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ABSTRACT
Social media have been under the spotlight for a few years now. Experts were
devoted to understanding whether the use of such tools in a government setting was a
reality to come and they agreed that the use of social media by the public could have
contributed to the construction of a more open, transparent and collaborative
government. In addition, social media could have helped tackling some of the most
severe problems encountered in early stages of government digitalization. In general,
we could say that social media could represent an ideal bridge across Governments’
institutional boundaries establishing a bidirectional communication flow between
policy makers and society.
This thesis entitled "Policy Making through Social Media - Application of the
PADGETS method and tools in Renewable Energy, Financial Crisis and Women
Entrepreneurship Policy" describes how government agencies exploit social media to
enhance the participation of the public in policy making, and is conducted as part of
the research project PADGETS (policy gagdets) funded by the European
Commission. This approach is based on the simultaneous publication of various types
of policy related content (texts, images, videos) and applications in multiple social
media simultaneously, and also collects from them and processes data on citizens’
interactions (likes, views, comments, votes, video responses, etc.). This poses various
questions and challenges concerning its effective application by government agencies,
the analysis and usage of social media APIs and the processing of collected citizens’
interaction data, which are researched in the project.
This particular thesis is also presenting a step by step methodology for starting
a PADGETS campaign as well as a brief description of three specific ones and their
goals and running progress along with results of their launching. The main subjects of
these campaigns are mentioned in the title.
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1. Introduction
The term “social media” includes a range of tools and services that enable direct
user interaction on computer mediated environments. There has been a lot of research
done on the exploitation of the rapidly growing social media. Recently, many units of
government have either tried, or are considering trying, social media as a way of
interacting with the public in novel ways. Policy makers see social media as a way of
broadcasting news about certain policies to target audiences. Moreover, they see it as
a way to get feedback about those policies. In this occasion, people interested can
submit ideas and content to policy makers who, in their turn, filter that content for
worthwhile information.
Government agencies have been for a long time interested in establishing a
communication system with their citizens concerning the policies they prepare and
intend to launch, and this has led to the development of a research project called
PADGETS. This project makes it possible for the government agencies to present
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, etc.). Therefore, it is needless
to state the importance of the government being present on this new electronic world
that our generation lives in.
However, there are a lot of things to take into consideration and many questions
to be answered before embarking on this new approach. The world of internet is such
a vast place and if not handled appropriately there is a high probability that you’ll get
lost in it or it may lead you to deviation from the original purpose.

1.1 Aims & Objectives

The main objective of this thesis is to present a detailed methodology for launcing
a PADGETS campaign and 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 way possible we need to examine some simpler
but equally important goals to reach for 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 and creative when it comes to interface
Bring value to the articles-posts and give credit to those who deserve it
Respectfully represent the government and its movement, and do them justice
Understand the concept of community by making the users feel comfortable
on sharing, connecting and receiving feedback
Update in a regular basis and be active in general
Interact with the general public and promote the campaign
Εxtract negative and positive opinions as well as new ideas on the subject and
categorize them
Run one campaign at a time using all appropriate tools on social media

Once we manage to complete these objectives with utter success we can be sure
that the general public was involved in the decision making process in the rightest
way and we can move forward preparing the next policy-making campaign assigned
by the government.

1.2 Research questions

Starting and organizing a policy-making campaign is quite challenging and many
questions need to be asked and answered in return. To be realistic, this project focused
on these ones:


What progress has been made in policy-making 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 making and how much can
they interact with government people?
How many different methods of opinion giving will the campaign support?
What type of material will be used to attract the general public and in what
way?
What will the results of the campaign bring and how will they be measured?

1.3 Chapter Structure
This thesis consists of 7 chapters. In the first chapter, an introduction to the project
is given using general information around the subject and describing some points of it
in a few words. Moreover, I present some of the most important goals that need to be
reached in order to be able to launch a campaign successfully together with the main
aim of the thesis. Then, I list some questions that need to be answered before
launching a campaign and I finish the 1st chapter by describing the structure of the
thesis.
The second chapter is about the analysis in general of the following terms: policymaking, social media, PADGETS platform and opinion mining. The features that
make a policy worth are listed into this chapter as 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 a
description of PADGETS platform and the importance of the opinion mining in
policy-making.
The third chapter is about the methodology that policy-makers and their teams
follow to run a campaign from start to finish. Useful information is given considering
the preparation of the campaign in its initial stage followed by its launch and running
process. This chapter showcases all the note-worthy steps we need to take into
account 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 description 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 Entreprise campaign.
The next chapters’ theme is the results of each campaign. A series of diagrams are
given showing the effects of the completed campaigns on the subject they supported
as well as on policy-makers’ social profile growth. Social media statistics for the
campaigns are also presented along with numbers about the impact they 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 will find some future aspirations
and ways in which the work done in this thesis can be further improved.

2. Field Analysis

The PADGETS research project which is implemented by a team of 12 operators
in the EU and coordinated by the University of the Aegean aims to improve the
interaction between government and citizens. This project allows policymakers to
engage people in debates by choosing a topic and “injecting” it into whichever social
networks they choose by Tweeting, blogging or using discussion groups in Facebook
or LinkedIn. All the different reactions are being monitored and the kinds of opinions
people are expressing within those social networking sites are being gathered. Socialcentric 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 programmes, campaigns and actions to deliver the desired
change in the real world. Thus policy making is a fundamental function of any
government the process of it is not a high science. It is difficult to do well, though,
and for that reason there are tools and techniques that can help in doing the job more
effectively.
The world for which policies are 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 increasingly interconnected and can 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 the desired outcome.
2.1.1 Early Stage of Policy Making

Before embarking on any policy campaign or project, it is very important to give
adequate thought on how it will be managed and resourced. Some parts of the policymaking process are very time-consuming, and effective planning is essential.
Especially when legislation is required to implement a policy, it can add considerably
to the time taken from the initial idea to the final implementation. It is very easy to
underestimate the time and effort required to introduce a new policy or review an
existing one, and inappropriate planning can lead to failure.

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 but also to the
potential involvement of professional advisors. Such specialists need to be alerted
early so that their work programmes can take proper account of the department's
needs. It is also important to identify information requirements. Good policy-making
is based on evidence setting out what the need is and potentially evidence surrounding
how best to intervene in order to meet this need.
2.1.2 Required Features

Policy-making needs to display some important features if it is to be fully
effective and able to respond to various challenges it may face. The most crucial of
these features are listed below.















Forward looking: The policy-making process clearly defines outcomes that
the policy is designed 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 impact of the policy.
Outward looking: The policy-making 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 how these countries have dealt with the issue.
Innovative, Flexible and Creative: The process is flexible and innovative,
questioning established ideas and ways of dealing with things, encouraging
new and creative thoughts as well as advancing established ways to work
better. Wherever possible the process is open to comments, suggestions and
alternatives proposed by others. Risks are being identified and managed as
needed.
Evidence based: The decisions of policy makers are based upon the best
available evidence from a wide variety of sources and consults or relevant
experts. Existing researches are reviewed and new ones are commissioned.
Inclusive: The policy-making process takes account of the impact on all
people affected by the policy directly or indirectly. 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 other departments who offer a
helping hand so as to come up with strategies to overcome barriers.
Learn Lessons: Learns from experience and minor failures of what works and
what doesn’t.
Communication: The policy-making 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
the success criteria are defined.
Review: Established policy is constantly reviewed to adjust any minor
improvements that 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 feedback direct to policy-makers
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
implemented and lastly it is maintained as much as it is required to the point where
the cycle starts all over again.

2.1.3 Main Content

Policies are declared 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 the policy
legitimate. These documents have a fixed format that is particular to the governement
issuing the policy and they all contain standard components such as:



Purpose statement, which outlines why the government is issuing the policy and
what its desired effect or outcome should be.
Applicability and scope statement, describing who the policy affects and which
actions are impacted by the policy. The applicability and scope may expressly
exclude certain people, organizations, or actions from the policy requirements and
focus the policy on only the desired targets to avoid unintended consequences.






Effective date, which indicates when the policy comes into force. Retroactive
policies are rare, but can be found.
Responsibilities section, indicating which parties and governements are
responsible for carrying out individual policy statements. Many policies may
require the establishment of some ongoing action. Responsibilities often include
identification of any relevant governance structures.
Policy statements, indicating the specific regulations, requirements, or
modifications that the policy is creating. Policy statements are extremely diverse
depending on the governement and intention, and may take almost any form.

Some policies may contain some additional sections, including:




Background, indicating any reasons, history or intention that led to the creation
of the policy, which may be listed as motivational factors. This information is
often quite valuable when policies must be evaluated or used in questionable
situations.
Definitions, providing clear and certain definitions for terms and concepts found
in the policy document.

2.1.4 Questions to be answered

A policy is well prepared if by the end of all stages a number of different
questions can be answered with full certainty.
In terms of understanding the problem:
 What is the vision and the most effective outputs for acheiving the desired
policy outcomes?
 What evidence is available from external sources and what is needed from
experts like economists, statisticians, web designers, etc.?
 What is the role of European Union?
 What policy priorities need to be resolved and what will be the impact on
other already existing policies?

In terms of developing solutions:







What is the target group?
What have the experiences of other countries 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:
 What are the risks to the policy and how can they be managed? What are the
probabilities of each risk?
 What are the quick wins?
 What is the strategy for presenting the policy? Who needs to be told what?
When and how?
 What training and support for main staff is needed?
 Can e-government contribute to the implementation of the policy?
In terms of testing success and making it stick:
 How can the target audience be kept commited and involved?
 What needs to happen to ensure that the policy becomes self-sustaining?
 What evaluation and 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 they can.

2.2 Social Media

Social media is a phrase being tossed around a lot nowadays, but it can sometimes
be difficult to answer the question of what social media is. The best way to define
social media is to break the term down. If media is an instrument of communication,
like a newspaper or a radio, then social media would be a social instrument of
communication. In Web 2.0 terms, 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 as recommending movies to the user based on the
ratings of other people with similar interests. Think of regular media as a one-way
street where you can read a newspaper or listen to a report on television, but you have
very limited ability to give your thoughts on the matter. Social media, on the other
hand, is a two-way street that gives you the ability to communicate aswell.
Social media is best understood as a group of new kinds of online media, which
share most or all of the following characteristics:
 Participation: Social media encourages contributions and feedback from
everyone who is interested. It blurs the line between media and audience.
 Openness: Most social media services are open to feedback and participation.
They encourage voting, commenting and sharing of information. There are
rarely any barriers to accessing and making use of content, although passwordprotected content is frowned on.
 Conversation: Whereas traditional media is all about “broadcasting” (content
transmitted or distributed to an audience) social media is better seen as a twoway conversation.





Community: Social media allows communities to form quickly and
communicate effectively. Communities share common interests, such as a love
of photography, a political issue or a favourite tv-show.
Connectedness: Most kinds of social media thrive on their connectedness,
making use of links to other sites, resources and people.

2.2.1 The power of social media

Social media sites are growing fast and furiously, becoming indispensable to
consumers. In August 2010, for the first time ever, Facebook surpassed Google as the
number one site where internet users spend the majority of their online time — 41
million hours for Facebook users versus 39.9 million hours for Google. A recent
Nielsen report showed that overall, users spend a quarter of their online time using
social media applications. And it‘s not just young people, either: another report
released in August 2010 showed that social media use of sites like Facebook and
LinkedIn by adults aged fifty to sixty-four grew by a whopping 88% between April
2009 and May 2010. Imagine what those numbers are today. Bottom line: if a
company, an organization or government seeks to get public‘s attention online, a
social media presence is absolutely necessary.
Now it’s important to realise that Facebook alone has upwards of 1 billion users.
Each of these users will have their own profile, friends, and groups of people they
interact with on a daily basis. When someone finds something they like, they talk
about it. Others read about it and share it with their friends and groups. This activity
replicates over and over again. Now, this analogy only illustrates one person. What if
thousands of people were talking about the same thing and recommending it to their
friends? That illustrates clearly the power of social networking.
Many governments are only beginning to understand the power of social
media and using the social networks in order to get their policies through this massive
audience. But here is where the issues arise. In order to be successful using this
powerful promotion tool, training and experience is needed to understand all of its

aspects so that it will be used effectively. Using social networks creates huge
exposure in ways never before realized.
Whichever way the social networks are used it will require a bit of individual
work to learn how they work and to gain the trust of friends, followers, and
connections. Using the big social networks such as Facebook, LinkedIn and Twitter
will prove to be very effective in growing the support of the public but it begins with
building a trust. In order to do this effectively, it is crucial to participate in
communicating with friends, posting in groups, tweeting on a regular basis, sending
out invites and connecting, and posting information about the policy on message
boards consistently.

2.2.2 Research and Selection

At this time, there are basically six main kinds of social media. Note, though, that
innovation and changes are rife.
Social Networks
These sites allow people to build personal web pages and then connect with friends to
share content and communicate. The biggest social networks are facebook, linkedin
and google plus.
Blogs

This is perhaps the best known form of social media. Blogs are online journals, with
entries appearing with the most recent first.
Wikis
These websites allow people to add content to or edit the information on them, acting
as a communal document or database. The best-known wiki is wikipedia, the online
encyclopaedia which has over 2 million english language articles.
Podcasts
Audio and video files that are available by subscription, through services like apples’
itunes.
Forums
These 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.
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 videos (Youtube).
Microblogging
Social networking combined with bite-sized blogging, where small amounts of content
(‘updates’) are distributed online and through the mobile phone network. Twitter is the clear
leader in this field.

Setting up a presence on several of these sites and failing to use them reflects
poorly and aggravates users who might visit a site in search of content and leave
empty-handed. The first thing to do in order to choose between which social media to
use, is to consider what types of sites the target audience is likely to be using, and
have the ability 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 video although sharing videos already uploaded may be
of great help in enhancing the original purpose. Another social media site which
allows easy and fast sharing is twitter with 500 million active users and growing. The
main utilities of these social media can be combined in blogger. Using the latter
means creating a site which offers all the necessary information to the target audience
and the means to interact with each other using the additional social media they prefer
most.
Once the social media presence is established, the team responsible for monitoring
social media sites and sharing through them must be identified aswell. In order to
maximize the effectiveness of social media the appropriate staff to engage users needs
to be put together. There should be people responsible for preparing the necessary
sites, sharing posts or even getting feedback by unsatisfied users. Assembling a team
focused on 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 don’t focus on a single document. A user often sifts through an onslaught of
information, skims topics, and browses sites to determine where to focus his or her
attention. If content is dense, long, and jargon-filled, the reader probably won’t find it
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.
Understanding what’s important to your audience will increase the effectiveness of
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 specific users 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 effective 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 limited literacy skills are an issue for the audience, then it is
important to find out if and how they use social media.
Often the way information is being shared to a target audience makes it difficult
for them to understand and give the desired attention to the posts. The most common
mistake is the use of jargon or words and phrases that are not commonly understood
by most users. Another thing that doesn’t work quite well is writing dense and long
content that overuses the passive voice as well as including too many distracters (for
example, when visuals and text don’t match or the font is too small). Using plain
language helps to correct these problems. Studies show that when writers use plain
language, readers discover information more quickly, understand it better, and find it
more compelling. Plain language is everyday language and it helps the users to

capture the essence of the post making it more likely for them to share it with their
connections and that way “spreading the word”.

2.3 PADGETS Platform

The PADGETS research project is a platform that gives policy-makers the
opportunity to share their words with end-users through multiple social media at the
same time just by clicking a button. One status update can travel both on facebook
and twitter simultaneously reaching a wider audience. This technique helps to
promote and spread a policy campaign like it has never been done before. This
platform though offers more than that. Policy-makers can log in and graphically

create their own web applications embedding 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 give a result for each one of the opinions. The result can yield positive or
negative sentiment for each comment categorizing them accordingly. In the end, an
aggregated image of the comments made by the public is provided. This aids the
policy-makers to determine what road they will follow to meet the publics’
expectations.
Using PADGETS the policy-makers can create a campaign and define various
information about it such as the name, subject, location, website hosting it, launch
date and end date, hashtag as well as social media to share to.

Once done the platform contains tools to help you monitor the campaign through a
variety of tools and statistic diagrams.

It is easily assumed that PADGETS platform tools make policy-making a lot
easier than it really is just by following a certain path that is shown in the arrow
below.

2.4 Opinion Mining

The explosion of social media has created unprecedented opportunities for citizens
to publicly voice their opinions, but has created serious drawbacks when it comes to
making sense of these opinions. At the same time, the urgency to gain a real-time
understanding of citizens concerns has grown because of the viral nature of social
media (where attention is very unevenly and fastly distributed) some issues rapidly
and unpredicably become important through word-of-mouth. Policy-makers and
citizens don’t yet have an effective way to make sense of this mass conversation and
to interact meaningfully with thousands of others. As a result of this paradox, the
public debate in social media is characterized by short-termism and autoreferentiality. 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 asset to exploit is not a better algorithm, but the
power of more data. We, therefore, find ourselves at 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 sub-discipline of computational linguistics
that focuses on extracting people’s opinion from the web. The recent expansion of the
web encourages users to contribute and express themselves via blogs, videos, social
networking sites, etc. All these platforms provide a huge amount of valuable
information that we are interested in analysing.
Given a piece of text, opinion-mining systems analyse:
o Which part is opinion expressing
o Who wrote the opinion
o What is being commented.
Opinion mining applications are the basic infrastructure of large or even small
scale collaborative policy-making. They help making sense of thousands of
interventions and 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 feedback in a structured manner. However, this kind of data collection
is expensive, as it deserves an investment in design and data collection. It is difficult,
as people are not interested in answering surveys and ultimately it is not very
valuable, as it detects known problems through pre-defined 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 reality. Argument mapping software is
then useful to ensure that policy debates are logical and evidence-based, and do not
repeat the same arguments again and again.These tools are considered helpful not
only for policy-makers, but also for citizens who could more easily understand the
key points of a discussion and participate to the policy-making process.

3. Methodology

A policy-making campaign is an organized effort which seeks to influence the
decision making process within a specific group of people. The 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 can go wrong and examining
all the factors that affect it in advance minimizes the chances of an error appearing.
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 planned. After 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 problem. At any given time, many conditions
disturb or distress people, such as unsafe workplaces, natural disasters, economy
issues, medical care, etc. Government wants to solve a set of problems and there are
so many of them that they must be prioritized, with some problems getting earlier
attention than others. A crisis, such as the financial one that our generation is facing,
almost always re-prioritizes issues. But all disturbing conditions do not automatically
become problems. However, people may expect government to help each situation
through quick relief actions.
At this point, several conflicting plans from various political interests take shape
in order to start formulating the campaign with a purpose and theme that is acceptable
by all the players. The 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 is successfully completed policy-makers are seeking to find
the right people for all the necessary adjustments in the technology sector. The
technology team is responsible for creating a fully operational and interactive main
website to host the campaign, finding or creating methods to help or even urge users
to share and promote the campaign and 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 campaign and the purpose it serves is:



A whole separate page giving facts and general information regarding the
campaign and explaining clearly and distinctively the goal to reach.
A page dedicated to the policy-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 about the
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 part in the policy-making.
A pleasing homepage that captures users’ attention preferably with some
audio-visual 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 help the public stay interested.
Comment sections under posts so that the public can offer their ideas and
opinions on the matter. These sections will allow visitors to read other
people’s opinions and debate.
A page or area on the website with an answering section where straightforward questions are asked directly to the public.
Share and “like” options for users to show their preferences.
Poll sections where the public can easily suggest ideas just by voting among
already stated ones.
Statistic information about 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.
Supporting pages for possible events of the campaign

After the completion of the website it 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. A 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. Once all the appropriate preparations have finished and the start-date of the
campaign arrives the “fun” part commences. At this point the campaign is being
promoted throughout the social media and debates start to burst.
During this stage of the methodology there is heavy usage of the PADGETS
platform from policy-makers since it makes it possible for them to share their posts in
more than one social media simoultaneously and monitor 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 appropriate hashtags and whatnot. At this point likes, more shares, comments,
tweets and retweets are being made giving ground on debate-like conversations in
which the policy-maker has to be present and active the whole time.

The end-date of a campaign marks the termination of the strategy made to support
it. A good way to end a policy-making campaign is with an event as long as this is
included within the original plan of the campaign. An event is a matter of great

seriousness and it needs a lot of planning and supportance 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 campaign. A live 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 policy-maker and his team do not stop with the end of the
policy-making campaign. On the contrary, there is much to be done during the
running dates as well as after the termination of the campaign if we want to examine
its course and outcomes the appropriate way. These results will lead the policymakers 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 the final statistics that will have
been gathered until the end of the campaign. That way we get a clear view of the
campaigns’ effects on the general public.
During the campaign, a variety of tools provided by PADGETS platform along
with statistic tools made available by other providers monitor the process of the
campaign. These tools help in the making of a series of diagrams forming an optical
view of the campaigns’ progress together with keeping track of its flow.

As soon as the end date has been reached the team of the policy-maker 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 being put together and then analysed and compared with previously gathered
data. In the end all the ideas and thoughts given by the public are processed through
opinion mining analysis tools to form a sentiment result which will most certainly aid
in the final stage of policy-making.

4. Application
The Greek pilot is focused on multiple subjects that attract wide Greek interest the
current period, but also refers to policies with pan European scope that are under
intense debate. The subjects are dynamically adapted to the user’s needs and the
MEPs fields of interest will determine the themes of the campaigns in which they and
their team of consultants will be involved.
As part of my thesis I was asked to support in 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 is called “the South in Talk” and is about the financial crisis 4 of the
Mediterranean countries are facing and how they can reach growth during this
challenging time. Last but not least, a campaign about women enterpreneurship and
how they can improve the business world with their presence and their innovative
ideas from a female perspective.

4.1 Renewable Wind Campaign
The Renewable Wind Campaign was supported by MEP Ioannis Tsoukalas and
conducted nationally, in Greece. The subject of this campaign was selected on 31st of
July 2012 when the MEP along with his consultants began organizing it. The target
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 share their thoughts and ideas it was the main social media used. Other social
media supporting the campaign heavily was twitter and blogger, with the latter
hosting the website of the campaign.
4.1.1 Campaign Subject

Energy production by renewable energy sources is an issue that attracts the whole
Europe’s interest currently and is under examination in Greece as a factor that can
improve its growth prospects. In particular, there is a project named “HELIOS” about
to be implemented that involves the installation of 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
“green” energy to other EU countries and use this income in order to decrease its
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 mainly Greece and other European
member states, it has triggered a lot of reactions from Greek citizens and NGOs
regarding its consequences on the environment.
The sensitisation of Ioannis Tsoukalas on such ecological issues motivated him to
execute the campaign about Wind Power as an alternative and renewable energy
source. The greek MEP has inducted the use of PADGETS platform in the forming of
political suggestions. He also took the conversation over to various social networks
asking the Public about what drastic measures should be taken to raise the levels of
wind power usage in Greece. Ioannis Tsoukalas is eager to find out about the dangers
hiding behind those measures as well as the positive aspects of them from the scope
of Greek citizens. PADGETS platform will greatly help at this by promoting the

campaign in a special way. The platform is an intergrated work environment that
made it possible for people to publish posts simultaneously on multiple social media
collecting information about the reaction of the public and using the results to extract
a general opinion on the matter.
4.1.2 Campaign Website

The website of the Renewable Wind Campaign was built using the tools provided
by blogger. A template was created covering all the needs of the campaign which
demanded editing on the html part of the blog since it had to be similar to a regular
website. Widgets to serve the purpose of the campaign were created aswell and helped
in making the website more interactive.
The homepage of the blog can be seen below.

As shown in the screenshot, there is an area in the homepage consisting of a slider
which changes between photos and at the same time it gives the user additional
information about the theme of each picture presented. The user can easily navigate
through the images by clicking the right arrow for the next image or the left for the
previous one. The posts of the blog are published under the slider and people have the
right to share, like, tweet or recommend them and comment on them by opening the
page of the specific post. The posts of the blog are carefully created and selected so
that they are intruiging to the public and capture their attention.

On the right sidebar there is a series of gadgets. The first that can be found on top
of the sidebar provides the visitors with all the necessary social media links of the
campaign and the MEP supporting it. Clicking on the image of a social media will
redirect you to the according site. The next gadget presents a small list of visual
content from youtube relevant to the campaign. Two other gadgets that can be found
on the blog are the one with the links of the new updates of the official MEP page and
the one that counts the visits of the blog site.
The most important one is that of twitter. First we created a hashtag for the
campaign (#eurenewablewind) and then the gadget which would show all the tweets
made with this particular hashtag grouped together in a window. That way the visitors
have a more complete view of the tweets made just by entering the homepage of the
blog, drawing a picture even for those who lack a twitter account.
Users can find useful information and links about the general theme of the
campaign and educate themselves by entering a post page or by navigating through
the menu. The menu can be found at the top of the page below the title.
In the following page Ioannis Tsoukalas, the policy-maker who supports the
campaign, introduces himself by adding a photo of him and a short text about his
involvement on the campaign as well as PADGETS role.

The next screenshot is of the page on which the policy-maker poses questions to
the citizens expecting them to access the comment section and give their speculations
and personal opinions about the subject.

4.1.3 Social Media Action

The campaign was promoted locally so the target audience was the greek users. At
this stage Ioannis Tsoukalas used mostly PADGETS platform to reach his audience
on facebook and twitter. The team surrounding him helped the effort he was making
by constantly sharing his social media action to their connections in order to vastly
promote the campaign. The social media action was separated into 4 categories
according to the social media used at the time.
BLOGGER
Ioannis Tsoukalas and his team started uploading articles on the official website
hosting the campaign following a certain time schedule. The public then began
visiting the post pages, leaving comments about their views on the subject or even
sharing the posts to their preferred social media connections. The visitors of the
website were also able to observe the twitter activity through the gadget provided in
the blog which shows all the tweets containing the official hashtag of the campaign
#eurenewablewind.
FACEBOOK
Ioannis Tsoukalas posted a series of statuses on his official facebook page for all of
his fans to see. He first posted links to the website accompanied with a short general
message about the campaign and then he shared the articles previously uploaded on
the campaigns’ website asking his connections to express their opinions on the matter.
Ioannis Tsoukalas was active throughout the whole campaign responding immediately
to the receiveing comments thus forming a type of debate. His team along with the
members of his facebook page kept liking and sharing his updates as well as
participating in the debates that were formed.
TWITTER
Ioannis Tsoukalas together with his team began tweeting and retweeting about the
campaign and the website hosting it using the hashtag #eurenewablewind. These

actions stimulated the followers of Ioannis Tsoukalas and his team to tweet and
retweet aswell. The audience also used mentions to address specific opinions and
inquiries directly to the desired person. Ioannis Tsoukalas kept updating using the
hashtag and responded to the mentions as soon as he received them.
YOUTUBE
Ioannis Tsoukalas uploaded some videos on youtube for the citizens to view. During
these videos he explained several things about the wind power and why it is crucial to
analyse the potentional of including this kind of renewable energy in future Greece.
It was easily understood that facebook played the biggest role in the social media
part of the campaign since greek users are quite familiar with the platform and use it
more often than any other social network.

4.2 The South in Talk Campaign
The South in Talk Campaign was supported by greek MEP Marilena Koppa and
partially by italian MEP Leonardo Domenici. It was conducted in Greece, Italy, Spain
and Portugal. The subject of this campaign was selected on 31st of July 2012 aswell
and some days later the MEPs along with their consultants began organizing it. The
target group of the campaign was found to be Greek, Italian, Spanish and Portugeuse
citizens of age between 15 and 75. The language used was english and since most
people internationally use Facebook and twitter to connect and share their thoughts
and ideas it was the main social medias used. Other social media supporting the
campaign heavily was blogger which also hosted it.
4.2.1 Campaign Subject

Following the same rationale with the previous campaign, the current subject is
focused on the growth prospects that can emerge under conditions of financial crisis.
As this situation exists not only in Greece but also in other European countries, this
pilot is planned as a collaborative effort where Marilena Koppa cooperates with her
foreign fellows, with the common objective for their countries to overcome the
financial troubles. The specific subject spans in various key sectors such as Tourism,
Environment, Social Cohesion, Trade etc. with the view to lead the countries’
development. Different campaigns ran for this subject by multiple policy makers in
order to leverage the ideas and comments provided by different sources. To bring the
consultation outside the European Parliament and enhance networking activities an
event happened as a supportive action to the implementation of the campaign.
The sensitisation of Marilena Koppa on financial crisis issues motivated her to
become a part of this campaign. The greek MEP has inducted the use of PADGETS
platform in the forming of political suggestions. She also took the conversation over
to various social networks. She asked the public to suggest items to be placed on the
agenda or simply share their own opinion and policy suggestions as all 4 countries are
struggling to get out of this financial crisis and present potential growth. PADGETS
platform greatly helped at this by promoting the campaign in a special way.

4.2.2 Campaign Website

The website of the South in Talk Campaign was built using the tools provided by
blogger. A template was created covering all the needs of the campaign which
demanded editing on the html part of the blog since it had to be similar to a regular
website. Widgets to serve the purpose of the campaign were created aswell and helped
in making the website more interactive.
The homepage of the blog can be seen below.

As shown in the screenshot, there is an area in the homepage consisting of a slider
which changes between photos and at the same time it gives the user additional
information about the theme of each picture presented. The user can easily navigate
through the images by clicking the right arrow for the next image or the left for the
previous one. Under the slider there is a poll created in the PADGETS platform and
embedded on the site that poses a question to the citizens and provides them with 3
possible answers for them to vote. The posts of the blog are published under the
PADGETS poll window and people can click on a title to get redirected to its own
page so that they can share their opinion on the article using the comment section of
blogger or the facebook gadget if they want to share their ideas on facebook as well.

These posts are carefully created and selected so that they can captivate the public.
The homepage consists of three columns. The main one was described above. The
other two columns are positioned to the left and the right of the main column and are
called sidebars. These sidebars consist of a series of gadgets.
On the left sidebar, the first gadget we meet is another poll created by blogger
tools for additional voting. The next one is an embedded youtube video that shows the
greek MEP, Marilena Koppa, talking about the problems and financial mishandlings
leading to the moment we all felt alone and helpless. Below this video there are
written areas where citizens can find general information on the site and how they can
get involved in the campaign, in other words what is their role.
The right sidebar is filled with gadgets aswell. The top one allows users to share
the site upon various social media counting the number of times the site was shared
on each one. Following the top gadget there is an embedded youtube video with a
comment section below it where citizens can share their views on the video. The most
important gadget though is the next one. First we created a hashtag for the campaign
(#thesouthintalk) and then the gadget which would show all the tweets made with this
particular hashtag grouped together in a window. That way the visitors have a more
complete view of the tweets made just by entering the homepage of the blog, drawing
a picture even for those who lack a twitter account. The last gadget is an archive of
the posts that have been made on the site.
Users can also find useful information about the campaign by navigating through
the menu. The menu can be found at the top of the page below the title.
Once a user clicks on the “Who We Are” tab of the menu he gets redirected to the
page where the policy-makers supporting the campaign present themselves with a
short CV showcasing their achievements along with links to their social media and a
photo of them. This page can be seen below.

The next screenshot is of the page dedicated to the event that took place in Athens
on 25th January 2013. The event was also streamed live through this page.

On the right sidebar of this page the public was able to subscribe to the event by
completing a form which is linked to a google spreadsheet.

The final menu item “About” is presenting a brief description of the campaign and
the role of the public as well as the importance of PADGETS platform in it.
4.2.3 Social Media Action

The campaign was promoted in Greece, Italy, Spain and Portugal so the target
audience was the users in these countries. At the current stage Marilena Koppa and
Leonardo Domenici used mostly PADGETS platform to reach their audience on
facebook and twitter. The team surrounding them helped the effort by constantly
sharing the social media action of the MEPs to their connections in order to vastly
promote the campaign. The social media action was separated into four categories
according to the social media used at the time.
BLOGGER
Marilena Koppa and her team started uploading articles on the official website hosting
the campaign following a certain time schedule. The public then began visiting the

post pages, leaving comments about their views on the subjects or even sharing the
pages to their preferred social media connections. The visitors of the website were
also able to observe the twitter activity through the gadget provided in the blog which
shows all the tweets containing the official hashtag of the campaign #thesouthintalk.
At the end of the campaign an event took place in Athens. People were able to
subscribe to it through the blog which provided the visitors with a live stream of the
event.
FACEBOOK
Marilena Koppa and Leonardo Domenici posted a series of statuses on their official
facebook page for all of their fans to see. They first posted links to the website
accompanied with a short general message about the campaign and then they shared
the articles previously uploaded on the campaigns’ website asking their connections
to express their opinions on the matter.
TWITTER
Marilena Koppa and Leonardo Domenici together with their teams began tweeting
and retweeting about the campaign and the website hosting it using the hashtag
#thesouthintalk. The Italian MEP also used the hashtag #relaunchingeurope. These
actions stimulated the followers of the MEPs and their teams to tweet and retweet
aswell. The audience also used mentions to address specific opinions and inquiries
directly to the desired people. Marilena Koppa and Leonardo Domenici kept updating
using the official hashtag and responded to the mentions as soon as they received
them.
YOUTUBE
Marilena Koppas’ team created a new youtube channel to support the campaign and
uploaded some videos on it for the citizens to view. The channel contained video
extracts from the live streaming of the campaign event.
It was found that in this particular campaign twitter played the biggest role in the
social media action part of the campaign.

4.3 Women Entrepreneurship Campaign
The Women Entreprise Campaign was supported by MEP Rodi Kratsa and
conducted nationally, in Greece. The subject of this campaign was selected on 31st of
July 2012 when the MEP along with his consultants began organizing it. The target
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 share their thoughts and ideas it was the main social media used. Other social
media supporting the campaign heavily was twitter and blogger, with the latter
hosting it.
4.3.1 Campaign Subject

Women’s entrepreneurship has been recognised during the last decade as an
important untapped source of economic growth. Women entrepreneurs create new

jobs for themselves and others and by being different also provide society with
different solutions to management, organisation and business problems as well as to
the exploitation of entrepreneurial opportunities. However, they still represent a
minority of all entrepreneurs. Thus there exists a market failure discriminating against
women’s possibility to become entrepreneurs and their possibility to become
successful at it. This market failure needs to be addressed by policy makers so that the
economic potential of this group can be fully utilised. While without a doubt the
economic impact of women is substantial, we still lack a reliable picture describing in
detail that specific impact. As a consequence, equal opportunities between men and
women from the perspective of entrepreneurship are still not a reality.
Rodi Kratsa was motivated by this subject and decided to execute the campaign
about Women Entrepreneurship status in Greece. The greek MEP has inducted the use
of PADGETS platform in the forming of political suggestions. He also took the
conversation over to various social networks asking the Public about what drastic
measures should be taken to promote and support women entrepreneurship in Greece
and Europe in general. Rodi Kratsa is eager to find out about the dangers hiding
behind those measures as well as the positive aspects of it from the scope of Greek
citizens. PADGETS platform will greatly help at this by promoting the campaign in a
special way.
4.3.2 Campaign Website

The website of the Women Entrepreneurship Campaign was built using the tools
provided by blogger. A template was created covering all the needs of the campaign
which demanded editing on the html part of the blog since it had to be similar to a
regular website. Widgets to serve the purpose of the campaign were created aswell
and helped in making the website more interactive.
The homepage of the blog is shown below.

As shown in the screenshot, there is the title on top of the website and links for the
social media of the campaign to the right. Under the title the user can find the menu
followed by the posts of the campaign presented in a dynamic view.

On this site the sidebars were replaced by areas at the bottom of it filled with
gadgets. The most important one is that of twitter. First we created a hashtag for the
campaign (#womenterp) and then the gadget which would show all the tweets made
with this particular hashtag grouped together in a window. That way the visitors have
a more complete view of the tweets made just by entering the homepage of the blog,
drawing a picture even for those who lack a twitter account. The next gadget presents
a small list of visual content from youtube relevant to the campaign and the final one
is a meter that counts the views of the blog.
Users can find useful information about the campaign and educate themselves by
entering a post page or by navigating through the menu.
In the following page Rodi Kratsa, the policy-maker who supports the campaign,
introduces herself by adding a photo of her and a short text about her involvement on
the campaign as well as PADGETS role.

The next screenshot is of the page on which the policy-maker poses questions to the
citizens expecting them to access the comment section and give their speculations or
personal opinions about the subject.

Since this particular campaign hasn’t reached the launch date yet the website
described above may undergo through changes until the beginning of the campaign.
4.3.3 Social Media Action

The campaign is yet to be promoted. The target audience is the greek users. At
that stage Rodi Kratsa is going to be using mostly PADGETS platform to reach her
audience on facebook and twitter. The team surrounding her will help the effort she
will be making by constantly sharing her social media action to their connections in
order to vastly promote the campaign. The social media action is separated into four
categories according to the social media that will be used and it will follow the same
exact pattern as the renewablewind campaign did.

5. Results

At the end of each campaign in order to obtain a clear view of its impact we need
to gather a series of interaction data and process them using predetermined methods to
get the desired results. In this chapter different kinds of statistics and results will be
presented as well as a sentiment analysis on the publics’ comments throughout the
campaigns.

5.1 Blogger
Blogger played the most important part in the successful programming and launch
of the campaigns. The websites were created using the tools of blogger which hosted
the campaigns. They were also the main source of information and all the interactions
emerged from the posts published on the sites. That being said it is worth observing
some important results coming from the blogger action part of the campaigns.
5.1.1 eurenewablewind.blogspot.com

The website of this particular campaign provided users with 11 different posts
about wind power as a renewable energy and one page posing questions to be
answered in its comment section by the target audience. The public commented on
four of these posts and on the page. In total the website received 18 comments and
only two of them came from identified users while the remaining 16 were anonymous.
The next graphs show the number of views per post and the number of views per
page.

Overall the website was viewed 1.732 times. The following graph shows the raise
of the visits during the running of the campaign (early December) and the drop after
the campaign ended.

It is only logical that most of the views came from Greece since the target
audience of the campaign was greek people.

In Greece the majority of citizens use google chrome as a web browser in a
Windows operating system. These facts can be viewed extensively in the following
provided statistical tables.

Close to 25 percent of the sites’ visitors were referenced to the main website of
the campaign. These references came mostly from google and then facebook, twitter
and even the official website of the MEP Ioannis Tsoukalas who was the head of the
campaign.

The following table shows the search terms that were used to lead users on the
website of the campaign.

5.1.2 thesouthintalk.blogspot.com

The website of this campaign provided users with 21 different posts about ways to
overcome the financial crisis in 4 Mediterranean countries and a page where
information were given concerning the event planned for the ending of the campaign.
The public commented on two of these posts and on the page. In total the website
received 3 comments and one of them came from an identified user while the
remaining 2 were anonymous.
The next graphs show the number of views per post and the number of views per
page.

Overall the website was viewed 7.254 times. The following graph shows the raise
of the visits during the run of the campaign (early December) and the drop after the
campaign ended.

In the next graph we can observe in a more analytical way the views acquired
throughout January when the campaign was active.

Greece promoted thesouthintalk campaign more than any other country involved
resulting in the majority of views coming from greek users. The next array shows just
that.

In Greece the majority of citizens use google chrome as a web browser in a
Windows operating system. Other web browsers widely used by users were Firefox
and Internet Explorer. These facts can be viewed extensively in the provided
statistical tables.

Most of the referenced visitors of the main website opened the website through
facebook links. This can be clearly seen below.

The following table shows the search terms that were used the most to lead users
on the website of the campaign.

5.2 Facebook
The majority of the social media action in the Greece-centered campaigns was
noted on facebook platform since it is widespread in the country. Researches show
that one third of the greek population uses facebook actively to interact with their
connections. This percentage corresponds to more than 3 million people in Greece.
Let’s take a closer and extensive statistic look at the comments, shares and likes our
MEPs received during the campaigns.
5.2.1 Renewable Wind

Ioannis Tsoukalas, in spite of his facebook profile, he has created a facebook page
to serve the purpose of various campaign and other political promotions. The
following table refers to the target and the actual level of user engagement through
facebook the MEP collected up until the end of the campaign, in terms of likes on his
page.
MEP
BEFORE

TARGET

ACTUAL

569

630

639

Ioannis Tsoukalas

On the following graph we can observe the amount of all types of interaction
made on facebook network.
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The action of “like” is the easiest one to use and less time-consuming and that is
why the public use it more often instead of the rest types of engagement. It is a fast
way to show your approval about something presented on this platform. With close to
100 comments though it is easily assumed that a debate was formed within the
comment sections of the facebook statuses which serves the social media engagement
purpose.
5.2.2 The South in Talk

Marilena Koppa, in spite of her facebook profile, she has created a facebook page
to serve the purpose of various campaign and other political promotions. The
following table refers to the target and the actual level of user engagement through
facebook the MEP collected up until the end of the campaign, in terms of likes on her
fan page.
MEP
BEFORE

TARGET

ACTUAL

33

80

99

Maria-Eleni Koppa

On the following graph we can observe the amount of all types of interaction
made on facebook network.
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5.3 Twitter
Twitter was the social network that along with facebook dominated the social
media action part of the campaign. Internet users find it easy and fun to post little text
passages (tweets) and then share the tweets of others to their followers (retweets) or
even favorite their liked ones. Below we can find some interesting result data tha
emerged from this particular social network during the mentioned campaigns.
5.3.1 #eurenewablewind

The official twitter page of Ioannis Tsoukalas maintained a respectful number of
followers before the campaign started which states that his influence on the twitter
world was quite strong. But it grew a lot stronger after the end of it doubling the
number of followers in just one month. The following table refers to the target and the
actual level of user engagement through twitter the MEP collected up until the end of
the campaign, in terms of followers.
MEP
BEFORE

TARGET

ACTUAL

Ioannis Tsoukalas
231

350

562

The following graph shows the number of tweets composed by the MEP himself,
the original tweets as well as the retweets made by the public in general and the
summary of all the twitter action (tweets and retweets).
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Reaching more than 120 tweets it is safe to say that the campaign was also present
on twitter besides facebook.
5.3.2 #thesouthintalk

The official twitter account of Marilena Koppa was created shortly before the
campaign started not having the same advantage as Ioannis Tsoukalas had. After the
commence of the campaign strategy, though, she started gaining followers by the
dozen being able to surpass the original target with great ease. The following table
refers to the target and the actual level of user engagement through twitter the MEP
collected up until the end of the campaign, in terms of followers.
MEP
BEFORE

TARGET

ACTUAL

Maria-Eleni Koppa
100

200

638

The following graph shows the number of tweets composed by the MEP herself,
the original tweets as well as the retweets made by the public in general and the
summary of all the twitter action (tweets and retweets).
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Reaching more than 120 tweets it is safe to say that the campaign was present on
twitter more than it was on facebook.

5.4 More results
Besides facebook and twitter, youtube is a great platform through which the MEPs
can create audiovisual material and declare their status, their goals and their opinions.
The public visiting their channels are able to watch the uploaded videos, comment on
their content and share them with their friends through any social media they prefer.
The following table refers to the target and the actual level of user engagement
through youtube the MEPs collected up until the end of the campaigns, in terms of
video-views.

MEP
BEFORE

TARGET

ACTUAL

Ioannis Tsoukalas
543

700

837

-

50

109

Maria-Eleni Koppa

In order to form a clearer view of the interactions made through the chosen social
media we kept a database which was updated daily with data acquired from facebook,
blogger and twitter (comments, likes, shares, tweets, retweets, etc). The following
database is the one held for the renewable wind campaign and it has the same
arrangement with the south in talk database.

5.5 Opinion Mining
The end of the campaign marks the gathering of all the social media interactions
made during its run. Once all the neessary data are collected the evaluation of the
campaign can commence. PADGETS platform, using the data collected, performs a
sentiment analysis on the interactions made which helps the MEP in the decision
making concerning the policy he or she has taken over.
The final screenshot of this chapter shows typical sentiment analysis results as
formed by the PADGETS platform through the interactions gathered by each social
media seperately.

This analysis helps the MEPs understand whether their ideas and efforts are being
approved by the public and thus helps them proceed without hesitation to the final
step of the policy-making process.

6. Conclusions

The use of social media, such as facebook or twitter, is a convenient way for
people to share their ideas on a subject faster and anonymously if they decide to do so
and since the communication is not direct negative comments are more common than
positive ones, a fact that helps on the commence of various debates between the users
hence aiding the policy to evolve.
In order to attract people that are not willing to participate on the policy-making
by themselves we had to come up with intriguing texts and audiovisual content that
would capture the users and lead to the desired outcome. That way a more accurate
result could be extracted through the opinion mining process.
All these were easily monitored using the PADGETS platform. Organizing a
successful effort was not a hard thing thanks to the tools of the platform. Even the
results of each running campaign are all organized in a way that each attribute can be
analysed and examined separately with great comfort.
To conclude, it is generally agreed that the involvement of the public in the
policy-making is vital as the need for public-centered government is growing
stronger. An easy and inexpensive way of policy-makers to interact with their
supporters, and not only, is through social media available for free to anyone who has
access to an internet connection.
There are improvements to be made in the future but the methodology described
in this thesis is complete enough for the time being.

7. Future Work

The future for this area is bright and full of new ideas, tools and means to use
concerning the improvement of the already established methodology. These will
provide even better organized campaigns with according results.
More types of social media could be involved in the process of spreading the
campaign so that the effort will gain a larger target audience. Another way to increase
the target audience is to go international. Finding policy-makers from all over the
world to support a specific campaign along with their followers and connections gets
it on another level in every way. It is undoubtably a bigger and better effort.
People who are not connected in any way with policy-makers should be able to
get informed about the running campaigns and the ways they can share their opinions.
That could be accomplished if more attention was given in promoting the campaign
on a larger scale and beyond the boundaries of the known and tested material the
teams of policy-makers monitor.
It is clearly seen that the world of internet is vastly changing and in order to keep
up with these changes improvements shall be made constantly to cover the new
appearing needs.
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