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Digital Engagement 

•  Information and communications technologies 
to support, enhance or extend public 
participation and civic engagement processes 

Source: Tim Bonnemann 

Social Media 

• Websites and applications  
• Enable users to create and share content or to 

participate in social networking 

•  These tools make it easier for people to:  
▫  Share their views with large groups of people 
▫  Give input into decision-making 
▫  Find like-minded people to work with on change 
▫  Raise attention and money 
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Foundational Concepts 

Good	quality	engagement		
follows	the	same	principles,		

online	or	offline.	
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Digital	engagement	enhances	
the	techniques	you	already	use	
to	engage	your	communi5es,	
it’s	not	a	replacement.	

Digital Divide 
•  Gap between people with effective access to digital and 

information technology, and those with poor access 
•  Major variables: income and education 

•  Access through mobile devices is changing the landscape 
•  Second-level digital divide: production gap, civic 

involvement gap 
•  Address the gap (see My Society (2015). Novel online approaches 

to citizen engagement) 
▫  Offer digital education in the community with emphasis on 

underrepresented groups  
▫  Ensure diversity and inclusion in the design, development 

and testing of civic technologies and resources  
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5 Steps For Effective Digital 
Public Participation 
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1. Determine Your Objectives 
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Objective-Driven Engagement 
•  Becomes the foundation of entire engagement strategy: 
▫  Why you engage 
▫  Who you engage 
▫  What you do 
▫  How you do it 
▫  What you measure 

•  Connected to organization / project’s overall objectives 
•  Each social media channel has own version of objectives 
•  May change over time 

2. Identify Specific Participants 
and build relationship with those communities 

Image Source: Kevin Jaako, Flickr (CC) 
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3. Decide 
upfront how 
much time, 
resources 
and effort 
you can 
invest  

4. Select the 
appropriate 
channel for your 
engagement 
opportunity and 
audience 

Image Source: Velacreations, Flickr (CC) 
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5. Track progress 
and adjust your 

strategy as you go 

Image Source: Ben Watkin, Flickr (CC) 

Categories  
of Digital Engagement 

Organizing the many available tools  
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Listen & Inform 

Image Source: George Kelly, Flickr (CC) Image Source: Marcin Wichary, Flickr (CC) 

Listen & Inform 
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Buffalo Niagra One Region Forward’s Regional Plan for Sustainable Development. 

Also:	
•  Ensure	text	content	is	relevant	and	readable	
•  Do	you	want	to	receive	our	messages	TEXT	YES	>	Opt-in	confirm	TEXT	YES		
CraI	your	opt-in	and	language	so	you	don’t	come	across	like	spam	

Source:	Par5cipatory	Budge5ng	Project	
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Better Surveys 

Image Source: Nicobobinus, Flickr (CC) 
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 For another perspective, see  
macleans.ca/politics/ottawa/in-defence-of-the-liberals-electoral-reform-survey 
macleans.ca/news/canada/the-making-of-mydemocracy-ca-the-liberals-electoral-reform-survey 
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Collaborative Engagement 

Image Source: Brenderous, Flickr (CC) 
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Image Source: Wetlands Education Program, Flickr (CC) 

Ci5zen	Repor5ng	
and	Ci5zen	Science	
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Image Source: hec.edu 

Ongoing	Ci5zens’	Panels	&	
Local	Community	Online	Groups	
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Thinking Strategically 
About what tool to choose 

www.kettering.org 

By	Goal	
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cloud-collaboration.kahootz.com/choosing-the-right-digital-stakeholder-engagement-channels 

By	Par5cipant	Type	

Source: Communities Collaborating Institute Online 

By	Level	of	Public	Impact	



12/13/16 

Susanna Haas Lyons | IAP2 Webinar Dec 
2016 23 

By	scenario,	

Which	then	guides	tools	&	tac5cs	

Source: Matt Leininger, Using Online Tools to Engage – and be Engaged by- the Public 

Why Interaction is Essential for 
Social Media Engagement 
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Facebook’s Newsfeed 

•  Facebook prioritizes stories you’ll like, comment 
on, share, click, and spend time reading 
▫  Posts from friends and family 
▫  What is interesting and informative 
▫  What entertains 

…. not posts from pages 

techcrunch.com/2016/09/06/ultimate-guide-to-the-news-feed/ 
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techcrunch.com/2016/09/06/ultimate-guide-to-the-news-feed/ 

Top 2 Ways to Increase Your Content’s Impact  

Monitor your metrics for what 
types of posts your audience is 

engaging the most with, and 
keep doing those  

When you have a 
post that does well, 

post it again in a few 
days 

Spend a bit of 
money to promote 

these high 
performing posts to 

target audiences 

Invest in good visuals 

Text and/or image 
emphasize call to 

action 

Should be 
understandable 

even if viewed out 
of context 
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Your Next Step for Better Social Media Content: 
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Measuring What Matters 

Vanity Metrics 
•  Data that are easily manipulated 
•  Biased toward the short-term 
•  Often paint a rosy picture of program success 

•  Common vanity metrics:  
▫  List size  
▫  Open rates  
▫  Website traffic  
▫  Downloads 

MobLab (2015) Beyond Vanity Metrics 



12/13/16 

Susanna Haas Lyons | IAP2 Webinar Dec 
2016 28 

Get the sequencing right 

Your department / project’s engagement purpose 

What it will take to achieve that purpose 

Metrics for measuring progress 

Identify and track indicators that might 
predict future actions 

Regularly assess your metrics, and don’t be 
afraid to change them 

MobLab (2015) Beyond Vanity Metrics 

Source: Marketingland.com 
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Example Digital Engagement Metrics 

Representativeness of 
participants # People who gave input 

# Actions by type / depth 
of interaction: watch, 

vote, comment, add new 
idea, etc. 

Conversion: what 
proportion of people 
engaged as hoped? 

How many participated in 
more than one type of 

engagement?  

# Views/downloads of 
content to inform about 

the issue 

# shares of content 
within, across sites 

Extent input corresponds 
to/differs from in-person 

engagement input 

Perceptions: participation 
made a difference, 

transparency, decision-
makers seen to be taking 

input seriously, etc. 

Be sure to consider measuring both the engagement process and its outcomes 

Example: Inform 

• Objective: inform public about the new options 
being considered for highway interchange 

• Metrics might include:  
▫  # of clicks on an Facebook ad targeted to area 

residents and commuters, then number of people 
who responded to the poll the ad was promoting 
▫  # shares of posts on the topic 
▫  # views of video promoting engagement 
▫  Rate of email opens and link clicks 
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Example: Prioritize 

• Objective: Ask bus riders to rank options for 
transit improvement projects  

• Metrics might include:  
▫  Conversions from social media sites to online 

ranking tool  
▫  # of project mentions in posts by non-staff 
▫  # shares of posts on the topic 
▫  Sentiment of project mentions on social media 

• Not meeting your targets is a learning 
experience 

• Always consider ‘What are your take away 
lessons?’ 

•  Joyful funerals: celebrate that your project can 
stop doing what doesn’t work (look up video of Beth 
Kanter interviewing Ashley Boyd from Moms Rising) 
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Designing Engagement for 
Different Audiences 

Design  
Engagement  
Differently for 
Different Groups 

Wide Audience - Shallow Engagement 

Some Participants -  
Medium Time & 

Energy 
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susannahaaslyons.com 

Observers 
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Participant 
Engagement 
Pyramid 

Leading 

Owning 

Contributing 

Endorsing 

Following 

Observing 

Source: Groundwire 

6. Leading 

5. Owning 

4. Contributing 

3. Endorsing 

2. Following 

1. Observing 

Climbing the 
Engagement Pyramid 

6. Role with essential aspects of P2 
project. Advisory group, online 
influencer, community moderator, 
outreach leadership 

5. Ongoing, committed involvement. 
Leading contributor,  attends 
workshops, cross-channel 

4. Contributes considered opinions. 
Attend event, add new content, 
comment 

3.  Shallow engagement. Survey 
response, share post, rank other’s 
contributions  

2. Subscribes, follows  
1. Aware and learning about project 
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Trends to Watch / Experiment With 

•  Live streaming, i.e. Periscope, Facebook live 

• Geolocation of participants, i.e. placespeak.com 
• Online engagement Hubs, i.e. engage.gov.bc.ca, 

engage.calgary.ca 
• Use of video 

• Role of paid posts in social media 
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Digital Engagement Tool Directories 
•  Public Voice: online engagement tools database 
   publicvoice.co.nz/online-engagement-tools  

•  ParticipateDB: The Digital Engagement Tool Directory  
   participatedb.com 

•  Open Plans: tools to use for public engagement projects 
   blog.openplans.org/2014/12/21299   

•  Knight Foundation: Trends in Civic Tech 
   knightfoundation.org/features/civictech  
Plus, check out 

webtoolkit.govt.nz/guidance/online-engagement/  

Image Source: Moiggi Interactive, Flickr (CC) 

Thank	You!	
susannahaaslyons.com	


