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Work packages

WP 4.2 Evaluation of usability of the deployment of tools for social web local enhancement Fidas Christos

Evaluation of the deployment and adaptation of monitoring tools Eleftherios Papachristos

Nikos Karousos

Evaluation of the overall use of social networking and preparation of evaluation report Christos Katsanos
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Objective

Evaluation of the deployment of social media tools in SMEs

> What are needs of typical regional SME in regard to SM?
> What kind of tools could assist them?

» How easy can these tools be integrated into their activities?

> How much impact can tools have on SMEs social presence?




3 Greek SME’s with diverse profiles.

Software Company
} SM E 1 2 resident staff members and 4 external collaborators

» SME 2 Software Quality Research Group

16 staff members




SME 1 profile

Establish the company’s brand in the market of software houses”

=
iy technosia )
o tec 2 owners responsible for SM management

e LinkedIn (no company account)
* Facebook (48 likes)

e Twitter (O followers — 0 tweets)

5. Npodnan & Anghuicn [oTagehidog

e T e * YouTube
o5} perith

Mostly passive SM users 3 hours/week
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SME 2 profile

Main goal: “Networking, promoting our research, attracting project partners”
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Software Quality Research Group

The Satware Gualfy Research Graup focuses its-research aciilies on Safwase Mefrics and Measurements; Sofware Guail

Assessmant, Modeling and Assetsment of Parcaved (user-centared) Sofware Qually, Soflware Usabiity 3nd Qualty

Cornmerce Systems, Esucationsl Sofware Guaity The Research Group Consists: of 40 act = and man
and graduate

The Sofware DUality Resesrch Laboratory Containg ail RECessary SauIpment 1of the 1ecoring (video rscarding, screen rscarding,
keyskoke tacording e te) of users’ "

The consists of atesting oom and an
obsanation ang conirel roam separated by & oneway mirrer. The: equigment installed n this [aboratory consists of 3 reofmaunted
Vid20 £AMBrS, S0UN (ECONAING URHIEES 30 SPEUIAITEd SOMWAIE, Such 35 SAMWae for agging and analysing USers: 3clons, intemal
measurements, remate capluring of user dsia, etc

Tlapavstaon ans eprvirie vaw SQRG ots Birdede ovibors CHI2013

Epcumitc tou Epyaampiou Mawmicg Aeviowod Tupouiiony uia momnuenkii Inyodisus: o10- oudon eACH SIGCHE
< a6 Nogion, ki 20412013 &g 4592013
Sovorond, TpoKGTol o pia mvamh bES000 Tou fxa avembxBa e 1ne aLONKAA TG STOACTIOIIAR. KBTS DisdmTUaKiY
expovi GODiK. H Epyioin AMEDTIH0E BN dudhia, XATOIQ GTT8 10 QTolt &ty 0TIé KOPLAIUL ERTTIUENEE Tou TEDiow.
AATIETIBgaT{ AVBpATOU YTToAATY

s wiihin PC12013

Conference Date: 1809 2013 - 21002013
Locations: Thisaioni, Greece
# Maren, 2613 petracts)

Tapics:
Ineiusie, Dut 312 not limiied 1o, e folowing

1 staff member responsible for SM management

* Facebook (67 likes - 10/month)
e Twitter (10 followers — 119 tweets)
LinkedIn

Somewhat active SM users 1 hour/week
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SME 3 profile

DealBooking
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SME 3 profile (travel agency)

Main goal: “Increase their reach, widen their customer base and shell more products”

tra\életo N 4 staff member responsible for SM management

ZEVOBOXELD
: Jlu oy uduts

m * Facebook (3418 likes, 3-4 posts/day)
— * Twitter (O foll -0t t

— (O followers weets)

Ly comiea * Google plus

B2 conima * Pinterest

& s

Active SM users 1 hour/day
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SME 3 profile: (online offers)

Increase their reach, widen their customer base and sell more products”

'OAgg ol N,
ool i Mt hed
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™

3 staff member responsible for SM management

DealBooking

New project

* Facebook (0 likes)
 Twitter (O followers —0 tweets)

* Google plus

Active SM users 1 hour/day
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Study method

We introduced a variety of Social Media tools to the SMEs:

Monitoring tools
Aggregators

Enhancement tools

Provided instructional material/tutorials and support
Encouraged them to use them but did not forced them
Interviewed them frequently

Monitored their Social media activities
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Social media Tools

InterSocial Monitoring
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Study timeline

Tool
Introduction

Phase 1

Phase 2

Phase 3

Phase 4

Pre-study
Interview

Deployment

User Experience

Impact on
buisness goals

Post-study
Interview

http://hci.ece.upatras.gr

Techniques

- Semi-Structured
Interviews

- Objective Metrics

- Semi-Structured
Interviews

- Objective Metrics

- Semi-Structured
Interviews

- Objective Metrics

- Semi-Structured
Interviews

- Objective Metrics
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Pre-study interview (phase 1)

General Questions about SM usage
SM management/policy

Social media Strategy

Usage of SM Tools

Followers/fans profiling
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Tool introduction

For each tool introductory material was prepared

. InterSocial Monitoring tool Tutorial
1. General tool Information :

=
2. Specific Instructions e
- .
3. Task Examples ==
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Deployment (phase 2)

What tools did they use?
How did they use them?
For how much time?

How easy was it to learn to use them?
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User experience (phase 3)

Usefulness
Usability
Learnability
Functionality

University of Patras
group
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Overall impact (phase 4)

PPPPPP

What was the overall impact?

Did the tools support them in achieving their goals?
Will they keep using them?

Did their social media activities change?
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Result analysis

interview transcripts

Objective metrics

® Reach

* Page likes
* followers

* Post views

) 2
Qualitative Quantitative

l

Narrative Sunfnmarv Qualitative Data Statistical Analysis
Analysis Analysis of objective metrics

l l
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Stated problems

1. Not convinced about ROI of SM for their kind of company

SME 1
1. Management of multiple social networks
SME 2
1. Need more information about how to use new social media
SME 3
as
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Stated needs

1. Management of multiple social media accounts

SME 1
SME 2 1. Management of multiple social media accounts
1.  Building more effective campaigns
SME 3
&

ag
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iy technosia

it solutions

Quantitative

Small increase in Facebook followers from 48 to
Small increase in Klout score from to

Small increase in activity

Qualitative

Change in attitude towards social media

They take the company’s social media presence more seriously than before.

They revisited their social media objectives and strategy

[
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SME 1 results i) technosia

Qualitative

Mostly interested in aggregators for the purpose of posting on multiple Social Networks

72.2% of comments: “Don’t know how to use it appropriately”

Intend to continue use social media aggregators monitoring tools (such as the ones
provided) to identify social media opportunities.

ag
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Quantitative

Small increase in Facebook followers from 69 to
Small increase in Klout score from to

Small increase in activity

Qualitative

The tools motivated the staff to increase their social media activities

Engagement in new types of social media activities (e.g. trend monitoring, designing of campaigns)

[#1=
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Qualitative

Mostly interested in for the purpose of
40% of comments related to the management of multiple Social Networks

social media aggregators for posting purposes (such as the ones
provided) to identify social media opportunities.
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SME 3 results

No change in Facebook followers from 3418 to 3419 page Likes

Travel agency  Small decrease in Klout score from 45.1 to 43.7
No change in activity

Offer website _ o
Increase in Facebook followers from 0 to 4649 page Likes in 1 month

Increase in Klout score from 0 to 51.5 in 1 month

Twitter
Actively engaged with twitter

Increase in followers from 6 to 137 page Likes in 2weeks

218 tweets in 1 month

ag
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SME 3 results

Engagement in new types of social media activities (e.g. trend monitoring, geolocation monitoring)

Interest in a new Social Network (twitter)

Mostly interested in Enhancement tools and for information about more effective use

50% of comments related to time constrains

Will use introduced tools only occasionally in the future
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General results

SME 1: Needed information and examples about appropriate ways of using Social
networks specific to their company domain as well as how to incorporate the tools in their
activities (marginal motivational effect)

SME 2: Had time issues and needed help in their everyday activities (positive effect)

SME 3: Needed information about effective ways of using New Social networks. Need
information more than tools. (marginal effect)

ag
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Tools

In general tools were considered relatively easy to deploy and use

usability
29%

functionality
16%

Aggregators received the most positive comments

usefulness
. . . . 33%
Geolocation monitoring was perceived useful conceptually but

companies had problems finding appropriate ways to incorporate
it in their activities

Simple search data are not very useful to the companies some kind of data reduction,
transformation or summarization is needed

na University of Patras
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Conclusions

All In all the study revealed useful information about the deployment of SM tools in
various SMEs

Companies with varying profiles have diverse needs and therefore the effect of
introducing Social Media tools in their activities differed considerably

Although the tools seemed to have a positive effect on all SMEs it was often the case
that information about how to use SM appropriately was valued more.
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