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Situation	  Analysis	  



Situation	  Analysis	  

*  Established	  in	  June	  2009	  
*  Post	  info	  from	  ALAC-‐Announce	  
*  Posts	  are	  merely	  links	  to	  wiki	  
*  “At-‐Large	  Social	  Media	  Posts”	  blog	  

with	  content	  organized	  by	  the	  time	  of	  
posting	  (see	  slide	  no.5)	  

*  Copy	  of	  ALAC-‐Announce	  emails	  

*  876	  fans	  (likes)	  
*  Male	  	  
*  Aged	  25-‐44	  	  
*  English-‐speaking	  	  
*  Located	  in	  the	  US,	  Latin	  America	  and	  

the	  Caribbean	  &	  India	  
*  Got	  to	  know	  the	  page	  via	  Page	  

Suggestions	  function	  
*  Low	  engagement	  





Situation	  Analysis	  

*  Established	  in	  July	  2010	  
*  Posts	  include:	  	  
*  ALAC-‐Announce	  emails	  in	  Pipermail	  

(see	  slide	  no.7)	  	  
*  Links	  on	  ICANN	  News-‐Alert	  emails	  

*  1,356	  friends	  
*  Male	  	  
*  At-‐Large	  community	  members	  &	  

leaders	  	  	  
*  A	  few	  highly	  connected	  individuals	  

serving	  as	  network	  hubs	  or	  linkages	  	  

	  





Situation	  Analysis	  

*  Established	  in	  June	  2011	  
*  Post	  info	  from	  ALAC-‐Announce	  
*  Tweets	  include:	  
*  links	  to	  the	  “At-‐Large	  Social	  Media	  Posts”	  blog	  	  
*  Subject	  lines	  of	  ALAC-‐Announce	  emails	  

*  1,096	  followers	  
*  Male,	  English	  speaking	  	  
*  Located	  in	  the	  US	  and	  West	  Europe	  	  	  	  
*  Activity	  peak	  hours:	  13:00-‐18:00	  UTC	  
*  Interests:	  domain,	  Internet	  governance,	  Internet	  

society	  &	  ICANN	  	  	  
*  More	  than	  70%	  has	  100+	  followers	  (30%	  500+)	  
*  More	  than	  40%	  tweet	  once	  per	  week	  at	  least	  

*  Following	  971	  handles	  	  
	  



Situation	  Analysis	  



Situation	  Analysis	  



SWOT	  Analysis	  
	  

Strengths	  
	  

•  Facebook	  &	  Twitter	  as	  popular	  online	  
communications	  channels	  

•  A	  constant	  inflow	  of	  shareable	  content	  
•  Solid	  fan/follower	  base	  with	  potential	  to	  

spread	  the	  word	  for	  At-‐Large	  

	  

Weaknesses	  	  
	  

•  Lack	  of	  social	  media	  voice	  
•  Redundant,	  unhelpful	  &	  non-‐intriguing	  links	  
•  Lack	  of	  a	  dynamic	  &	  visually	  pleasing	  

information	  hub	  	  
•  Confusing	  &	  risky	  FB	  personal	  account	  	  	  	  
•  Limited	  outreach	  among	  non-‐English	  

speaking	  users	  &	  certain	  regions	  

	  

Opportunities	  
	  
•  Ever	  growing	  At-‐Large	  community	  	  
•  News	  on	  NTIA	  and	  Internet	  Governance	  &	  

well-‐publicized	  events	  
•  Social	  media	  gurus	  &	  experts	  among	  

community	  members	  	  

	  

Threats	  	  
	  

•  Lack	  of	  staff	  &	  community	  members	  to	  
manage	  the	  time-‐consuming	  accounts	  

•  Limited	  organizational	  knowledge	  about	  
social	  media	  

•  Risky	  association	  with	  inaccurate	  
information	  &	  unfriendly	  opinions	  	  



Weaknesses	  &	  Threats	  	   Mitigations	  
Lack	  of	  a	  dynamic	  &	  visually	  pleasing	  
information	  hub	  

•  Test	  new	  Confluence	  system	  (short-‐term)	  
•  Test	  ATLAS	  II	  Website	  (short-‐term)	  
•  Push	  for	  new	  At-‐Large	  Website	  (long-‐term)	  	  	  

Confusing	  &	  risky	  FB	  personal	  account	  	  	  	  
	  

•  Redirect	  traffic	  to	  FB	  Page	  immediately	  
•  Deactivate	  personal	  account	  gradually	  

Limited	  outreach	  among	  non-‐English	  
speaking	  users	  &	  certain	  regions	  

Have	  translation	  plugins	  on	  FB	  &	  Wiki	  (short	  
term)	  	  

Lack	  of	  staff	  &	  community	  members	  to	  
manage	  the	  time-‐consuming	  accounts	  

Plan	  ahead	  (as	  much	  as	  possible)	  through	  
monthly	  forecasts	  (see	  slide	  no.21)	  	  	  

Limited	  organizational	  knowledge	  about	  
social	  media	  

•  Create	  a	  social	  media	  management	  guide	  
•  Involve	  staff	  &	  community	  members	  

Risky	  association	  with	  inaccurate	  information	  
&	  unfriendly	  opinions	  	  	  

•  Be	  mindful	  	  
•  Plan	  content	  &	  counter	  measures	  ahead	  
•  Clear	  content	  through	  chain	  of	  command	  
•  Follow	  Social	  Media	  guidelines	  established	  
by	  ICANN	  

•  Consult	  with	  Communications	  Department	  

SWOT	  Analysis	  



	  

	  

Objectives	  	  

Communication	  

To	  raise	  awareness	  of	  the	  ICANN	  At-‐Large	  community	  as	  a	  
diverse,	  passionate	  end-‐user	  volunteer	  group	  whose	  work	  
affects	  the	  future	  of	  the	  global	  DNS,	  Internet	  Governance,	  

and	  other	  ICANN-‐related	  policy	  issues	  



To	  enhance	  Internet	  end-‐users’	  engagement	  with	  At-‐Large	  
	  

*  Enable	  ALSes	  to	  timely	  disseminate	  information	  
*  Encourage	  inputs	  from	  ALSes	  through	  appropriate	  links	  
*  Facilitate	  online	  discussion	  of	  policy	  issues	  	  
*  Facilitate	  cross-‐community	  interactions	  	  
*  Motivate	  interested	  end-‐users	  to	  join	  At-‐Large	  	  
*  Promote	  At-‐Large	  in	  the	  wider	  public	  	  
	  

	  

Objectives	  

Business	  



Measures	  of	  Success	  

Communication	  

KPIs	  for	  global	  awareness	  of	  At-‐Large	  
	  

Facebook	  Page	  	  
(Page	  Insights)	  

Twitter	  	  
(Twitter	  Analytics)	  

New	  Page	  Likes	   New	  Followers	  	  

Post	  Reach	  &	  Total	  Reach	  	   Tweet	  Reach	  &	  Total	  Reach	  	  

Engagement	  Rate	  	  	  
=	  (likes	  +	  comments	  +	  shares)	  /	  #	  of	  fans	  	  

Engagement	  Rate	  	  
=	  (likes	  +	  mentions	  +	  retweets)	  /	  #	  of	  followers	  

Fan’s	  Countries	  &	  Languages	  	   Followers’	  Countries	  &	  Languages	  

Other	  metrics	  	   Others	  metrics	  

Track	  these	  
metrics	  on	  a	  
weekly	  basis	  



Examples	  of	  FB	  metric	  



KPIs	  for	  end-‐users’	  engagement	  with	  At-‐Large	  
	  

*  Direct	  traffic	  from	  social	  media	  to	  the	  At-‐Large	  wiki	  	  	  
*  #	  of	  comments	  on	  draft	  ALAC	  Statements	  from	  target	  
*  #	  of	  comments	  on	  new	  ALS	  applications	  from	  target	  
*  #	  of	  new	  ICANN	  meeting	  participants,	  ALS	  members	  &	  

new	  ALSes	  as	  a	  result	  of	  social	  media	  
*  Shares,	  Retweets	  &	  Mentions	  by	  other	  accounts	  
	  

Measures	  of	  Success	  

Business	  



External	  facing:	  Inactive,	  new	  &	  potential	  ALS	  members	  	  

Target	  Audience	  

Primary	  

Demographic:	  Both	  genders,	  younger	  generation	  
	  

Geographic:	  Worldwide	  
	  

Interests:	  Internet	  consumer	  protection,	  safety	  &	  other	  ICANN	  policy	  issue	  areas	  
	  

Knowledge:	  Limited	  knowledge,	  understanding	  &	  experience	  in	  ICANN	  &	  At-‐Large	  	  
	  

Desire:	  	  Want	  to	  learn,	  get	  involved	  &	  make	  a	  difference	  	  
	  

Behaviors:	  Constantly	  learning,	  follow	  news,	  attend	  meetings	  &	  gatherings,	  actively	  listen	  
&	  share	  viewpoints	  
	  

Influencers:	  Subject-‐matter	  experts	  &	  authorities	  in	  global	  DNS,	  Internet	  Governance	  &	  
other	  ICANN	  policy	  issue	  areas	  



Example	  of	  Primary	  Audience	  	  
(Participants	  of	  NetMission.asia’s	  NextGen	  program)	  



Internal	  facing	  	  
*  Active	  community	  members	  &	  leaders	  	  
*  Staff	  &	  Board	  members	  	  
*  ICANN	  groups,	  structures	  &	  departments	  	  
*  Organizations	  &	  events	  associated	  with	  ICANN	  	  
*  Influencers	  of	  Internet	  policy	  issues	  	  

Target	  Audience	  

Secondary	  



Messaging	  
*  Speak	  to	  the	  needs,	  wants	  &	  interests	  of	  end-‐users	  	  
*  Explain	  what	  they	  should	  know	  &	  why	  they	  should	  care	  

Content	  
*  Written:	  Sharp,	  informative,	  action-‐driven	  &	  in	  plain	  English	  
*  Visual:	  Truthful	  depiction	  of	  At-‐Large,	  no	  stock	  photos	  
*  Links:	  Interesting	  &	  helpful	  	  
*  Integration:	  Applicable	  to	  both	  FB	  &	  Twitter	  

Goal	  
*  Capture	  interests	  &	  prompt	  audience	  to	  click	  the	  links	  
*  Help	  audience	  understand	  &	  engage	  	  

Tactics	  

Style	  



	  

Fluid	  Content	  	  
(real	  time	  posting)	  

	  

Ø  ICANN	  News	  Alert	  èICANN	  website	  
Ø  Vote	  Info	  è	  Pipermail	  &	  ALS	  apps	  
Ø  ALAC	  Statement	  èWiki	  PD	  page	  	  
•  Call	  for	  Comments	  
•  Adopted	  Statement	   

Ø  Policy	  Updates	  èICANN	  website	  
Ø  Meeting	  Information	  èWiki	  Meeting	  	  
Ø  RALO	  Updates	  èRALO	  reports	  	  	  
Ø  ICANN	  Meetings	  (e.g.	  ATLASII)*	  

	  

Static	  Content	  	  
(forward	  planning	  &	  ability	  to	  recycle)	  

	  

Ø  Beginner’s	  Info	  èBeginner’s	  guides,	  
Wiki	  Outreach	  Workspace	  

Ø  Terms,	  acronyms,	  PDP,	  vote,	  wiki	  
Ø  Policy	  Background	  èPC,	  Skype	  Chats	  	  
Ø  At-‐Large	  People,	  Groups	  &	  History	  

èWiki,	  At-‐Large	  site,	  meeting	  report	  	  
Ø  Media	  Library	  èYouTube,	  Flickr,	  

ICANN	  website	  	  
•  Videos	  (interviews,	  meetings)	  
•  Pictures	  (meetings,	  info-‐graphics)	  	  

Tactics	  

Content	  

*There	  will	  be	  separate	  social	  media	  strategies	  for	  ATLAS	  II	  and	  other	  	  ICANN	  meetings;	  this	  strategy	  can	  be	  a	  reference.	  	  



Why	  
Hashtags	  

Apply	  on	  both	  
FB	  &	  Twitter	  

Categorize	  
content	  

Make	  	  
content	  

searchable	  

Join	  	  
conversations	  

&	  trends	  

Tactics	  

#HashTags	  



FB	  Post/Tweet	   Accompanying	  Hashtags	  	  
ICANN	  News	  Alert	   #IntheNews	  

Vote	  Info	   #ShowofHands,	  #CastUrVote	  

ALAC	  Statements	   #Call4Comments	  

Policy	  Background	   #WHOIS,	  #NewGTLDs,	  #Transliteration,	  #IANA,	  #NTIA	  

Meeting	  Info	   #ICANN50,	  #London,	  #NETMundial,	  #CapacityBuilding	  

Beginner’s	  Info	   #DYK,	  #TIL,	  #AtLargeAcronyms	  	  

At-‐Large	  History	   #onthisday	  

Advocacies	  	   #freeInternet,	  #bottomup	  

At-‐Large	  Brand	   #ATLASII,	  #FayerofOpportunities,	  #AtLarge4Diversity	  

Tactics	  

#HashTags	  



Don’t	  forget	  to	  comment	  on	  the	  Draft	  
Statement	  on	  the	  ICANN	  Future	  
Meetings	  Strategy	  in	  At-‐Large	  
Workspace	  http://bit.ly/1i5yo7Z	  	  

#DYK	  ICANN	  has	  a	  Meeting	  Strategy	  
Working	  Group?	  Click	  to	  find	  out	  what	  
they	  do	  http://bit.ly/Qqevws	  	  	  

Check	  out	  this	  cool	  graph	  about	  cross-‐
community	  engagement	  during	  ICANN	  
meetings	  http://bit.ly/1gMz10J	  	  

Get	  to	  know	  @TijaniBenJemaa,	  ALAC	  &	  
ALT	  member	  from	  Tunisia	  in	  #AFRALO	  
http://bit.ly/1nBMBIX	  #penholder	  	  

*F:	  Fluid	  Content	  	  	  	  S:	  Static	  Content	  



Shares,	  Retweets	  &	  Mentions	  (@UserName)	  
*  Especially	  target	  secondary	  audience	  	  
*  Include	  relevant	  links	  
*  Good	  for	  communication	  objectives	  	  

Replies	  	  
*  Reply	  users	  &	  solicit	  replies	  from	  users	  	  
*  Good	  for	  business	  objectives	  	  

ICANN	  Communications	  
*  Post	  relevant	  content	  from	  ICANN	  social	  media	  accounts	  &	  

Communications	  Department	  
*  Support	  consistency	  of	  messaging	  across	  ICANN	  

Tactics	  

Interactions	  



*  Post	  on	  FB	  &	  tweet	  on	  a	  daily	  basis	  
*  Goal:	  2-‐3	  FB	  posts/tweets	  per	  day	  at	  least	  outside	  
ICANN	  meetings	  	  
*  Higher	  frequency	  &	  live	  feed	  during	  ICANN	  meetings	  	  
	  

Tactics	  

Timing	  



At-‐Large	  Staff	  

Outreach	  SC	  
Members	  

RALO	  Chairs	  
&	  

Secretariats	  
TTF	  Members	  

Capacity	  
Building	  WG	  
Members	   Suggested	  	  

Composition	  	  
	  

Organization	  &	  Planning	  

Curation	  WG	  



Responsibilities	  
*  Templates	  for	  fluid	  content	  will	  be	  produced	  as	  an	  one-‐

time	  activity	  
*  Draft	  posts/tweets	  of	  static	  content	  will	  be	  planned	  

two	  months	  in	  advance	  each	  work	  period	  	  
*  Besides	  fluid	  content,	  there	  will	  also	  be	  flexibility	  to	  

create	  content	  based	  on	  trending	  topics	  
*  Aim	  to	  start	  posting	  content	  in	  the	  first	  week	  of	  June	  

to	  build	  momentum	  for	  ATLAS	  II	  	  

Organization	  &	  Planning	  

Curation	  Process	  



*  From	  now	  to	  the	  end	  of	  May	  2014:	  a)	  form	  Curation	  
WG	  in	  a	  timely	  manner;	  b)	  draft	  (below)	  	  

	  

Organization	  &	  Planning	  

Curation	  Process	  

Beginner’s	  
Info	  

Policy	  
Background	  

At-‐Large	  
People,	  
Groups	  &	  
History	  

Media	  
Library	  

Templates	  for	  
Fluid	  Content	  

*F:	  Fluid	  Content	  	  	  	  S:	  Static	  Content	  



Example	  of	  content	  curation	  process	  



*  Start	  small	  &	  monitor	  KPI	  
*  Refine	  strategy	  &	  develop	  best	  practice	  
*  Developments:	  	  

1.  Incorporate	  non-‐English	  languages	  in	  posts/tweets	  	  
2. Roll	  out	  to	  other	  platforms	  	  

Future	  Development	  



1.  Ratify	  strategy	  within	  TTF	  	  	  
2. Solicit	  feedback	  from	  Outreach	  SC,	  Capacity	  Building	  WG	  &	  

RALO	  Chairs	  and	  Secretariats	  	  
3. Evaluate	  comments	  &	  refine	  strategy	  	  
4. Develop	  strategies	  for	  Curation	  WG,	  including:	  
*  Timetable	  for	  deliverables	  
*  ALAC-‐Announce	  email	  trends	  
*  Resource	  (staff	  &	  community	  members)	  allocations	  

5.  Investigate	  measures	  against	  inaccurate	  information	  &	  
unfriendly	  opinions	  	  

Next	  Step	  



 

Thank you! 


