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Agenda

ÁDeveloping an eConsultation Strategy

Ç Elements of the strategy

Ç Consultation in a web 2.0 world

Ç What to expect from your participants

Ç Structuring a relationship with your participants

Ç Implications for technology

ÁCase Study: Be Part of the Plan

ÁDiscussion



Elements of the Strategy

STEP ONE: THE PLAN
Á Setting your objectives
Á Identifying your audience
Á Determining success (traffic, frequency/depth, repeats etc.)

STEP TWO: YOUR AUDIENCE
Á Identifying the relationships you want to have with each of your audiences
Á Understanding their online behaviours (social technographics)

STEP THREE: TECHNOLOGY AND RESOURCES
Á Technology requirements ïwhat is it that we need technology to do 
Á Resources (content development, training, monitoring, moderating etc.)
Á Integration (supports offline, extends reach, new audiences)

STEP FOUR: PROMOTION/COMMUNICATION
Á Promotion (built it and they will come NOT)
Á Ongoing communication (reporting out)

STEP FIVE: EVALUATION
Á Evaluation ïdetermine what tactic for each tool



Consultation in a Web 2.0 World

Ç A genuine conversation online between people with a 
mutual interest

Ç Transparent participation ïtransparency is fundamental

Ç Uses ówisdom of crowdsô to connect information in a 
collaborative manner

Ç The democratization of information

Ç The voice of the individual in building collective 
conversations online

Ç It is an activity that is based on the notion of influence



Key considerations

ÁOnline consultation in a web 2.0 world is about 
forming a carefully balanced, multi -participant 
relationship

ÁDespite your best laid plans, once they have a key to 
your place participants are going to make themselves 
at home, or they are going to leave.



How do you define the relationship?

ÁYour half

Ç What do you hope to learn?

Ç Do you hope for a deep discussion? Or a more broad-based 
one?

Ç How knowledgeable to participants need to be going into 
the discussion?

Ç How visible do you/your clients want to be in the discussion?



How do you define the relationship

ÁTheir half

Ç Who are they?

Ç How engaged are they in the issue?

Ç How important is it to them, that they are able to engage?

Ç What is the seed of their interest?

Ç What is their social technographic style? How will they 
engage?

Ç How will they respond to other participants? Are they 
looking for leaders, or being them? Will these relationships 
be negative, or positive?



Social Technographics

Online social behaviours:

ÁCreators  - 21%

ÁCritics ï37%

ÁCollectors ï19%

ÁJoiners ï35%

ÁSpectators ï69%

ÁInactives ï25%
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The relationship will dictate

ÁThe relationship will dictate:

Ç What type of tools you select

Ç How involved your team will be in the space

Ç How you will promote dialogue both within the online 
consultation space, and through other means. 

Ç AND ultimately, how engaged participants will become in 
your online space.



Relationship becomes community 

ÁA web 2.0 consultation space is a community ïthe 
sum total of all those relationships.

ÁIf participants feel engaged and the right set of tools 
are available, they will visit repeatedly, guide 
discussion, and ultimately feel part of the community. 



What community means

ÁUnderstanding this allows you to decide:

Ç if this deep level of engagement is in -line with your 
objectives

Ç How you want to manage it (to the extent you can)

Ç How you want to facilitate it

ÁA few things to remember: 
Ç A balance of technologies

Ç A balance of moderation vs. transparency

Ç Surfacing activity

Ç Providing options for sharing, organizing



CASE STUDY:

www.BePartofThePlan.ca

TransLink eConsultation Pilot Project



Objectives

ÁEngage new audiences in the consultation process

ÁDeepen engagement of existing audiences whenever 
possible

ÁSupport offline consultation initiatives when 
appropriate

ÁPilot and determine the effectiveness of a web-based 
technologies for consultation

ÁEvaluate this e-pilot project to serve to inform 
TransLinkôs public consultation efforts



Pilot Project

ÁE-Consultation Pilot Project: TransLinkôs 2010 
10-Year Plan
ÁSpecific Tools: engagement with key 

stakeholders via the web site, social media 
and Mobile 
ÁGuiding Principles: in alignment with 
TransLinkôs public consultation principles and 
the e-Consultation strategic framework
ÁEvaluation: support this process and inform 

future e-Consultation initiatives



Pilot Project Audiences

ÁNet Generation : those 15-30 years of age who 
are not currently engaged in providing input into 
the planning process

ÁInfluentials : who do not have time to attend 
face-to-face meetings but are civic-minded and 
interested in providing input into the planning 
process



Tactics

ÁMarch ïJune óinformalô: engagement around 
Transport 2040 Vision ïwebsite with polls, 
blogs, as well as external social media; 
objective is building awareness of issues, 
interest in consultation

ÁMay ïJune óformalô: input is via eConsultation 
platform (web & mobile response). Threaded 
discussion, document commenting, feedback 
on offline consultations



Dipping our toes





Site Components




