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ABSTRACT

Social medichave been under the spotlight for a few years ri&xperts were
devoted to understanding whether the use of such tools in a government setting was a
reality to cone and theyagreed that the use of social mediathogpublic could have
contributed to the construction of a more gperansparent and collaborative
government. In additiorsocial media could have helped tackling some ofntiost
severeproblems encountered early stagesfogovernment digitalizationn general,
we could say that soci al media could repre
institutional boundaries establishirg bidirectional communication flow beéen
policy makers and society.

This thesisentitled "Policy Making through Social &dlia- Application of the
PADGETS method and tools in Renewable Energy, Financial Crisis and Women
EntrepreneurshipPolicy” describeshow government agencies exploit social media to
enhancehe participation of the@ublic in policy making,andis conducted as part of
the research project PADGETS (policy gagdets) funded by the European
Commission. This approadh based oithe simultaneous publication efarious types
of policy related contenttéxts, images, videos) and applications in multgoeial
media simultaneously, and also collects from them and processesndata&ca t i zens o
interactions Ijkes, views, commentsyotes, video responses, etc.). This posgus
guestions and challengesncerning its effective application by governmergrages,
the analysis and usage sicial media APlaindtheprocessingot ol | ect ed ci ti z
interactiondata, which are researched in the project.

This particular thesissialsopresenting a speby step methodology for stamy
a PADGETScampaign as well as a brief description of three speaifesand their
goals andunning progresalong with results of their launchinfjhe mainsubjecs of
these campaigns are mentioned in the title.
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1. Introduction

The term Asoci al medi ao includes a range
user interaction on computer mediated environmdiftsre has been a lot of research
done on the exploitatioof the rapily growingsocial mediaRecently, many units of
government have either tried, or are considering trying, social media as a way of
interactingwith the publicin novel waysPolicy makers sesocial media as a way of
broadcasting news abocgrtainpolicies to targeaudiencesMoreover, theysee itas
a way b getfeedback abouthose policiesln this occasionpeople interestedan
submit ides and content to policy makesdo, in their turn,filter that content for
worthwhile information.

Government agencies have been #olong time interestedn establising a
communicationsystemwith thdr citizens concerninghe policies they preparand
intend to launchand this has & to the development & research project called
PADGETS. This project makes it possible for the government agencieseser
their plans, justify their decisions and policies and for the public (native people as
well as people from all over the world) to express their opinions and concerns on a
variety of matters (political, environmental, economical, etthgrefore, iis needless
to state the importance of the government being present on this new electronic world
thatour generation lives in.

However, there are a lot of things to take into consideration and many questions
to be answered before embarking on this apwroach. The world of internet is such
a vast place and if not handled appropriatere is a high probability h at ggtou 6 | |
lost in it orit maylead you to deviation frorthe original purpose.

1.1 Aims & Objectives

-



Themainobjectve of this thesisis to present aetailedmethodologyfor launcing
a PADGETS campaigand all the aspects that are taken into consideration in order to
achieve policy making through multiple social media simultaneously. In order to
make that happen in the most accurate p@ssible we need &xamine some simpler
but equally important goals to reafdt a campaign to be considered successful

Find the right subject to attract and motivate the general public

Consider the audience before publishing any material

Be authentic iad creative when it comes to interface

Bring value to tharticlesposts and give credit to those who deserve it
Respectfully represent the governmantl its movement, and do them justice
Understand the concept of community by making the userséeelortable
on sharing, conecting and receiving feedback

Update in a regular basis and be active in general

Interact with the general public and promote the campaign

Axtract negative and positive opinioas well as new ideas on the subject and
categorizéhem

1 Run one campaign at a time using all appropt@ds onsocial media

E
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Once we manage to complete these objectives with utter success Wwe sare
that the general publiwas involved in the decision makingrocessin the rightest
way andwe canmoveforward preparing the nexpolicy-making campagn assigned
by the government.

1.2 Research questions
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Starting and organizing j@olicy-making campaignis quite challenging and many
guestions need to be asked and answered in return. To be realistic, this project focused
on these ones:

1 What pogress has been made in poliogking through social media? Are
they able to fully support such campaigns?



What vision does government have for each policy seperately?

How much can the public interfere in the policy makargl how much can
theyinteractwith governmenpeopl&

How many different methods of opinion giving will the campaign support?
What type ofmaterial will be used to attract the general public and in what
way?

1 What will the results of the campaign bring and how will they be measured?
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1.3 Chapter Structure

This thesisconsistf 7 chaptersin the first chapteranintroduction to the project
is givenusing general information around the subject and descrdang points oit
in a few words. Moreover, | present some of iti@st important goals that netmbe
reached in order tbe able tdaunch a campaign successfullgébher with the main
aim of the thesis. Then, | lissome qustions that need to be answered before
launching a campaign and | finish th& dhapter bydescribingthe structure of the
thesis.

The second chaptes about the analysis in general of the following terpudicy-
making, social medjaPADGETS platformand opinion mining. The features that
make a policy worth are listenito this chapteras well as what its main content
should be. In addition, the different kinds of social media are explained and a series of
suggestions on how to fully exploit their power is presented. The chapter ends with
description of PADGETS platform antthe importance of the opinion mining in
policy-making.

The third chapter is about the methodoldbsit policy-makers and their teams
follow to run a campaign from start to finidbseful information igyiven considering
the preparation of the campaign in its initial stbglowed byits launch andunning
process. This chapter showcases all the -notghy steps we need to take into
acount in order to complete a successful and memorable campaign.

Chapter number four focuses on the appliance of the methodology mentioned on
the previous chapter. Three campaigns were completed during the composition of my
thesis and there is a brief deption of their theme, website and social media action.
The chapter starts with the Renewable Wind campaign, continues with the South in
Talk campaign and ends with the Women Enisggrampaign.

The next chapt er séachtcampaigeA sériss oftdiaggams @®@es ul t s 0O
given showing the effects of the completed campaigns on the subject they supported
as well as on policynaker sé soci al profile growth. Sc
campaigns are also presented along with numbers aboimplaet hey had on the
public.

The two final chapters give concuding thoughts and future ideas about the
conduction of this thesis. A general image that was extracted by the whole project is
located in chapter 6 while in chapter seven the reader wilktinae futire aspirations
and ways in which the work done in this thesis loafurther improvel.



2. Field Analysis

The PADGETS research projeghich is implemented by a team of 12 operators
in the EU and coordinated by the University of the Aegaimns to improve the
interactionbetween government and citizenghis project allowspolicymakers to
engage people in debates by choosingt o pi ¢ ingn di thiinfdesodavhi c hev
networks they choodey Tweeting, blogging or using discussion groupsacdbook
or LinkedIn All the different reactions are beimgonitored and the kinds of opinions
people are expressing within those social networking sieebaing gathered. Social
centric politics is being encouraged and promoted in this particular way.



2.1 Policy Making

Policy making has been defined as the process by which governments translate
their political vision into programmegsampaignsand actions to deliver the desired
change in the real worldThus policy making is a fundam&l function ofany
governmenthe process oit is not a high sciencet is difficult to do wel| though,
and for that reason there are tools and techniques that can help in doing the job more
effectively.

The world for which policiesare being developed is becoming increasingly
complex, uncertain and unpredictable. Citizens are better informed, have rising
expectations and are making growing demands for services tailored to their individual
needs. At the same time, the world is increasinglgraannected andan exchange
ideas and information about various subjects without being limited. That is the main
reason policy making has to be taken under serious consideration so that it can be
planned and launched successfully as well as deliver gieedeutcome.

2.1.1 Early Stage of Policy Making

Before embarking on any poli@ampaignor project, it isvery important to give
adequatehought onhow it will be managed and resourced. Some gaftthe policy
making process are very tireensuming, ath effective planning is essential.
Especially vihen legislation is redgred to implement a policy, tan add considerably
to the time taken fronthe initial idea tothe finalimplementation. It is vergasy to
underestimate the time and effort requiredrnivoduce anew policy or reviewan
existing one, and inapproprigianning can lead tfailure.



It is also necessary to consider carefully what resources will be required. This
relates not only to the branch or team responsible for the programme ot the
potential involvement of professionatlvisors.Such specialists need to be alerted
early so that their work programmes can take proper account of the department's
needslt is also important to identify information requirements. Good peataking
is based on evidence setting out what the need is and potentially evidence surrounding
how best to interveni@ order to meet thineed.

2.1.2 Required Features

Policy-making need to display some important features if it is b fully
effective and able to respona tvarious challenges it may facEhe most crucial of
thesefeatures are listed below.

T

Forward looking: The policymaking process clearly defines outcomes that
the policy isdesigned to achieve. Where appropriate, it is crucial to take a
long-term view, based on statistical trends and informed predictions of social,
economical, political and even cultural trends, for some years into the future of
the likely effect and impactfahe policy.

Outward looking: The policymaking process takes account of influencing
factors in the national, European and international situation, makes use of
European mechanisms when applicable and looks at similar experiences in
other countries and othese countries have dealt with the issue.

Innovative, Flexible and Creative The process is flexible and innovative,
guestioning established ideas and ways of dealing with things, encouraging
new and creative thoughtss well as advancing establishedywdo work
better. Wherever possible the process is open to comments, suggestions and
alternatives proposed by otheRisks are being identified and managed as
needed.

Evidence based The decisions of policy makers are based upon the best
availableevidence from a wide variety of sourcasd consults or relevant
experts Existing researches are reviewed and new ones are commissioned.
Inclusive: The policymaking process takes account of the impact on all
people affected by the policy directly or ingtitly. Consults are taken by those

at the receiving end or by the affected ones using the given feedback to
improve results.

Joined up: The process is looking beyond possible boundaries and is seeking
to establish joint working arrangements with otdepartments who offer a
helping hand so as to come up with strategies to overcome batrriers.

Learn Lessons Learns from experienand minor failure®f what works and
what doesnot .

Communication: The policymaking process considers how the policy will be
communicated with the public. Strategies are prepared and implemented to
share the policy at the widest and best way possible.

Evaluation: The process is systematically evaluated for its effectiveness and
thesuccess criteria are defined.

Review. Establislked policy is constantly reviesd to adjust any minor
improvementghat were missed out and to ensure it is really dealing with the
problems it was designed to solve. A range of performance measures are taken



and mechanisms to allow public to provide feedbdirect to policymakers
are set up.

These features need to be considered collectively. Taken together they reflect the
type of analysis which needs to be applied in order for a policy to succeed.

The following figure presents the policy cycle. The first stage is the Strategic
Thinking followed by the Development of the Policy. After that the Policy is being
implementedand lastly it is maintained as much as it is required to the point where
the cycle starts all over am.

2.1.3 Main Content

Policies aredeclared to the public through official written documents and shared
in online posts. They often come with the signature or the endorsement of the
executive powers within the organization or government to make thieypol
legitimate. These documents have a fixed format that is particular to the governement
issuing the policy and they all contain standard components such as:

T Purposestatement which outlines why the government is issuing the policy and
what its desired effect or outcome sholbéd

1 Applicability and scopestatement describing who the policy affects and which
actions are impacted by the policy. The applicability and scope expressly
exclude certain people, organizations, or actions from the policy requireamehts
focus the policy omnly the desired targets to avoid unintended consequences



1 Effective date which indicates when the policy comes into fofRetroactive
policiesare rare, but can be found.

1 Responsibilitiessection indicating which parties andgovernements are
responsible for carrying out individual policy statements. Many policies may
require the establishment of some ongoing action. Responsibilities often include
identification of any relevargovernancetructures.

1 Policy statementsindicating the specific regulations, requirements, or
modifications that the policy is creating. Policy statements are extremelgeliver
depending on the governemamid intenbn, and may take almost any form.

Some policies may contasomeadditional sections, includin

1 Background, indicating any reasons, history intenion that led to the creation
of the policy, which may be listed asotivationalfactors This information is
often quite valuable when policies must be evaluated or usepliestionable
situations

1 Definitions, providing clear andertaindefinitions for terms and concepts found
in the policy document

2.1.4 Questions to be answered

Y’

&

A policy is well prepared if by the end of all stages a number of different
guestions can be answered with full cetia

In terms of understanding the problem:

V What isthevision and the most effective outputs for acheiving the desired
policy outcome®

V What evidence is available from external sources and what is needed from
experts likeeconomists, statisticians, websigners, etc.?

V What is the role of European Union?

V What policy priorities need to be resolved and what will be the impact on
other already existing policies?



In terms of developing solutions:

< <K<K

What is the target group?

What have the experiences of otheuwtries been?
What are the costs or benefits of different options?
What are the constraints/barriers to overcome?
What funding is available?

Are any ministers signed up?

In terms of putting solutions into effect:

Vv

Vv
Vv

Vv
Vv

What are the riskotthe policy and how can they beanaged®hat are the
probabilities of each risk?

What are theuick wins?

What is the strategy for presenting the poligyRRo needs to be told what?
When and how?

What training and support for main staff is needed?

Can egovernment contribute to the implementation of the policy?

In terms of testing success and making it stick:

\%
Vv
\%

How can the target audienbe kept commited and involved?
What needs to happen to ensure that the policy becomesistdfning?
What evaluatiorand performance targets are needed?

If policy-makers are able to answer all these questions with utter success it means
that they know where they stand, what their capabilities are and how to deliver the
policy properly avoiding as many drawbacks as theay c



2.2 Social Media
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Social media is a phrase being tossed around a lot nowadays, but it can sometimes
be difficult to answer the question of what social medial'le best way to define
social media is to break the term down. If media is an instruofesdmmunication,
like a newspaper or a radio, then social media would be a social instrument of
communication. I"Web 2.0terms, this would be a website that doesn't just give
information, but interacts with the users while giving that information. This
interaction can be as simple as asking for comments or letting the user vote on an
article, or it can be as complex @eEommending movies to the user based on the
ratings of other people with similar interesthink of regular media as a omay
street vinere you can read a newspaper or listen to a report on television, but you have
very limited ability to give your thoughts on the matt8acial media, on the other
hand, is a twaway street that gives ydbe ability to communicataswell

Social media idest understood as a group of new kinds of online media, which
share most or all of the following characteristics:

U Participation: Social media encourages contributions and feedback from
everyone who is interested. It blurs the line between media anehaedi

U Openness Most social media services are open to feedback and participation.
They encourage voting, commenting asftaring of information. There are
rarely any barriers to aceging and making use of content, althopgksword
protected content isdwned on.

U Conversatiornt Whereas traditional media#dla bout fdibgboédoas ent
transmitted or distributed to an audience) social media is better seen as a two
way conversation.



i Community: Social media allows communities to form quickly and
communicate effectively. Communities share common interests, such as a love
of photography, a pibical issue or a favourite tghow.

i Connectedness Most kinds of social media thrive on their connectedness,
making use of links to other sites, resourcespauple

2.2.1 The power of social media

Microblogging

— 2pplication Podeasting =s.. -
E .ur.ur r_-»ngzk:[‘zn
SU -‘-Ialzcaccnunl "Y”"!Hbﬁm,[]_ﬂl"le'
HilfT urate =epe\0e0 = -

acapodk TEIWOTKS
Blogging

Social media sites are growing fast and furiously, becoming indispensable to
consumers. In August 2010, for the fitiste ever, Facebook surpassed Google as the
number one site where internet usspend the mjority of their online timed 41
million hours for Facebook usexersus 39.9 million hours for Google. A recent
Nielsen report showed that overall, users spend a quarter of their online time using
social mediaapplicatons, And it 6s not ejeithert aothevrepory pe o p |
released in August 2010 showed that social media use of sites like Facebook and
LinkedIn by adults aged fifty to sixtfour grew by a whopping 88% between April
2009 and May 2010.Imagine what those numbers are todBpttom line: if a
company, an organization or government seeks to get public a t onéne,tai o n
social medh presence is absolutely necessary

Now it ds realigethat Fagahdok alone has upwardsldillion users.
Each of these users will have their own profile, friends, and groups of people they
interact with on a daily basis. When somedinels somehing they like,they talk
about it. Others read about it and share it with their friends and groligsadivity
replicates over and over again. Now, this analogy only illustrates one person. What if
thousands of people were talking abthé same thing and recommendingoittheir
friends?That illustrates clearlthe power of social networking.

Many governments are only beginning to understand the powersasfial
mediaand using the social networks in order to get thelicies througthis massive
audience. But here is where the issues arise. In order to be successful using this
powerful promotiontoadl, training and experience is neededunderstandll of its



aspectsso that it will beuseal effectively. Using social networks creates huge
exposure in ways never before reatl.

Whichever waythe social networksare usedt will require a bit ofindividual
work to learn how they work and t@ain the trust offriends, followers, and
connections. Using the big social networks sashFacebook, LinkedIn and Twitter
will prove to bevery effective in growing the support of the puliiat it begins with
building a trust. In order to do this effectivelyt, is crucial to participate in
communicating with friends, posting in groups, tweeting on a regular basis, sending
out invites and connecting, and posting information alibat policy on message
boards constently.

2.2.2 Research and Selection
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At this time, there are basically smainkinds of social media. Note, though, that
innovation and changere rife.

Social Networks
These sites allow people to build personal web pages and then conndoewith to
share content and communicaléne biggest social networks are facebdoikedin
and google plus.

Blogs



This is erhaps the best known form of social me@ibbgs are online journals, with
entries appearing with the most recent first.

Wikis

These websites allow people to add content to or leeliinfformation on them, acting
as a communal document or database. The-kestvn wiki is wikipedia, the online
encyclopaedia which has over 2 million english language articles.

Podcasts
Audio and vdeo files that are available by subscription, through services likesaidple
itunes.

Forums

These are r@as for online discussion, often around specific topics and interests.
Forums <came about before the term fAsoci al
element of online communities.

Content Communities

Communities which organise and share particular kinds of content. The most popular
content communities tend to form around photos (flickr, photobucket), bookmarked
links (del.icio.us) and video¥ futube).

Microblogging

Social networking combined with bi#szed blogging, where small amounts of content
(bupdatesd6) are distributed online and through
leader in this field.

Setting up a presence on seveoélthesesites and failing to use them reflects
poorly andaggravatesusers who might visit a site in search of content and leave
empty-handed. The frst thing to do in order techoose betweewhich social media to
use is to consider what types of siteke target audience l&kely to be using, and
have the hility to easily access. With over 1 billion users, Facebook is always a good
bet Next, consider costs and value. For example, while a YouTube channel is
impressive creating videos for the site may be too complicated and costly to justify
stocking a YouTube site with videddthough sharing videos already uploaded may be
of great help in enhancing the original purpo8eother social media site which
allows easy andatsharing is twitter with 500 million active users and growing. The
main utilities of these social media can be combined in bloddggng the latter
means creating a site which offers all the necessary information to the target audience
and the means iateract with each other using tadditionalsocial media they prefer
most.

Oncethesocial media presencg established, the tearesponsible for monitoring
social media siteand sharing through them must be identified aswkil order to
maximizethe effectiveness a&focial media the ggopriate staff to engageersneeds
to be put togethefThere should be people responsible for preparingndeessary
sites,sharing post®r even getting feedback by unsatisfied users. Assembling a team
focused o social media solely helps imporving the experience for the target group of
users and not only.



2.2.3 Spread the word

"

There are important things to be considered before spreading the word on a
subject.Social media presents a particular challenge for communicators because the

users donét focus on a single document . A
information, skims topics, and browses sites to determine where to focus his or her
attention. Ifcontent is dense, long, and jargon | | ed, the reader prob:

appealing.One benefit of using social media is audience segmentation. You can create

posts that are specific to the concerns, needs, and desires of a particular demographic.
Undest anding whatodés i mportant to your audie
the social media efforts. This makes it easier for a policy to be promoted.

Likewise, understanding the target audience helps in selecting the best channels
for reaching specifiausers with your posts. People access information in different
ways, at different times of the day, and for different reasons. Using market research,
metrics, and other data in order to define your audience needs will be important in
selecting the most efttive channels. Each social media channel is different in the
way it engages communities and manages content. Understanding how people
naturally use or participate in different social media will help to determine the right
engagement strategy. If limitdideracy skills are an issue for the audience, then it is
important to find out if and how they use social media.

Often the wayinformationis being shared tatarget audience makes it difficult
for them to understand and gitree desiredattention to thgposts. The most common
mistake is the use of jargon or words and phrases that are not commonly understood

by most users. Another thing that doesnoét
content that overuses the passive voice as well as includingaog distracters (for
exampl e, when visuals and text donot mat c |

language helps to correct these problems. Studies show that when writers use plain
language, readers discover information more quickly, understamdtetr,band find it
more compelling. Plain language is everyday language itahelps the userso



capture the essence of the postking it more likely for them to share it with their
connections and that way fAspreading the wo

@

i

2.3 PADGETS Platform

padqgets

The PADGETS research project is a platform that gives patiagers the
opportunity to share their wasdvith endusers through multiple social media at the
same time just by clicking a butto@ne status update can travel both on facebook
and twitter simitaneously reaching a wider audience. This technique helps to
promote and spread a policy campaign like it has never been done bBéfre.
platform though offers morethan that. Policymakers can log in and graphically



create their own web applications leadding them on various social media thus
helping them reach the goals they set.

One of the most important tools of the platform is the opinion analysis. First thing
to do here is gather all the comments, statuses and tweets made on all the social media
about a certain subject or in our case about a campaign and import them all in the
platform. After doing so the opinion analysis is ready to start the mining process in
order to gve a result for each one of tlopinions. The result can yield positive or
negative sentiment for each comment categorizing them accordingly. In thearend
aggregated imagef the comments made by the public is provided. This aids the
policy-ma k er s t o deter mi ne wha't road t hey Wi
expectations.

Using PADGETS the policymakers can create a campaign and define various
information about it such as the name, subjkxtation, website hosting it, launch
date and end datbashtag as well as social media to share to.
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Once done the platform contains toaselp you monitor the campaign through a
variety of tools and statistic diagrams.
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It is easily assumed that PADGETS platform tools make pafiaking a lot
easier than it really is just by following a certain path that is shown in the arrow
below.
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2.4 Opinion Mining

The explosion of social media has created unprecedented opportunities for citizens
to publicly voice their opinions, but has created sernasvbackswvhen it comes to
making sense of these opinions. At the same time, the urgency to gaintimmeeal
understanding of citizensoncerns has growhecause of the viral nature of social
media (where attention is very unevenly and fastly distributed) somesisapidly
and unpredicably become important through wairgnouth. Policy-makers and
citizens don6t yet have an effective way
to interact meaningfully with thousands of othefs a result of this paradox, the
public debate in social media is characterized by dleomism and auto
referentiality. Many experts consider social media as a missed opportunity for better
policy debate.

At the same time, the sheer amount of raw data is also an opportunity to better
make sense of opinions. The key adseexploitis not a better algahm, but the
power of more datalVe, therefore find ourselvest a crucial underpinning where the
challenge of information overload can become not a problem, but an opportunity for
making sense of a thousand voices and identify problems as soon as they arise.



Opinion mining can be defined as a giibcipline of computational linguistics
that focusesonexdrct i ng peopl eds opinion from the wi
web encourages users to contribute and express themselves via blogs, videos, social
networking sites, etc. All these platforms provide a huge amount of valuable
informationthat we are intested in analysing

Given a piece of text, opiniemining systems analyse:
o Which part is opinion expressing
o0 Who wrote the opinion
o0 What is being commented.

Opinion mining applications are the basic infrastructure of largeven small
scale collaborative policymaking. They help making sense of thousands of
interventionsand to detect early warning system of possible disruption in a timely
manner, by detecting early feedback from citizens. Traditionally, ad hoc surveys are
used to collect fedback in a structured manner. However, this kind of data collection
IS expensive, as it deserves an investmeesign and data collection.is difficult,
as people are nanterested in answering survewhd ultimately it is not very
valuable, as it etects known problems through miefined questions and
interviewees, but fails to detect the most important problems

Opinion mining is helpful to identify problems by listening, rather than by asking,
thereby ensuring a more accurate reflection of seadrgument mapping software is
then useful to ensure that policy debates are logical and evidesed, and do not
repeat the same arguments again and again.Theseateotsonsideredhelpful not
only for policymakers, but also for citizens who couldm easily understand the
key points of a discussion and participate to the patieking process.



3. Methodology

A policy-making campaign is an organized effort which seeks to influence the
decision making process within a specific group of peoiie. most important stage
of the whole process is the preparation of the campaign. During that part all attributes
need to be considered and only then can the process move forward. Planning is
essential in a campaign since there are many things that ecarogg and examining
all the factors that affect ih advanceminimizesthe chance®sf an errorappearing
After tests are being made and policy makers are reassured that almost nothing can go
wrong it is time for the campaign to start running as planAédr the campaign is
over or even during its launch results are gathered and decisions are made.



3.1 Setting up the Campaign

3.1.1 Initial Stage

The first thing to do is recognize the problekt.any given time, many conditions
disturb or distresgpeople, such as unsafe workplaces, natural disasteosmiomy
issuesmedical cargetc Government wants to solvesat of problem&nd thee are
so many of them that they must be prioritized, with some problems getting earlier
attention than others. Aisrs, such aghe financial one that our generation is facing,
almost always rgrioritizes issuesBut all disturbing conditions do not automatically
become problems. Howevegrgoplemay expect government to hed@ach situation
through quick relief action

At this point, several conflicting plans from various political interestiset shape
in order to starformulatingthe campaign with gurpose and theme that is acceptable
by all the playersThe campaign needs to comply with the required features of a
policy-making process mentioned in chapter 2

3.1.2 Organizing the Campaign

Once the initial stage successfullyjcompleted policymakers areseeking to find
the right peoplefor all the necesary adjustmentsin the technology sectoihe
technology team is responsible for creating a fully operational and interacsive
website to host the campaigimding or creating methods to help or even wigers
to share and promote the campaam most importantly operating the PADGETS
application.Policy-makers are also trained on how to use the PADGETS platform.

A solid website or even a good looking blog is the most important thing at this
stage. What makes a website suitable for the camyzend the purpose it serves is:

A A whole separate page giving facts and general information regarding the
campaign and explaining clearly and distinctively the goal to reach.

A A page dedicated to tholicy-makers who support the campaign with a short
CV showcasing the important achievements of their career and their
involvement to the campaign and PADGETS project in general along with
links to their social media profiles and photos of them.



A place on the website where useful links for more information atheut

campaign can be easily found by the visitors.

A place where visitors can read about their role on the campaign and clearly

understand what they need to do if they want to take p#reipolicymaking

A pleasing homepage that captures usettention preferably with some

audiovisual material.

A beautiful background image related to the campaign that blends with the rest

of the website and highlights it.

Various posts with intriguing content in plain language. Graphs, videos and

photos helghe public stay interested.

Comment sections under posts so that the publicotem their ideas and

opinions on the matter. These sections will allow visitors to read other

peopl ebs opinions and debate.

A page or area on the website with an answeringioseavhere straight

forward questions are asked directly to the public.

Share and dlikeo options for users to s

Poll sections where the public can easily suggest ideas just by voting among

already stated ones.

Statistic informatiorabout the process of the site.

A window showing all the tweets that have been made for the campaign. This
is relevant only after the settlement of a unique hashtag for the campaign.

A Supporting pages for possible events of the campaign

> > > > > >

> D

> >

After the completiorof the websitdt is important to continue at the same pace
and create a social media page (facebook, twitter and LinkedIn) for the campaign to
further support the main website, the events that are scheduled and the general
purpose of the campaign itself.program for some standard updates on these pages
needs to be arranged so that the promotion of the campaign will have a solid
supportive start when it launches.

3.2 Running the Campaign




Another important part of the methodology is the right organization of the
campaign. Oncall the appropriate preparations hdiveshedand the startiate of the
campaign arrives he Afuno part commences. At this
promoted througbut the social media and debates start to burst.

During this stage of the methodology there is heavy usage of the PADGETS
platform from policymakers since it makes it possible for them to share their posts in
more than one social media simoultaneouahd montor the whole campaign
utilizing the variety of tools it provides

The MEPs and their teams begin uploading articles and general posts on the
website of the campaign following a specific timeline. After a post is uploaded it is
then shared and forwarded all over the social media supporting the campaign using
the approprite hashtags and whatndtt this point likes, more shares, comments,
tweets and retweets are being made giving graamdebatelike conversations in
which the policymaker has to be present and active the whole time.

The enddate of a campaign marks tte¥mination of the strategy made to support
it. A good way to end a poliesnaking campaign is with an event as long as ith
included within the original plan of the campaigAn event is a matter of great



seriousness and it needs a lot of planningsamgportance in order to take place. All

the needed speakers have to be available to give a speech and be present during the
programmed date. People should be able to subscribe to the event filling a form they
can easily find on the website of the campaiytive streaming link helps strengthen

the effect of the event enabling people from afar who cannot make it to the event to
follow the speeches and happenings that occur.

3.3 End of the Campaign

The duties of the policynaker and his team do not stop with the end of the
policy-making campaignOn the contrary, there is much to be dah&ing the
running dates as well as after the termination of the campaign if we want to examine
its course and outcoraethe appropriate waylhese results will lead the policy
makers to successfully reach their original goal.

Just before the launch of the campaign various information and statistics are being
held to serve the purpose of several comparisons with thesfatadtics that will have
been gathered until the end of the campaigmat way we get a clear vieof the
c a mp a effgcts ®rothe general public.

During the campaigra variety of vols provided by PADGETS platform along
with statistic tools made avallee by otherproviders montor the process of the
campaign. These tools help in the making of a series of diagrams forming an optical
view of the campaigh 6 p r toggtmeevatts keeping track of itkow.



As soon as the end date has been reached the team of thenpeliey start
collecting all the data related to the campaign once again with the help of PADGETS
platform combined with tools provided by google or even manually. All the collected
data are beig put together and then analyse®! compared with previously gathered
data In the end all the ideas and thoughts given by the public are processed through
opinion mining analysis tool® form a sentiment result which will most certainly aid
in the find stage of policymaking



4. Application

The Greek pilot is focused on multiple subjects that attract wide Greek interest the
current period, but also refers to polEieith pan European scope thae under
intense debate. The subjects are dynamica
MEPs fields of interest will determine the themes of the campaigns in whiclaridey
their team of consultantsill be involved.

As part of my thesis | was asked dapportin the setting up and launching of
some campaigns that were in the talk. The first one was about the renewable energy
and more specific about the wind power and methods on how it can replace electicity.
The second one i s caadlislabodtthé finAneial Sisisdtohthei n T a l
Mediterranean countries are facing and how they can reach growth during this
challenging timeLast but not least, a campaign abautmen enterpreneurship and
how they canimprove the business world with their pemce and their innovative
ideas from a female perspective.

4.1 Renewable Wind Campaign

The Renewable Wind Campaign was supgub by MEPloannis Tsoukalaand
conducted nationally, in GreecEhe subject of this campaign was selected cho31
July 2012 when the MEP along with his consultants began organizihgeittarget
group of the campaign was found to be all Greek citizens of age between 15 and 75.
The language used was greek and since most greek people use Facebook to connect
and shee their thoughts and ideas it was the main social media used. Other social
media supporting the campaign heavily was twitter andyddg with the latter
hosting the website of the campaign

4.1.1 Campaign Subject

Energy production by renewable energyrses is an issue that attracts the whole
Europeds interest currently and is under e
i mprove its growth prospects. I n particul a
to be implemented that involves the instatiatiof photovoltaic systems for
generation of solar energy production on land that is a property of the Greek State.

The primary objective of such action is for the Greek State to export the produced
Agreeno energy to other EnUbrder coudectease ss a n d
public debt. Recently, a law that is related to the specific project has been published
turning on the legislative procedures in the European Parliament. As the whole issue
refers to a European energy policy that affects mainlye@reand other European

member states, it has triggered a lot of reactions from Greek citizens and NGOs
regarding its consequences on the environment.

The sensitisation dbannis Tsoukalasn suchecological issues motivatddm to
executethe campaigrabait Wind Power as an alternative and renewable energy
source.The greekMEP hasinductedthe useof PADGETSplatformin the forming of
political suggestionsHe also took the conversatiorover to varioussocial networks
askingthe Public aboutwhat drastic measures should be taken to raise the levels of
wind power usage in Greece. loanhsukalags eagerto find out aboutthe dangers
hiding behind those measures as well as the positive aspetttsmefrom the scope
of Greek citizens. PADGET®latform will greatly help at this by promoting the



































































































