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Executive summary  
This deliverable is the work-product of a cross-field working group effort to bring environmental policy 

makers in line with the best practices to reach young people where they already are: in social media and 

communicate with them in familiar settings. To understand how social media and new technologies are 

able to provide the potential to drive the societal and political participation of young people in the 

decision-making process on environmental issues, we first studied the demographics of social network 

users and in particular our target segment ageing from 18 to 29 as well as their current attitudes 

regarding environmental issues (Section 2), and then compiled a list of existing online environmental 

platforms and hubs (Section 3).  

We also collected information on 23 e-Participation case studies in Europe and worldwide (Section 4) in 

order to glean insights with respect to the most effective practices that are typically followed in such 

campaigns, as well as insights into what makes an e-Participation initiative successful, what are the 

problems and how they can be addressed. We also performed structured user studies involving 231 

individuals across Europe that were reached through an online questionnaire with the help of the STEP 

pilot partners (Section 5). Findings from our research indicate that the ideal e-participation platform 

should integrate social media and gamification features, interesting and shareable content that can be 

consumed quickly on any device like for example multimedia content (images, videos, animations etc.), 

useful links and engaging calls to action; content that is tailored to young people and made appropriate 

for their particular context. Evidence also suggests a more active media campaign that would leverage 

social media (Facebook in particular), online media and frequently updated and engaging content to bring 

about increased awareness on governmental initiatives.  

We conclude this report with a set of recommendations to environmental policy makers that take into 

account: 

 Rules for effective social media usage; 

 Needs for identifying environmental communities and pages in social media; 

 Enabling successful calls for action in multiple social networks; 

 Balancing the needs and online behaviour of young people while ensuring that their experience 

with the local government remains positive; 

 Gamification aspects in campaigning. 
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1 Environmental e-Participation 
E-participation aims to support active citizenship supported by latest technology developments, 

increasing access to and availability of participation in order to promote fair and efficient societies and 

governments. In recent years, studies show an important decline in civic and political participation across 

Europe. Experts attribute this to “long-term reductions in voting rates, declining levels of trust in 

politicians, and waning interest in civic affairs as well as evidence of a broader crisis in democracy”(Banaji 

and Buckingham, 2010). The fact that this spotted decline is even greater among young people brings 

about more concern. 

The unprecedented penetration of social media and mass adoption of Internet and mobile technologies 

has been suggested as a driver to boost citizen participation in government decision making as well as a 

vehicle to engage young people in politics. Until recently, most governments have leveraged platforms 

for submitting complaints and proposals, as the basic way to implement e-participation. However, the 

advent of new web and social media technologies is suggested to open up new opportunities for 

engaging young citizens (millennials) in government decision making. 

Moreover, there is increasing expectation for easier access to more public information and public services 

from anywhere, anytime through multiple channels or citizen touch-points. Digital channels, with both 

their diversity and spread, are being increasingly adopted by almost all countries, while counter (face-to-

face service) and telephone (voice) services, have continued to serve as fundamental channels. A United 

Nations e-Government survey in 20141 suggests that ICT use by governments in the scope of e-

Participation is growing. For example, between 2012 and 2014, the number of countries offering mobile 

apps and mobile portals doubled to almost 50 countries, where they are often used directly to support 

poverty eradication, gender equality and social inclusion, as well as promote economic development, 

environmental protection and disaster management.  

Nowadays, social media account for the highest percent of Internet usage and traffic, with people and in 

particular young people spending increasing amounts of time on social networks such as Facebook, 

YouTube and Twitter. Moreover, these types of online activities are perceived as “trendy, convenient, 

easy-to-use and universally appealing” (Lacigova et. Al, 2012), bringing forward the following association: 

“The strengths of social media are the alleged weaknesses of the pioneering e-Participation projects” 

(Sæbø et al, 2008). It has been acknowledged that “given the importance of e-Participation to Europe’s 

future, it is essential to experiment with these new tools to support European policy making and 

democracy, also because of the leadership and economic advantages this will bring” (EC, 2009: 28).  

To understand how social media and new technologies are able to provide the potential to drive the 

societal and political participation of young people in the decision making process on environmental 

issues, it is essential to study the demographics of social network users and in particular our target 

segment people ageing from 18 to 29 as well as their current attitudes regarding environmental issues.  

 

1.1 Millennials attitudes to environmental issues 

The Millennial generation (also known as Generation Y), now ageing approximately from 18 to 29, is 

relatively less fond of organized politics and religion compared with previous generations. Millennials are 

constantly connected, linked by social media, burdened by debt and less attached to social institutions 

such as marriage2. 

                                                           
1
https://publicadministration.un.org/egovkb/portals/egovkb/documents/un/2014-survey/e-gov_complete_survey-2014.pdf 

2
 http://www.pewsocialtrends.org/2014/03/07/millennials-in-adulthood/  



D4.2: Best practice report 

 

 8 | 72 

Millennials are the social generation. According to a Nielsen study3, they value authenticity and creativity; 

they care about their families, friends and do care also about philanthropic causes. Millennials are 

characterized by environmental consciousness. Despite the harsh economic recession, the same 

study found that they continue to be most willing to pay extra for sustainable offerings—almost three-

out-of-four respondents in the latest findings, up from approximately half in 2014. 

The rise in the percentage of respondents aged 15 - 20, also known as Generation Z, who are willing to 

pay more for products and services that come from companies who are committed to positive social and 

environmental impact was also strong—up from 55% in 2014 to 72% in 2015. 

According to Forbes4, the vast majority of millennials will support companies that show a demonstrated 

commitment to sustainability and social improvement. It is not just which brands they buy, either: 

members of Generation Y decide where to shop based on a company’s commitment to social and 

environmental issues. A demonstrated commitment to these issues increases brand trust and makes 

consumers more likely to buy products. On the other hand, 45 percent of millennials are likely to refuse 

to buy a company’s products if they find out it is involved in social or environmental issues5. 

Millennials recycle less than Baby Boomers6. This is perhaps the biggest argument against Generation Y 

and its commitment to environmentalism. A 2013 Eco Pulse survey by Shelton GRP7 found that only 33 

percent of American Millennials always recycle materials such as aluminum, plastic, newspaper, and 

cardboard, compared with 51 percent of all American adults8. As per Europe9, according to the European 

Environment Agency and Eurostat, employment related to recycling increased by 45% between 2000 and 

2007. Moreover, EU countries should recycle at least 50% of their municipal waste and at least 45% of 

batteries by 2020.  

Waste management in Europe has improved considerably in the last years. Recycling rates for municipal 

waste have more than doubled in the area of the EU plus Norway and Switzerland, going from 17 % of 

municipal waste recycled or composted in 1995 to 38 % in 2010. Recycling already covers a large share of 

EU consumption of certain materials, especially paper and cardboard, iron and steel, but is below 10% for 

others such as copper, concrete and plastics10.  

Millennials might not label themselves environmentalists, but they feel strongly on environmental 

policy. Adding support to the notion that Generation Y cares more about bigger environmental issues is 

a 2011 Pew Research survey11 that revealed millennials are generally more supportive of stricter 

environmental regulation. Last but not least it is true that millennials are more likely to approve of green 

energy initiatives and economic incentives for sustainability. 

 

                                                           
3
http://www.nielsen.com/content/corporate/us/en/newswire/2014/millennials-much-deeper-than-their-facebook-pages.html  

4
 http://www.forbes.com/sites/larissafaw/2014/05/22/millennials-expect-more-than-good-products-services-to-win-their-loyalty/ 

5
 http://www.adweek.com/socialtimes/cause-related-marketing-millennial-mindset/142701  

6
 Baby boomers are people born during the demographic post–World War II baby boom approximately between the years 1946 and 1964. This 

includes people who are between 51 and 70 years old in 2016.  
7
 http://sheltongrp.com/millennials-are-greener-really/  

8
 http://www.carbonxprint.com/are-millennials-environmentally-friendly/  

9
 http://www.eea.europa.eu/media/infographics/recycling-rates-in-europe-1/image/image_view_fullscreen 

10
http://www.regions4recycling.eu/R4RTheProject/Recycling-WFD/Recycling_figures_Europe 

11
http://www.sustainablebrands.com/news_and_views/stakeholder_trends_insights/aarthi_rayapura/millennials_most_sustainability_conscious  
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Figure 1: Recycling Rates in Europe (2013) Source: European Environment Agency 

1.2 Attitudes of EU Citizens in environmental issues 

To help address the environmental problems facing Europe and the world, the EU's Europe 2020 strategy 

contains critical environmental objectives, as well as a commitment to sustainability. In particular, the 

strategy's flagship initiative of engendering a resource-efficient Europe supports a shift towards a low-

carbon, low- impact economy12.  

 

Figure 2: Heatmap depiction of percentage of respondents to Eurobarometer study who find the protection of the 

environment very important. The darker the colour the higher the percentage of respondents per country that 

consider protecting the environment very important. 

                                                           
12 European Commission: Eurobarometer 416, April – May 2014. Special Eurobarometer 416 “Attitudes of European 

citizens towards the environment”, Brussels.DOI: 10.2779/25662 
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The financial crisis, from which Europe appears to be slowly and partially emerging, did not reduce the 

focus of European citizens on environmental issues. Almost all Europeans say that protecting the 

environment is important to them personally, and over half say it is very important (Figure 1). To study the 

attitudes of EU citizens towards the environment, EU conducted a survey exploring attitudes of European 

citizens towards the environment. This survey examines citizens’ impressions of the environment and 

environmental problems, and asks people how they think these issues might be addressed. The amount 

and trustworthiness of information citizens receive about the environment is another issue that the 

respondents addressed, before the focus turns to the perceived links between the environment and the 

economy. The most important findings pertaining to e-Participation, and attitudes expressed in the digital 

spaces with regards to environmental issues are described in the following list: 

 Half or more of Europeans say that they are worried about air pollution and water pollution, 

while over four in ten are worried about the impact on health from chemicals in everyday 

products and the growing amount of waste.  

 Over three-quarters of respondents feel that environmental problems have a direct effect on 

their daily lives. 

 Television news remains the main source of information about the environment, although its use 

has declined substantially since 2011: 65% of respondents mention this, down from 72% 

previously. Other studies report that older adults are more likely to rely on television, radio, and 

print media for their news than are those in the youngest adult cohort, who are more likely to 

use mobile devices. However, more traditional devices are still important for younger adult news 

habits, too. Adults age 18-29 are equally as likely to get news from TV as from their cell phones. 

And there are distinct differences in the habits of those age 18-29 from those who are age 30-39. 

For instance, adults 30-39 are as likely to utilize TV as their computers or their phones. The 

younger age cohort is less likely to use computers. Print publications are still used by nearly half 

of young adults 18-29 and just over half of adults 30-39 (47 percent and 55 percent, 

respectively)13. 

 Similarly, younger adults are more likely to find news through web-based media. Younger people 

age 18-29 are more than three times as likely to discover news through social media than adults 

60 and older (71 percent vs. 21 percent). A majority of 30-39 year olds also discover news 

through social media (64 percent), as do 41 percent of 40-59 year olds. Similarly, people under 

40 are more likely than those over 40 to discover news through Internet search and online news 

aggregators. 

 Social media and the Internet is the second most important information source: 41% of people 

get their environmental information this way, up from 30% in 2011. This combines the results for 

“the Internet” (35%) and “social media” (11%). Since these were treated as one single item in the 

previous wave of the survey, they are analysed together here to enable trend analysis.  

 Over three out of ten people cite newspapers (37%) and films and documentaries on television 

(30%) as one of their main information sources, while over a fifth mention the radio (23%). 

Relatively few people say that their main sources of information include conversations with 

relatives (13%), magazines (12%), publications and brochures (9%), books (6%), or events (3%).  

                                                           
13

 http://www.americanpressinstitute.org/publications/reports/survey-research/social-demographic-differences-

news-habits-attitudes/ 
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Figure 3: According to the Eurobarometer survey, people do not feel very well informed about environmental issues. 

The darker the colour the higher the percentage of respondents per country that consider themselves well informed 

with regards to environmental issues. 

According to the aforementioned Eurobarometer survey, Europeans favour action at EU level to protect the 

environment. Six out of ten respondents believe that environmental decisions should be taken jointly 

between national governments and the EU. In 23 countries, a majority of respondents think that 

environmental decisions should be taken jointly. At least three-quarters of respondents agree that:  

 European environmental legislation is necessary for protecting the environment in their country. 

The EU should be able to check that environmental laws are applied correctly in their country.  

 The EU should assist non-EU countries to improve their environmental standards. 

 More EU funding should be allocated to supporting environmentally friendly activities. 

Overall, feedback recorded in surveys showed that young people are increasingly interested in 

environmental issues and their local communities’ sustainability. Although TV remains the primary 

source of information, Internet and social media are quickly catching up. New media, especially the 

Internet, provide citizens with enhanced possibilities for gaining information and communicating with 

politicians, which altogether might potentially lead to a revitalization of the public sphere. In this way, 

the use of the Internet becomes a very powerful tool to promote sustainable behaviours of citizens and 

governments. And as research demonstrates, millennials show consistent support towards 

sustainability and social responsibility practices.  

Both public authorities and young people need to change the way of doing and planning and both are 

affected by the actions of the others. Information, consultation and active participation become 

extremely important in this area, and the use of the Internet can be of great help in this respect. Online 

tools, fueled by the power of social media and the penetration of smartphones allow for a non-

centralized communication of many-to-many; a means of communication that is more fit to the needs 

of the youth as it allows for free expressions of opinions, originality and authenticity in discourse. 
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2 E-participation in environment-focused 
communities 

The new concept of the sharing and collaborative economy coupled with new media technologies 

provides new perspectives on how to boost interest and participation with regards to environmental 

issues. Campaigns and online platforms/communities that aim to promote recycling, water saving or 

efficient management of resources are no longer limited to an advertisement on TV, radio or print type. 

Successful campaigns capitalize on YouTube, user interaction, engaging content gamification and co-

creation with the end user.  

One of the remarkable aspects of the web is that it can bring like-minded people closer. Online spaces 

can serve as virtual meeting points for individuals sharing common interests to find each other, interact 

and engage in discussions, and there are a number of social networking sites where discussions that are 

focused, for example, on the environment, are taking place. 

A few years ago the trend was forums. Though forums are not nearly as popular and widely known as the 

latest social networks, their value and long-term popularity is undeniable. The challenge with forums is 

that most times they lack the publicity of blogs or social news sites. But a lot can be gained from the 

participation in niche environmental forums. In addition, voting and sharing on green social news sites is 

a great way for a complete online green social experience14. 

The following list aims to present a number of environmental communities in Social Media and the Web. 

Our objective is to provide an overview of these online communities and analyze what makes an 

environmental platform or community successful and popular online in the long-term. To this end we 

distinguish three categories of online environmental communities: (a) Green Social Media: News, 

Bookmarking and Community, (b) Green Forums: Projects, Actions, Information and Discussion and (c) 

Organizations and Youth Communities and come up with a set of best practices per category. This set is 

expected to serve as a useful guide to policy makers as well as a list of requirements to be considered in 

the development of the STEP e-Participation platform. 

 Green Social Media: News, Bookmarking and CommunityGreen Social Media: News, Bookmarking and CommunityGreen Social Media: News, Bookmarking and CommunityGreen Social Media: News, Bookmarking and Community    

 Care215 is a large online community focused not only on green but also good causes, ethical 

organizations, fair trade, and other charitable issues. It has been online since 1998, way before 

the boom of “Web 2.0”. With more than 34 million members, Care2 is an excellent and fairly 

comprehensive destination for learning, sharing, discussing and voting.  

 Change.org16 identifies itself as the world’s platform for change. With more than 135 million 

users, the platform empowers citizens to take action with regards to environmental, education, 

human rights and other relevant topics. Actually it is a simple activist forum with an interesting 

format: users can type the change they want to see in the world and the site guides them to a 

relevant project, organization or issue. Or choose from the most common changes on the main 

page. The interesting part about Change is that users can create their own organization (they’re 

called “Changes”) and get others in the community involved. This makes it ideal for connecting 

with people and non-profits that care about the future of the world and its inhabitants. It similar 

to Care2 only more diverse. 

                                                           
14

 http://webecoist.momtastic.com/2008/09/17/25-environmental-forums-and-social-media-sites-get-connected-with-the-guide-to-green-

online-communities/  
15

 http://www.care2.com/  
16

 https://www.change.org/  
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 MindBodyGreen17 is a social news site that focuses on wellness, physical health, and eco news. 

Popular with both men and women, this site features an interesting mix of health and green 

information.  

 Celsias18: “Climate change is not a spectator sport” says Celsias, and the online environmental 

community is based around actions, not words. Not a news submission site per se but still a 

social site. Members participate in green projects, track progress, and share results. Celsias helps 

individuals, companies and organisations do practical things to combat climate change. The site 

was created in March 2006, evolved into a blog in July 2007, and in 2008 developed tools to help 

people combat climate change, and bring the green community, companies and organisations 

closer together. In addition to its thousands of individual members, more than 200 companies 

and organisations are registered with Celsias including Disney, Sun Microsystems, Columbia 

University, WWF, The University of Auckland, New Zealand Post and Ausra Solar Technologies. 

These platforms are successful because they leverage three basic elements of digital communications: (a) 

gamification, (b) engaging content and (c) co-creation with the end users.  

To begin with gamification, Care2 has an entire section devoted to “Rewards” to spur user participation, 

co-creation and engagement. Users are encouraged to earn butterfly credits and redeem for good 

causers by taking action on things that they care about, earn credit when they take actions for good 

causes daily and redeem credits for gifts that make our world a better place. Users can also interact with 

other users by sending thank you notes or start or signing petitions. The site also presents a quantified 

perspective of the results of actions taken for the environment like for example 1,152,233 pounds of 

carbon offset (Figure 4). Likewise, Celsias allows its members to participate in green projects, track 

progress, and share results with others. Visitors can also track what other users are up to as Figure 5 

illustrates. 

 

Figure 4: Care2 leverages gamification with a dedicated section 

                                                           
17

 http://www.mindbodygreen.com/  
18

 http://www.celsias.com/  
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Figure 5: Celsias's users can track what other users are doing now 

MindBodyGreen provides engaging and appealing content. They use aesthetically pleasing multimedia 

content (images and videos) of very high quality that attracts the users and storytelling to engage visitors 

(see also Figure 6). They use bright colours, informal language and how-to guides all of which are pieces 

of content that appeal to young people. They also integrate social media namely Facebook, Twitter, 

Instagram, YouTube and Pinterest and encourage their audience to share quotes (calls to action) while 

reading a story to spur word of mouth (Figure 7). The average number of shares per post seems to be 

very good (from a brief qualitative analysis), a fact that again suggests that to engage young audiences 

multimedia content and social media integration is a vehicle to success. MindBodyGreen also recommend 

interesting reading according to the user’s profile and welcome contributions from writers to enrich their 

content pool and co-create with their end users. As is obvious from Figure 4, Care2 also incorporates 

multimedia content, infographics and high quality design to retain its audience. 

 

Figure 6: MindBpdyGreen capitalizes upon visually appealing cotnent and storytelling to engage young eppeople 
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Figure 7 : (left) Integration of Social Media in MindBodyGreen Platform; (right) encouraging users to share content 

and interesting quotes 

All three platforms also encourage co-creation with the end users either by calling them to create or sign 

petitions (Care2) and discussion (Celsias) or by asking them to submit their stories pertaining to healthy 

recipes; personal essays about major transformations; advice pieces with actionable tips to improve 

health, happiness, relationships, parenting, communication, beauty routines, and nutrition; pieces with 

specific yoga sequences or fitness routines (MindBodyGreen).Last but not least, both MindBodyGreen 

and Celsias use experts or influential users as content providers to support their arguments and create a 

culture of trust between them and their users. 

Green Forums: Projects, Actions, Information and DiscussionGreen Forums: Projects, Actions, Information and DiscussionGreen Forums: Projects, Actions, Information and DiscussionGreen Forums: Projects, Actions, Information and Discussion     

 Carbonrally19 leverages gamification and competition to encourage users to take challenges, see 

the impact, and team with others to save energy and prevent climate change. Rather than 

supporting and connecting with other green minded people, users compete with them.  

 MakeMeSustainable20 (MMS) was created to fill the void between how we feel about our 

environment and what we do about it. MMS brings the tools to take action. The Carbon and 

Energy Portfolio Manager enables users to visualize and contextualize their individual impact. 

MMS' sustainable solutions empower users to act upon their knowledge. The platform can 

therefore help people become more environmentally conscious and efficient.  

 TreeHugger21 is the leading media outlet dedicated to driving sustainability mainstream. Partial 

to a modern aesthetic, Treehugger strives to be a one-stop shop for green news, solutions, and 

product information. They publish an up to the minute blog, weekly and daily newsletters, and 

regularly updated Twitter and Facebook pages. TreeHugger is part of Narrative Content Group. 

 Mother Nature Network22 (MNN): With a goal of providing the most accurate and up-to-date 

information available, MNN covers the broadest scope of environmental news and social 

responsibility issues on the Internet in a way that is engaging and easy-to-understand. Mother 

Nature Network is the world's most visited environmental and social responsibility online 

network. Its sites, including mnn.com and treehugger.com, generate more than 10 million visits a 

month. Engaging, non-political, and easy-to-understand, MNN is designed for a mainstream 

audience. MNN content goes well beyond traditional "green" issues — encompassing a broad 

range of news and sustainable living topics — including family, health, home, safety, technology, 

community involvement and personal finance.  
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 http://www.carbonrally.com/  
20

 http://makemesustainable.com/  
21

 http://www.treehugger.com/  
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 http://www.mnn.com/  



D4.2: Best practice report 

 

 16 | 72 

Again in this category the three pillars for user acquisition and retention are gamification, valuable and 

multimedia enriched content and co-creation with the end users.  

Carbonrally almost exclusively relies on game based techniques to grow and keep its user base. It uses 

challenges, leaderboards to engage users as Figure 8 shows. However its design seems a bit outdated; a 

fact that could explain why it is less successful compared to the other platforms that are described. 

MakeMeSustainable also made an effort to capitalize upon game based techniques (Figure 9). However, 

the web platform is colorless, their blog is not frequently updated and there seems to be too much 

information in text form that is not visual appealing. One could say that such forms of digital 

communications are rather boring to the end users and in particular young people. Again, these 

observations could imply why MakemeSustanable is not as popular as, for example, TreeHugger and 

Mother Nature Network. 

 

Figure 8: Carbonrally users challenges to grow and retain its user base. 

 

Figure 9: MakeMeSustainable front page 

Treehugger and Mother Nature Network, provide infographics, images and videos of high quality pertaining 

to environmental issues and encourage users to take actions to improve their quality of living. Both sites 

provide personalized content recommendations; trending topics and partner content and successfully 

integrate all popular network in their communication mix. Social media statistics (more than 800,000 

endorsing MNN in Facebook) suggest that such an approach is working in the digital space. 

Gamification per se cannot guarantee success. Based on the examples presented above it appears that it is 

the combination of the three pillars (gamification, engaging content that can easily be shared with the 

users’ social media accounts and co-creation) that can really make the difference and drive user 

participation. Also, it is very important to underline that successful platforms are also mobile friendly and 

the content provided can be consumed in any device. 
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Organizations and Youth CommunitiesOrganizations and Youth CommunitiesOrganizations and Youth CommunitiesOrganizations and Youth Communities    

Apart from online environmental communities there is also a number of organizations and youth 

communities that aspire to empower young people (millennials) to become more active to protect the 

environment and join forces to promote more sustainable ways of life for all.  

 YES!23 is a non-profit organization that connects, inspires and collaborates with change makers to 

join forces for thriving and sustainable ways of life for all. YES! works as the meeting point of 

internal, interpersonal, and systemic transformation. It primarily works with people ages 18-35, 

but is increasingly also working inter-generationally as well. 

 Climate Action Network24 (CAN): This is a worldwide network of over 950 Non-Governmental 

Organizations (NGOs) in more than 110 countries, working to promote government and 

individual action to limit human-induced climate change to ecologically sustainable levels. CAN 

members work to achieve this goal through information exchange and the coordinated 

development of NGO strategy on international, regional, and national climate issues. CAN has 

regional network hubs that coordinate these efforts around the world. CAN members place a 

high priority on both a healthy environment and development that "meets the needs of the 

present without compromising the ability of future generations to meet their own needs" 

(Brundtland Commission). CAN's vision is to protect the atmosphere while allowing for 

sustainable and equitable development worldwide. 

 Young Friends of the Earth Europe25is a grassroots network of young people and youth 

organisations working collectively for social and environmental justice on a local, national and 

European level. They organise events and inspire young people to take action on issues ranging 

from climate change, food and agriculture and education for sustainability – to ensure the voices 

of young people are heard in Europe and beyond. 

To understand how these organizations try to appeal to young people it is imperative to understand what 

shapes youth culture, which is the focus of section 2.1 that follows.  

 

2.1 Elements of Millennial Culture 

For a successful and effective campaign it is essential to know the target audience. Many of the ideas 

traditionally used by marketing teams have been co-opted into the content marketing and SEO domains. 

The better one knows their audience, the more effectively they can create appealing content ideas, make 

format decisions, handle positioning and placement, and promote the content. Moreover, the more 

sophisticated a keyword analysis is, the better any SEO campaigns and content efforts will perform. As an 

important percentage of the audience of such communities pertains to Millennials (ages 18-33), it is 

important to understand the characteristics, needs and desires of this group so as to study what makes an 

environmental platform successful and appealing to them and consequently deliver a list of insights and 

best practices for public authorities to follow.  

As stated in the previous section, Millennials are the social generation. Technology is part of the Millennial 

identity as a generation. They are the first to come of age with cable TV, the Internet and cell phones. A 

Nielsen study shows that millennials have a more positive view of how technology is affecting their lives 

than any other generation. More than 74 percent feel that new technology makes their lives easier, and 54 

percent feel new technology helps them be closer to their friends and family. 
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 http://www.yesworld.org/  
24

 http://www.climatenetwork.org/  
25

 https://www.foeeurope.org/yfoee  
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Millennials are glued to their smartphones, making mobile an effective way to reach them. They use 

smartphones more than any other generation, since three out of four owned them as of Q1 2013. Not 

surprisingly, Millennials are heavier Internet users than their older counterparts. As sharers, Facebook is a 

platform for 72% of Millennials. Millennials are open, sharing many of their thoughts, pictures and videos 

instantly with their online community – 20% update their Facebook status multiple times per day, while 

36% of Boomers report never updating their status. Compared with Boomers, they are not as concerned 

with privacy and security issues in sharing personal information online. 

Younger Millennials (age 18-24) spend slightly more time on social media on their laptops vs. mobile Web 

apps--11 hours per month on their laptops vs. 10 hours per month using mobile Web apps. With older 

millennials we see the opposite–they spend nine hours per month on social media on their laptops vs. 11 

hours per month on social media on mobile Web apps. 

Even though Baby Boomers are jumping on the social networking bandwagon, Millennials have already 

established strong social circles. They have an average of 319 friends, while Boomers have an average of 

120 friends. In addition to Facebook, Millennials are also much more likely than their older counterparts to 

visit Tumblr and Twitter. Just as they desire authenticity in the goods they purchase, they expect an 

authentic experience when interacting with companies or authorities via social media. Brands must provide 

a personal, direct, customized experience when interacting with them. 

A Nielsen study26 states that millennials care about social issues. While they may not be writing big checks 

to charities, philanthropy is important to this generation–they love crowd-sourcing their philanthropy. They 

are most likely to spend more on products from companies that invest in social betterment, making them 

receptive to cause marketing. Giving is a socially monitored activity and this can be a good kind of peer 

pressure. If millennials understand and embrace the cause they will feel engaged and start talking about it 

to their social peers online and offline, which in turn will then drive the Word of Mouth effect and 

therefore increased awareness for any environmental initiative or campaign. 

They are tethered to their smartphones and social media 24/7–making these effective ways to reach them. 

They are social, but they do filter and gate-keep intensively. A campaign that would reach their friends and 

respect the collective would be more likely to have them engaged. Millennials are most receptive to 

messages that use celebrity endorsements or relatable characters/themes. They appreciate event 

sponsorship, and they are more likely than older generations to buy brands products from companies that 

sponsor events for their favorite music artists particularly impactful since they rank music as one of the 

defining characteristics of their generation. They do believe and admire celebrities that are social and 

engaged with their fans, so celebrity endorsements presented in a real/authentic way, to appeal to them. 

The Millennial generation wants to be a part of a larger conversation. They want to make individual 

contributions and be connected and woven into a larger discussion. Their social networks and circle of 

friends’ gate-keep, and their crowd-sourced impact is powerful. Relating to them is everything, though it is 

important that campaigns are real so as to reach them. 

With regards to political activism, millennials have a reputation for being politically apathetic, but when it 

comes to the environment, they are staunch believers in the power of policy reform. Branded "slacktivists" 

by a generation of former Vietnam protestors, Millennials' version of political activism occurs mostly online, 

through sites like Change.org where visitors can sign any number of petitions and connect with their 

representatives on relevant issues27. 
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http://www.exploremidtown.org/wp-content/uploads/2015/04/nielsen-millennial-report-feb-2014.pdf  
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 http://thegbrief.com/articles/four-unique-ways-millennials-are-going-green-523  
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2.2 Social Network Usage by Young People in STEP  

Audiences are composed of people, all of whom have different perceptions, ages, genders and origins. Α 

strategy that aims to engage young people in the decision – making regarding environmental issues in 

their local communities should undoubtedly be customized to the local particularities of each region be it 

language, Facebook penetration, cultural differences etc. A digital strategy to engage youth should also 

focus on finding young people where they already are (online). Table 1 summarizes monthly active users 

of Facebook ageing from 19 to 35, as well as twitter users per STEP pilot. 

Table 1: Social Network Usage per Pilot Site 

        

        

Facebook Facebook Facebook Facebook Monthly Active UsersMonthly Active UsersMonthly Active UsersMonthly Active Users    Regional Twitter Regional Twitter Regional Twitter Regional Twitter 

UsersUsersUsersUsers     MenMenMenMen    WomenWomenWomenWomen    

CountryCountryCountryCountry    RegionRegionRegionRegion    TotalTotalTotalTotal    18181818----24242424    25252525----34343434    18181818----24242424    25252525----34343434     

Italy Locride  35K-40K 31.80% 21.20% 28.20% 18.80% 4,089 

Greece Crete 100K-150K 32.94% 21.06% 28.06% 17.94% 33,367 

Turkey Hatey 400K–450K 43.55% 23.45% 21.78% 11.22% 79,377 

Spain Molet del Valles 4.5K-5K 33.00% 22.00% 27.00% 18.00% 5,567 

Valdemoro 2K-2.5K 27.50% 22.50% 27.50% 22.50% 7,779 

 

Facebook data was obtained by the Facebook Insights tool of the social network. The search was limited to 

people ageing from 18 to 34 as this is the target group of interest to the STEP project. As per Twitter, to 

come up with an estimation of the regional Twitter Users, we followed the following procedure: 

 We retrieved total population numbers per country and per region for each pilot site. Population 

numbers have been obtained from Eurostat. Regional Population numbers have been obtained 

by Wikipedia in correlation with verified sources.  

 We then estimated the penetration of Twitter per country. For the purposes of this research, the 

penetration is defined as the number of monthly active tweeting users (source: peerreach.com28) 

relative to the total amount of Internet users in that country. The Internet usage numbers came 

from various sources, mainly from data published by Nielsen Online, ITU, GfK, local agencies and 

other trustworthy sources29.  

 We proceeded with the estimation of the percentage of the regional population to the total 

country population and used this percentage as well as the number of twitter users per country 

to estimate the twitter users per region. It is important to underline therefore that the numbers 

presented under Regional Twitter Users are coarse approximations. 

As is evident from Table 1, Facebook outperforms Twitter in Crete, Locride and Hatay. However, it seems 

that Twitter users are more than Facebook users in both Spanish sites. This observation should be 

carefully utilized as the twitter numbers are just approximations, though it certainly suggests that Twitter 

uptake in Spain is growing and it be carefully considered as an effective means to find youth online and 

engage them in an e-Participation platform. 

                                                           
28

 http://blog.peerreach.com/2013/11/4-ways-how-twitter-can-keep-growing/  
29

 http://www.internetworldstats.com/stats9.htm  



2.3  Insights for policy makers and public authorities 

What do these facts imply for policy makers and public authorities? Young people are key actors for 

effective community decision-making and positive outcomes for local residents. Reaching young people 

effectively, requires an abolition of ordinary and old fashioned marketing, and the uptake and integration 

of digital techniques and campaigns as part of the promotional strategy to better respond to the needs 

and wants of millennials. Millennials are the most tech-savvy generation. When marketing or trying to 

engage this segment, one needs to think about three key elements: 

 Smartphones: apps are a recommended way to engage millennials more in political activism not 

to mention that a platform or website developed must be responsive and mobile friendly. 

 Social media: Facebook and Twitter should be leveraged as a vehicle, a tool to connect and reach 

out to more young people with unique and interesting content rather than as a replacement of 

current e-participation methods. 

 Hyper-targeted content: cross-generations content is of paramount importance and millenials 

value it even more. As they are constantly connected, providing unique content that they value, 

related to social causes (as they tend to align themselves with an authentic cause) is crucial to 

attract their interest and engage them more in a platform. Leveraging influential or well-known 

people to promote e-Participation or a specific issue in particular is also shown to have a good 

effect in engaging millennials. On average, the percent of influential users (defined for the 

current deliverable simply as a user/visitor whose sharing actions result in at least one additional 

site visitor) on a given site is 0.6% and rarely above 4%. However, these influencers regularly 

generate 20%-50% of total site traffic and an even higher share of conversion. To make social 

media marketing effective, marketers have to identify and engage – and better recognise and 

reward – these super-influencers. Influencers generally do have many direct "friends" and 

"followers," but what makes them truly valuable is the number and relevance of their extended 

or indirect connections. A critical implication for marketers is the need to track the extended 

social graphs of their content if they are going to be able to understand and activate the 

dynamics of influence. This has profound implications in the digital marketing especially in the 

high tech field. To illustrate, if a brand puts content on its Facebook fan page, it is far less likely to 

go viral than if an influential consumer puts that very same piece of content on his or her page or 

posts it to a relevant community of enthusiasts.  

A huge mistake to avoid when it comes to understanding and marketing to millennials30 is that they 

should not be viewed as one uniform group. Today, millennials’ ages can range from 18 to 33. Millennials 

have come of age in a time of shifting landscapes and tumultuous change. Growing up in the Information 

Age, millennials are empowered by information and demand transparency and authenticity31. A one-size-

fits-all approach to building millennial engagement will simply not work. Millennials are too diverse. 

Rather than searching for the silver-bullet app or perfect platform that will attract millennials to civic life 

en masse, the key to developing millennial engagement stems from the axiom that all politics is local. 

Getting millennials involved and keeping them involved requires new engagement strategies that are 

tailored both to specific local concerns and to the millennial population in all of its diversity.  

Social media should not be used to “sell” the work that public authorities do but rather to further any 

cause. Storytelling is of paramount importance. And pictures do engage the audience more in every social 

network. Public authorities need to become transparent and demonstrate the objectives, progress and 

need of each environmental initiative. If policy makers can get millennials to attach themselves with the 

cause and become social media evangelists for change, a high potential of influence could be unleashed. 
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3 Case Studies 
3.1 Campaign collection and analysis 

This study aims at collecting information on a large number of e-Participation case studies in Europe and 

worldwide in order to glean insights with respect to the most effective practices that are typically 

followed in such campaigns. Among a number of sources pertaining to e-Participation projects and 

campaigns that were suggested from our pilot partners and Youth and Environment Europe network 

(YEE) or identified through thorough Internet search, we selected 23 cases studies that we believe are 

close to STEP objectives and provide useful information, guidelines and lessons learnt for policy makers 

across Europe. For each such case study, we extracted a number of structured pieces of information in 

order to be able to conduct a meta-analysis on the whole set of case studies (view Appendix B for an 

analytic overview of the case studies and the sources used for identifying the e-participation case 

studies). 

Table 2: Case studies' Overview 

    Case StudyCase StudyCase StudyCase Study    DomainDomainDomainDomain    ScopeScopeScopeScope    Use of Use of Use of Use of 

Social Social Social Social 

MediaMediaMediaMedia    

ReachReachReachReach    

1111    Participative city 

mobile application 

development 

Urban 

Planning 

Opinion 

Polling, Co-

development 

Yes  200 

2222    Participatory city 

website 

development 

Urban 

Planning 

Opinion 

Polling, Co-

development 

Yes  500 residents  

and 30 city officers 

3333    Regional web based 

discussion forum 

regulation effects 

Urban 

Planning 

Opinion 

Polling 

No  500 sessions and 10 new 

contributions to many 

regional issues. 

4444    Implementation of 

Vas Nazor system 

Urban 

Planning 

Opinion 

Polling, 

Engagement 

Yes N/A 

5555    IT Mayor on 

Facebook 

Transparency Engagement Yes 249 from 2000 inhabitants 

6666    Bambuser live video 

broadcasting 

Transparency Engagement No 2011 event gathered 5500 

visitors, while live 

Bambuser broadcast was 

viewed nearly 1500 times 

7777    Odense – The City of 

studies 

Urban 

Planning 

Opinion 

Polling, Co-

development 

Yes 4400 

8888    Odense Mobile 

Guide 

Urban 

Planning 

Opinion 

Polling, Co-

development 

No 1000 goals was 5000 

9999    Ideas for Cagliari Urban 

Planning 

Opinion 

Polling 

Yes Ideas suggested: 220; 

comments collected: 715; 

votes cast: 4,100; active 

users: 568 (4% of the city 

population). 

10101010    Future is Clean Campaign Awareness, 

Engagement 

Yes  Approx. 10K Facebook 

shares, 10.5K twitter shares 

2.9K G+ shares 

11111111    Nature Alert Campaign Awareness, 

Engagement 

Yes 520,325 people 

12121212    Save our Soils Campaign Awareness, Yes This message of the Save 
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Engagement Our Soils campaign reached 

almost 12 million people 

through social media over a 

period of two weeks.  

13131313    Make resources 

count 

Campaign Awareness, 

Engagement 

Yes Twitter Followers: 251 

Facebook likes: 354 

14141414    Puzzled by Policy Policy 

regulation 

Engagement Yes  Twitter followers: 828 

Facebook: 819 

Launched its pilots in Feb 

2012 and by May 2012 the 

widget downloaded more 

than 750 times; through 

social media, it attracted 

>3000 users in the debates 

and >2000 people to 

complete their profile. 

15151515    OurSpace Policy 

Regulation 

Awarenees, 

Opinion 

Polling 

yes Opened its pilots in May 

and after few weeks in 

operation attracted >300 

posts in 45 debates from 

>250 active users. 

16161616    Parallel Public 

Participation in 

Environmental 

Impact Assessment 

Environment Opinion 

Polling, Co-

development 

No 1,050 citizens were 

surveyed on their opinions 

about the proposed park, 

its benefits, the 

information available, etc. 

17171717    Public consultation 

on location of 

shopping centre 

Urban 

Planning 

Opinion 

Polling 

No About 100 – 150 people 

participated in the 

public/discussion meeting. 

18181818    The Communication 

Plan: a Technique to 

Guide Public 

Involvement in Flood 

Defense and River 

Management 

through E.I.A.  

Environment, 

Policy 

Regulation 

Opinion 

Polling 

No The key stakeholders 

(participants) were 8 

landowners (farmers) 

whose livelihoods were 

threatened if the land 

could not be defended 

from flooding. 

19191919    Preparation of a 

Biodiversity Action 

Plan for Newcastle 

City 

Environment, 

Urban 

Planning 

Opinion 

Polling, 

Awareness 

No To date they have received 

almost 1000 completed 

questionnaires and 

analysed results of >500.  

20202020    Speak Up, Austin Urban 

Planning 

Opinion 

Polling, Co-

development 

Yes >3,000 citizens have 

engaged with the platform 

and >65 community ideas 

were put into action. 

21212121    The New Orleans’ 

Open Government 

Transparency Awareness Yes Achieved some of the 

highest, live viewership 

(>12,000 live hits to city 

council meetings in a 30-

day period). 

 

An interesting finding from our analysis pertains to the fact that the more social networks utilized by 

public authorities or campaign managers, the higher the reach. Especially in the case of campaigns, when 

more social networks were used for the promotion of the cause the more people endorsed the campaign. 

The use of hashtags is also suggested to boost awareness and reach. In addition, in cases of opinion 
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polling, leveraging social media and integrating them into the marketing mix results in campaign 

managers outperforming their peers in reach numbers.  

To illustrate, in all cases of urban planning where the scope was opinion polling and social networks were 

not utilized (for instance in case 17: Public consultation on location of shopping centre, and case 19: 

Preparation of a Biodiversity Action Plan for Newcastle City) citizens’ reach and engagement was poor 

whereas in the SpeakUp Austin and Ideas for Cagliari cases, public engagement was indeed noticeable. Of 

course, it is to be noted that cases 17 and 19 were niche and with a specific focus while SpeakUp Austin 

and Ideas for Cagliari has a wider perspective. However, the fact that the uptake of ICTs and integration 

of social networks increased e-Participation rates is undeniable. 

Studies also suggest that e-Participation has higher chances of succeeding, if it engages citizens through 

content channels that are otherwise popular, rather than operating independently of them. Our research 

confirms that fact as well. E-Participation is expected to be more effective as a passive content 

requirement of interface behaviour (social media interfaces) rather than as an active requirement of 

citizens to navigate to a dedicated portal to engage in these activities. In other words, utilising people’s 

existing preferences for engagement in online activities should shape e-Participation and not the other 

way around. As people increasingly spend their time on social media, its inclusion in e-Participation tools 

is logical as well as a necessary development, and it can be predicted that the future of e-Participation 

will be intrinsically linked to the newest developments and trends in the field of social media. Social 

media can be exploited to the advantage of e-Participation in two ways (Lacigova et al. 2012): 

 Firstly, e-Participation projects can utilise popular social media platforms such as Facebook and 

Twitter to engage mass audiences and raise awareness about the project, as it has been done in 

the case of Puzzled by Policy, Future is Clean, SpeakUp Austin, Make Resources Count and Save 

our Soils. 

 Secondly, if a certain e-Participation project can succeed to take the form of a social media site, 

as is happening with OurSpace, these types of developments should be highly encouraged.  

In short, by linking social media to previously existing e-Participation tools, the overarching objective of e-

Participation - engagement of audiences that usually are not active participants in policy processes - can 

be significantly enhanced. Hence, the future creation of e-Participation projects should go hand in hand 

with the newest developments in social media to increase the chance of people perceiving active 

interaction within policy processes as easy and accessible as logging into Facebook.  

Other interesting findings from our case studies analysis show that: 
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 Online actions made it possible for EU citizens to take part in the decision making processes 

(NatureAlert campaign, Participative city mobile application development, Participatory city 

website development, Odense Mobile Guide, etc.) 

 In cases of opinion polling, to ensure engagement and wider reach, public authorities should 

include citizens as early as possible and listen and respond to their comments or even allow them 

to monitor their progress. 

 Having celebrities or influencers endorsing the initiative helps reach a wider audience (Julia 

Roberts has become the newest face of Save Our Soils campaign during summer 2015, following 

in the footsteps of respected names, including Dalai Lama, Bishop Desmond Tutu, activist 

Vandana Shiva and conservationist Douglas Tompkins. The campaign has over 9K likes on 

Facebook and more than 4K followers on Twitter). 

 Policy makers are advised to use different channels – not copy the content, react appropriately, 

friendly and personally. In other words, policy makers should try to find their target audience 

where they already are online to ultimately drive traffic to their content hub.(IT Mayor on 

Facebook case, Ideas for Cagliari, SpeakUp Austin, and all campaign types). 

 Gamification is also suggested to boost endorsement and participation in a campaign (Future is 

Clean utilized gamification and is the most successful campaign among the ones analyzed here). 

 Social media is crucial to a digital strategy when the goal is to increase awareness. 

While studies suggest millennials believe in the theory of government as a powerful tool for addressing 

social problems, putting that theory into practice seems challenging if the so-called “startup generation” 

looks outside of government, forging individual pathways as entrepreneurs rather than investing 

collectively as citizens. This may be the result of millennials’ experiences with government, as reflected in 

the Great Recession and its aftermath, congressional paralysis, the Affordable Care Act rollout and 

subsequent public criticisms, and extended foreign wars. The challenge will be to reengage this hopeful 

but disaffected generation and demonstrate there is a real space for them to make government into the 

positive and representative force they believe it can be (Gilman et al. 2014)32. 

The Puzzled by Policy project concluded with a very useful result; it is imperative for government 

managers to leverage the different advantages offered by various channels and find smart ways to 

increase usage of online services and reach out to young people for inclusion in the decision making 

process. Further, experts suggest that the development of new e-Participation tools should leverage the 

latest developments in the ICT field and social media to ensure e-Participation is not sidelined as an 

online activity, failing to engage a new generation of European citizens, whose online behaviour no longer 

reflects the traditional models of participation through proprietary web spaces.33 Public service delivery 

can be vastly enhanced via a smart fusion of multiples channels, to satisfy diverse citizens’ needs and 

having a consolidated view and analysis of channel performance (Lacigova et al. 2012). 

Hence, the use of social media is a rational choice for bridging the spaces that prevent e-Participation 

from becoming part of people’s lives in the following ways: 1) increasing awareness, 2) improving 

accessibility cross-audiences and, 3) making users’ participation simpler, more intuitive and engaging. 
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3.2 Meta-analysis 

3.2.1 Quantitative analysis 

For five of the aforementioned campaigns, we conducted a data collection exercise using the public APIs 

of Twitter and Facebook: FutureIsClean, JoinOurSpace, MakeResourcesCount, PuzzledByPolicy and 

SaveOurSoils. We used the official accounts of these campaigns in Facebook and Twitter and we collected 

all the posted messages. For the JoinOurSpace campaign we got only Facebook posts as there is no 

account in Twitter. We conducted an analysis on the set of the collected messages to investigate the 

correlation between the engagement of users, as expressed by actions like liking, sharing and 

commenting, and factors as the time of the day and the type of the message. 

According to Table 3, the most successful campaign, both in Facebook and Twitter, is FutureIsClean 

initiated by Solar Impulse. Based on the number of posts made by the official accounts, FutureIsClean 

seems to be a more active campaign, but not excessively compared to the other campaigns. For example 

in case of Twitter, FutureIsClean has posted 684 tweets, while SaveOutSoils 639. However, in case of the 

engagement of the users, FutureIsClean far outweighs the rest of the campaigns, in both platforms. The 

number of users that liked the official page of FutureIsClean on Facebook is 207167, while the number of 

followers in Twitter is 5893 users. To note that the second best value is that of SaveOurSoils with only 

9736 likes and 3422 followers respectively. Consequently, the aggregated number of likes, shares and 

comments for Facebook posts and likes and retweets for tweets in are quite high, indicating a high 

degree of engagement. This is more obvious in Facebook because, when a user likes a page, it's more 

likely to see the posts of this page higher in its Facebook feed.  

 

Table 3: Facebook and Twitter analytics per campaign 

FacebookFacebookFacebookFacebook 

CampaignCampaignCampaignCampaign    PostsPostsPostsPosts    LikesLikesLikesLikes    (number in (number in (number in (number in 

parenthesis parenthesis parenthesis parenthesis 

reflects average reflects average reflects average reflects average 

number of Likes number of Likes number of Likes number of Likes 

per post)per post)per post)per post)    

CommentsCommentsCommentsComments    

(Number in (Number in (Number in (Number in 

parenthesis parenthesis parenthesis parenthesis 

reflects average reflects average reflects average reflects average 

number of number of number of number of 

comments per comments per comments per comments per 

post)post)post)post)    

SharesSharesSharesShares    

(number in (number in (number in (number in 

parenthesis parenthesis parenthesis parenthesis 

reflects average reflects average reflects average reflects average 

number of number of number of number of sharessharessharesshares    

per post)per post)per post)per post)    

Users liked the Users liked the Users liked the Users liked the 

pagepagepagepage 

FutureIsClean 1590 708848 (445) 17175 (11) 117157 (74) 207167 

JoinOurSpace 342 382 (1.12) 28 (0.08) 393 (1.15) 1228 

MakeResourcesCount 86 143 (1.66) 4 (0.05) 63 (0.73) 405 

PuzzledByPolicy 352 870 (2.47) 

 

58 (0.16) 293 (0.83) 805 

SaveOurSoils 295 12394 (42) 205 (0.69) 6003 (20) 9736 

    

TwitterTwitterTwitterTwitter 

CampaignCampaignCampaignCampaign    TweetsTweetsTweetsTweets    LikesLikesLikesLikes    RetweetsRetweetsRetweetsRetweets    FollowersFollowersFollowersFollowers 
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FutureIsClean 684 9982 (14) 11576 (17) 5893 

MakeResourcesCount 253 120 (0.47)  386 (1.52) 422 

PuzzledByPolicy 402 54 (0.13) 287 (0.7) 817 

SaveOurSoils 639 325 (0.5) 488 (0.76) 

 

3422 

 

From Figures 10-11, we can see that FutureIsClean publishes posts in Facebook in every part of the day, 

even at night, while the other campaigns tend to post only during morning and afternoon. The same 

behaviour holds to a lesser extent on Twitter. Comparing FutureIsClean and SaveOurSoils that have a 

similar number of Tweets, we can see that although the latter posts more than twice the number of 

tweets of the former during morning and the same amount during afternoon, tweets of FutureIsClean 

attract more likes and retweets. To sum up, due to the real time nature of Facebook and mainly Twitter, 

for a successful campaign that attracts the attention of the public, posts have to be published at different 

parts of the day. Otherwise, it is unlikely that a post or tweet made in the morning will appear in the 

timeline of users that tend to use these platforms at evening and night. Thus, it is unlikely that these 

messages will receive the noticeable amount of reaction, such as comments, likes or shares. 
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Figures 12-13 depict the average number of comments, likes and shares of the posts for each of the five 

campaigns. Obviously, there is no clear pattern that associates comments, likes and shares with the time 

of the day. Regarding the first campaign (FutureIsClear) the reactions are steadily increasing during the 

day. Not surprisingly, there is a large proportion of reaction at evening and night. This becomes apparent 

in case of comments, as the number of them is doubled during the night (23 at night, 10 at morming). 

This explained somehow by the fact that commenting requires more effort from users' side. In other 

words it's easier for users to be engaged in a stronger way. It appears that this is associated with the fact 

that there are posts published during the same period.  
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Figure 11: Distribution of posts during the day per campaign on Facebook 

Figure 10: Distribution of posts during the day per campaign on Twitter 
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For SaveOurSoils, which is the campaign with the second best performance with respect to 

reactions, we observe the opposite behavior. The number of likes and shares is decreasing 

from morning to night. The number of comments does not exhibit a remarkable pattern. To 

note, that this relates to the fact that the number of posts during evening and night is limited 

in case of SaveOurSoils. As regards the remaining three campaigns, the reactions seem to be 

random and uncorrelated to the period of the day. However, one should interpret these 

results carefully as the average number of shares, likes and comments is extremely low.  

 

 

 

 

 

 

 

 

 

link photo status video
0

100

200

300

400

500

600

700

Future Is Clean

comments
likes
shares

morning afternoon evening night
0

0.2
0.4
0.6
0.8

1
1.2
1.4
1.6
1.8

2

Join Our Space

comments
likes
shares

morning afternoon evening night
0

1

2

3

4

5

6

7

8

9

10

Make Resources Count

comments
likes
shares

Figure 12: The average number of comments, likes and shares of the posts of the FutureIsClean campaign 

Figure 13: the average number of comments, likes and shares of the posts of the JoinOurSpace Campaign 

Figure 14: The average number of comments, likes and shares of the posts the Make Resources Count Campaign 
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The same conclusions can be made for likes and re-tweets of tweets in Twitter. However, there is a 

substantial difference that should be mentioned. For MakeResourcesCount and PuzzledByPolicy 

campaigns we observe no likes and retweets during the night. This was not the case in Facebook, in which 

the activity at night was lower (but non-zero). This is arising from the real-time nature of Twitter. Namely, 

as there is a limited amount of new Tweets from these campaigns during the night, users are unlikely to 

like or retweet an older tweet made during the morning or the afternoon.  
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Figure 15: The average number of comments, likes and shares of the posts of the Puzzled By Policy Campaign 

Figure 16: The average number of comments, likes and shares of the posts of the Save our Soils Campaign 

Figure 17: FutureIsClean likes and retweets 
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Regarding the type of the Facebook posts, we can distinguish four different types: posts containing a link 

to a web page, posts with embedded images, text posts (status) and posts with an embedded video. For 

all the campaigns it is unambiguous that posts with embedded multimedia (images and videos) are able 

to attract more likes, shares and comments. This is more than evident in the case of the “FutureIsClean” 

campaign. For the rest of the campaigns, inclusion of multimedia content promotes the associated posts. 

However, links are also helpful in campaigns as SaveOurSoils and MakeResourcesCount.  
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Figure 18: Make Resources Count likes and retweets 

Figure 20: Save our Soils likes and retweets 

Figure 19: Puzzled by Policy likes and retweets 
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Figure 21: User engagement per type of Facebook posts for FutureIsClean 

Figure 22: User engagement per type of Facebook posts for Join Our Space 

Figure 23: User engagement per type of Facebook posts for Make Resources Count 
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The same outcome can be extracted from the analysis of the four campaigns in Twitter. The 

existence of media can favour the number of likes that a tweet receives and also the number of 

times that a tweet is shared. In the FutureIsClean campaign, which was the most successful among 

all campaigns, links also induce a slight increase on the average number of likes and retweets. In 

MakeResourcesCount and PuzzledByPolicy campaigns this influence seems to disappear. But the 

number of likes and retweets is too low in these cases so we cannot draw a clear conclusion.  
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Figure 25: FutureIsClean likes and retweets per type of post 

Figure 26: Make Resources Count likes and retweets per type of post 
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Figure 24: User engagement per type of Facebook posts for Save our Soils 
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Regarding hashtags and mentions in a Facebook post, we can conclude that the existence of them 

affects positively the attraction of users. This is clear for the FutureIsClean campaign, where the 

number of posts, likes, shares and comments are fair enough to draw a safe conclusion. In case of 

hashtags, even one hashtag is enough to increase the total amount of shares, likes and comments. 

A large number of hashtags doesn’t seem to have a negative influence. As regards mentions, 2 or 3 

of them can help the propagation of posts (due to shares) and also the overall endorsement due to 

likes. However, in case of more mentions there is a negative affection. In Twitter, there is no strong 

correlation between mentions, hashtags and the reaction of the users.  
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Figure 27: Puzzled By Policy likes and retweets per type of post 

Figure 28: Save our Soils likes and retweets per type of post 

Figure 29: The existence of hashtags on Facebook positively affects the attraction of users 
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Based on the above analysis, successful campaigns are associated with some key factors that can help the 

propagation of campaign-related messages and the engagement of users. A first important factor is to 

keep the posting rate high during the day. Also, the messages should contain a picture or a link to a web 

page. In addition, a hashtag that defines clearly the topic of the message should be included. Mention of 

users may help the diffusion of messages in Facebook, but not in Twitter as our results suggest. 

 

3.2.2 Lessons learned 

The major problems that were identified relate to the following: 

 The number of participants in project pilots was below the predicted levels. 

 The impact of the projects on decision-making was somewhat limited and 

 Most projects did not outlive their funding schemes and therefore the project outcomes had 

limited sustainability options. 

Policy-makers and practitioners in this area should recognize the considerable potential of the Internet in 

terms of connecting with the new forms of civic and political culture and orientation that are emerging 

among young people. However, they need to think carefully about how they spend their money in this 

area, and about how online and offline participation should be related.  
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Figure 30: Two or three mentions can help the propagation of posts 

Figure 31: In Twitter, there is no strong correlation between mentions, hashtags and the reaction of the users 
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To effectively address the problems and boost e-Participation among young people in particular, policy 

makers are also strongly advised to (Roque and Dasgupta, 2014): 

 Encourage young people to connect to personally meaningful topics and enable them to express 

their opinions and actions through tools and practices that they are comfortable with,  

 Foster a sense of ownership," i.e., engage through empowerment and increased responsibility, 

 Enable "individual expressions," i.e., foster personalized civic engagement  

 Use new trends in communication such as social media to generate mass participation, 

 Deploy and enhance existing validated ICT. 
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4 User studies  
To understand better how young people engage with e-Participation platforms and explore ways to 

empower them and get them more actively involved in the decision-making process on environmental 

issues, we developed and disseminated an e-Participation questionnaire. 

4.1 User Studies presentation 

The questionnaire aimed to explore how young people engage with e-Participation platforms and how 

they may become more actively involved in the decision-making process on environmental issues. E-

Participation helps people engage in policy-making and makes the decision-making processes more 

accessible thanks to Information and Communication Technologies (ICT).  

The questionnaire was disseminated in various countries by pilot partners and was originally designed to 

explore the following research questions: 

 Key facts with regards to social media perception and usage; 

 Perceptions towards e-participation; 

 Preferences with regards to messaging/platform/tools; 

 Other issues, e.g., privacy; 

The questionnaire itself was distributed online34 . Pilot partners were asked to disseminate the 

questionnaire and significant effort was placed in ensuring a great number of responses. In particular the 

following course of actions was followed to promote the questionnaire to interested stakeholders:  

 Published article on YEE website (www.yeenet.eu) to invite young people to fill in the 

questionnaire. 

 Shared the article and link to questionnaire on YEE’s Facebook page (over 3200 followers)35.   

 Published link to questionnaire on YEE’s Twitter (over 45 followers)36.  

 Shared questionnaire in the following YEE Facebook groups:  

o “YEE Climate Campaign” (66 members) – group related to YEE’s campaign aimed at 

raising awareness about climate change and its consequences, activism, youth 

participation;  

o TC “How to be a green entrepreneur” (31 members) – group related to YEE’s project 

“Green Entrepreneurship” aimed at supporting entrepreneurship, youth employment 

and youth initiative; 

o TC “Environmental education for sustainability” (36 members) – group related to YEE’s 

project aimed at supporting active young environmentalists in Europe in promoting 

environmental education and sustainability. 

o Contacted via email International Young Nature Friends (IYNF) organisation – shared 

questionnaire on their Facebook page (over 3000 followers)37.  

o Sent the questionnaire via email to YEE Board Members and Office (emailing list 

consisting of 11 contacts). 

o Sent personal email to all YEE Member organisations by using YEE’s emailing list 

(emailing list contains 51 email addresses from 42 Member organisations). 

 

                                                           
34

 https://docs.google.com/forms/d/1C8-vyLGiMHkJ0vr0FoRQP1NSVeU-hSEeRZZmwPYXbio/viewform 
35

 https://www.facebook.com/youthandenvironmenteurope/  
36

 https://twitter.com/YEEorganisation  
37

 https://www.facebook.com/IYNForg/?fref=ts 
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4.2 User studies analysis 

Responses to the questionnaire were stored securely and no personal details were disclosed to any third 

party. Overall, 231 responses were collected. In terms of demographics, the participants’ sample has 

been quite satisfactory and diverse consisting of approximately 47.6% female, 49.8% male and 2.6% 

gender neutral participants (Figure 32, Gender). The predominant age group was people aged less than 

18 years as Figure 32 (Age) shows, followed by young millennials (19-24, 20.8%) and older millennials (25-

29, 16.5%). The average age is therefore estimated to be approximately 26.5 years old, which is close to 

the average age of a millennial. Participants originated from various countries but, as expected, the 

prevalent countries where Spain (35.1%), Greece (16.5%), Turkey (16.9%) and Italy (11.7%) – the pilot 

sites (see again Figure 32).  

 

 

 

Figure 32: Demographics (Age, Gender and Country) from the questionnaire respondents 
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4.2.1 Social Network Usage 

Findings from the user study agree with the findings presented in previous sections with regards to online 

behaviours of millennials. According to the questionnaire results, almost half of the respondents 

(approximately 41% spend 2-4 hours online per day). However, if we limit the study to age groups 

pertaining to millennials, it appears that this generation is more connected compared to other age 

groups. Figure 33, shows the hours spent online by the entire sample while Figure 34 shows the results 

limited to millennials. 

 

Figure 33: Hours spent online (derived by the entire sample) 

  

 

Figure 34: Hours that millennials spent online 

As expected almost the entire sample, 94.4%, uses social media per regular basis, with Facebook and 

YouTube outperforming the rest social networks as Figure 35 demonstrates. It is important also to 

underline that social network usage via mobile exceeds 85%, another indicator that apps and/or 

responsive design in websites and platforms drive engagement in this hyper connected generation.  
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As per millennials, Instagram seems to be also a very appealing social networking platform to the age 

group of our interest. The popularity of Instagram and YouTube suggests the power that multimedia has 

over users. A beautiful picture or an interesting video has the potential to boost engagement and get 

much more publicity even in terms of likes and shares compared to simple text posts. 

 

Figure 35: The Most Popular Social Networks 

 

 

Figure 36: The Most Popular Social Networks among millennials 

An interesting finding is that when it comes to stating their three main sources of information with 

regards to environmental news participants by far prefer Internet (blogs, forums, news sites, etc.) which 

they also consider a trustworthy and reliable source followed by TV and social media. This finding 

contradicts the Eurobarometer results, documented in section 2.2 where it was presented that TV 

remains as the main source of information and Internet and Social Media follow. In terms of reliability, 

respondents tend to rely on Internet (trustworthy sources), scientists and TV. Social media are not much 

endorsed in case a respondent would want to find reliable information about an environmental issue.  
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Figure 37: Trustworthy sources that provide reliable information about the environment 

These facts again support the argument that social media should not be used as a replacement of e-

Participation tools but rather as a means to increase engagement. Furthermore, as documented in 

previous sections it is very important to use influential people, like scientists or well-known artists to 

endorse and promote a campaign that promotes environmental issues as people and millennials in 

particular tend to trust these people and follow their paradigm. 

 

4.2.2 Civic Environmental e-Participation  

A thorough analysis of the responses reveals that young people (26% of respondents) “would love to have 

the opportunity to become more actively involved in the decision making process of the authorities in 

their area”. However, there is a 12% that does not believe that e-Participation is effective. Approximately 

half of these people (46%) belong to the millennial generation – a finding that confirms the lack of 

government trust that has been monitored among this generation and why many accuse them of being 

politically apathetic.  

34% of the participants feel indifferent about e-participation on social networks despite the fact that the 

percentage of fans or followers to pages related to environmental issues reaches 55.8% and a 66.2% 

supports campaigns, petitions and causes on social media. However, 37% of respondents fell that an e-

Participation platform could boost their interest in politics. Regarding the value of existing e-Participation 

tools, compared to discussion forums, live chat forms and citizens’ satisfaction surveys blogs are 

considered to be the most effective instrument to spur e-Participation.  

With this questionnaire we aimed also to crowdsource and identify what could stimulate the interest of 

young people in e-Participation platforms. We distinguish herewith the most interesting responses: 
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 More publicity campaigns. 

 A catchy sentence. 

 One particular comment that captures the essence of good story telling in social media mentions 

that: “The way the information is brought, young people need sexy, intriguing and exciting 

"wrapping paper" to get interested, and always better when with humor. I admit that this is 

difficult to achieve, but it would be nice to make it interesting and funny. This would suffice”. 

 Accurate and reliable information about local environmental issues. 

 Social media. 

 A live chat. 

 Gamification (“resembling a short of game”, “rewards”, “videogames”) 

 Empowerment of young people to co-create and actively participate in the initiatives undertaken 

and be able to monitor progress and results. 

In particular regarding gamification, the most preferred type of rewards that would motivate citizens to 

engage in environmental debates and initiatives through an online platform is «following up actions from 

local authorities» as well as «receiving social feedback from other citizens» like Figure 38 shows. 

 

Figure 38: Gamification in action. Preferred kind of rewards. 

As per interaction the majority of participants claim that they would be more likely to interact with an e-

Participation platform that would enable them to vote on content according to how much they like it or 

agree with it. Posting links and short descriptions is also very much appreciated as Figure 39 

demonstrates. In addition, the most effective way for public authorities to communicate their messages 

online so as to reach young audiences is suggested to be via using multimedia (images, videos, 

animations, gifs etc.) as is evident from Figure 40 with a brief but including link to a website or video 

message that provides information of value. 
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Figure 39: Interactive Features of an e-Participation platform 

 

Figure 40: Effective ways to reach young audiences and communicate messages 

 

Figure 41: The content of the message 
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Overall, the findings indicate that although young people are environmentally conscious and care about 

their communities, they are not very fond of e-Participation. As a consequence it will require some effort 

on behalf of policy makers to engage them in decision making. However they do have a clear idea as per 

what would motivate them to engage in such a platform.  

The ideal e-Participation platform should contain accurate and reliable information with regards to 

environmental issues, preferably in the form of a blog. It should inspire young people to share their ideas 

and be listened and empowered to co-create rules, legislations and participate in the decision making 

process.  

To achieve engagement in this respect, the platform should have a variety of interactive features, and 

especially the ability to vote on content of contributors depending on whether the user likes it or not, as 

well as the ability to post links and short description pertaining to environmental issues of interest. 

Gamification is also suggested to be a great means of engagement with the most preferred type of 

rewards being «following up actions from local authorities» and «receiving social feedback from other 

citizens». 

Last but not least, much effort should also be placed in publicity and content. Regarding publicity, the 

platform should integrate and capitalize upon social media, in particular Facebook and YouTube (followed 

by Instagram and Twitter). As per content, it should be catchy, youth-related, original and authentic. In 

order to effectively reach young people, communication messages should be brief, including links to a 

website or video and should also utilize well-designed and aesthetically pleasing multimedia (videos, 

images, animations, etc.).  
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5 Recommendations to Policy Makers 
The key to ensuring that e-Participation does not become a sidelined activity is to move beyond 

proprietary web platforms toward greater integration with existing social media, integrating e-

Participation into the online behaviours of citizens across Europe. A deeper look at millennial habits 

reveals that a successful civic engagement campaign should: 

 "Connect to where they are and what they are doing," i.e., encourage young people to connect 

to personally meaningful topics and enable them to express their opinions and actions through 

tools and practices that they are comfortable with;  

 "Foster a sense of ownership," i.e., engage through empowerment and increased responsibility;  

 Enable "individual expressions," i.e., foster personalized civic engagement (Banaji and 

Buckingham, 2010; CivicWeb, 2009; Gilman et al. 2014). 

Below, we deliver a set of recommendations to environmental policy makers that take into account: 

 Rules for effective social media usage; 

 Need for identifying environmental communities and pages social media; 

 Enabling successful calls for action in multiple social networks; 

 Balancing the needs and online behaviour of young people while ensuring that their experience 

from the local government remains positive; 

 gamification aspects in campaigning. 

Brandtzæg et al. (2012) suggest nine recommendations for youth civic engagement in social media: 

 Find young people where they are. Use the channels they use. In terms of content, for maximum 

reach, industry experts suggest that a marketer should spread the content around like a digital 

dandelion. And “the best way to maximize distribution is for the content to live in the places 

where the target audience is already spending time. Hence, the digital dandelion strategy, 

whereby the website is the hub where the content is planted, but versions of that content are 

spread far and wide, like the seeds of a dandelion” (Baer, 2014)38. Building content bridges from 

other popular locations to a landing website in order to catch millennials’ attention is proved to 

be much better than pushing for their attention. 

 Create engaging content that is of value to young users. 

o Provide engaging layouts and pictures of youth (colourful, contrasts, music, video clips). 

 Co-create with the target audience.  

o Give the youth ownership or leadership. Allow the youth themselves to create content 

and respond to youths’ self-created civic engagement. Support a "bottom-up" strategy 

that can create collaboration among youth. 

o Welcome responses and contributions. Be quick to respond, and respond appreciatively, 

to contributions supporting deliberative practices. 

o Enable individual expressions and visibility. In particular, support self-expression through 

photos, video or other rich media. 

 Create an informal and exciting setting. Support flexible, project-oriented micro-participation. 

 Create an easy and convenient venue. Usability and privacy are always important. 

 Re-engineer the sharing model. While all clicks are equal all shares are not. Create tools and 

features that facilitate involvement, collaboration, deliberation and mobilization 

o Create compelling calls to action. Campaigns and contests designed to be promoted in 

social media. 

                                                           
38

 Baer, Jay. "Why the Key to Content Marketing Is Becoming a Digital Dandelion." Convince and Convert Social Media Strategy and Content 

Marketing Strategy. Convince and Convert LLC, n.d. Web. 15 Dec. 2014. 
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Forums, user-generated content, and other interactive applications have to be carefully explained, 

encouraged, motivated, and managed. Young people are sometimes as intimidated by what they view as 

a “requirement” to contribute original content as they are disappointed by the lack of possibilities for 

commenting or interacting online. Specialized jargon has to be avoided or explained. The skills for using 

applications such as RSS feeds, videocasts, or podcasts have to be taught rather than being taken for 

granted. This requires planning, time, and money for personnel— resources that most of the youth civic 

organizations surveyed simply do not have.  

In order to put digital channels to work for a local government’s own benefit, social media’s two-way 

conversation offers a tremendous opportunity to re-position, re-brand, and re-develop” (Argenti, 2011). 

The faces of Social Media give decision makers the ability to not only understand but also act on the 

influence these platforms have over themselves. 

To successfully integrate digital channels into an environmental campaign’s communication mix, public 

authorities should first of all treat social platforms as an evolving and dynamic system and not as separate 

entities. Finding from the analysis of the questionnaire responses show that the platform should integrate 

and capitalize upon social media, in particular Facebook and YouTube (followed by Instagram and 

Twitter). However, traditional communication/promotional methods should not be turned obsolete at 

once (Mangold et al. 2009), instead a policy maker could try incorporating social elements into for 

example e-mails, such as incentives to share, and see that they can dramatically enhance an investment 

he/she is already making. A hybrid mix of traditional and digital communications is needed.  

Analysis from our user studies suggests that an e-Participation platform with an objective to drive young 

people’s engagement should contain valuable and trustworthy information with regards to 

environmental issues, preferably in the form of a blog. Information also should be presented in visually 

appealing ways (infographics, multimedia content, videos, high-quality images).  

Furthermore young people appreciate interactivity. They enjoy being able to interact with other users 

and the authorities per se. Therefore features such as upvoting or downvoting content, posting links and 

short descriptions pertaining to environmental issues of interest are widely appreciated and therefore 

expected to improve user acquisition and retention. Gamification is also suggested to be a great means of 

engagement with the most preferred type of rewards being «following up actions from local authorities» 

and «receiving social feedback from other citizens». 

Content should address the citizens’ core interests. Policy makers should try shaping these discussions 

within the platform. They should try enabling blogs and other tools to engage citizens in urban dialogue 

and design campaigns and initiatives that boost discussions so as to create word of mouth effect. 

‘Storytelling’ is also a powerful strategy since stories create vivid memories that are more likely to be 

repeated in social media (Mangold et al. 2009). Statistics show that the best time to post, the one that 

causes the most interaction is 5am EET (European Eastern Time) on Sunday. According to the same 

research, things that grab attention are complementary colours (to other timeline posts), implied motion, 

familiarity, and repetitive structural elements (Matt, 2012). Last but not least, our social media analytics 

study suggests that for a successful campaign there are some key factors than can help the propagation 

of campaign-related messages and the engagement of users. At first, the most important factor is to keep 

the posting rate high during the day. Also the messages should contain a picture or a link to a web page. 

In addition, a hashtag that defines clearly the topic of the message should be included. Mention of users 

may help the diffusion of messages in Facebook, but not in Twitter, as our results suggest. 
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6 Conclusions 
The creation of a true e-dialog seems to be still a pending issue for European local governments. The 

Internet and novel features of the social web are expected to foster a revitalization of the public sphere 

and boost youth engagement. Evidence suggests that the Internet can enable young people to take on 

and refine their role as monitorial citizens—for instance, by tracking elections; keeping abreast of privacy 

issues; discussing, photographing, and publicizing police behaviour; debating civil liberties; and getting 

behind the scenes in conflict situations (Shakuntala and Buckingham, 2010). The fundamental question is 

not so much whether ICTs and the web are able to reengage young people, but rather, how the Internet 

might engage with other movements within society, or how those other movements might use 

technology, to bring about change. The question thus becomes not about technology but about social 

and cultural processes that we tried to identify and address in this report.  

Feedback recorded in surveys showed that Generation Y cares about the environment and sustainability 

practices. Although TV remains the primary source of information, Internet and social media are quickly 

catching up. In fact in our user studies TV lags behind the Internet. New media, especially the Internet, 

provide citizens with enhanced possibilities for gaining information and communicating with politicians, 

which altogether might potentially lead to a revitalization of the public sphere. Millennials are the most 

tech-savvy generation. When trying to engage this segment, one needs to think about the following 

fundamentals: 

 Smartphones 

 Social media 

 Hyper-targeted content 

 Gamification  

Transparent information, valuable consultation, personalization and active participation become 

extremely important to involve young people in the decision making process.  

Moreover, having examined the newest trends in ICT development and online activities as well as the 

latest e-Participation tools, it has been suggested that e-Participation has higher chances of succeeding, if 

it engages citizens through content channels that are otherwise popular, rather than operating 

independently of them.  

Thus, the future creation of e-Participation projects should go hand in hand with the newest 

developments in social media to increase the chance of people perceiving active interaction within policy 

processes. However, online civic activity should not be seen as separated from off-line social provision 

and action. In many cases participation starts with face-to-face and local contacts, then adds online 

support that will consequently develop into more distant contacts and collaborations.  

User studies suggest that the next e-Participation platform should contain trustworthy information with 

regards to environmental issues, as well as a variety of interactive features. Gamification is also suggested 

to be a great means of engagement with the most preferred type of rewards being «following up actions 

from local authorities» and «receiving social feedback from other citizens». 

Last but not least, much effort should also be placed in publicity and content. For improvements, 

participants suggest a more active media campaign to bring about increased awareness on governmental 

initiatives. Reaching young people effectively, requires an elimination of outdated engagement practices 

and the uptake and integration of digital techniques and campaigns as part of the promotional strategy to 

better respond to the needs and wants of millennials.  
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8 Appendices 

8.1 STEP Questionnaire 

This questionnaire aims to explore how young people engage with eParticipation platforms and how they may become 
more actively involved in the decision-making process on environmental issues. eParticipation helps people engage in 
policy-making and makes the decision-making processes more accessible thanks to Information and Communication 
Technologies (ICT). Responses to the questionnaire will be stored securely and no personal details will be passed to 
anyone else.  
*Required 

I have read the information about how this data will be used and agree to 
participate in the survey. *  
Yes 
No 

Social Media Usage 
How much time do you spend online per day? *  
Less than 2 hours 
2-4 hours 
5-8 hours 
More than 8 hours 

Which sites do you visit to get informed about local news where you live? 
Please respond with a comma-separated list of websites. *  
Your answer 

  

Do you use social media? *  
Yes 
No 

In a typical week how likely are you to use social networking sites? *  
Not at all likely 
Slightly likely 

Moderately likely 
Very likely 

Extremely likely 

Which of the following social networking sites do you currently have an 
account with? *  
(check all that apply) 
Facebook 
Twitter 
YouTube 
Instagram 
Pinterest 
LinkedIn 
Other: 

  

Required 

Where do you spend more time? *  
Facebook 
Twitter 
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YouTube 
Instagram 
Pinterest 
LinkedIn 
Other: 

  

Required 

Do you use social networking sites through your mobile phone?* 
Yes 
No 

Identify your three main sources of information on environmental news and 
issues. *  
TV 
Social Media 
Internet (blogs, forums, news sites...) 
Newspapers 
Radio 
Conversations with relatives and friends 
Magazines 
Publications and Brochures 
Events 
Other: 

  

Required 

Who do you trust the most when it comes to providing reliable information 
about the environment? *  
TV 
Social Media 
Internet (blogs, forums, news sites...) 
Newspapers 
Radio 
Relatives and friends 
Magazines 
Scientists 
Consumer Associations 
International Organizations 
Teachers 
EU Commission 
Regional and/or Local Government Authorities 
Pro-environmental Political Parties 
National Government 
Trade Unions 
Companies 
Other: 

  

Required 

Do you support campaigns, petitions and causes on social media? *  
Yes 
No 

Are you a fan or do you follow pages related to environmental issues? *  
Yes 
No 

How do you feel about eParticipation on social networks? *  
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Very Annoying 
Rather Annoying 

Indifferent 
Rather Useful 
Very Useful 

Have you ever become interested in a cause/an issue of your local area based on 
something that you saw on a social network? *  
Yes 
No 

Which one of these choices best describes your view about the environment? *  
Environmental policies do not concern me. 
I believe that actions should be taken to protect the environment but currently it is not my first priority. 
I recycle and promote an environmentally friendly lifestyle. 
I am an active member of an environmental organization. 

eParticipation 
Which one of these choices best describes your view about eParticipation? *  
I do not think that eParticipation is effective. 
Once in a while I get to read something online about government initiatives in my area. 
Whenever I have the chance I state my opinion on political issues. 
I would love to have the opportunity to become more actively involved in the decision making process of the authorities 
in my area. 
I believe that people should engage in policy-making. 

Do you think that an eParticipation platform could raise your interest in 
politics? *  

No 
Rather No 

Neutral 
Rather Yes 

Yes 

Rate the effectiveness of existing eParticipation tools. *  
Ineffective 

Rather Ineffective 
Neutral 

Rather Effective 
Effective 

Discussion Forums 
Blogs 

Live Chat 
Citizens' Satisfaction Surveys 

Feedback Forms 
Social Networking Sites 

e-Petition Sites 
Discussion Forums 

Blogs 
Live Chat 

Citizens' Satisfaction Surveys 
Feedback Forms 

Social Networking Sites 
e-Petition Sites 

What could boost the interest of young people in eParticipation platforms? 
Your answer 

  

At what level are you most interested in environmental issues? *  
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neighborhood 
city 
region 
country 
Europe 
world 
Required 

How likely are you to share local news related to environment? *  
Unlikely 

Rather Unlikely 
Neutral 

Rather Likely 
Likely 

How likely are you to share global news related to environment?*  
Unlikely 

Rather Unlikely 
Neutral 

Rather Likely 
Likely 

What kind of rewards would motivate you to engage in environmental debates 
and initiatives through an online platform? *  
Points 
Badges 
Follow up actions from local authorities 
Receive social feedback from other citizens 
Leaderboards 

Please rate how likely would you be to interact with an e-Participation platform 
using the following features: *  

Unlikely 
Rather Unlikely 

Neutral 
Rather Likely 

Likely 
Post links & short descriptions 

Being able to vote content according to how much you like or agree with it 
Rate other contributors 

Participate in group chat 
Leave your comment 

Sharing via social media 
Post links & short descriptions 

Being able to vote content according to how much you like or agree with it 
Rate other contributors 

Participate in group chat 
Leave your comment 

Sharing via social media 

Which would be the most effective way for public authorities to communicate 
their messages online in order to reach young audiences? *  

Ineffective 
Rather Ineffective 

Neutral 
Rather Effective 

Effective 
In a formal way 
In a friendly way 

Using Infographics or informative visualisation tools 
Using multimedia (video animations, gifs, images etc) 
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In a formal way 
In a friendly way 

Using Infographics or informative visualisation tools 
Using multimedia (video animations, gifs, images etc) 

Following the previous question, to engage young people the content of each 
message should be: *  

Ineffective 
Rather Ineffective 

Neutral 
Rather Effective 

Effective 
Brief (title, short description) 

Analytical (title, long description, full text) 
Brief but including link to a website or video 

Brief (title, short description) 
Analytical (title, long description, full text) 

Brief but including link to a website or video 

Demographics 
Gender: *  
Male 
Female 
Gender Neutral 

Age: *  
Choose 

Country: *  
Choose 

Please provide your e-mail to be updated on the progress and results of this 
research (optional). 

  

Your answer 
SUBMIT 
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8.2 Appendix B 

Table 4: Sources used for identifying e-participation case studies 

SourceSourceSourceSource    URLURLURLURL    

1 http://e-Participation.eu/cases/  

2 http://www.riformecostituzionali.partecipa.gov.it/assets/PARTECIPA_Rapporto_Finale.pdf  

3 http://www.unece.org/env/pp/newcastle.handbook.html  

4 http://www.puzzledbypolicy.eu/LinkClick.aspx?fileticket=b3AxtF8evGg%3D&tabid=283  

5 http://unpan3.un.org/egovkb/Portals/egovkb/Documents/un/2014-Survey/E-

Gov_Complete_Survey-2014.pdf  

7 http://futureisclean.org/ - https://www.naturealert.eu/en - http://saveoursoils.com/ - 

http://makeresourcescount.eu/  

8 http://www.huffingtonpost.com/tom-spengler/civic-engagement-why-mill_b_5492478.html  

 

Table 5: Participative city mobile application development case study 

Case StudyCase StudyCase StudyCase Study    Participative city mobile application development 

Related URLRelated URLRelated URLRelated URL    http://e-Participation.eu/2013/08/participative-city-mobile-application-

development/  

Country/CityCountry/CityCountry/CityCountry/City    Tartu/Estonia 

OrganizationOrganizationOrganizationOrganization    raad.tartu.ee 

DescriptionDescriptionDescriptionDescription    The goal of the project was to create with maximum involvement of the city 

residents a methodology for development of a user-friendly mobile application. 

The following methods were used to engage the residents: public poll, interviews 

with ordinary residents and officials, mapping of usage scenarios, development of 

navigation schemes, prototype development and testing. About 200 city residents 

took part in the mobile application development. 

AudienceAudienceAudienceAudience    Residents of Tartu, Estonia 

InsightsInsightsInsightsInsights    • A public poll determined the aspects that are of most interest to the 

residents in connection with the planned mobile application. Although there 

were a bit fewer respondents than expected, the distribution of topics in 

the replies was good. 

• The people were given a chance to express their opinions at a very early 

stage, the opinions were taken into account and the results have served as a 

platform for development of a user-friendly application. 

• The schedule was quite tight and the most time-consuming activity was the 

analysis of the information provided by the city residents. 

• This involvement of the residents has been of real use because a 
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functioning application has already been developed and it can now be 

improved. 

• People should be involved as early as possible and their opinions must be 

taken into account. 

• Facebook served as an excellent channel of communication with the city 

residents as the posts inviting all to take part in the public poll gained 

prominence. Users tend to react rapidly. 

• As much time as possible should be allocated for information analysis. 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: Facebook page, Public Poll 

ReachReachReachReach    200 residents 

 

Table 6: Participatory city website development case study 

Case StudyCase StudyCase StudyCase Study    Participatory city website development 

Related URLRelated URLRelated URLRelated URL    http://e-Participation.eu/2013/08/participatory-city-website-development/  

Country/CityCountry/CityCountry/CityCountry/City    Tartu/Estonia 

OrganizationOrganizationOrganizationOrganization    Raad.tartu.ee 

DescriptionDescriptionDescriptionDescription    The goal of the project was to create a generalised methodology and a working 

prototype with maximum involvement of the city residents, to be used as the 

basis for the new informative and user-friendly website for all the city residents, 

allowing them to be more closely engaged in the urban management and 

decision-making processes. 

The following methods were used to engage the residents: public poll, interviews 

with ordinary residents and officials, card sorting, testing of navigation schemes, 

testing of prototype usability.  

AudienceAudienceAudienceAudience    A total of over 500 Tartu residents were involved, including more than 30 city 

officials 

InsightsInsightsInsightsInsights    • The project has been a success because the city residents participated 

actively and expressed interest, the planned   methods produced results 

and the project was completed in a timely manner. 

• The most important thing was the chance that the city residents were given 

to express their opinions and the subsequent efforts have relied on those 

opinions. 

• This fact was confirmed that communicating with the residents is not as 

time-consuming as sorting and analysing the received information. 

• Facebook served as an excellent channel of communication with the city 

residents as the posts inviting all to take part in the public poll gained 
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prominence. 

• At the second stage, when the website prototype was created, a lesser 

number of participants was envisaged but this reduction did not affect the 

high quality of the result because those involved were more motivated and 

better matched the user profiles. 

• Public involvement should be planned thoroughly and in advance, including 

assessment of involvement duration so it is not a formality and can produce 

an essential result. 

• When the opinions of the city residents are taken into account throughout 

the process, it truly becomes a people’s project. 

• It is important to maintain contact with the participants at all project stages. 

• User participation in website development is vital because without it the 

developers can only speculate about user needs and habits. 

• Successful involvement is not directly dependent on the number of 

participants. Involvement of a large number of people in quality-related 

surveys only serves to inflate the volume of the material to be analysed 

without further affecting the overall results. 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: Facebook Page, Public Poll, Website 

B. Conventional media:  

C. Offline (Interviews with interested parties) 

ReachReachReachReach    A total of over 500 Tartu residents were involved, including more than 30 city 

officials. 

 

Table 7: Regional web based discussion forum regulation effects case study 

Case StudyCase StudyCase StudyCase Study    Regional web based discussion forum regulation effects 

Related URLRelated URLRelated URLRelated URL    http://e-Participation.eu/2012/10/regional-web-based-discussion-forum-

regulation-effects/  

Country/CityCountry/CityCountry/CityCountry/City    Vysocina/Czech Republic 

OrganizationOrganizationOrganizationOrganization    Vysocina Region 

DescriptionDescriptionDescriptionDescription    Open discussion forum of Vysocina Regional authority was established on regional 

web portal and it was quite popular communication channel from public side to 

regional politicians and officials. Usual month attendance was more than 500 

sessions and 10 new contributions to many regional issues. After 3 years of 

random, voluntary and little bit chaotic system of responses to public questions 

from regional authority and politicians the communication department made 

written internal rules of response system and more than 5 years was public forum 

regularly maintained by regional authority (typical response within 3 days to new 
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topic or question). 

AudienceAudienceAudienceAudience    Citizens, regional politicians and officials 

InsightsInsightsInsightsInsights    Public, open, regional web based discussion forum, which enables to internet 

users publish in anonymous way their opinions to regional topics is in long term 

indefensible from personal and impertinent attacks. Its moderation leads to end 

of open discussions and forum usage. Same lessons were learned on municipal 

level in last years in Vysocina region. 

• Only possible solution is having an organized discussion based for example 

on social networks and sophisticated systems. There is also a need to clearly 

give public forum rules before its start. 

• Publish and moderate topics of discussion. 

• Archive all trials of forum penetration. 

• Engage all public authority officers in forum operation. 

• Establish regular editorial board responsible for forum maintenance. 

• Involve your official spokesman in editorial board 

ChannelsChannelsChannelsChannels    Website, Forum 

ReachReachReachReach    Usual month attendance was more than 500 sessions and 10 new contributions to 

many regional issues. 

 

Table 8: Implementation of Vas Nazor System 

Case StudyCase StudyCase StudyCase Study    Implementation of Vas Nazor system 

Related URLRelated URLRelated URLRelated URL    http://e-Participation.eu/2012/10/implementation-of-vas-nazor-system/ 

www.vas-nazor.cz  

www.kr-vysocina.cz  

Country/CityCountry/CityCountry/CityCountry/City    Vysocina, Czech Republic 

OrganizationOrganizationOrganizationOrganization    Organization(s) in charge of the e-participation campaign (initiation, 

implementation) 

DescriptionDescriptionDescriptionDescription    The biggest challenge for Vysocina Region was to break the existing barrier in 

minds of people in relation to e-Participation, also because e-Participation is not 

the top political priority. Mostly only tools for one-way communication are 

present at PA administration websites. 

For the pilot realization the new central website for all 7 municipalities was 

created at www.vas-nazor.cz, pilots were actually hosted at this domain. Users 

registered through the central registration facility. It is linked to social networks, 

mostly to Facebook.  

The main objective is to involve citizens in local decision-making and promote 

interaction between citizens and administrations. The way selected was to adopt 

Valma process model of Tampere and modify them to the local context, based on 
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the regional needs. 

AudienceAudienceAudienceAudience    Citizens of Vyzocina 

InsightsInsightsInsightsInsights    Implementation of Vas Nazor system is a good example of real experience transfer 

from one country/municipality to another. In general the process of knowledge 

transfer and exchange between all participants was going very well. Online 

participation platform Vas Nazor allows citizens to express their ideas on 

suggested actual topics, providing them with necessary background documents 

and making summaries of their opinions for decision-making. The sophisticated 

platform is built on Open Source and is able to send messages to all registered 

citizens about new issues published, as well as to send emails with each new input 

to particular politician or administrative staff. The participation has already 

brought tangible results towards improving the participatory dialog of different 

stakeholders in Vysocina Region. 

• Create opportunities for cooperation with citizens.  

• Support communication skills of both sides. 

• Produce easy to understand information files. 

• Ensure access to complete and visually enriched information and ensure 

regular supply of information. 

• Systematically monitor communication and present results. 

• Don´t forget to promote e-participation tools - without promotion is no 

reaction. 

• Success depends on people! Without active attitude activity falls asleep 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: 1) Website, 2) Facebook page 

ReachReachReachReach    N/A 

 

Table 9: IT Mayor on Facebook Case Study 

Case StudyCase StudyCase StudyCase Study    IT Mayor on Facebook 

Related URLRelated URLRelated URLRelated URL    http://e-Participation.eu/2012/10/it-mayor-on-facebook/  

http://www.okrisky.cz/en/  

Country/CityCountry/CityCountry/CityCountry/City    Okrisky/Czech Republic 

OrganizationOrganizationOrganizationOrganization    Okrisky (Vysocina) 

DescriptionDescriptionDescriptionDescription    Using Social Media – better communication with public. Mayor of Okrisky 

municipality is also the administrator of the municipality web site and of the 

Facebook open group (249 members from 2 000 inhabitants); Mayor reacts using 

his own Facebook profile. Goal – publishing of news and events in village, 

invitations, documents and resolution of meetings of the Council or Assembly, 
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local ordinances, cultural and sport events, newspaper articles on Okrisky, photos 

of events etc. 

AudienceAudienceAudienceAudience    Inhabitants of Okrisky 

InsightsInsightsInsightsInsights    • Define goals before start – why to use social media? E.g., promotion &PR, 

active communication with citizens, institutional image, and additional 

information provision. 

• Find responsible person – without pro-active attitude - a responsible person 

should be strongly engaged. 

• Use different channels – don´t copy the content, react appropriately, 

friendly and personally. 

• Follow habits of the website users, be aware of local problems. 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: 1) Website, 2) Facebook page 

B. Conventional media: Press 

C. Offline (events) 

ReachReachReachReach    249 from 2000 inhabitants 

 

Table 10: Bambuser Live video broadcasting case study 

Case StudyCase StudyCase StudyCase Study    Bambuser live video broadcasting 

Related URLRelated URLRelated URLRelated URL    http://e-Participation.eu/2012/10/bambuser-live-video-broadcasting/  

Country/CityCountry/CityCountry/CityCountry/City    Tampere/Finland 

OrganizationOrganizationOrganizationOrganization    Youth Services of the City of Tampere 

DescriptionDescriptionDescriptionDescription    Nuorten Tampere (Youth’s Tampere) is a website uphold by Youth Services of the 

City of Tampere and is initiated to provide several e-services for young people 

living in Tampere region. 

Nuorten Tampere has found Bambuser a very useful tool for broadcasting live 

video stream from events etc. organised by Youth Services. Bambuser enables 

Youth Services to reach young people and their parents, as well as associates, via 

internet during the events. Live video stream has proved to be very popular way 

to take part in the event when a person is not able to participate in real life. In 

2011 event gathered 5500 visitors, while live Bambuser broadcast (embedded into 

Nuorten Tampere) were viewed nearly 1500 times. Bambuser also allows online 

comments/chat but these features have not been used so far. 

AudiAudiAudiAudienceenceenceence    Young People who people who want to participate but can’t make it to the event 

by person. 

InsightsInsightsInsightsInsights    Live video stream from events has proved to be very popular and to enable 

streaming doesn’t necessarily mean spending piles of money and resources. 
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• Think ahead your aims and the level (technical quality) you want to achieve 

them. Easy-to-use tool will be used even if it wouldn’t deliver once in the 

lifetime experience. 

• Keep your mind open when browsing the Internet. If you find interesting 

site, video, solution etc. spend some time to find out how it’s made or 

engineered. Surprisingly many technologies are open source or easily 

implemented for your needs. 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Conventional media: Live video streaming 

ReachReachReachReach     During the winter holiday Youth Services organizes a huge three-day event called 

“ChillHouse”, which practically means turning a conference center Tampere Hall 

into a one big youth center. The Tampere Hall is full of action from nail polishing 

to live music. In 2011 event gathered 5500 visitors, while live Bambuser broadcast 

(embedded into Nuorten Tampere) were viewed nearly 1500 times. 

 

Table 11: The City of Studies case 

CasCasCasCase Studye Studye Studye Study    Odense – The City of studies 

Related URLRelated URLRelated URLRelated URL    http://e-Participation.eu/2012/10/studiebyen-odense-odense-the-city-of-studies/ 

http://www.facebook.com/StudiebyenOdense  

Country/CityCountry/CityCountry/CityCountry/City    Odense/Denmark 

OrganizationOrganizationOrganizationOrganization    Odense Municipality - The department of business growth 

DescriptionDescriptionDescriptionDescription    The target group is students at higher educations in Odense – current and the 

coming. Attracting students to Odense and the different educational institutions is 

beneficial for Odense, which has to compete with Copenhagen and Aarhus. 

Studies show that well educated people create growth. The goal is to make the 

young people and the students / coming students more interested in the Odense 

cultural life. 

AudienceAudienceAudienceAudience    Students at higher educations, well educated young people 

InsightsInsightsInsightsInsights    • Be aware of the target group – what are their needs? 

• Be sure to develop the page so that it doesn’t stand still. Try to measure the 

effect by using Google Analytics / Focus group. Also create a better synergy 

between the webpage and the Facebook page (create traffic from Facebook 

to the webpage) 

• Try to measure the effect by using Google Analytics / Focus group. 

• Create a better synergy between the webpage and the Facebook page 

(create traffic from Facebook to the webpage) 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  
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A. Social media: 1) Website, 2) Facebook page 

ReachReachReachReach    4400 likes/fans 

 

Table 12: Odense Mobile Guide Case Study 

Case StudyCase StudyCase StudyCase Study    Odense Mobile Guide 

Related URLRelated URLRelated URLRelated URL    http://e-Participation.eu/2012/10/odense-mobile-guide/ 

Country/CityCountry/CityCountry/CityCountry/City    Odense/Denmark 

OrganizationOrganizationOrganizationOrganization    Municipality of Odense 

DescriptionDescriptionDescriptionDescription    The idea of the project was to offer an intelligent and user-friendly mobile app, 

that offers information about current activities in the city – traffic, culture, 

outdoor activities etc. To offer an intelligent and user-friendly mobile app, that 

offers information about current activities in the city - traffic, culture, outdoor 

activities etc. with a keen focus on „public participation” and user-centered 

design.  

AudienceAudienceAudienceAudience    Main target groups are families with children, Tourists, Handicapped, Students 

(people who have special interests or needs). 

InsightsInsightsInsightsInsights    Mobile technology is a fast growing industry and it takes a lot of resources to keep 

up with the developments. Also it is difficult to direct information from a website 

to a mobile phone. The adoption of “web apps” is important so that the 

information can easily be combined – web / mobile. 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: 1) Website, 2) Facebook page, 3) Twitter account, 4) Twitter 

hashtag, 5) Instagram, 6) Google+, 7) Other 

B. Conventional media: 1) TV, 2) Radio, 3) Press 

C. Offline (public booths, volunteers in streets, etc.) 

ReachReachReachReach    The goal was to have 5000 users before 2012. At the time when the case study 

was written there are 1000 users.  

 

Table 13: Ideas for Cagliari Case Study 

Case StudyCase StudyCase StudyCase Study    Ideas for Cagliari 

Related URLRelated URLRelated URLRelated URL    http://e-Participation.eu/2012/09/ideas-for-cagliari/ 

Country/CityCountry/CityCountry/CityCountry/City    Cagliari/Italy 

OrganizationOrganizationOrganizationOrganization    N/A 

DescriptionDescriptionDescriptionDescription    Night buses, bike paths, urban gardens, new sports facilities. Practical 

ideas, especially on the mobility and the environment, but also city planning, 

social policies, culture, which could make life easier. Cagliari: the proposals of the 
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citizens to the new municipal administration are online. To collect an innovative 

“Ideario” line, designed after this election. 

AudienceAudienceAudienceAudience    Citizens of Cagliari 

InsightsInsightsInsightsInsights    On the Internet, similar to what happened to twitter for other cities, was born as a 

polite and constructive dialogue on the needs of the Sardinian capital, with the 

party on Facebook, in which the category of mobility and transport reached the 

number one place as number of suggestions, followed by the environment, 

tourism, participation, culture. 

Building own local social network is possible. 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: 1) Website, 2) Facebook page 

ReachReachReachReach    One week after birth dell'Ideario the ideas proposed were 220, 715 comments 

collected 4,100 votes cast and 568 active users (4% of the city population). 

 

Table 14: Future is Clean case study 

Case StudyCase StudyCase StudyCase Study    Future is Clean 

Related URLRelated URLRelated URLRelated URL    http://futureisclean.org/  

Country/CityCountry/CityCountry/CityCountry/City    All over the world 

OrganizationOrganizationOrganizationOrganization    Initiated by Bertrand Piccard and André Borschberg, founders and pilots of Solar 

Impulse. 

(Solar Impulse intends to achieve the First RoundFirst RoundFirst RoundFirst Round----TheTheTheThe----World Solar FlightWorld Solar FlightWorld Solar FlightWorld Solar Flight in 2015, 

after 12 years of research, tests and development. No fuel, but only solar energy 

and technologies of the future, to prove that pioneering spirit and innovation can 

really change the world.) 

DescriptionDescriptionDescriptionDescription    In December 2015, we will bring the voice of the Future Is Clean community to the 

United Nations Climate Change Conference, COP21, held in Paris. World leaders 

will meet to reach a global agreement on climate change. Decisions made at this 

conference will be the legacy of our generation and shape the future of our 

planet. We need strong commitment and ambitious actions for a clean future. 

AudienceAudienceAudienceAudience    Young people, active social media users who care about the environment and 

want to be heard 

InsightsInsightsInsightsInsights    The campaign is ongoing 

- To boost interest they gamify (paperplane: http://futureisclean.org/paperplane) 

- Great emphasis on design and user friendliness 

- Crowdsourcing videos from users  

- Create interesting and fun videos and multimedia content  
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ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: 1) Website, 2) Facebook page, 3) Twitter account, 4) Twitter 

hashtag: #futureisclean 5) Google+, 6) YouTube, 7) newsletters 

B. Conventional media (press) 

ReachReachReachReach    Approx. 10K Facebook shares, 10.5K twitter shares 2.9K g+ shares  

 

Table 15: Nature Alert case study 

Case StudyCase StudyCase StudyCase Study    Nature Alert 

Related URLRelated URLRelated URLRelated URL    https://www.naturealert.eu/en 

Country/CityCountry/CityCountry/CityCountry/City    EC 

OrganizationOrganizationOrganizationOrganization    Friends of the Earth Europe, Bird Life International, European Environmental 

Bureau, WWF 

DescriptionDescriptionDescriptionDescription    In Europe vital laws protect our most precious nature. Our wildlife and most 

valued natural places all depend on these rules. At the time of the campaign EC 

was considering undermining these laws undoing years of progress. The EC was 

asking for people’s opinion. The Commission’s consultation asks several questions 

and in the website that was created the answers the best protect nature were 

suggested so that people could feel their details and act. 

AudienceAudienceAudienceAudience    Europeans 

InsightsInsightsInsightsInsights    Participants were allowed to send a pre-prepared questionnaire response to the 

EC without having to spend a lot of time doing it themselves. 

 

Experienced nature experts filled in the answers to the key questions asked by the 

EC – this was to make it easy for citizens to send a response defending nature and 

the Nature Directives. 

 

Online actions made it possible for EU citizens to take part in the consultation 

process. 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: 1) Website, 2) hashtag: #naturealert 

ReachReachReachReach    520325 people 

 

Table 16: Save our Soils case study 

Case StudyCase StudyCase StudyCase Study    Save our soils 

Related URLRelated URLRelated URLRelated URL    http://saveoursoils.com/  

Country/CityCountry/CityCountry/CityCountry/City    Netherlands and Europe 
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OrganizationOrganizationOrganizationOrganization    The Save Our Soils campaign (www.saveoursoils.com) was set up by Dutch organic 

fresh produce specialist Nature & More / Eosta and the FAO (Food & Agricultural 

organisation of the United Nations) in order to raise awareness about the 

importance of healthy soils. See also www.natureandmore.com.  

DescriptionDescriptionDescriptionDescription    Nature & More, as a partner in FAO’s Global Soil Partnership, initiated the Save 

Our Soils campaign. Many other NGO's and companies have joined the campaign. 

The Save Our Soils campaign will run from December 2012 until December of 

2015, the International Year of Soils. Vandana Shiva is the international patron of 

the Save Our Soils campaign. 

The campaign aims to raise consumer awareness about the importance of soil for 

our health, food security and climate. It wants to make people aware of the 

problem of degraded soils, and point towards solutions. Last but not least, the 

campaign aims to activate consumers to get creative and become soldiers for a 

better future. 

AudienceAudienceAudienceAudience    N/A 

InsightsInsightsInsightsInsights    • Celebrities endorsing the initiative (Julia Roberts) 

• 200 campaign partners who are helping to spread the message of Save 

Our Soils. 

• Spread the message, together with our retail customers, in stores 

throughout Europe. If the consumer, that sleeping giant, wakes up, things 

will start to change.” 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: 1) Website, 2) Facebook page, 3) Twitter account, 4) Twitter 

hashtag, #CelebratingSoil, #worldsoilday, @natureandmore, #saveoursoils 

B. Conventional media: Press 

ReachReachReachReach    Soils are lost at a rapid pace all over the world, but organic agriculture offers 

solutions. This message of the Save Our Soils campaign reached almost 12 million 

people through social media over the last two weeks. The Celebrating Soil! 

Celebrating Life! Congress that was held on 26 and 27 June in Amsterdam, 

reached nearly 2 million Twitter accounts through the hashtag #CelebratingSoil. 

On Friday 26 June the subject became „trending topic” for a few hours. And 

thanks to posts by Greenpeace International and the American Organic 

Consumers Association, another 10 million users were reached on Facebook 

(through 30.000 likes and 8000 shares).  

 

Table 17: Make resources count case study 

Case StudyCase StudyCase StudyCase Study    Make resources count 

Related URLRelated URLRelated URLRelated URL    http://makeresourcescount.eu/  

Country/CityCountry/CityCountry/CityCountry/City    Europe 

OrganizationOrganizationOrganizationOrganization    European Environmental Bureau 
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DescriptionDescriptionDescriptionDescription    A campaign for less waste and better product design that lowers Europe’s 

resource consumption. Make Resources Count is a campaign run by the European 

Environmental Bureau. 

The European Environmental Bureau (EEB) is the environmental voice of European 

citizens, standing for environmental justice, sustainable development and 

participatory democracy. The EEB is now Europe’s largest federation of 

environmental organisations with 140+ member organisations who gain their 

membership from the general public. Make Resources Count is campaigning to 

ensure the EU’s Circular Economy Package is as ambitious as possible when it 

comes to resource savings and waste reduction 

AudienceAudienceAudienceAudience    Europeans 

InsightsInsightsInsightsInsights    Gamification and the new ICT tools are perfect to grow engagement and interest: 

By everyone sharing images of all the stuff they are fixing the EEB can send a 

message to the EU that repair activities are important, deserve more support and 

the EU can help make products more repairable. Participants could: 

• Take a picture of something they have repaired over the past year 

• Upload it to Facebook or Twitter using the hashtag #fixitselfie by 8 June 

• The Make Resources Count campaign collected all the photos uploaded 

in this Storify story. 

• The Storify was sent to European decision-makers at the end of European 

Sustainable Development Week. 

A randomly selected photo from among those uploaded using the #fixitselfie 

hashtag won a great prize, a full IFIXIT Pro Tech toolkit. 

ChannelsChannelsChannelsChannels    Types of channels that were used to spread information on the campaign: Use the 

following labels:  

A. Social media: 1) Website, 2) Facebook page, 3) Twitter account, 4) Twitter 

hashtag @zerowasteeurope, @ResourcesCount , #overshoot, 

#circulareconomy 

B. Conventional media: 3) Press 

ReachReachReachReach    Twitter Followers: 251 

Facebook likes: 354 

 

Table 18: Puzzled by Policy case study 

Case StudyCase StudyCase StudyCase Study    Puzzled by Policy 

Related URLRelated URLRelated URLRelated URL    http://www.puzzledbypolicy.eu/LinkClick.aspx?fileticket=b3AxtF8evGg%3D&tabid=2

83  

Country/CityCountry/CityCountry/CityCountry/City    Italy, Greece, Spain and Hungary 

OrganizationOrganizationOrganizationOrganization    Puzzled by Policy NGO (EU funded Project consortium:  

http://www.puzzledbypolicy.eu/Community/Consortium.aspx)  

DescriptionDescriptionDescriptionDescription    ‘Puzzled by Policy’ is an online platform that encourages people to become actively 

involved in discussions concerning immigration policies across Europe as well as 

increases interaction levels between various stakeholders, mainly ordinary citizens 



D4.2: Best practice report 

 

 65 | 72 

and decision-makers. Moreover, Puzzled by Policy gives people a medium to 

exchange opinions and ideas across the borders of their own countries with the 

potential of influencing public policy at the European level.  

The key features of this platform allow users to: 1) identify where their views on 

immigration stand in relation to current policies in the field, 2) join online discussions 

on different strands of immigration-related policies and, 3) install the Puzzled by 

Policy widget on their platform of choice in order to share it with friends and engage 

directly with policy-makers. 

AudienceAudienceAudienceAudience    N/A 

InsightsInsightsInsightsInsights    To date, the project has been successful in realising the set objectives. The project 

offers countless interactive features to its users who can install the PbP widget on 

anyone’s social network, blog or other destination and share the widget with friends 

or colleagues. Installing and sharing the widget allows the user to see the views of 

his/her friends on the same immigration issues and leads the user into a debate on 

the subject. In addition the project can be followed on social media sites such as 

Facebook, Twitter, Linked in, Flicker and YouTube. The platform places a great 

emphasis on becoming better known via users’ recommendations to their friends: 

one of the most influential functions of the social media. Most importantly, the user-

driven community created by the project on various social media sites promises the 

project sustainability even without direct funding from the EC. Thus, the use of social 

media for increasing e-Participation can be an efficient, cost-effective way to 

establish continued presence for policy-projects, allowing them to become part and 

parcel of people’s everyday lives. 

ChannelsChannelsChannelsChannels    Web, Facebook, LinkedIn, twitter, YouTube, Flickr 

Hashtags and accounts: @puzzledbypolicy,  

https://www.facebook.com/PuzzledbyPolicy/ 

ReachReachReachReach    Twitter followers: 828 

Facebook: 819 

Puzzled by Policy launched its pilots in February 2012 and by May 2012 the widget 

has been downloaded more than 750 times, through it social media presence 

attracted more than 3000 users participating in the debates and had more nearly 

2000 people to complete the profiler. 

 

Table 19: OurSpace case study 

Case StudyCase StudyCase StudyCase Study    OurSpace 

Related URLRelated URLRelated URLRelated URL    https://www.joinourspace.eu/  

Country/CityCountry/CityCountry/CityCountry/City    Europe 

OrganizationOrganizationOrganizationOrganization    The project consortium consists of 9 partners from 6 European countries. Athens 

Technology Center SA (Greece), National Technical University of Athens (Greece), 

Google Ireland Limited (UK), Danube University Krems (Austria), 21c Consultancy 

Limited (UK), Foundation Euractiv (Belgium), Babel International (France), DUHA 



D4.2: Best practice report 

 

 66 | 72 

(Czech Republic) and British Youth Council (UK). The project is funded by the 

European Commission’s the Information and Communication Technologies Policy 

Support Programme (ICT PSP). More detailed information can be found on 

http://www.ep-ourspace.eu. 

DescriptionDescriptionDescriptionDescription    Young people have a limited knowledge of the EU legislation and their obligations 

in the new European framework (Matsas, 2005). OurSpace is a project that 

attempts to bridge this gap by “contributing towards bringing the EU closer to the 

youth by improving their role within the democratic system of the EC through the 

use of ICT” (OurSpace, 2012). OurSpace embraces the success of social media as 

its key foundation for furthering e-Participation in two separate but equally 

important directions. First of all, the project’s format as a social networking site, 

aiming to include the commonly used features such as user’s profile, invitations, 

recommendations, rating and statistics, is a way to appeal to young audiences that 

have been taking full advantage of similar sites in different areas. OurSpace is 

reaching to wide audiences by its own Android App, iGoogle gadget and a 

Facebook app, enabling mobile access to the platform and adjusting to the current 

trend that an increasing number of people use their mobile phones rather than 

their laptops to engage in online activities. Secondly, the promotion of OurSpace 

on very popular social networking sites, such as Facebook and Twitter, generates a 

wide user base from young audiences. 

AudienceAudienceAudienceAudience    The OurSpace platform has been designed for young Europeans, whose active 

involvement in social and political issues can play a key role in our societies, 

bringing youth closer together.  

InsightsInsightsInsightsInsights    Having social media embedded at the core of the OurSpace design makes youth 

involvement in political and social debates more realistic and prevents the project 

from being rejected by its target users for being ‘old-fashioned’ and too 

complicated to use. In short, OurSpace demonstrates the attempt to tailor 

traditional e-Participation tools based on the dominant trends of web 2.0. Based 

on the current trend of preliminary results, Puzzled by Policy and OurSpace are 

expected to significantly outperform previous e-Participation projects because of 

the use of social media. Thus, it can be argued that the use of social media is 

complementary to traditional e-Participation tools and practices and can in fact 

increase user engagement 

ChannelsChannelsChannelsChannels    Web, Facebook: https://www.facebook.com/OurSpace.eu/ 

YouTube 

ReachReachReachReach    OurSpace opened its pilots in May and, only after few weeks in operation, 

attracted more than 300 posts and 45 different debates from more than 250 

active users. 

 

Table 20: Parallel Public Participation in Environmental Impact Assessment case study 

Case StudyCase StudyCase StudyCase Study    Parallel Public Participation in Environmental Impact Assessment 

Related URLRelated URLRelated URLRelated URL    http://www.unece.org/fileadmin/DAM/env/pp/ecases/CZ_01.PDF  

Country/CityCountry/CityCountry/CityCountry/City    South-Bohemian woodlands, Czech Republic 
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OrganizationOrganizationOrganizationOrganization    N/A 

DescriptionDescriptionDescriptionDescription    A Dutch company initiated a proposal to build a recreation park called “Rajcherov” 

in the South-Bohemian woodlands. The investment promised to bring into the 

traditionally poor region an investment of USD 100 million. The local NGOs and 

the general public found that the proposed park would destroy the habitat of 9 

critically endangered species and 27 endangered species, and would have a major 

impact on nature conservation. 

The local public was informed about the start of the EIA process related to the 

building of “Rajcherov Park” through the media. An information campaign was 

organised by the developer and a public relations company, which included public 

presentations. The public authorities put a public notice on municipal notice 

boards and newspapers. The NGOs organised a campaign for media and 

newspaper coverage, including regional radio and national TV and newspapers. 

AudienceAudienceAudienceAudience     N/A 

InsightsInsightsInsightsInsights    Establishment by an initiative of a core group of 3 interested NGOs of the 

‘Association Rajcherov’ (comprising 42 local NGOs and academic institutions) in 

order to support the detailed public review of the proposal; the advice of public 

participation experts was obtained, and contacts were made with environmental 

and non-environmental NGOs. Academic institutions and church groups were also 

contacted. All these organisations were interested in a fair and open procedure, 

regardless of their particular views on the proposal. 

Organising public hearings and participation in the public hearings in all the 

interested local communities within the 2 year EIA process; facilitators were hired 

with money from a grant from the ‘Environmental Partnership’, who organised 5 

public discussions during the first few months of the 2-year process. 

Mapping and analysing the general public’s comments about the proposal by 

preparation of three sociological surveys and socio-economic assessment. The 

NGO group developed a survey in collaboration with professional sociologists. A 

total of 1,050 citizens were surveyed on their opinions about the proposed park, 

its benefits, the information available, etc. 

ChannelsChannelsChannelsChannels    Conventional media: Press, TV, radio 

Public Hearings 

Surveys 

ReachReachReachReach    The public’s comments in the parallel public participation exercise meant that the 

EIA documentation had to be revised twice due to deficiencies in the content and 

procedural errors. The whole EIA process lasted more than 3 years and over 300 

pages of public comments on the proposal were submitted. 

In addition to the representatives from the local government, 42 local NGOs and 

academic institutions (organised into the “Association Rajcherov”) participated in 

the public hearings to review the EIA documentation. About one-third of the 

NGOs were local environmental NGOs, another third were local social-issue NGOs 

(Caritas, Scouts, Club of Retired Persons) and the final third were national 

environmental NGOs. Each public discussion was attended by between 50 and 70 
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members of the public. 

A total of 1,050 citizens were surveyed on their opinions about the proposed park, 

its benefits, the information available, etc. 

 

Table 21: Public consultation on location of shopping centre case study 

Case SCase SCase SCase Studytudytudytudy    Public consultation on location of shopping centre 

Related URLRelated URLRelated URLRelated URL    http://www.unece.org/fileadmin/DAM/env/pp/ecases/CZ_02.PDF  

Country/CityCountry/CityCountry/CityCountry/City    Decin, Czech Republic 

OrganizationOrganizationOrganizationOrganization    Dècín’s Environment department approached this participation exercise in co-

operation with the City Council in Prague 

DescriptionDescriptionDescriptionDescription    A large sports centre was planned within Dècín Old Town (Staré Mesto). The 

elected municipality representatives had approved these plans under the 

municipal law as part of the town development plan which is valid for 10-15 years. 

Since an investor was not available to build the sports centre, city representatives 

voted for a change in the local area plan to build a shopping centre instead. This is 

legally acceptable. However, the site for the development had previously been a 

waste disposal site for inert material. The public was encouraged to react in 

writing to investor plans within 30 days of publication. Responses could also be 

given during a public meeting and discussion organised by the investor. During this 

meeting, investor plans were presented to the public and their questions 

answered. 

AudienceAudienceAudienceAudience    About 100 – 150 people participated in the public/discussion meeting. The chief of 

the town environment department mentioned the hall was “overflowing” with 

participants. Among those sectors represented were civic associations, the public, 

and NGOs. Generally only persons opposed to the plans attended the discussion. 

InsightsInsightsInsightsInsights    The views of the authorities and of the public were very different at the end of the 

process indicating that the process did not build a consensus supporting the final 

decision. The members of the public who participated in the procedure appear to 

be dissatisfied, not with the outcome of the decision, but with the manner in 

which their comments were handled. 

An atmosphere of distrust and suspicion seems to have developed during the 

proceedings. It is not clear whether the confrontational and uncompromising 

attitude originated from the authorities or from some members of the public. It is 

clear, however, that the refusal to accept the participation of an unregistered 

NGO contributed to the bad feeling. The fact that no action was taken in response 

to public’s comments is very different to the Tychy and Gdansk cases (Poland) 

case studies and the Havlickuy Brod case (Czech Republic). In these cases, a few 

relatively inexpensive measures were made in response to the public’s comments. 

These created good will in favour of the final decision. 

ChannelsChannelsChannelsChannels    The public announcement was published in newspapers (local periodicals) some 

five times. Further more, printed posters were distributed within the affected 

locality (e.g. at supermarkets, medical centre, etc.), and on the town’s official 

notice board. Television was also interested in the problem and publicised the 
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shopping centre model. 

ReachReachReachReach    About 100 – 150 people participated in the public/discussion meeting. 

 

Table 22: The Communication Plan case study 

Case StudyCase StudyCase StudyCase Study    The Communication Plan: a Technique to Guide Public Involvement in Flood 

Defense and River Management through the E.I.A. Process 

Related URLRelated URLRelated URLRelated URL    http://www.unece.org/fileadmin/DAM/env/pp/ecases/UK_02.PDF  

Country/CityCountry/CityCountry/CityCountry/City    Cone Pill site, Severn River Estuary, Midlands Region of the UK 

OrganizationOrganizationOrganizationOrganization    N/A 

DescriptionDescriptionDescriptionDescription    The Purpose of Participation Exercise was to do describe the flood defense need, 

explain the options for solving the problem and involve the local population as 

well as all other stakeholders in the decision making process. In the Midlands 

Region of the UK Environment Agency, a standard approach has been developed 

for EIA procedures, which enables us to formalise the participation process into a 

Communication Plan. It serves as a file record throughout the project and can be 

reviewed and amended throughout the life of the project. The Agency can also 

review the process and learn from it after it has finished. 

AudienceAudienceAudienceAudience    N/A 

InsightsInsightsInsightsInsights    • The content and timing of public participation in EIA must be well planned.  

• Techniques must be appropriate and the feedback recorded accurately. 

• Public participation must be capable of contributing to a reasoned and 

transparent environmental appraisal of the project 

The Communication Plan helps to identify the best ways of contacting interested 

people (the ‘stakeholders’) which may include:  

• Postal (letters, leaflets, mailshots) wide contact but may achieve poor 

returns;  

• Visits – dialogue often takes longer and more staff time needed but 

feedback is better; 

• Site boards – suitable for information bulletins, progress notes where 

information is factual and not controversial; 

• Exhibitions – information is managed by the Agency, it engages people, but 

must actively record feedback; 

• Press – releases, features, radio, television – wide coverage, but the 

outcome is not always predictable; 

• Public meetings – need careful management as they can be very risky (local 

orators, pressure groups, politics); 

• Projects with others – excellent way of involving community at all levels, 

schools, local interest groups, business, residents, etc. 
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ChannelsChannelsChannelsChannels    An informal verbal questionnaire was created asking for landowners’ views related 

to each option for the scheme. For example, questions included “What if we were 

not able to defend your land from flooding: would you manage it for 

conservation? Would you sell it? Would you accept suitable land elsewhere? What 

do you consider is the value of the land?” Eight multiple-choice questions were 

asked in a 30 or 40-minute interview with each family, around the kitchen table. It 

was explained that inevitably there would be some losers and that there would be 

a need for compromise. 

ReachReachReachReach    The key stakeholders (participants) were 8 landowners (farmers) whose 

livelihoods were threatened if the land could not be defended from flooding. For 

EIA, a fair assessment of their views and expectations was needed. These views 

were recorded enabling the project team to choose the least damaging option 

and maximise benefits and /or mitigation for individuals. 

 

Table 23: Preparation of a Biodiversity Action Plan for Newcastle City 

Case StudyCase StudyCase StudyCase Study    Preparation of a Biodiversity Action Plan for Newcastle City 

Related URLRelated URLRelated URLRelated URL    http://www.unece.org/fileadmin/DAM/env/pp/ecases/UK_03.PDF  

Country/CityCountry/CityCountry/CityCountry/City    Newcastle upon Tyne, North East England 

OrganizationOrganizationOrganizationOrganization    Newcastle City Council 

DescriptionDescriptionDescriptionDescription    A Biodiversity Action Plan (BAP) is an action plan designed to protect and enhance 

wildlife. Newcastle City Council, in partnership with a number of statutory and 

non-statutory agencies, is developing a BAP for the city. Due to the rarity or 

inaccessibility of some of the species and habitats, the plan needs to be carefully 

prepared to make it relevant to the community. The issue of what is important to 

the local community can only be resolved through public involvement at an early 

stage. 

Ten focus groups were held, distributed widely throughout the city. Invitations 

tried to include working, non-working and young people. The facilitator, who was 

a professional research services officer of the City Council and experienced in 

leading focus groups, encouraged discussion and ensured relevance to the 

subject. The groups were informed about what a BAP is and why the consultation 

was being held. The aim of the focus groups was to explore the extent to which 

respondents would engage the idea of biodiversity and the prioritisation of 

species and habitats. The results of the focus groups were used to design a 

questionnaire. 

 

AudienceAudienceAudienceAudience    N/A 

InsightsInsightsInsightsInsights    Overall, there was a poor response rate to focus groups invitations. This may be 

explained by the nature of the subject not attracting enough people, even though 

the technical term ‘biodiversity’ was avoided. Attendance was, however, sufficient 

to generate meaningful discussion and the opinions and level of discussion were 

far greater than expected. 
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ChannelsChannelsChannelsChannels    Focus Groups, Questionnaire 

ReachReachReachReach    Focus Groups: poor but To date they have received almost 1000 completed 

questionnaires and analysed the results of over 500. This analysis reveals a 

positive endorsement of the ideas, which came from the focus groups. Some 90% 

of respondents lived in Newcastle and were widely distributed across the city. The 

majority of respondents (54%) were aged over 50, around a third were between 

26 and 49 and 10% were under the age of 25. 

 

Table 24: SpeakUpAustin case study 

Case StudyCase StudyCase StudyCase Study    Speak Up, Austin 

Related URLRelated URLRelated URLRelated URL    http://speakupaustin.org/  

Country/CityCountry/CityCountry/CityCountry/City    City of Austin, Texas (USA) 

OrganizationOrganizationOrganizationOrganization    City of Austin 

DescriptionDescriptionDescriptionDescription    SpeakUpAustin is making it easier for the public to communicate feedback and 

receive information. SpeakUpAustin is a way for citizens of Austin to find out about 

ongoing Projects, join in on topical Discussions, create/share/vote on citizen-

generated Ideas, and connect with others that share common interests. Users can 

also take Surveys that will help the community shape the future of how they work.  

AudienceAudienceAudienceAudience    Citizens of Austin 

InsightsInsightsInsightsInsights    The platform allowed the local government to offer a user-centric and intuitive tool 

accessible to anyone with access to the Internet. Idea forums enabled ideas like bike 

share hubs to become a reality as it quickly became one of the highest rated ideas 

by citizens. This is a great example of how one idea by a concerned citizen can turn 

into a catalyst for meaningful action. Citizens have also been able to play a role in 

policy or service initiatives, including drafting the plastic bag ordinance, which 

received more than 100 responses -- many of which were taken into consideration 

when the ordinance was drafted. 

The platform allows users to comment, vote, follow or share an idea as well as 

monitor its state whether it is in progress or planned and receive updates. There are 

also Forums created and monitored by SpeakUpAustin staff that is collecting ideas 

tailored around specific topics or initiatives. 

ChannelsChannelsChannelsChannels    Website, Facebook and Twitter (logins) 

ReachReachReachReach    More than 3,000 citizens have engaged with the platform and more than 65 

community ideas were put into action. 

 

Table 25: The New orleans' Open Government 

Case StudyCase StudyCase StudyCase Study    The New Orleans’ Open Government 

Related URLRelated URLRelated URLRelated URL    http://www.granicus.com/casestudies/the-city-of-new-orleans/  

Country/CityCountry/CityCountry/CityCountry/City    New Orleans, USA 

OrganizationOrganizationOrganizationOrganization    N/A 
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DescriptionDescriptionDescriptionDescription    When Hurricane Katrina hit east of New Orleans in 2005, the City suffered a 

catastrophic failure of its levee system, flooding the city and forcing thousands of 

citizens to evacuate. Citizens were upset with the lack of communication and 

response from all levels of government. New Orleans struggled to keep all residents, 

specifically those displaced and living outside of the city and parish, informed on 

their revitalization efforts and rebuild trust. 

New Orleans deployed streaming media technology with automated minutes and 

votes recording, strengthening communication and broadening its reach through 

convenient, online access to public meetings and announcements. 

AudienceAudienceAudienceAudience    Citizens of New Orleans 

InsightsInsightsInsightsInsights    After the storm, New Orleans opened its government to enable the citizens to play a 

larger role in rebuilding the city. It started with on-demand access to public 

meetings by deploying streaming media technology with automated minutes and 

votes recording. Residents were able to hear first-hand the decisions impacting their 

reviving community  

New Orleans increased citizen awareness and access to information, helping to build 

public trust. The new technology allowed citizens to immediately access public 

hearings through the internet.  

ChannelsChannelsChannelsChannels    Internet, Social Media 

ReachReachReachReach    New Orleans achieved some of the highest, live viewership, exceeding 12,000 live 

hits to its city council meetings in a 30-day period. 

 

 

 

 


