises, it is important to maintain the account or blog. All messages have to be up-to-date and feedback to the followers or readers is necessary. When an organization creates a Twitter account or blog, the audience expects to receive direct feedback on its messages. Therefore, it can take much time to maintain the social media tool. Besides, talking in public can be followed by hundreds and millions of people. Using social media is not one-to-one communication, but it is many-to-many communication. As a result, it is therefore important to think carefully before speaking in public. Before the responsible government goes public, it has to consider carefully what message and how the message will be send to the audience. One mistake can have a negative impact on the reputation of the organization.  

	Advantages
	Disadvantages

	· Communicate directly with audience

· Signal needs of audience and victims

· Reach large audience (nationally and internationally)

· Spread information easily and fast

· Spreading information is cheap
	· Too much information

· Rumors are spread easily

· Maintaining social media tool can take much time

· Messages can be followed by millions of people

· Consider message carefully


This part of the research will outline examples of crises in which social media have played an important role. 
4.4.1
Crisis I: The vaccine against swine flu
In April 2009 the first person, a three-year-old child, affected by the Mexican flu or swine flu was confirmed in the Netherlands. Several measures against the swine flu had been taken by the health ministry, but the most important one was planning a mass vaccination. The vaccination was meant for a high-risk group, such as children from six months to four years old, pregnant woman, health care workers, people who live with babies or take care for babies and older adults. The announcement of this mass vaccination had resulted into a period of uncertainty and confusion within the citizenry. 

Many people simply followed the indications of the health ministry and got vaccinated. Others were not sure whether to get vaccinated or not. This uncertainty was a negative effect of the many discussions that were started online about the side-effects of the vaccination. Since more and more people were surfing the Internet in order to find information about the side-effects of the vaccination, they were also confronted by the many forums in which the negative side-effects of the vaccination were discussed in detail. Everybody who did not believe in the vaccination or thought that the vaccine would lead to negative complications, spoke out their opinion. Some people even believed that the swine flu was all made up and just an effort of pharmaceutical  industries to gain more profits. Many forums started discussions about the vaccination against the swine flu. In addition, different websites were created by concerned citizens or worried mothers. Negative opinions against the vaccination were spread easily and fast by Twitter messages on mobile phones and other social media (Cels & Van den Steenoven, 2009, “Overheid mag burgerforums niet onweersproken laten; samenwerking kan ook” section, para 3). Even some videos were posted on Youtube to show spectators that the vaccine was a danger to people’s lives. In short, the uncertainty of the citizenry about the vaccination against the swine flu was growing and growing. Moreover, the use of social media was one of the main causes for this growing uncertainty. The use of social media by the citizenry was not at all favourable for the vaccination against the swine flu. 
4.4.2
Measures taken by government
Of course the government had to react on all these negative sounds against the vaccination. When surfing the Internet, some information can be found about the attempts the government had taken to react on the growing uncertainty among the audience. In order to fight the negative messages about the vaccine and to ensure the worried citizens that the vaccine would do no harm, the government started to make publicity for the vaccination. A special television commercial was created and frequently broadcasted by different television channels. This commercial was also broadcasted on the radio. 

In addition, a large number of informative brochures favourable to the vaccination were spread by the health ministry. These brochures could be found in public places, such as hospitals, schools, childcare centres etc. Besides, the brochures were also offered online on the website of the health ministry. Not only one general information brochure was created by the government, but different brochures for the different target groups were created; for older adults, for pregnant woman, for health care workers, for little children, for medical staff members etc. To put it in order words, the government had segmented the target group and also its communication to these groups was segmented.

Not only brochures were created by the health ministry, also posters, flyers and advertisements in newspapers and magazines were developed. The posters and flyers were also segmented to each target group. For example, some posters were created for primary education and other posters were created for secondary education. The posters were also offered online on the website of the health ministry. 

However, the best response of the government against the negative messages against the vaccination was the launch of a new website by the health ministry, totally dedicated to the swine flu: www.grieppandemie.nl. This website provides visitors all information concerning the swine flu and the vaccination; how to prevent the flu, how to cure from the flu, the different symptoms of the flu, the target groups of the vaccination, how the vaccination works etc. Moreover, all informative material can be found online on this website. The material for each target group is available on the website. Visitors can also review the newly created television and radio commercials.   

A special feature of the website is the so called Videodokter. Short videos in which doctor Ted van Essen (member of the Nederlands Huisartsen Genootschap) explains different elements of the swine flu, are posted on the website. The short videos (average length between 1 and 2 minutes)  give answers on questions related to the virus, to the vaccine,  to the side-effects etc.  


The following picture shows how the newly created website by the health ministry looks like in general.
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4.4.3
Integration of social media tools
Since Internet has entered the media world, almost everybody can benefit from this mass medium, not only people or organizations who invest in a mass medium. Nowadays, it does not cost millions to spread information to a large audience by using mass media during a crisis. Furthermore, the invention of social media has put the world into a new direction. It used to be one person talking to a large group of people, right now the group of listeners is talking back. The only things that matter now in the social media world are speed, direct feedback, direct interaction and updates of real-time situations in order to manage the communication during crises (Gerald, 2007, “Social media and impact on crisis communication”, para.2).  How has the government integrated social media in its communication during the crisis concerning the vaccination against the swine flu?

In general it can be said that the government  sticked at traditional communication tools concerning the crisis of the swine flu. However, some attempts were made to make use of social media. For instance, the so called videochat is a special feature of the new website of the health ministry (www.grieppandemie.nl). This videochat is a live interview of two experts on the domain of health and welfare. They were invited in a studio and interviewed by reporter Gijs Wanders. The interview was broadcasted online on the website. Spectators could ask the experts via a chat box questions concerning the flu and its vaccination. On their turn, the experts tried to answer as much questions as possible. The interview is dated on November 22nd 2009, organised by the health ministry (“Deskundigenpaneel beantwoordt kijkersvragen”, “Deskundigenpaneel beantwoordt kijkersvragen” section, para.1). 

Another attempt to make use of social media during this crisis, is the so called webinterview with minister Klink (ministry of health). On December 1st 2009, minister Klink gave a web interview with Magazine NRC. The web interview could be viewed live online. Spectators were able to ask the minister questions, this could be in advance and as well as during the interview. The web interview lasted for one hour.

The picture below shows a part of the written chat session with minister Klink
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Furthermore, the Twitter account of www.grieppandemie.nl is also a social media tool the government has used during this crisis. The number of tweets posted on this account is 49 and the account has only 195 followers, not much for a Twitter account. The Twitter account is not really used by the government to go in dialogue with the citizenry. The government uses Twitter as an additional tool to explain the whole situation again and to fight the false information that is spread about the vaccine against the swine flu. 


4.4.4
Evaluation
The examples explained above (the Twitter account, the video chat and web interview) are the only social media tools the government has used in its communication during this crisis. It can be concluded that the government could have done more to prevent the growing uncertainty among the citizenry. The government could have benefited of the existing social media tools, if it had used these optimally. However, this was not done. 

In this social media era the world lives in nowadays, the central government who controls the information distribution during a crisis no longer exists. Right now, citizens are able to consume information, to share information and to find relevant information on their own, without the government controlling this communication. In addition, information that is spread by social media, such as by social networks, could be more valuable to the citizenry than the information given by the authorities. Cels and Steenoven argue in their article Mexicaanse griep: Klink kan voordeel hebben bij internet (2009) that citizens may believe that the information given by the government can be meant to hide some deep truth facts. This because social media encourage sharing personal experiences (Cels & Van den Steenoven, 2009, “Overheid mag burgerforums niet onweersproken laten; samenwerking kan ook” section, para 8).

As explained before, the government did not make optimally use of social media in its communication during this crisis. The government did indeed use some social media tools, such as Twitter messages. However, more social media tools could have been used by the government to participate in the debate and in discussions, because social media are excellent tools to go in dialogue with the audience. If the government wanted to control the information about the vaccination against the swine flu, it had to participate more and directly in forums and social network sites. The government should have more visited places on the Web where uncertain citizens were active. Here, the government could have shown that it was understanding the confusion and worries of the citizenry. In addition, by giving direct and open answers on questions of the citizens, the government could have been more convincible and reliable. 
4.4.5
New ideas
The government could have improved the integration of social media in its crisis communication, by participating more and directly in forums and social network sites. By doing this, the government could have answered faster on questions of the citizenry. For instance, a blog or online network of experts could have been more beneficial (Cels & Van den Steenoven, 2009, “Overheid mag burgerforums niet onweersproken laten; samenwerking kan ook” section, para 10). In these blogs or online networks, experts could have shared their knowledge and experiences with uncertain citizens. It would also be the place where the citizenry could ask their questions and receive direct feedback. 

Other social media tools the government could have used during this crisis, are podcasts and mobile text messaging. On the newly created website against the swine flu www.grieppandemie.nl the government should have created a section dedicated to podcasts. For uncertain and interested visitors it should have been possible to subscribe for podcasts. Podcasts such as news videos could have automatically been distributed via the Internet to the subscribers. In addition, the website should have provided mobile information. If it would be possible for the audience to subscribe for mobile information, the audience would have quickly been provided by up-to-date news concerning the vaccination against the swine flu. 
Another social media tool the government can use during crisis situations, is proposed by Ludo Readts, the so called webcare teams (Readts, 2009, “Paniek voorkomen” section, para 1). A webcare team is the latest form of customer care, provided on the consumer market. Large businesses, such as ING and Vodafone have integrated webcare teams into their customer service policy. But what is a webcare team exactly and how do they work? Robert Slagter (2009) explains this in detail in Do you need a webcare team? : 


A webcare team monitors online conversations on Twitter, blogs and other social media and has a strategy on how to deal with various types of negative responses via social media. When necessary, they can join the conversation, offer support, provide facts or anything else to steer things in the right direction. But it is not just about customer care, the webcare team can also do PR (discovering and preventing issues) and marketing (educating customers or providing feedback to product development).

Creating a web care team, could be very helpful for the government to signal negative messages during crises. It can be an excellent tool to answer questions and to offer better services. It could also limit the impact of rumours. 
   
To conclude it can be said that the government must now have a more active attitude towards social media; the new direction in interactivity. When a crisis strikes, is it essential to react fast and stay informative. Communicating more during crises, such as making publicity, is not the only thing to do. Communicating better is more relevant. The era of the government controlling the information during crises is over. The invention of social media has made it possible that citizens now can consume information and distribute this easily via Internet. In addition, information and experiences spread by social network sites, forums and blogs could be more valuable to worried citizens, than information spread by the authorities. These are the latest trends in crisis communication. If the governments wants to gain back its control over the information distribution during crises, it is essential that the governments integrates more social media in its crises communication. In short, the new direction for the government is interactivity; the key elements of interactivity can be found in social media. 

4.5.1
Crisis II: crash Turkish airplane nearby Schiphol Airport
On February 25th 2009 flight 1951 of Turkish Airlines crashed nearby Schiphol Airport in Amsterdam, nine people were killed and more than 50 people were injured. The breaking news was not distributed by the traditional media, but it was spread worldwide via Twitter-messages already one minute after the crash. An eyewitness who lived near the accidental scene, posted a message on Twitter about the accident. This post on Twitter resulted in snowballing the news via different blogs and social network sites (Beaumont, 2009, “Amsterdam plane crash: Twitter, social media, and the anatomy of a disaster” section, para. 2). 

As explained before in chapter 4.3, social media are excellent tools for eyewitnesses of major events to spread important information worldwide, for instance during earthquakes, bush fires etc. The most interesting about the airplane crash, was the fact that the first information was spread by an eyewitness and that it was distributed quicker than “traditional broadcasters” (Beaumont, 2009, “Amsterdam plane crash: Twitter, social media, and the anatomy of a disaster” section, para. 3). The news of the disaster was picked up by the mainstream media, after it had been posted on Twitter. “It appears CNN picked up the story of the Schiphol crash from Twitter, rather than local press agencies” (Beaumont, 2009, “Amsterdam plane crash: Twitter, social media, and the anatomy of a disaster” section, para. 6). This points out that information of major events can first break out on social media, before the mainstream media report about the event. To put it in other words, the mainstream media depend in a certain way on social media. However, “the role of the mainstream media remains crucial, because it adds flesh to the skeleton of a story provide by the blogosphere; it adds value, and the benefit of professional distance and objectivity” (Beaumont, 2009, “Amsterdam plane crash: Twitter, social media, and the anatomy of a disaster” section, para. 8).

After the first post on Twitter, many tweets followed the breaking news the first minutes after the crash. The first images of the crash were also published online, before the traditional media had reported about the accident. Television channels which broadcasted the plane crash also referred to the messages sent via twitter and showed pictures that were taken by eyewitnesses and were published online. In addition, it appeared that the news spread by social media, was more informative than the news that was broadcasted by television channels. At the moment that television reporters told that there was no more information available, witnesses announced via Twitter that passengers were coming out alive of the crashed airplane and that several citizens were already helping the passengers, even before the emergency services had arrived (Vroemen, 2009, “US Airways” section, para.2). 

In times of disasters and major events social media can be of great importance, especially when eyewitnesses at the accidental scene before the traditional media. As a result, the breaking news can reach quicker the audience. However, in the case of this airplane crash, more and more messages were sent via Twitter the first moments after the crash. Therefore, it was difficult to separate rumours from facts (“Vliegtuigcrash Schiphol via twitter”, 2009, “Vligtuigcrash Schiphol via twitter” section, para. 3). Only when the traditional media arrived an half hour after the crash at the accidental scene, it became easier to determine which messages were true and which were rumours. This underlines that the role of traditional media in reporting disasters remains essential; these media can determine what is objective and what not. 

The crash of Turkish Airlines nearby Schiphol Airport is only one of the disasters in which social media have played a crucial role. It is clear that social media rule the reporting of disasters, because “Twitter users, after all, are everywhere, whereas journalists, reporters and cameramen, of course, cannot be in a million places at once” (Beaumont, 2009, “Amsterdam plane crash: Twitter, social media, and the anatomy of a disaster” section, para. 8). By using social media citizens can now act as journalists as well. Other disasters of 2009-2010 in the Netherlands in which social media have played an important role, were the bomb warning in a train in Den Bosch on the 9th of February 2010, the drama at Queens day 2009 and the train accident in Barendrecht on the 25th of September (“Nieuwe media top 10 van 2009”, 2009, “Nieuwe media top 10 van 2009” section, para. 10). 

4.5.2
Measures taken by government
The case of the airplane crash nearby Schiphol Airport has not been a crisis in which the government had to react immediately in terms of communication. The most essential thing the government had to do was to provide help to the victims.  The main action, in terms of communication, the government had taken after the accident was holding a press conference. The first press conference was held early in the afternoon the same day the accident had happened. The second press conference was held a few hours later, late in the afternoon, the same day the accident had happened. Both conferences were viewed by more than one million people. Also the six o’clock news broadcasted the plane accident. This was also viewed by more than one million spectators (“Ruim 1,5 miljoen kijkers persconferentie Schiphol”, 2009, “Ruim 1,5 miljoen kijkers persconferentie Schiphol” section, para. 3). 

From this can be concluded that talking to the press during the press conference and answering the questions of news journalists were the only media tools the government had used during this major event. The government did not integrate social media to communicate with the citizens during this disaster. 


4.5.3
Integration of social media tools
It can be said that only the citizenry used social media tools to communicate during this disaster. The first news and images of the accident were spread by eyewitnesses via Twitter. The government did not make use of social media tools to communicate with the citizenry or to react on messages of citizens about the accident.

4.5.4
Evaluation
When looking at the basic rules of crisis communication, it can be concluded that the government did react according the basic rules. As explained in chapter 4.1, it is very important that governments respond quickly and stay transparent, honest and informative when crises strike or major disasters happen. In addition, it is ideal to respond in less than 24 hours. This is actually what happened during the accident of Turkish Airlines. The government did held a press conference, soon after the plane crashed. A few hours later, a second press conference was held. This shows that the government wanted to stay informative and honest about the things that were happening. 

On the other hand,  the government could have used social media, in order to react on the false messages which were sent about the accident. In addition, it could have participated in active discussions of the citizenry to answer its questions and to assure the citizens that the emergency services had the situation under control. However, one must not forget that the primary action was to provide help to the victims of the accident. 


4.5.5
New ideas
In situations when major disasters or accidents happen, the government and the emergency services could combine their powers to inform the citizens via social media. A good example of integrating social media in its crisis communication by governments and emergency services, is the use of PIER in the U.S., principally throughout the region of Houston. PIER is short for “Public Information Emergency Response platform and allows governments and agencies to not only send text, voice or e-mail messages but also use Twitter and Facebook” during crisis (Hindman, 2009, “Fort Bend County Uses Social Media and PIER for Emergency Communications” section, para. 29). In addition, it functions as “a mass communications and notification system and gives cities and counties the ability to contact everyone within a defined geographic area, not just subscribers (Hindman, 2009, “Fort Bend County Uses Social Media and PIER for Emergency Communications” section, para. 30). When integrating such communication instrument, governments and emergency services can communicate efficiently with citizens during crisis. When this type of information tool would be used in the Netherlands, it could be a corporation of municipalities, the police, the fire brigade and ambulance services, and of course the integration of social media. 

Another city in the U.S. uses social media in its local crisis communication with citizens. Sugar Land integrates Twitter in its existing emergency service (Hindman, 2009, “Fort Bend County Uses Social Media and PIER for Emergency Communications” section, para. 8). This method is called Connect-CITY and is a service that “gives information to residents via telephone, e-mail and text message’ (Hindman, 2009, “Fort Bend County Uses Social Media and PIER for Emergency Communications” section, para. 12). “An important feature of Connect-CITY allows officials to tailor messages to a particular neighbourhood in the event of traffic jams or other emergency situations” (Hindman, 2009, “Fort Bend County Uses Social Media and PIER for Emergency Communications” section, para. 13). When accidents or incidents happen, residents of the specific neighbourhood will be informed about it. This product could also be used by the local governments in the Netherlands. Consequently, an open information structure is created, which shows that the government wants to be informative as possible during crisis. 

 

5.
RESULTS SURVEY: CITIZENRY’S VIEW


For this research a questionnaire has been conducted among the target audience; namely citizens who have access on the Internet, who surf the web frequently and who make use of social media. The main objective of the questionnaire was to learn more about the citizenry’s view on the use of social media by the government during crises. In addition, this questionnaire would reveal how the audience would like the government to communicate when crises strike or major events happen. The results show which social media instruments are popular among the target audience and what Internet tools the government should use during crises, according to the respondents. This chapter gives an analysis of the results of the survey, all detailed statistics can be found in Appendix V.

5.1 
Personal information respondents
The total number of respondents who filled in the questionnaire is 61, all respondents were Dutch, 27 were male and 34 were female. The majority belonged to the age category of 12 – 25 years old, namely 35 respondents. 22 people are between 26 and 45 years old, and only 4 of the respondents belong to the age category of 46 – 55 years old. 

At the moment of filling in the questionnaire, the main activity of the majority of the respondents is full-time working (44%), 21% is full-time studying, while 11% is both studying and working. Other activities are part-time working, attending secondary school and searching for a job

5.2
Use of social media
At first, it was interesting to found out whether the respondents were familiar with the concept social media or not. It appears that almost one third of the questioned people is not familiar with social media (corresponds with question 4 of the survey, see Appendix V). After this question, the questionnaire explained what social media exactly is. The results after this theory are more interesting. After reading the theory about social media, almost everybody who first answered not to be familiar with the concept social media, now appeared to be indeed familiar with social media (corresponds with question 5 of the survey, see Appendix V). This means that people know what the different tools of social media are, when this is explained. However, they do not know that these applications are called by the umbrella term social media. Only one person answered not to know anything about social media. 

In addition, it is interesting to acknowledge that almost everybody makes use of social media, 58 respondents of the total of 61 make use of social media (corresponds with question 6 of the survey, see Appendix V). This means that a quite large group within the target audience uses social media, to put it in other words; social media are very important communication tools in our society. Moreover, the results of the survey indicate that the majority of the respondents is daily active with social media; almost 60% of the respondents makes daily use of social media. The second largest group is formed by respondents who use social media more than 8 times a month (corresponds with question 8 of the survey, see Appendix V). 

The main activity of the respondents who make use of social media, is maintaining profiles on social networking sites(76%) and visiting social networking sites (62%). When looking back at the theory explained in chapter 2, paragraph 2.3 , the types of social media users among the respondents can be determined. The results of the survey indicate that the respondents are primarily joiners.  Furthermore, the second largest group is formed by spectators. This conclusion can be drawn, because the results of the survey show that 41% of the respondents reads online forums, customer ratings and reviews, 57% watches videos from other users and 36% reads weblogs (corresponds with question 7 of the survey, see Appendix V). Since these are the characteristics of spectators, it can be said that the second largest group within the respondents is formed by spectators. The table beneath shows the activities of using social media and by how many respondents each activity is chosen (corresponds with question 7 of the survey, see Appendix V).  
	Way of using social media
	Number of respondents

	I publish weblogs or own web pages
	3

	I upload videos and music on the Internet
	8

	I write articles and post them online
	2

	I post updates on Twitter
	6

	I comment on someone else’s blog
	18

	I contribute to/edit articles in wikis
	1

	I contribute to online forums
	8

	I maintain profiles on social networking sites
	44

	I visit social networking sites
	36

	I read weblogs
	21

	I listen to podcasts
	5

	I watch videos from other users
	33

	I read online forums, customer ratings and reviews
	24

	I read tweets
	12


5.3
When crises strike or major disasters happen
It can be concluded that Internet is the most important medium people use when crises strike or major disasters or events happen. The results of the survey show that a large majority of the respondents consults the Internet in this cases.  The most popular website that is consulted in times of crises or major disasters is www.nu.nl; 21 times chosen(corresponds with question 9 of survey, see Appendix V). furthermore, it is more interesting to find out that the majority of the questioned people consults social media in times of crises or major disasters; namely 60%. This means that social media provides this group valuable information during crises, otherwise social media would not have been consulted (corresponds with question 10 of the survey, see Appendix V). 

Within the group of respondents who consult social media during crises, 83% says to have decided on its own to consult social media. It is striking to see that only 8,5% says that emergency services have referred them to consult social media (corresponds with question 11, see Appendix V). From this can be concluded that emergency services are not using social media in times of crises or that they are not persuasive enough towards the citizenry in referring to social media in times of crises. Furthermore, within the same group of respondents who consult social media in times of crises, almost three-quarter is in the opinion that social media provide more and better information and support than traditional media in times of crisis or major disasters (corresponds with question 13, see Appendix V). Only a small group of people (25%) said not to share this opinion. From this can be concluded that also in practice it appears that social media are excellent communication tools to inform the citizenry about crises or major disasters. Social media does not only provide more information to the citizenry, but the information is also more complete, because different opinions about the topic are covered by social media. 

On the question when people will start consulting social media instead of traditional media, the respondents answered primarily: when I start to believe that the information provided by social media is more reliable (28%) and when authorities or leaders will more distribute information by social media (29%). The third largest group of people (18%) answered only to use social media instead of traditional media, when they believe that television will provide them less information. If they think that less information is acquired by traditional media, this group will use social media in times of crises (corresponds with questions 14, see Appendix V). To put it differently, when the information given by social media can be considered as more valuable and reliable than the information given by traditional media, and when governments (whether local or national) will more communicate by social media in times of crises, the citizenry will quicker decide to consult social media instead of traditional media when crises strike or disasters happen.  


Moreover, it is quite interesting to find out that a very large group is in the opinion that false information or rumours are quicker distributed by social media in a certain way, namely 86% (corresponds with question 15, see Appendix V). This statement can be called interesting, because earlier in the questionnaire the majority of the questioned people (60%) answered to consult social media when crises strike or major disasters happen. So this group still consults social media, even when they believe that social media also distributes false information or rumours. 

5.4
Needs of citizenry
To get more insight in the needs of the citizenry concerning the use of social media in the government’s crisis communication, the question was asked whether the respondents wanted the government to make more use of social media in times when crisis strike or major disasters happen or not. Surprisingly, a small majority answered yes (55%), while 45% answered no (corresponds with question 16, see Appendix V). So basically, it can be said that only the half of the questioned people believe that the use of social media by the government can be beneficial for its crisis communication. Only the half of the questioned people wants the government to communicate more with social media tools. So basically, the need for more governmental crisis communication via social media is not that high. 

At the end of the questionnaire, the respondents were asked of which social media the government should make more use in times when crisis strike or major disasters happen. This question was meant for only the respondents who want the government to make more use of social media in crisis communication (55% of all respondents). The graph below shows the results on this question (corresponds with question 17, see Appendix V). 


When looking at these results, it can be said that Distribution of information via social network sites, Twitter accounts/weblogs and information distribution to mobile phones, are the most popular social media instruments the target audience wants the government to make use of in its crisis communications. Making more use of these instruments can be part of the recommendations to the government for improving its crisis communication to the citizenry. 

The main findings of the survey can be described in short as follows: 
1. 97% of the respondents make use of social media. 
2. The types of social media users the respondents belong to are primarily joiners and spectators. 
3. In times of crises or major disasters 60% of the respondents consults social media. 
Merely 8,5% of this group says that emergency services have referred them to consult social media. 
4. However, 86% of the questioned people is in the opinion that false information or rumours are quicker distributed by social media. 
5. 55% of the respondents wants the government to make more use of social media in times when crisis strike or major disasters happen. 
6. Twitter accounts/weblogs, social networking sites and mobile information are the social media instruments the respondents want the government to make more use of in its crisis communication. 

6.
CONCLUSION


In this final chapter of the dissertation the main findings of the research are illustrated to give direction to the answer on the central research question, which is: How can social media create effective communication of the Dutch government to the citizenry in times of crises?  The answer on this question will be presented in the recommendation part of this final chapter. 

6.1
Main findings
The past few years Internet has been transformed into a social web, what resulted in the development of social media. Different types of social media have been created, that allow people to create their own content, participate in discussions, share opinions, thoughts and experiences and talk online. 

Since there are no specific characters for people who use social media, it is not easy to make a clear profile sketch of the social media user. However, Maslow’s hierarchy of needs can be an excellent tool to understand the underlying motivation and needs people have to use social media. Additionally, Josh Bernoff, co-author of the book Groundswell, makes a distinction of seven different types of social media users. According this ‘ladder’ the types joiners and spectators are worldwide the largest groups of social media users. 

During crises, social media are excellent tools for companies and governments to directly get in touch with the target audience. It is therefore beneficial for the government to integrate social media in its crisis communication. However, during the latest crises in the Netherlands the government hardly used social media in its communication to the citizenry. It could have integrated more social media tools to get directly in contact with the citizens, to answer its questions, to reassure the audience and to disagree with false information or rumours. 

Finally, the results of the survey show that the majority of the questioned people consults social media in times of crisis. What’s more, only a very small group of people indicate that emergency services had referred them to consult social media during the crisis. Although almost all respondents use social media, only 55% of the questioned people wants the government to integrate more social media in its crisis communication. 

6.2
Recommendations
The conducted research has shown that the government did not much use social media in its communication during the latest crises. Although Internet has been used to communicate with and inform the citizenry in times of crises, the government has not optimally benefitted from the many possibilities Internet offers to use in times of crises. The target audience indicated that the need for more social media in governmental crisis communication is not very high. However, it is recommended to the government to integrate more social media tools in its communication to the citizenry during crises. A total change in the attitude of the government towards the use of social media is not desirable, because some attempts to use social media tools during the latest crises were already made, such as the video chat, the web interview and the Twitter accounts. But more existing possibilities can be exploited. It is therefore recommended to the government to make use of new social media instruments. 

By integrating social media in its crisis communication, the government can be more open, transparent and informative during crises. In addition, it can react quickly on messages concerning the crisis, and in particular, it can react quickly on false messages. These key elements are essential for an effective crisis communication and to maintain a positive reputation for the government. 

Above all, by integrating social media in its crisis communication, the government can in a certain way try to gain back its control over the information distribution during crises. Consequently, it can prevent false information to be spread easily and that the crisis as a result gets worse. Right now, the government namely no longer possesses the monopoly of information distribution in times of crises, because citizens these days have the ability to create and distribute their own stories. In order to keep a certain control over the information distribution, the government cannot stay behind to the latest trend of social media. Social media has already an important impact on contemporary society, and in the future this will keep growing. 

6.3
SOSTAC
The recommendations as answers on the question How can social media create effective communication of the government to the citizenry during crises? will in this part be presented according to the SOSTAC-method. The SOSTAC-method can be used for all types of plans, whether it concerns communication, marketing or even a personal situation. In addition, this method can be used at different levels or in different situations (Smith & Taylor, 2004, p. 32). So this method can also be applied to give structure in the communication of the government during crisis situations. The structure of the SOSTAC-method is as following: 
S
-
Situation Analysis
O
-
Objectives
S
-
Strategy
T
-
Tactics
A
-
Action
C
-
Control

6.3.1
Situation Analysis
The first step in the SOSTAC-method is the situation analysis. The main question which to be answered in this stadium is Where are we now? To put it in other words; this parts given a description of the actual situation. 

Firstly, it is important to take a look at the target audience. As explained before in chapter 1.3 the target audience is formed by citizens who have access on the Internet, who surf the web frequently and who use social media. So basically, this audience includes everybody, no matter what age, gender or education. In addition, the target audience consists of all types of social media users, such as illustrated in chapter 2.3; creators, conversationalists, critics, collectors, joiners and spectators. 

Secondly, an illustration of the communication tools which currently are used is important as well. However, this research focuses on social media in particular. For this reason it is interesting to only look at the used social media tools. Based on the previous research an its outcome, it can be said that the use of social media by the government in times of crises is minimal. Some instruments, in order to communicate directly with the citizenry, were used by the government during the latest crises, but it was not much. The government integrated a small number of social media tools in its crisis communication, while there were actually much more possibilities to use. If it had applied more instruments, it could have directly answered on the questions and needs of the citizenry and it could have reassured the confused citizens. Most of all, the government could have reacted immediately on false information or rumours. 

The conducted field research has shown that only a small majority of the questioned people are in the opinion that the government should make more use of social media in its crisis communication. So it is not really desirable that the attitude of the government towards social media should change. However, almost all respondents (97%) make use of social media. Therefore, it is recommended to the government to make optimally use of this mass medium in times of crisis. 



6.3.2
Objectives
The objectives are formulated in the second step of the SOSTAC-method. This stadium answers the question Where do we want to go? The objectives of this communication plan are proposed to the Dutch government. For this reason , the communication objectives can be divided into external and internal objectives. 

During crises it is necessary that the government stays as informative as possible, listens to and reacts on the opinions of the citizens and tries to reject false information. Therefore, the main goal of the external communication, is to make the government as informative, open and transparent as possible during crisis. At the end, the aim of the government is to gain back its control over the information distribution during crises. As a result, rumours will not be spread easily and the government can get directly in touch with the citizenry and answer to its needs. 

To achieve the external communication objectives, it is important that internally everyday speaks the same language and believes in the same policy. For this reason, it is necessary that the employees of the Dutch government are aware of the importance of social media in crisis communication. So basically, the internal communication objectives are meant for the staff of the government and are destined to create awareness within this group that the integration of social media in crisis communication can be very beneficial for the government. When the awareness has been created, the attitude of this group needs to change; it must now apply social media in practice when crises strike or major disaster happen. 

It is not easy to define the period in which these objectives must be achieved. It is namely unpredictable when crises strike or major disasters can happen. However, since social media is the latest communication trend and the use of it is still rising, the government cannot stay behind any more to this trend and has to come along with the rest of the society. Therefore, it is recommended to the government to apply social media tools in crisis communication when the next crisis will strike or when the next disaster will happen. As a result, the government can show the citizenry that it also responds to the latest trend and that it takes direct interaction with the citizenry seriously. 

6.3.3
Strategy
The next step of the SOSTACT-method is the description of the strategy. “Strategy summarizes How we get there – how the objectives will be achieved” (Smith & Taylor, 2004, p. 46). The type of communication tools that will be used, are all social media.   

Firstly, it is essential that the government gets a close look on the many instruments of social media and its possibilities for crisis communication. After this is done, direction can be given to choose the social media instruments the governments wants to use in its crisis communication. There are different ways to chose the right tools. For instance, the government can chose those tools, which are very popular among the target audience. When applying these tools, a large audience can be reached for sure. In addition, the results of the survey have shown which social media tools the target audience wants the government to use during crises or major disasters, Therefore, the government can answer these needs of the citizenry and use these types of social media. However, the government can also integrate new ideas in its crisis communication. For instance, ideas which are used by local or national governments abroad. If the instruments that are used aboard appear to be very effective in crisis communication, the government can consider to use these instruments in The Netherlands as well. On the other hand, it is also useful to look at the social media instruments which are used on the consumer market. Social media instruments applied by businesses and organizations in their crisis communication can be useful for the government as well. It is recommended to the government to integrate these instruments in its crisis communication as well. 

To summarise it can be said that the strategy consists of investigating the existing social media instruments, looking at the needs of the citizenry and researching the instruments which are used abroad and on the consumer market and at the end, choosing the right social media instruments. 

6.3.4
Tactics
This is the following step of the SOSTAC-method. Tactics define the strategy in more detail and the communication tools that will be applied in practise (Smith &Taylor, 2004, p. 49). In order to achieve the communication objectives, the government is recommended to integrate the following social media tools or instruments in its crisis communication with the citizenry: 

WEB CARE TEAM
As explained in chapter 4.4.5 a web care team tries to signal negative responses on products or services which are spread by social media. The web care team monitors social media, in order to react on messages or to join the discussions or conversations. In times of crises, this team can be very beneficial to the government. When these negative responses are picked up by this team, the government knows exactly which feelings, ideas and opinions live within the citizenry. By making use of this team, the government can also respond directly to these negative messages and take action. It is therefore recommended to the government to create a web care team that can be part of the crisis communication team. 

ONLINE NETWORKS
In times of crises, citizens try to find as much information as possible. Especially, information given by experts or authorities can be very valuable to citizens. As explained in chapter 4.5.5 the U.S. already use online (social) networks to communicate directly with the citizenry, for instance Twitter is used. This new idea is also recommended to the Dutch government. The results of the survey have already shown that the respondents wish the government to make more use of Twitter accounts/weblogs and social networking sites in its crisis communication. By creating these  networks, experts and authorities can join the online discussions and conversations. As a result, the government can be as informative as possible, communicate directly with the citizenry and response faster to its questions.  So basically, the new direction to follow is interactivity. 

MOBILE INFORMATION SPREADING BY EMERGENCY SERVICES
Chapter 5 has illustrated the results of the survey. From these findings can be concluded that the respondents are also in favour of the distribution of information via mobile phones (mobile text messaging) in times of crisis. Therefore, it is recommended to the government to make use of this type of social media. For the realisation can be looked closely at the instruments that are used in the U.S. In some counties in the U.S. the emergency services cooperate together in times of crises and use for instance information distribution to the mobile phones of the citizens. The local governments in The Netherlands could do likewise. Municipalities, the police, the fire brigade and ambulance services could cooperate together and use social media as a mass communication tool and as a warning system. The information could effectively be spread to mobile phones of citizens, but also via other social media, such as Twitter and Facebook. Consequently, the government and the emergency services could communicate more effective with citizens and reach a large audience. 

6.3.5
Action
Since it is unpredictable when crises strike or major events or disasters happen, it is quite difficult to create a plan which describes the tactics in detail. However, it can be recommended to the government to start investigating these social media instruments soon, because then they can be integrated in the government’s crisis communication as soon as possible. When the next crisis strikes or disaster happens, the government can then use the social media instruments to communicate directly with the citizens. 

The crisis communication team will be charged with the integration of social media in the government’s crisis communication. Therefore, it is important that this division is informed in detail about the use and application of the social media instruments.  
6.3.6
Control
The final step of the SOSTAC-method describes how the communication plan will be controlled or measured. First of all, it is the task of the crisis communication team to evaluate immediately after the crisis whether the communication objectives have been achieved or not. Has the government been as informative as possible during the crisis? Has the government been communicating directly with its citizens during the crisis? These questions need to be answered after the crisis. When the crisis communication team has evaluated if the plan has not worked, it must look closely at the bottlenecks and make changes for future plans. 

Secondly, the web care team could also after the crisis be charged with monitoring the Internet, in order to signal negative messages about the crisis. Also in this case the government can response to these negative messages and join discussions, because even when the crisis is over, it is important for the government to maintain a good relation with the citizenry. 
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APPENDIX I.

SOCIAL TECHNOGRAPHICS: CONVERSATIONALISTS GET ONTO 


THE LADDER

January 19, 2010

Social Technographics: Conversationalists get onto the ladder

by Josh Bernoff

Two and a half years ago, Charlene Li and I introduced Social Technographics, a way to analyze your market's social technology behaviour. Social Technographics was carefully constructed, not as a segmentation, but as a profile (that is, the groups overlap). That's because the actual data told me that people participate in multiple behaviours, and not everyone at a higher level on the ladder actually does everything in the lower rungs.

Well, it worked. Despite the rapid pace of technology adoption, the rungs on the ladder have shown steady growth, with some (like Joiners) growing faster than others (like Creators). We have analyzed data for 13 countries, for business buyers, and even for voters. My colleagues and I have done profiles for over a hundred clients, profiling Walmart shoppers, non-profit donors, and doctors.

In all that time, only one thing has been bugging me: there was no place for Twitter.

We fixed that today.

As you can see from the graphic, we added a new rung, "Conversationalists". Conversationalists reflects two changes. First, it includes not just Twitter members, but also people who update social network status to converse (since this activity in Facebook is actually more prevalent than tweeting). And second, we include only people who update at least weekly, since anything less than this isn't much of a conversation.

Conversationalists intrigue me. They're 56% female, more than any other group in the ladder. While they're among the youngest of the groups, 70% are still 30 and up.

The data from this survey continues the trends from the last two years -- Spectators are maxing out at around 70%, Joiners are still growing rapidly, and Creators are still growing slowly.






As in any social environment, people have found lots of uses for this data, some of which make sense to me, and some which don't. Here are three ways you can use it:

1. Convince your boss this stuff is for real, and that if you haven't jumped on it, you're late.

2. Profile your customer base, and see what they're ready for, before planning a project to reach out to them. (After all, People is the first step in the POST process.)

3. Segment your audience; build different strategies for different segments. (Social is so prevalent now that a single approach for your company is probably too broad.)

How will you use it?
APPENDIX II.

DO YOU NEED A WEBCARE TEAM?


Do you need a webcare team?

By Robert Slagter | In EN, team blog | 2 comments.
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At the Dutch National Architecture congress (LAC2009) we have given a talk on the organizational and architectural aspects of introducing Web2.0 tools. One of the main issues we discussed was how to support your employees to make responsible use of social media and how to deal with negative responses, complaints or online discussions about your brand that are getting out of hand. One of the interesting approaches companies such as ING and UPC are experimenting with is a webcare team.

A webcare team monitors online conversations on Twitter, blogs and other social media and has a strategy on how to deal with various types of negative responses via social media. When necessary, they can join the conversation, offer support, provide facts or anything else to steer things in the right direction. But it is not just about customer care, the webcare team can also do PR (discovering and preventing issues) and marketing (educating customers or providing feedback to product development). 

Why do companies actually care about what is being said in social media? More and more companies realize that, in line with the Cluetrain Manifesto, “markets are conversations”: customers trust opinions of friends a lot more than they trust company websites, and they use information about products and services found on social media to make informed choices. 

Who should be in your webcare team?
From the type of work a webcare team has to do, it should be clear that this is not a job for the IT department. Instead, people from marketing and corporate communication should be involved and maybe even experts on your products and services. Pick your team from people who understand the norms of social media and are able to respond from a personal perspective. As such, your manager PR and corporate communication is probably not a good candidate for the job.

The tools of the trade
Webcare teams get more and more tools to discover what is currently being said about their brand, products and services. Important tools of the trade are Google Alerts, Twitter search, Technorati and Google blog search. These tools are all aimed at discovering relevant online conversations, without having to spend the whole day looking.

What is a smart social media strategy?
Unfortunately, there is no universal recipe for a smart social media strategy yet. Nevertheless, an important starting point is to accept each opinion as such, and not call opinions into question. As with any employee that takes part in an online conversation, the norm is to identify yourself as an employee of the company and behave accordingly. Also it seems important not to be drawn into online discussions: seek direct communication with the person behind the complaint. For more inspiration on social media strategies, I suggest you take a look at the IBM Social Computing guidelines.

I would like to hear your experiences with webcare teams!
APPENDIX III.
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EMERGENCY COMMUNICATIONS
August 04, 2009

Fort Bend County Uses Social Media and PIER for Emergency Communications
Houston Chronicle - Katy, TX: Chron.com
By JUDITH HINDMAN CHRONICLE CORRESPONDENT
Birds do it, bees don't. And soon your local government might.

“It” is twitter, which is not only bird sounds but also the name of a free social networking service that is the rage among teens and young adults.

Twitter's popularity with that demographic group prompted Fort Bend County officials to recently add the service to its emergency notification system. And cities within the county may soon follow.

“We wanted to do something that added a tool to what we do here,” said Jeff Braun, Fort Bend County's emergency management coordinator. “This allows us to reach a different group of people, although some statistics indicate that it's not always simply young people.”

So far, he said, the free micro-blogging service is used to send short notices of emergencies such as heat advisories, approaching thunderstorms, and, when necessary, hurricanes.

“We began easing our way into it in February and March. We're trying to understand what it is because it's a new form of communication,” Braun said. Like some cities, the county already has a Face Book page.

A Twitter message, or tweet, consists of up to 140 characters of text sent to subscribers, who are known as followers.

The county's foray into the electronic short messaging service puts it ahead of most cities, such as Missouri City and Sugar Land, where officials are still studying how to incorporate Twitter into their existing emergency services.

“That's probably our biggest challenge, how to best communicate with our citizens,” said Pat Hughes, Sugar Land's emergency management coordinator. “This would reach the younger population. We have to have the capability to target that age group.”

He said that although the city has not started using Twitter, it hopes to do so before the end of the year.

“We're probably not on the cutting edge,” Hughes said. “We know this is definitely a process that we need to do a better job of.”

Sugar Land already has an excellent notification method, Connect-CTY, he said. That service gives information to residents via telephone, e-mail and text message.

An important feature of Connect-CTY allows officials to tailor messages to a particular neighbourhood in the event of traffic jams or other emergency situations.

“If there's a SWAT incident, we can let everyone in the neighbourhood be informed of the danger,” Hughes said.

By contrast, Twitter messages go out only to people who have signed up for the service.

For officials of Fort Bend County, with a population of 530,000, that means the tweet would currently reach only 300 subscribers, which includes residents, agencies and school groups.

And there are other issues associated with Twitter, Braun said.

“There's a caveat to the use of social media,” he said. Twitter is a private company and does have down time. Plus there are some glitches in the system, and there is the threat of fake accounts, he added.

“I wouldn't want to base our whole alerting system on Twitter because there are times when you don't have service,” Hughes said. “It's OK if it's one part of the tool kit.”

But the biggest disruption for Twitter as well as other electronic messaging systems is the loss of electricity, particularly during a hurricane.

“If we lose electricity, then we have to resort to fliers and handouts as we did during Hurricane Ike,” Hughes said.

Still, Twitter and other electronic messaging services allow county and city officials to tailor messages to a particular audience.

Most of the broadcast information for, say, hurricanes, is directed at Houston, Galveston and Harris County, he said.

“Our information is Fort Bend-centric,” Braun said. Hughes said Sugar Land also experienced communication problems during hurricanes Rita and Ike.

“As good as electronic communications are, when you lose electricity, they are gone,” he said. “They are great to use in a perfect situation but unfortunately they rely on electricity.”

During Rita and Ike, in addition to sending out fliers with work crews, the city set up its generator-run electronic message signs at key intersections.

But another more powerful messaging system may soon supplant all previous methods.

The Public Information Emergency Response platform is being implemented throughout the Houston region, Braun said. PIER will allow governments and agencies to not only send text, voice or e-mail messages but also use Twitter and Facebook. They will also be able to use PIER as the platform for their Web sites.

“It's a very powerful product,” he said. It functions as a mass communications and notification system and gives cities and counties the ability to contact everyone within a defined geographic area, not just subscribers.

“If they have a phone, we're going to have their number,” he said.

He said it's important to counties and cities to keep abreast of the latest technology and not fall behind.

“It's just not going away,” Braun said.

APPENDIX IV A.
SURVEY


This survey was published online with the online program ‘Thesis Tools’. However, in this appendix the survey is published in its normal format. 
Momenteel ben ik HEBO-student (Hogere Europese Beroepen Opleiding) aan de Haagse Hogeschool. Voor mijn afstudeeropdracht doe ik onderzoek naar het gebruik van sociale media door de overheid in tijden van crisissen of ernstige gebeurtenissen. Graag zou ik willen weten wat uw mening over dit onderwerp is. Door het invullen van deze enquête helpt u mij enorm op weg! 


1. Wat is uw geslacht? 

a. Man

b. Vrouw


2. Onder welke leeftijdscategorie valt u? 

a. 12 – 25 jaar

b. 26 – 45 jaar

c. 46 – 55 jaar

d. 56 jaar en ouder


3. In het dagelijks leven ben ik….

a. Schoolgaand

b. Fulltime student

c. Parttime student

d. Fulltime werkende

e. Parttime werkende

f. Werkende en student

g. Huismoeder

h. Huisvader

i. Gepensioneerd

j. Anders, namelijk……….


4. Bent u bekend met het begrip sociale media? 

a. Ja, sla de volgende vraag over en ga verder met vraag 6

b. Nee, ga door met de volgende vraag


5. Het begrip sociale media is een verzamelnaam voor alle internettoepassingen waarmee mensen informatie kunnen creëren, delen en consumeren. Het gaat bij sociale media om interactie tussen de mensen; het geven en ontvangen van informatie. Bekende sociale media zijn weblogs, sociale netwerken (Hyves, Facebook, LinkedIn), Youtube, webforums en Twitter. 
Bent u na het lezen van bovengenoemde theorie nu wel bekend met het begrip sociale media? 

a. Ja

b. Nee, de enquête houdt nu voor u op. Bedankt voor het invullen van de vragen.


6. Maakt u (wel eens) gebruik van sociale media? 

a. Ja

b. Nee, de enquête houdt nu voor u op. Bedankt voor het invullen van de vragen.


7. Op welke manier maakt u gebruik van sociale media? (Meerdere antwoorden zijn mogelijk).

a. Ik creëer weblogs of eigen webpagina’s

b. Ik plaats eigen video’s en muziek online

c. Ik schrijf artikelen en plaats deze online

d. Ik plaats berichten op Twitter

e. Ik reageer op weblogs van anderen

f. Ik plaats of bewerk artikelen op wiki’s

g. Ik doe mee aan online discussies

h. Ik heb een profiel op (een) sociale netwerk site(s) 

i. Ik bezoek sociale netwerk sites

j. Ik lees weblogs

k. Ik luister naar podcasts

l. Ik bekijk video’s van anderen

m. Ik lees online forums, klantenwaarderingen en recensies 

n. Ik lees Twitter-berichten


8. Hoe vaak maakt u gebruik van sociale media? 

a. 1 – 3 keer per maand

b. 4 – 8 keer per maand

c. Meer dan 8 keer per maand

d. Dagelijks


9. Wat doet u als u op de radio/tv of in de krant hoort/ziet of leest dat er een ramp of een ernstige gebeurtenis heeft plaatsgevonden? 

a. Ik zet de radio aan, namelijk de zender…..

b. Ik zet de tv aan, namelijk de zender……..

c. Ik raadpleeg Internet, namelijk de website……..

d. Anders, namelijk………………

10. Raadpleegt of gebruikt u sociale media wel eens wanneer ernstige gebeurtenissen of rampen plaatsvinden?

a. Ja, ga naar de volgende vraag

b. Nee, sla de volgende vragen over en ga naar vraag 14


11. Hoe bent u erop gekomen om sociale media te gaan gebruiken tijdens deze rampen of ernstige gebeurtenissen? 

a. Ik ben uit mezelf Internet gaan raadplegen

b. Ik ben er door hulpdiensten op gewezen

c. Ik ben er door vrienden en kennissen op gewezen


12. Bent u van mening dat de traditionele media (kranten, radio en televisie) in tijden van rampen of ernstige gebeurtenissen genoeg informatie en houvast bieden? 

a. Ja

b. Nee

13. Sociale media hebben een tweezijdig en interactief karakter. Er kan bijvoorbeeld sprake zijn van groepscommunicatie. Eén zender bereikt dus niet alleen één ontvanger, maar meerdere zenders bereiken meerdere ontvangers en ontvangen zelf ook berichten van meerdere zenders (Many-to-Many Communicatie).  

Bent u van mening dat sociale media meer en betere informatie en houvast bieden dan traditionele media in tijden van rampen of ernstige gebeurtenissen? 

a. Ja

b. Nee


14. Wanneer gaat u overwegen het raadplegen van traditionele media in te ruilen voor sociale media?

a. Wanneer ik de informatie als betrouwbaarder ga beoordelen

b. Wanneer autoriteiten of gezaghebbenden meer informatie via sociale media zullen 
verspreiden. 

c. Wanneer alle verzonden berichten via sociale media eerst gefilterd zullen worden. 

d. Anders, namelijk wanneer………..

e. Nooit

15. Bent u van mening dat door sociale media in zekere mate sneller verkeerde of valse berichten worden verspreid? 

a. Ja

b. Nee

16. Heeft u behoefte aan meer gebruik van sociale media door de overheid in tijden van rampen of ernstige gebeurtenissen? 

a. Ja

b. Nee, de enquête houdt nu voor u op. Bedankt voor het invullen van de vragen. 


17. Van welke vorm(en) van sociale media zou de overheid in tijden van rampen of ernstige gebeurtenissen meer of juist gebruik van moeten maken? (Meerdere antwoorden zijn mogelijk)

a. Twitter accounts/weblogs (online dagboek waarbij lezers reacties kunnen plaatsen 
bij berichten)


b. Podcasts (digitale audio die via internet naar een computer of andere draagbare 
media, zoals MP3 spelers of IPods, wordt verstuurd, zodat de ontvanger deze kan 
afspelen)


c. Meer video’s plaatsen op internet, zoals op Youtube


d. Participatie in actieve burgerforums


e. Informatie verspreiden via sociale netwerk sites (Facebook, Hyves etc)

f. Chat-sessies met burgers


g. Het geven van Web Interviews (interviews die via internet te volgen zijn en waarbij 
de kijkers/luisteraars direct vragen kunnen stellen aan de geïnterviewde via internet) 


h. Informatie verspreiden naar de mobiele telefoons van burgers als zij zich hiervoor 
hebben opgegeven 
Hartelijk dank voor het invullen van de enquête! 


APPENDIX IV B.
SURVEY TRANSLATED IN ENGLISH

I am a student of The Hague School of European Studies. Right now I am writing my final thesis about the use of social media by the government during crisis or major disasters. This questionnaire is an important part of the investigation, because I would like to know what your opinion is on social media and about its use by the government in crisis communication. 

By filling in this questionnaire, important conclusions can be drawn and recommendations can be given in order to improve the governmental crisis communication when social media will be used. 

Please answer the following questions: 
1. What is your gender? 

a. Male

b. Female


2. In which age category do you belong? 

a. 12 – 25 years old

b. 26 – 45 years old

c. 46 – 55 years old

d. 56 years and older

3. What is your main activity at the moment? 

a. I am a student at secondary school

b. I am a full-time student

c. I am a part-time student

d. I am a full-time worker

e. I am a part-time worker

f. I am still studying and have a job as well

g. Staying-home-mum

h. Staying-home-dad

i. I am retired

j. Something else namely……

4. Are you familiar with the concept social media?  

a. Yes, you can skip the next question and continue with question 6. 

b. No, continue with the next question. 


5. Social media is an umbrella term for all web based applications which allow Internet users to create, share and consume information. Social media is characterized by interaction between people; it is about distributing and receiving information. Famous social media tools are weblogs, social network sites (Hyves, Facebook, LinkedIn), Youtube, Internet forums and Twitter. 
Are you now familiar with the concept social media after reading the previous theory? 

a, Yes

b. No, this questionnaire ends here for you. Thank you for answering the questions. 


6. Do you ever make use of social media? 

a. Yes

b. No, this questionnaire ends here for you. Thank you for answering the questions. 


7. On which way(s) do you make use of social media? (More answers possible) 

a. I publish weblogs or own web pages

b. I upload videos and music on the Internet

c. I write articles and post them online

d. I post updates on Twitter

e. I comment on someone else’s blog

f. I contribute to/edit articles in wikis

g. I contribute to online forums

h. I maintain profiles on social networking sites

i. I visit social networking sites

j. I read weblogs

k. I listen to podcasts

l. I watch videos from other users

m. I read online forums, customer ratings and reviews

n. I read tweets


8. How often do you make use of social media?  

a. 1 – 3 times a month

b. 4 – 8 times a month

c. More than 8 times a month

d. Daily

9. What do you do when you hear on the radio/see on television/read in the paper that a major disaster has occurred? 

a. I immediately turn on the radio, namely the channel….

b. I immediately turn on the television, namely the channel…

c. I consult the Internet, namely the website………

d. Something else namely…….
10. Do you ever consult social media when major disasters or events occur?  

a. Yes, you can continue with the following question

b. No, you can skip the next questions and continue with question 14


11. What gave you the idea to consult social media when crisis, disasters or major events happen? 

a. I decided on my own to consult the Internet

b. Emergency services referred to social media

c. My friends and family referred to social media


12. Are you in the opinion that the traditional media (newspapers, radio and television) provide more support and information in times of crisis or major disasters?  

a. Yes

b. No

13. Social media are interactive communication tools and support two-sided communication. To put it in other words; someone who distributes information does not reach only one audience, but several distributers reach several audiences (receivers) and receive on their turn also messages of several distributers (Many-to-Many Communication). In short, one does not only reach one person, but a large audience. This audience can speak back and can also talk to each other within the group. 

Are you in the opinion that social media provide more and better information and support than traditional media in times of crisis or major disasters?  

a. Yes

b. No 

14. When will you consider to start consulting social media instead of consulting traditional media?

a. When I start to believe that the information provided by social media is more 
reliable

b. When authorities or leaders will more distribute information via social media. 

c. When all messages send by social media first will be filtered. 

d. Something else, namely…..

e. Never

15. Are you in the opinion that false information or rumours are quicker distributed by social media in a certain way? 

a. Yes

b. No
16. Do you want the government to make more use of social media in times when crisis strike or major disasters happen? 

a. Yes

b.  No, this questionnaire ends here for you. Thank you for answering the questions. 

17. Of which social media should the government make more use in times when crisis strike or major disasters happen, in your opinion? (More answers possible)

a. Twitter accounts/weblogs  (online journals which allows readers to put comments 
on updates)

b. Podcasts (Digital audio that is distributed via the Internet for playback on a user’s 
computer or portable media device, such as a mp3 player or an iPod)

c. More video uploading, such as on Youtube

d. Participation in online citizen forums

e. Distribution of information via social network sites (Facebook, Hyves etc)

f. Chat sessions with citizens

g. Web interviews (Interviews which are broadcasted on the Internet, listeners and 
spectators are able to pose their questions directly to the interviewed person via 
Internet) 


h. Information distribution to the mobile phones of citizens, if they have subscribed for 
this service 

Thank you for filling in this questionnaire! 

APPENDIX V.

RESULTS SURVEY

In this appendix the results of the questionnaire can be found in detail. The answers on each question are illustrated by  the different tables. In total 61 persons of the target audience had completed the questionnaire. 

	1. Wat is uw geslacht?

	Man
	[image: image3.jpg]



	27 (44.26 %)

	Vrouw
	[image: image4.jpg]



	34 (55.74 %)

	# 61




	2. Onder welke leeftijdscategorie valt u?

	12 – 25 jaar
	[image: image5.jpg]



	35 (57.38 %)

	26 – 45 jaar
	[image: image6.jpg]



	22 (36.07 %)

	46 – 55 jaar
	[image: image7.jpg]



	4 (6.56 %)

	56 jaar en ouder
	[image: image8.jpg]



	0 (0 %)

	# 61




	3. In het dagelijks leven ben ik….

	Schoolgaand
	[image: image9.jpg]



	3 (4.92 %)

	Fulltime student
	[image: image10.jpg]



	13 (21.31 %)

	Parttime student
	[image: image11.jpg]



	2 (3.28 %)

	Fulltime werkende
	[image: image12.jpg]



	27 (44.26 %)

	Parttime werkende
	[image: image13.jpg]



	6 (9.84 %)

	Werkende en student
	[image: image14.jpg]



	7 (11.48 %)

	Huismoeder
	[image: image15.jpg]



	0 (0 %)

	Huisvader
	[image: image16.jpg]



	0 (0 %)

	Gepensioneerd
	[image: image17.jpg]



	0 (0 %)

	Anders, namelijk……….
	[image: image18.jpg]



	3 (4.92 %)

	# 61

	
Onder ‘anders is geantwoord’: werkloos (1) en werkzoekende (2). 



	4. Bent u bekend met het begrip sociale media?

	Ja, sla de volgende vraag over en ga verder met vraag 6
	[image: image19.jpg]



	43 (70.49 %)

	Nee, ga door met de volgende vraag
	[image: image20.jpg]



	18 (29.51 %)

	# 61

Het begrip sociale media is een verzamelnaam voor alle internettoepassingen waarmee mensen informatie kunnen creëren, delen en consumeren. Het gaat bij sociale media om interactie tussen de mensen; het geven en ontvangen van informatie. Bekende sociale media zijn weblogs, sociale netwerken (Hyves, Facebook, LinkedIn), Youtube, webforums en Twitter. 


	5. ent u na het lezen van bovengenoemde theorie nu wel bekend met het begrip sociale media? 


	Ja
	[image: image21.jpg]



	17 (94.44%)

	Nee, de enquête houdt nu voor u op. Bedankt voor het invullen van de vragen.
	[image: image22.jpg]



	1   (5.56 %)

	                                                                                                                                                                 # 18

	

	

	6. Maakt u (wel eens) gebruik van sociale media?
Ja

[image: image23.jpg]



58 (96.67 %)

Nee, de enquête houdt nu voor u op. Bedankt voor het invullen van de vragen.

[image: image24.jpg]



2   (3.33 %)

# 60


	



	7. Op welke manier maakt u gebruik van sociale media? (Meerdere antwoorden zij mogelijk)


	Ik creëer weblogs of eigen webpagina’s

	[image: image25.jpg]



	3 (5.17 %)

	Ik plaats eigen video’s en muziek online

	[image: image26.jpg]



	8 (13.79 %)

	Ik schrijf artikelen en plaats deze online

	[image: image27.jpg]



	2 (3.45 %)

	Ik plaats berichten op Twitter

	[image: image28.jpg]



	6 (10.34 %)

	Ik reageer op weblogs van anderen

	[image: image29.jpg]



	18 (31.03 %)

	Ik plaats of bewerk artikelen op wiki’s

	[image: image30.jpg]



	1 (1.72 %)

	Ik doe mee aan online discussies

	[image: image31.jpg]



	8 (13.79 %)

	Ik heb een profiel op (een) sociale netwerk site(s) 

	[image: image32.jpg]



	44 (75.86 %)

	Ik bezoek sociale netwerk sites

	[image: image33.jpg]



	36 (62.07 %)

	Ik lees weblogs

	[image: image34.jpg]



	21 (36.21 %)

	Ik luister naar podcasts

	[image: image35.jpg]



	5 (8.62 %)

	Ik bekijk video’s van anderen
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	33 (56.9 %)

	Ik lees online forums, klantenwaarderingen en recensies 

	[image: image37.jpg]



	24 (41.38 %)

	Ik lees Twitter-berichten
	[image: image38.jpg]



	12 (20.69 %)

	#58


	8. Hoe vaak maakt u gebruik van sociale media?

	1 – 3 keer per maand
	[image: image39.jpg]



	5   (8.62 %)

	4 – 8 keer per maand
	[image: image40.jpg]



	4   (6.90 %)

	Meer dan 8 keer per maand
	[image: image41.jpg]



	15 (25.86 %)

	Dagelijks
	[image: image42.jpg]



	34 (58.62 %)

	# 58


	9. Wat doet u als u op de radio/tv of in de krant hoort/ziet of leest dat er een ramp of een ernstige gebeurtenis heeft plaatsgevonden?


	Ik zet de radio aan, namelijk de zender

	[image: image43.jpg]



	1 (1.72 %)

	Ik zet de tv aan, namelijk de zender

	[image: image44.jpg]



	22 (37.93 %)

	Ik raadpleeg Internet, namelijk de website

	[image: image45.jpg]



	32 (55.17 %)

	Anders, namelijk
	[image: image46.jpg]



	3 (5.17 %)

	                                                                                                                                                                 # 58
 
- Eén respondent antwoordde de radio aan te zetten wanneer er iets ernstigs heeft plaats gevonden, namelijk de zender FunX. 
- De TV zenders die voornamelijk worden aangezet bij ernstige gebeurtenissen, zijn: NED 1,2,3 en RTL 4
- De website die het meest wordt geraadpleegd bij rampen of ernstige gebeurtenissen is www.nu.nl (21), verder worden ook www.google.com, www.msn.com, www.ad.nl en www.telegraaf.nl geraadpleegd.


	

	

	10.  Raadpleegt of gebruikt u sociale media wel eens wanneer ernstige gebeurtenissen of rampen plaatsvinden?


	Ja, ga naar de volgende vraag

	[image: image47.jpg]



	35 (60.34 %)

	Nee, sla de volgende vragen over en ga naar vraag 14
	[image: image48.jpg]



	23 (39.66 %)

	# 58


	11.  Hoe bent u erop gekomen om sociale media te gaan gebruiken tijdens deze rampen of ernstige gebeurtenissen?


	Ik ben uit mezelf Internet gaan raadplegen

	[image: image49.jpg]



	29 (82.86 %)

	Ik ben er door hulpdiensten op gewezen
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	3 (8.57 %)

	Ik ben er door vrienden en kennissen op gewezen
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	3 (8.57 %)

	# 35

	12.  Bent u van mening dat de traditionele media (kranten, radio en televisie) in tijden van rampen of ernstige gebeurtenissen genoeg informatie en houvast bieden?
Ja

[image: image52.jpg]



32 (91.43 %)

Nee

[image: image53.jpg]



3 (8.57 %)

# 35

Sociale media hebben een tweezijdig en interactief karakter. Er kan bijvoorbeeld sprake zijn van groepscommunicatie. Eén zender bereikt dus niet alleen één ontvanger, maar meerdere zenders bereiken meerdere ontvangers en ontvangen zelf ook berichten van meerdere zenders (Many-to-Many Communicatie).  

13.  Bent u van mening dat sociale media meer en betere informatie en houvast bieden dan traditionele media in tijden van rampen of ernstige gebeurtenissen? 

Ja

[image: image54.jpg]



26 (74.29%)

Nee

[image: image55.jpg]



9   (25.71 %)

# 35

14.  Wanneer gaat u overwegen het raadplegen van traditionele media in te ruilen voor sociale media?
Wanneer ik de informatie als betrouwbaarder ga beoordelen
[image: image56.jpg]



16 (27.59 %)

Wanneer autoriteiten of gezaghebbenden meer informatie via sociale media zullen verspreiden. 
[image: image57.jpg]



17 (29.31 %)

Wanneer alle verzonden berichten via sociale media eerst gefilterd zullen worden. 
[image: image58.jpg]



7 (12.07 %)

Anders, namelijk wanneer

[image: image59.jpg]



11 (18.97 %)

Nooit

[image: image60.jpg]



7 (12.07 %)

# 58

In grote lijnen werd onder ‘anders’ het zelfde antwoord gegeven; de respondenten die voor dit antwoord kozen, antwoordden over al het algemeen dat ze zullen overwegen om sociale media te raadplegen in plaats van traditionele media in tijden van ernstige gebeurtenissen, als volgens hen de TV minder informatie zal gaan bieden. Ook als ze het idee hebben dat ze te weinig informatie hebben verkregen via de traditionele media, zal deze groep voor sociale media gaan kiezen. Eén respondent antwoordde zelfs sociale media te gaan raadplegen als hij onvoldoende vertrouwen heeft in het waarheidsgetrouw zijn van informatie die door de traditionele media wordt verschaft. Deze respondent is zelfs van mening dat de overheid alleen bepaalde informatie verschaft waarvan zij wil dat wij het weten, verder niets meer. 

15.  Bent u van mening dat door sociale media in zekere mate sneller verkeerde of valse berichten worden verspreid?
Ja

[image: image61.jpg]



50 (86.21 %)

Nee

[image: image62.jpg]



8 (13.79 %)

# 58

16.  Heeft u behoefte aan meer gebruik van sociale media door de overheid in tijden van rampen of ernstige gebeurtenissen?
Ja

[image: image63.jpg]



32 (55.17 %)

Nee, de enquête houdt nu voor u op. Bedankt voor het invullen van de vragen.

[image: image64.jpg]



26 (44.83 %)

# 58

       17.  Van welke vorm(en) van sociale media zou de overheid in tijden van rampen 
               of ernstige gebeurtenissen meer of juist gebruik van moeten maken?            
              (Meerdere antwoorden zijn mogelijk)

Twitter accounts/weblogs (online dagboek waarbij lezers reacties kunnen plaatsen bij berichten)
[image: image65.jpg]



17 (53.13 %)

Podcasts (digitale audio die via internet naar een computer of andere draagbare media, zoals MP3 spelers of IPods, wordt verstuurd, zodat de ontvanger deze kan afspelen)
[image: image66.jpg]



7 (21.88 %)

Meer video’s plaatsen op internet, zoals op Youtube
[image: image67.jpg]



14 (43.75 %)

Participatie in actieve burgerforums
[image: image68.jpg]



9 (28.13 %)

Informatie verspreiden via sociale netwerk sites (Facebook, Hyves etc)
[image: image69.jpg]



16 (50 %)

Chat-sessies met burgers
[image: image70.jpg]



4 (12.50 %)

Het geven van Web Interviews (interviews die via internet te volgen zijn en waarbij de kijkers/luisteraars direct vragen kunnen stellen aan de geïnterviewde via internet) 
[image: image71.jpg]



11 (34.38 %)

Informatie verspreiden naar de mobiele telefoons van burgers als zij zich hiervoor hebben opgegeven

[image: image72.jpg]



18 (56.25 %)

#32



APPENDIX VI.

SOCIALE MEDIA GEBRUKERS, WIE ZIJN ZE, 




WAT DRIJFT
ZE? 

Bert Van Wassenhove (NL) 

Een personal cocktail van trends en evoluties in marketing, media en communicatie, met wat interactiviteit en technologie erbij.

Monday, 12 October 2009

Sociale media gebruikers, wie zijn ze, wat drijft ze? 

Nu ongeveer de hele wereld actief is in de wondere wereld van sociale media is het hoog tijd om na te gaan waarom mensen in godsnaam online "social" willen zijn. Wat is hun motivatie, wat drijft ze? Een tiener die avond na avond op Netlog bezig is één of meerdere profielen te onderhouden word zeker gedreven door andere factoren dan de programmeur die tussendoor zijn Facebook status updated. En wie zijn of haar LinkedIn profiel up-to-date houdt heeft niet noodzakelijk dezelfde drijfveren als de zoveelste social media expert die rigoureus een online personal brand bouwt.

Klassieke onderzoekers zouden het antwoord op de "waarom" vraag waarschijnlijk zoeken aan de hand van demografische profielen. De kids en teens in één hoek en in de andere hoeken de oudere leeftijdsgroepen. Vrouwen en mannen netjes afzonderlijk bekijken en dan nog een verschil maken tussen plattelandsbewoners en stedelingen. Ik vrees echter dat deze aanpak niet zal volstaan om klaarheid te scheppen in deze materie.

Een fenomeen van de omvang van "Social Media" kan enkel ontstaan als er een diepgewortelde motivatie is waarom mensen erin meestappen. Het is namelijk niet zomaar een mode, iets wat binnen het jaar terug over gewaaid is. Sociale media zijn hier om te blijven, en dat kan alleen omdat mensen goede redenen hebben om ze te gebruiken.

Dus moeten we op zoek naar de motivatoren, eerder dan hokjes te bouwen om "gebruikers" in te steken. Meneer Maslow's behoeftenhiërarchie biedt hiervoor een interessante ingang. Voor wie het lijstje niet meer in het hoofd heeft:

1. fysiologische behoeften
2. behoeften aan veiligheid
3. behoefte ergens bij te horen
4. behoefte aan waardering
5. behoefte aan zelf-realisatie

De fysiologische behoeften en veiligheid zie ik niet zo direct bevredigd worden via sociale netwerken. In tegendeel misschien, al te veel openheid over jezelf kan leiden tot een gevoel van onveiligheid. Denk maar aan de vele stadslegenden die de ronde doen, onder andere over leeggeroofde huizen tijdens de vakantie van Facebookers.

"Er bij horen" anderzijds is naar mijn mening één van de belangrijkste motivatoren om lid te worden van deze of gene community site. Iedereen wil eigenlijk wel ergens bij horen, van de puber die één of andere rockband aanhangt tot gepensioneerden die fan zijn van kleurenwiezen. Het gaat hier typisch om een motivatie die samen hangt met de groep, met de anderen in de community. De één haalt voldoening uit het simpele feit lid te zijn van een groep, anderen doen het dan weer om community leden te helpen.

Een trapje hoger is de hang naar waardering. Mensen willen erkend worden voor wat ze kunnen of weten. En waar kan je dat beter tonen dan bijvoorbeeld op Twitter. Heb je een scoop opgepikt of ben je tot een geniaal inzicht gekomen? Gooi het online en erkenning en eeuwige roem zullen jouw deel zijn. Tenslotte is met wat creativiteit zelfs het hoogste stadium van Maslow's piramide - zelfrealisatie - bereikbaar via social media.

Daarnaast is er tevens de motivatie van "het spel". Sommige mensen worden ook gedreven door de werking van een site. Ze vinden het leuk om uit te zoeken hoe iets in elkaar zit, en hoe ze het systeem naar hun hand te zetten. Niet zelden maken ze van die kennis hun beroep. Dat laatste brengt ons trouwens bij nog een mogelijke reden om online sociaal te zijn, je kan er gewoon geld mee verdienen. Getuige hiervan de grote schare "social media consultants" die de digitale wereld momenteel rijk is.

Elke actieve social media gebruiker wordt gemotiveerd door één of meerdere van deze factoren (of nog andere). Pas als we een duidelijk inzicht krijgen in de onderliggende psychologische en sociologische stromen kunnen we op een effectieve manier aan marketing gaan doen op sociale media. Ondertussen is het nog even behelpen met gezond verstand en buikgevoel. 

Posted by Bert Van Wassenhove at 04:45 


Labels: doelgroepen, motivatie, motivatoren, social media 
APPENDIX VII.

AGE GROUPS AND SOCIAL MEDIA HABITS 


Age groups and social media habits

Media Analysis, Thunking•on March 12th, 2009•4 Comments 

As we spend a lot of time monitoring social media and the tools used, we are constantly looking at the data for broader insights into the how’s and why’s of social media as a whole. One aspect that’s always intrigued me is how various demographics use different tools. Here’s some of the key insights we’ve learned lately.

Ages 12-25: Tend to use more mobile social media tools, such as SMS/txt and mobile oriented social media tools. This pattern we’ve seen in the USA, Canada and Western Europe (especially Europe, but no surprise there.) This bracket also spends more time on MySpace, followed by NetLog and Bebo in Europe. This segment loves video and anything text better be short and sweet.

Ages 25-45: This group crosses over in a mix between Web-based and mobile usage. The most popular social media tool for this group is email, although we note a trend towards more use of Social Networking tools for communication. This group prefers Facebook followed by NetLog. We note that NetLog is 2nd to Facebook in Europe. Mobile usage of social tools seems to be around Twitter, Blackberry messenger or iPhone apps. We find so many similarities in usage patterns across these groups that we decided to lump the 25-45 group together, when they are ordinarily split into two segments. This group also likes less text in blogs and on websites and enjoys video. Their content creation however, remains heavily text-oriented and very little use of video.

Ages 46-55: This group generally sticks to the Web (about 90% of the time) rarely using SMS/txt messaging. They’ll use a blog but rarely a microblog. This group is likely to print and read a document on paper rather than a monitor. They are more distrustful of social media and the content therein. Their approach to content creation is textual and rarely visual through video and images.

55 and over: From 56 to 65 we see fairly regular use of Social Media and this seems to be driven as the result of familial communications. New tools are not easily adopted and this age range is more politically conservative and traditional in their media consumption habits (radio, TV, print news.) Use of social tools seems to be on services like Facebook where they can work within a set framework.

Once we get over 65, use of social tools drops significantly as would be expected. Clearly there are generational preferences to the tools available. One issue we did notice is that the under 25 bracket have little to no loyalty to a specific service, whereas the 25-45 bracket are far more loyal to a social tool/service

APPENDIX VIII.

SIX SOCIAL MEDIA TRENDS FOR 2010 

Six Social Media Trends for 2010

9:54 AM Monday November 2, 2009 
by David Armano  | Comments ( 
100)
In 2009 we saw exponential growth of social media. According to Nielsen Online, Twitter alone grew 1,382% year-over-year in February, registering a total of just more than 7 million unique visitors in the US for the month. Meanwhile, Facebook continued to outpace MySpace. So what could social media look like in 2010? In 2010, social media will get even more popular, more mobile, and more exclusive — at least, that's my guess. What are the near-term trends we could see as soon as next year? In no particular order:

1. Social media begins to look less social
With groups, lists and niche networks becoming more popular, networks could begin to feel more "exclusive." Not everyone can fit on someone's newly created Twitter list and as networks begin to fill with noise, it's likely that user behavior such as "hiding" the hyperactive updaters that appear in your Facebook news feed may become more common. Perhaps it's not actually less social, but it might seem that way as we all come to terms with getting value out of our networks — while filtering out the clutter. 

2. Corporations look to scale
There are relatively few big companies that have scaled social initiatives beyond one-off marketing or communications initiatives. Best Buy's Twelpforce leverages hundreds of employees who provide customer support on Twitter. The employees are managed through a custom built system that keeps track of who participates. This is a sign of things to come over the next year as more companies look to uncover cost savings or serve customers more effectively through leveraging social technology.

3. Social business becomes serious play
Relatively new networks such as Foursquare are touted for the focus on making networked activity local and mobile. However, it also has a game-like quality to it which brings out the competitor in the user. Participants are incentivized and rewarded through higher participation levels. And push technology is there to remind you that your friends are one step away from stealing your coveted "mayorship." As businesses look to incentivize activity within their internal or external networks, they may include carrots that encourage a bit of friendly competition.

4. Your company will have a social media policy (and it might actually be enforced)
If the company you work for doesn't already have a social media policy in place with specific rules of engagement across multiple networks, it just might in the next year. From how to conduct yourself as an employee to what's considered competition, it's likely that you'll see something formalized about how the company views social media and your participation in it.

5. Mobile becomes a social media lifeline
With approximately 70 percent of organizations banning social networks and, simultaneously, sales of smartphones on the rise, it's likely that employees will seek to feed their social media addictions on their mobile devices. What used to be cigarette breaks could turn into "social media breaks" as long as there is a clear signal and IT isn't looking. As a result, we may see more and/or better mobile versions of our favorite social drug of choice.

6. Sharing no longer means e-mail
The New York Times iPhone application recently added sharing functionality which allows a user to easily broadcast an article across networks such as Facebook and Twitter. Many websites already support this functionality, but it's likely that we will see an increase in user behavior as it becomes more mainstream for people to share with networks what they used to do with e-mail lists. And content providers will be all too happy to help them distribute any way they choose.

These are a few emerging trends that come to my mind — I'm interested to hear what you think as well, so please weigh in with your own thoughts. Where do you see social media going next?

David Armano is a Senior Vice President at Edelman Digital, the interactive arm of global communications firm Edelman. He is both an active practitioner and thinker in the worlds of digital marketing, experience design, and the social web. You can follow him on Twitter at http://twitter.com/armano
Source: Maslow’s hierarchy of needs, Wikipedia
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