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Introductions

• Name, current role
• What experience do you have already?
• What do you want to know today?

About meAbout me

About 
you

About 
you

• Jon Worth
• Trainer, EU-blogger, web designer 

and developer
• Some story about some buses…

Course 
outline
Course 
outline

1. Web 2.0 – why is all of this important?
2. Engagement Pyramid
3. Case Studies
4. Next Steps





PART 1: WEB 2.0
Why is all of this important?



Web 2.0 is a big deal

“To find something 
comparable you have to go 
back 500 years to the printing 
press, the birth of mass 
media. Technology is shifting 
power away from the editors, 
the publishers, the 
establishment, the media 
elite. Now it’s the people who 
are taking control.”

Rupert Murdoch





Trends: 1/5
The death of control

The age of 
influence

Big organisations had a 
monopoly on mass 
communication and got used to 
controlling the message

Anyone literate with an internet 
connection can self-publish for 
free.
It is impossible to control: we can 

only influence.

The age of 
control



Trends: 2/5
Disintermediation

Many to 
many

Old-style corporate comms was a 
simple, one-way, broadcast model.
Managing reputation = managing the 

media.

People no longer rely on media: they 
get information direct from the source, 
and from each other.
New-style corporate comms must 

reach beyond media to a complex 
interactive model.

Manage the gatekeepers Join the conversation

One to many



Old style communication

Organisation

Media

Audience

Audience

Audience

Audience



2010



Trends: 3/5 
Fragmentation

A huge cloud 
of interaction

People got most information from a 
handful of news media.
Organisations could efficiently 

manage (or at least monitor).

Conversations are distributed 
wherever people form opinions: blogs, 
forums, YouTube, etc. 
Most communication happens not in 

“owned” space, but in public space.

A few 
centralised 
channels



Trends: 4/5 
The new landscape

Pull 
communications

The Web was a channel for pushing 
out information. 
Sites were static e-brochures. 
The Web was utilitarian. People felt 

neutral about it.

Now, people spend most time on 
interactive social media.
The social web is informal, immersive 

and emotive.

Web as distribution channel Web as community

Push 
communications



Trends: 5/5 
The new journalism

Messy and 
opinionated

The world of press releases, news 
conferences and interviews was well 
ordered.
Journalists knew the rules of the 

game and were predictable.
Balance, professionalism, 

accountability.

Huge and distributed.
Everyone is a journalist.
Each sets his/her own rules.
No obligation to be balanced.
No recourse for inaccuracy.
Opinion dominates content.
Strong and passionate views

Ordered 
and 

predictable



PART 2: TOOLS FOR THE
NEW REALITY



Engagement
Pyramid

Advocates

Supporters

Reactors

Visitors



The dominance of Facebook

564 million users worldwide, ageing fast
28.7 million users in the UK, 20.3 million in 
France, 17.6 million in Italy, 13.3 million in 
Germany, 12.0 million in Spain
Even if it’s blocked in the DG people will be 
networking that way anyway
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The rise of the Facebook ‘Page’

Flexible and multi-faceted;
resembles individual profile
Use to develop an company’s or
an organisation’s presence
Draw in content from
other sources
More than one person can
work on content
Better privacy control







There are limits

Would someone want to publicly show 
how much they like someone in your 
organisation?



What about Twitter?

You ‘follow’ people and they 
‘follow’ you; note vocabulary
Super quick interactions, 
share information, links
Helpful approach of users, 
professional usage
Integration with mobile 
devices, desktop
clients

Facebook is for 
the people you 
know, Twitter is 
for the people 
you would like to 
know

“



twitter.com/Number10gov

http://twitter.com/Number10gov


twitter.com/wwwfoecouk

http://twitter.com/wwwfoecouk


twitter.com/NeelieKroesEU

http://twitter.com/NeelieKroesEU


Blogging: reaching maturity

Links, links, links
A place for obsessives,
feels tough these days
Don’t be too fearful of
comments





Keep an eye on your reputation

Google alerts, 
backtweets.com
Incoming links in stats
Get a RSS reader 
(Google Reader, 
Netvibes), filter using 
Yahoo Pipes

http://www.backtweets.com/
http://www.google.com/reader/
http://www.netvibes.com/
http://pipes.yahoo.com/


How the US Air Force
Responds to Blogs



RSS

Really Simple Syndication
A form of web feed used to publish 
frequently updated content like blogs
and news
Receive updates from all sites in one 
place.

Why RSS matters
Subscribe to feeds to monitor blogs
and social media efficiently
Publish feeds on news or blogs to 
make content easy to follow

Work out how to use it
Get a free account with Google Reader 
or Netvibes



9.5 million views on Youtube



PART 3:
CASE STUDIES

Right and wrong



Story 1

Alisher Usmanov, Arsenal,
Craig Murray, Bloggers
and Boris Johnson

Legal sanction doesn't work





Story 2

European Conservatives &
Reformists Group in the
European Parliament

Own your name





Story 3

Citzalia

Social Media is not just a neat
promotion tool





Story 4

Eurostar

Social Media is not just a neat promotion tool –
learn the lessons and improve





Story 5

Greenpeace, Nestlé and
Palm Oil

Don’t let the comms become the story





Story 6

Coca Cola and Mentos

What are your values?





PART 4:
NEXT STEPS



SMART objectives for the web

1. Specific – Objectives should specify what they 
want to achieve.

2. Measurable – You should be able to measure 
whether you are meeting the objectives or not.

3. Achievable - Are the objectives you set, 
achievable and attainable?

4. Realistic – Can you realistically achieve the 
objectives with the resources you have?

5. Time – When do you want to achieve the set 
objectives?



Something to think about

The most scary thing about the Internet for 
your government is not pedophiles, 
terrorists or viruses, whatever you may 
have read in the papers. It is the danger of 
your administration being silently 
obsoleted by the lightening pace at which 
the Internet changes expectations.

Tom Steinberg
Founder of MySociety.org

MySociety blog 07.01.2009

http://www.mysociety.org/2009/01/07/top-5-internet-priorities-for-the-next-government-any-next-government/


Cory Booker, Mayor of Newark NJ



Anonymous / OrganisationalPersonal / Individual

Age of users



Summary



Links and Credits

Interesting articles
http://www.webdesignerdepot.com/2009/10/the-history-and-evolution-of-social-media
http://advocacy.globalvoicesonline.org/projects/guide-blog-for-a-cause/
http://www.webdesignerdepot.com/2009/03/8-tips-to-design-a-charity-website/

Statistics for Facebook http://www.checkfacebook.com/
Air Force and Blogs http://www.web-strategist.com/blog/2008/12/31/diagram-how-the-air-force-response-to-blogs/

Photo Credits - all Creative Commons Licensed
Atheist Bus Image: http://www.flickr.com/photos/83015819@N00/3304921278/
Cory Booker Image http://www.flickr.com/photos/tris/2754124258/sizes/l/
Networks image: http://www.flickr.com/photos/kenyee/2013289/
People Yellow Light: http://www.flickr.com/photos/twose/887903401/
Drunken Guy: http://www.flickr.com/photos/bistrosavage/2131827/
Girl out of water: http://www.flickr.com/photos/nareas/415605445/
Eye: http://www.flickr.com/photos/thestarshine/1605185078/
Man with finger up, B&W image: http://www.flickr.com/photos/jeremybrooks/2906010943/
Labour Party Conference: http://www.flickr.com/photos/chodhound/2876603571/sizes/l/
Leaflet delivery: http://www.flickr.com/photos/tomswift/2702875765/sizes/o/
Street protest: http://www.flickr.com/photos/theordinary/3519904172/sizes/l/
Fair votes now: http://www.flickr.com/photos/83015819@N00/4595881076/
People at coffee table: http://www.flickr.com/photos/studiobeeldruis/2948952033/

http://www.webdesignerdepot.com/2009/10/the-history-and-evolution-of-social-media
http://advocacy.globalvoicesonline.org/projects/guide-blog-for-a-cause/
http://www.webdesignerdepot.com/2009/03/8-tips-to-design-a-charity-website/
http://www.checkfacebook.com/
http://www.web-strategist.com/blog/2008/12/31/diagram-how-the-air-force-response-to-blogs/
http://www.flickr.com/photos/83015819@N00/3304921278/
http://www.flickr.com/photos/tris/2754124258/sizes/l/
http://www.flickr.com/photos/kenyee/2013289/
http://www.flickr.com/photos/twose/887903401/
http://www.flickr.com/photos/bistrosavage/2131827/
http://www.flickr.com/photos/nareas/415605445/
http://www.flickr.com/photos/thestarshine/1605185078/
http://www.flickr.com/photos/jeremybrooks/2906010943/
http://www.flickr.com/photos/chodhound/2876603571/sizes/l/
http://www.flickr.com/photos/tomswift/2702875765/sizes/o/
http://www.flickr.com/photos/theordinary/3519904172/sizes/l/
http://www.flickr.com/photos/83015819@N00/4595881076/
http://www.flickr.com/photos/studiobeeldruis/2948952033/


Contact details

www.facebook.com/jon.worth

@jonworth

www.jonworth.eu

Jon Worth

jon@jonworth.eu
Jon Worth

www.dopplr.com/traveller/jonworth
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