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Q
The first question is for the record: can you remind me your department as well as the role you fulfil in the department?

B3
We’ve just changed, so I’m in Elections, Equalities and Involvement. And I’m in a team that looks after, that does the support to the scrutiny committees. There are four committees in the council and it’s supporting those, the chairs, the agendas, the papers in those meetings. That has a public involvement role; members of the public can come and ask questions. And they have a dual role: they monitor performance, check that services are doing what they should be doing; but can also do some in-depth reviews at a more policy development role, a sort of forward looking role. 

The national analogy is probably close to a select committee in parliament. So, it’s made up of the backbenchers scrutinising the people taking the decisions leading the cabinet. 

The other role of our team that is of relevance to this research is the involvement work. We have duties around involving the public and consulting with them. So, for instance on the budget that the council makes we need to make sure the public are involved in that and can feed their views into that process. 


They are both areas of work that are relatively new to me, so I’m picking this all up. If you need any particular details I might have to look that up and come back to you afterwards. 

Q
Okay. That clarifies matters. The next question is referring to whether you have used any social media or web data analytics tools before within your work?

B3
No. My previous role was a pure policy role and we had not done any analytics as far as I’m aware. It’s a new team, but the people doing the previous role hadn’t used analytics. 

Q
Now turning to the workshop of last week. What did you get out of it? 

B3
I was coming to it totally new. So, I kind of knew analytics existed, but I didn’t know how you’d go about that. So, for me just to see the tools that were there was interesting. There’s something about no tool is perfect: so they’ve all got their benefits and disadvantages, so some are going to work for some things and not necessarily for other issues. It was really useful to be able to see what you can do for yourself using the free tools available; and what the private sector tools look like and how they work. It was good to have the run through of a range of tools; not just having one and saying this is how you do it, let’s do it on this. 


The workshop went over it quite quickly, so I thought it was quite useful having the document that has got the links and how you do it step by step to be able to try it again. So, yes, as someone new to it I found it was a useful introduction. 

Q
Could you think of some of the tools that we covered in the workshop that might be useful to your organisation? 

B3
Yes, certainly. I tried using Social Mention last night in relation to a work issue. I’m just trying to think of a quick way of explaining this without having to go into detail. 


There’s an independent panel set up by the council called the Fairness Commission who has made some recommendations to [City 2]. The council has responded to those recommendations. And as part of the publicity from that someone has set up a campaign around the issue of zero hour contracts. 

Q
I’m not familiar with it. 

B3
Basically I’m employed for 37 hours a week. Some contracts we employ you for zero hours and each week you ask us for work and we will see how much is available. So, you might get two hours one week and you might get 30 the next. It is basically what a flexible labour market means: a lot of insecurity for the employee because they just don’t know how much money they’re going to get from week to week. So, somebody set up a campaign around that I think in the last week or so. Someone mentioned it to me, so I used Social Mention last night to try and find out a bit more about what was happening online about that, because it’s predominantly an online campaign. 

I’ve not tried the other tools yet. I was at home and that was the only one I could remember. I think if I’d had the document at home I’d have tried to do more. That is one example. 

The use from the involvement point of view is to see what are the conversations and comments that are happening online that we won’t necessarily pick up. So, say the council has a corporate consultation on budget and there’s an online form on the website for people to fill in; what else is happening beyond that? People who can’t be bothered to fill the form in, what are they saying? Is there a way we can capture that information and add it into the mix that this is what people in the city think? Yes, you may not necessarily capture all of it, and you can’t capture conversations people are having face to face that you don’t know about; but you can try and capture a bit more. You’re not just going on what comes back in. It’s like okay, there’s a conversation in the pub, people on the bus, people on Twitter – so you’re not going to get the conversation on the bus; but if you can capture any of that how can you feed that in. So, it’s about trying to capture a wider range of views. 

Also a thought occurred to me that I’ve not looked into yet is how we can identify other people with an interest in issues that might not necessarily be talking to us. So, when you start looking at networks, a network related to a particular issue, if you get the visualisation of it we might know a number of people on there, but there will be other people that we won’t necessarily come across or be in contact with. So, that’s quite interesting. 

Also thinking it through a bit more, if you’ve got us in the middle, an organisation or an individual there, and a number of people around there, yes they are a key influencer, but say that is an organisation with views coming back in there is always a debate around are organisations accurately representing people. So, is there a way of kind of capturing all that and us seeing it? It may be appropriate in some cases for it to go to an organisation. 


I suppose there are two bits: capturing conversations that are happening that we can’t currently capture; and also finding out about people talking about issues that we don’t know about. Those are the two immediate thoughts. 

Q
Coming back to the experiment with Social Mention on the zero hours, how did you find it? Was it then useful in any way? 

B3
It came up a bit. The problem was, as in the workshop, was trying to come up with a search term that was specific enough but didn’t exclude. So, if you put zero hours in you just get loads of stuff. If you put in the organisation, something called 38 Degrees, if you put that in you get loads as well, because they’re basically almost a campaigning group that enable people to campaign on issues; so there’s a whole range of things there. 


So, it came back with some. I don’t know if I’ve got the settings right. I was also doing it on the mobile phone because I was lying in bed trying to do it. I don’t know if I selected the Twitter setting or whether there was one on Social Mention. It seemed to come back more with blogs. What I was trying to find was what the Twitter conversation was looking like and who was talking about it. I think I got three emails yesterday afternoon, yesterday evening, people saying have you seen this, from different people. So, if you could do proper analytics on it you’d expect it to be going like that. And that was why somebody emailed me because he said it’s quite low numbers, but the rate of increase in the last hour has been quite significant. So, he was thinking it was…

Q
On the rise.

B3
Yes. I’ve not tried the tool on it yet but that would be interesting to see.

Q
So, having seen the tools covered in the workshop can you imagine or see how some of those might be used and for what purposes? 

B3
Yes. 

Q
Obviously as you’ve said, there’s the issue of monitoring what’s being said; but are there other angles?

B3
Where it got more interesting, but beyond my technical capabilities, was where you could harvest information and then start to look at what the content was saying as well and analyse the content so you could get into some of the things around whether people were ((0:11:54?)) or not. I know things are never a simple yes or no. I suppose it’s how can you use that in a way that produces an output that says: okay, we know on the budget there have been 7,000 mentions on Twitter; on those 5,000 have broadly supported what we’re doing; 1,000 were negative; 1,000 were neutral. It’s how you can get into that and use that to inform decision making.  

Q
So, you have tools like Sentiment Strength? 

B3
To be honest I can remember doing the tools and which are which; I can’t remember the names for each individual tools. In terms of which I’d need to check back.

Q
Sentiment Strength is the one that measures sentiment by, for example, a particular tweet. 

B3
I think that’s probably more useful from a campaign side. Some of the work that we do does have a campaign element to it. Is that the one that will show you the re-tweet and the reach?

Q
There are various tools; Tweet Reach does that, for example. 

B3
That might be the one I’m thinking of. Yes, this one. The real advantage from it is getting that out and using it in a way, like some of the other ones, that example we did where you take the table and export it into the other; I think that’s where the real advantages come from. I’ve not spoken to our research team here yet; but I think that’s a potential role for them, partly because they’ve got a better expertise and they know how to do that. 

The other thing, thinking about it in terms of involvement point of view, is how you can set the questions up in a way that the answers come back that you can analyse. So, almost trying to simplify things to a yes or no or a one to five scale makes it basic survey stuff. If you give someone an open question you’ve then got to analyse what the open questions mean. If you give them a scale you can quite quickly come back with something. I think that is where one of the potential uses for it is.

Q
So, there is also an aspect of public engagement then, the potential?

B3
Yes. The challenge is, if you get into public engagement how to resource; if you get into a dialogue and discussion that is going to take some time to actually do it properly. Or is it more harvesting views and opinion, and then the interaction back is thanks very much, here are the results; rather than an individual conversation. I think realistically it is probably the latter; the individual conversation would be ideal. But I don’t think as an organisation we are there yet. And in terms of the time and effort you’d be able to put into that. It would be great if you knew people were talking about a decision that’s coming up, say 5,000 people talking in detail about this decision, what do you think; people come in and say thanks for that, and reply individually. It’s quite a lot. 

I don’t know what we actually do for written conversations. I don’t think we respond individually to something. So, if you fill the form in and post it off or hand it in I don’t even know – partly because this is a new area of work – whether you’d get an acknowledgement, thanks very much. I think there would probably be a generic this is the response from the consultation post. So, it would be up to individuals once they sent off the postcard or whatever to see what the result was. 


That’s one of the advantages of doing it online is you can actually proactively say this is what you told us as a group. I don’t think it’s ever going to be this is what you told us individually – just because of the resourcing costs involved in that. 

Q
We’ve already touched on the next question. How do you think the potential of these tools compares to other ways the organisation, such as [Council 2], generates that, in your department for example? These might be surveys, consultations as you said or even another form of feedback? 

B3
I think it’s different. You can try and make comparisons. The obvious one is paper based consultation or online consultation where something spits out a spreadsheet for you where you’re filling in the boxes on a website. 

I think however you try and communicate with people there are going to be people you miss or can’t access that route. So, I think trying to use social media doesn’t cover everybody. As long as you accept that and say that you’re not going to reach everybody through social media; but here are certain audiences that you’re more likely to reach through social media – it’s got to be worth trying; whilst acknowledging that it wouldn’t be the only thing that you do. It would be part; it would be one of a number of tools. 

So, say on the next budget consultation which would be autumn or spring time, well, probably sometime over the winter, previously we’d done I think it was an online consultation and a letter to each house. So, this time you could say as well as a form to fill in on the website and a letter to each house, is there something about trying to monitor the social media conversation going on and how you can feed that in. And it’s, I guess like all evidence, does what comes out you treat it as hard numbers; or is it softer evidence that helps to inform your decision. It feels like it’s probably the latter. But you might get some things out of it, depending how confident you can predict okay, of these conversations happening, x% was positive support. 


There was a thing I mentioned at the end of the workshop, the potential stumbling block – there’s got to be a way around it but just technically I don’t know what it is – how do you account for one person saying something 50 times and one person saying something once and give that an equal rate? I can’t remember which tool it was. It looked like, certainly on one of the spreadsheets we were looking at, you’ve got a user name in there, so you could filter it by user name and check if someone is saying the same thing consistently. 

Q
From what I remember one of the commercial tools has a function that eliminates duplicates when it records. So, there must be some technical way around it; but I don’t know the specifics of each tool and how they work exactly. 

B3
It’s not beyond the technical means; it’s just a case of looking a bit further and understanding that I think. Because on something like the budget you will get that; you will get people, especially if they’re passionate about something and they’re trying to get a campaign going to save a service that might be getting cut, then they’ll be blogging, they’ll be putting comments on newspaper articles, they’ll be tweeting about it as well – and they’ll be doing that repeatedly. So, it’s how you account for that. As I say, I’m sure you can do it; it’s just working out exactly how. 

Q
So, in terms of using some of these tools to complement traditional tools of gathering data, like consultations, do you have in mind the likes of tools like Data Sift and the two commercial tools we showed at the workshop?

B3
The commercial tools, the issue with that would be funding: whether our team and one of the other teams, the people at the workshop, would want to go for that. I would be more tempted to try the free or low-cost versions and see how that works. The thing I mentioned again at the end of the workshop, the beauty of the free or low-cost ones is the transparency. You can say to a decision maker, “This is how we’ve got this evidence. This is what it means”. The interface isn’t quite as nice, but if we can get it and understand it, the technical colleagues of mine they can use it in that way, I think it’s probably more that than the commercial ones. Frankly the cost issue, it’s very hard to get investment for anything. 

Q
You can think of any potential drawbacks to any of the tools covered at the workshop, or more particularly to the tools that we spoke of now, like Social Mention or any of the other ones? 

B3
There are drawbacks; there are drawbacks to any tool. As [Colleague 1] said at the workshop, you’re not going to get the total picture from any of them. Once you realise that that’s fine. You’re never going to get more than partial information, but you’re going to get more than what you knew before. So, it’s positive I think. 

I can’t remember which, but I remember one of them – I made note of it actually – there was a technical drawback to one of them. Yes, it was Sentiment Strengths, in terms of the controversy over if some people are arguing how can you do that if you can’t actually do it. 


I think with any drawbacks as long as you know they’re there and you acknowledge you’re working within that constraint, and it’s not perfect but it’s more than what you’ve got. So, yes, there are drawbacks. 

Q
You spoke of researchers potentially being able to look at the more technical aspects. 

B3
Yes. 

Q
But in the framework of your job specifically could you see yourself using some of the tools? 

B3
Yes, I could. I’d probably talk to them as well to make sure I was doing it in the right way. As always, it seemed quite easy in the workshop, doing it and selecting them and using the right dropdown box; but I wouldn’t have the confidence if I’d done it that I’d produced the accurate result. Because obviously the way you present things can have an enormous influence. 

Q
Can you think of any particular tools you would be using in your job perhaps?

B3
Certainly the easier ones to use, like the simpler ones, I can certainly have a go. As I said, I’ve tried Social Mention. Tweet Reach was the one I was going to have a look at – that was the one I couldn’t remember yesterday that I wanted to try on that other campaign. The interest from my team and involvement is also how other campaigns, so not the campaign that we’re ((0:27:04?)) it might be out there. So, I think the Tweet Reach one is the most interesting. Once it got into the Data Sift and some of the other ones how you analyse that, that’s where my technical skills aren’t there to be able to do that. So, it’s a case of either learning to do it or getting someone else to do it. But that’s where the biggest potential is I think once you can start doing that. 

Q
As you said, it would be more like Tweet Reach and Social Mention would be more about campaign monitoring; any other things as well?

B3
I think they’re the main two. Definitely those are the main ones. 

Q
Who else do you think in your organisation would find these tools useful? If you could say a bit more about the research team and how you imagine that would work out? And also any other kinds of services or areas.

B3
Others at the workshop, there were people from the Communications service who are running campaigns, so they’ve obviously got an interest in how effective those are. 
There were people from Customer Services starting to look at how you can use social media as a customer services channel. Obviously that has massive resource implications if you try to do that. 

The other team I mentioned, they’re not called knowledge and research anymore but that’s the best sort of generic description of what they do; they’re responsible for essentially providing the evidence base for decision making. So, that’s senior officers and counsellors. They would have an interest in that. 
The team I’m in has a responsibility for corporate consultations. 

There would be other services within the council that are running their own consultations and who would potentially have an interest. All the campaigns are run through a central communications team, so that should be covered off by them. Customer services is through a customer services centre, so that’s ((0:30:06?)). 


That’s probably it. 

Q
So, for a range of different purposes depending on the aim of the service area or department?

B3
Yes. That only really became apparent to me at the workshop at the end when we were talking, and everybody was coming at it from a different point of view as to what they’d want out of it. So, yes, it’s got a range. 

Q
How likely do you think it is that these tools might be used in the future? And if so, which particular tools would you think of?

B3
Certainly the free ones. I’m going to try Tweet Reach related to my work, and I’ve tried Social Mention. I think the other ones like Data Sift and then when you are getting into analysing that, there is a potential to using that on the budget. We don’t yet know what consultation we will take on that; how long that part will be. It feels to me that we either need to try it out as something smaller, or do it without almost any public fanfare and try and capture the information that is there. 

Q
When you say something smaller what do you mean? 

B3
Either a smaller consultation or say if a particular service is doing a consultation, like the housing service, where the actual volume of information might be smaller and where there is not a risk that if you say you’re going to do it it goes wrong. So, if as part of the budget consultation we say, “Oh yeah, we’re going to try and do this as well” and for whatever reason we can’t do it or don’t do it – we’d almost need to test it out in a no risk area. Because obviously you can test it in something that is actually needed so it’s providing some useful information then that’s better. I don’t know exactly what that smaller project might be; but I’m thinking we probably need to do it on a smaller project to see and to see how it works and I suppose to test what comes out really – are we getting some meaningful information that is useful. You’d hope that we would be. But it might also give you some indication what comes out, is it actually coming out with hard data or is it much softer – which is still useful, but it’s just different. 

Q
What about the commercial tools; do you think there is a likelihood there? 

B3
Given the financial pressures I’d be very surprised if we went to either of those really. They’re easy to use for someone like me as a medium, so from that point of view it’s useful. The black box aspect was a bit of an issue: it would work if you’re doing comparisons, so I can see why Communications might like it. If you’re comparing different campaigns you can actually say that one is more successful than that one, more effective, why was that – and you can start to get into those things. But if you’re not doing it for that direct comparison and it’s kind of churning out a number on a scale of zero to 100 and you’re not going to have that as calculated, the value of that, to be able to put that in front of a decision maker and say, “This is 46” then they’d be like, “What’s that mean? How is that calculated?” So, from where I am within the organisation I think that makes paying for it less of an attractive proposition because what comes out is less relevant to us than it would be to others. But I don’t make the calls on money. I just can’t see – that was about 7,000 a year, wasn’t it?

Q
Yes. I think one was on a monthly basis, the other was on a yearly basis; but yes, it’s quite a high amount, £7,000 a year I think. And then there are different packages depending on how much you want, you are allowed to get out of it, so to speak. 

B3
I think we’d be more likely to try out some of the free or low-cost ways of doing it and then see how that goes. It’s also being able to get – I know it sounds a bit odd – being able to take the time to do something new. The reality is everyone is just going crazy at the moment to try and do what they’re meant to be doing; so to try and build some new activity into what you’re doing is challenging. That’s not to say you shouldn’t try and do it; it just means you’ve got to try and stop doing something else.

Q
When you say everyone, do you mean including people at the [Council 2] or is it broader? 

B3
I think it’s probably broader for the public sector. Certainly the feeling here is you’ve got fewer people trying to do the same amount of activity as there was before, and almost increased activity. So, increased expectations with reduced staff and reduced funding. It’s not meant to be as whingey as it sounds, because there is still a lot you can do as an organisation with a budget of over £1 billion; but I think there is, my perception is there is a pressure on staff that wasn’t there two or three, four years ago. So, you actually had more times to discuss things, for instance, or you might have two or three people working jointly on a project; whereas now you’d have one person doing it. It just feels time is more precious, so trying to carve out some time to do something new is challenging. 

Q
Yes, I can imagine. So, the main challenges then facing the users of these tools in [Council 2], including your department, would be first of the financial, from what you said. 

B3
Yes. 

Q
Can you think of any other ones? 

B3
There’s a financial challenge; that only applies to some of the tools. There’s a technical challenge, which again is not insurmountable.

Q
When you say technical challenge do you refer to the kind of drawbacks and the way that things work?

B3
Just in people being able to use them properly. I couldn’t use all of the tools properly. If it’s got a normal interface I can use it; if it’s got a more complicated one… At the moment I can’t use it, so there is a kind of skill for people to be able to use it. I suppose there’s a bit of resource, time challenge in even learning to do something new that’s got potential, but  you don’t know definitely it will work. If I go to the research team and say, “Can we have it like this?” they might say, “Well, yes, but that means we can give you less time on something else”. 

I think we’ve got ((0:39:07?)) and that also leads into that thing of trying it on something small that might take less of their time to actually prove the concept that this is what comes out; this is worth doing on a larger scale. 


So, yes, there are challenges but not a lot. 

Q
And coming back to comments you’ve made several times: how much confidence would you place in these tools that we covered in the workshop? And if you could be specific about some, if you remember their name.

B3
Sorry, I know I’m not being specific at all!

Q
No, it took me a long time myself, even though I was playing with them, to remember their names. 

B3
I think generally the earlier ones where you can actually see, something like Social Mention where that sentiment gives you something five to one; but you’ve also got the neutral bit in there. That’s something that if you said to someone who is making the decision, “It’s five to one” they’d go, “That’s really good” You’ve got all that section; that transparency is useful. 


Again, the transparency of having top users so you can actually see – it doesn’t make it any less valid – but if you know some people are related to a campaign will appear then that it’s like actually yes, that might explain why the sentiment is one way or another. 

Q
So, this is Social Mention you were referring to?

B3
Yes. On the other tools the Tweet Reach one seemed quite clear and I couldn’t see why you wouldn’t trust it. I didn’t use all of Clout ((Cred?)) or Peer Index on the day and I’ve not used them since. Clout was the one I tried actually. I can’t recall that; I’d have to have a play on that one to see what it was. 

Sentiment Strengths, again I think that’s a bit tricky trying to measure anything like that. And even with one of the commercial ones, I think it was the second one, Brand Watch we tried just to try and test it. There was the English Defence League march a couple of weeks ago so I put EDL in to see what came up, EDL [City 2], and it started talking about positive and negative sentiment. You get into an issue of is that positive in terms of agreeing with them or positive not agreeing. So, there’s a lot of subtlety to some of the issues that won’t come up. 

But looking at the other tools, the Data Sift one I didn’t see anything in that that I thought would cause a problem for me. I suppose one of the things in terms of what the information you get out is only as good as the search terms you put in, so it’s whether you’re going to miss some stuff out searching for it because you’ve got to try and narrow it down from everything to something manageable – but how do you compare. So, there is something about using them and thinking through what the search term might be that is quite important. But then I suppose that applies to all the tools. That is not a failure with the tool; that is the human input aspect of it or whether there are different ways of capturing information using different terms and merging information together. 


I think some of it is the way some of the issues that my team is more likely to get involved in are a bit more general. So, something like the council budget people might be talking about but not say council budget; they might be talking about the cut to an LEA service or a cut to a level leisure – both of which are examples from the last budget, without actually saying council budget. You’d expect them to talk about the council. 

Q
But then which they refer to and so on. 

B3
Yes, it’s how do you narrow that down. Or they may not; they may just refer to individuals, leader, cabinet member who makes a decision about something. So, we need a bit of thought about how we do it. 


The other thing as well – this is more of a general comment – is how you can avoid, if you go on to use it in the future, people gaming it, knowing this is what happens and you could influence it. I don’t think that anyone would be that bothered to set up 50 different user names to have 50 different – I don’t know; if you felt strongly about an issue it’s easy enough to do. I think there is a restriction on the web forms; there’s a time limit for the same IP address. I don’t know what it’s set at, but it’s to stop you doing repeated ones. You can do it again if it’s a shared computer, but. 

Q
Not 1,000 times in a short period. 

B3
I don’t think you can do a repeated entry within 30 minutes. So, you can fill it out once but then you’d have to wait half an hour to fill it in again. It may be 15 minutes. But I remember something else I’d worked on we’d had a web based form, just for an event sign up, and some people were saying they couldn’t access it. 

Q
And having used those tools in the workshop and having seen some of the things they came back with do you think the results are broadly representative?

B3
It’s hard to know. I don’t know how we’d know whether they were or not. What I don’t actually know, and I need to find out, is what the online demographic is within [City 2]. I’ve heard different numbers, not just what  proportion of people are online; what proportion of people, how it breaks down by gender, age and also how frequently people are using it. There is evidence around young people are more likely to connect to a mobile phone, so that actually makes a difference to what they’re doing. 

The search results from what I saw on the day didn’t seem inaccurate or implausible. It seemed right. I suppose I wouldn’t know whether you’d necessarily get a different view from such and such a social media. I know from certain websites, [City 2] Forum you’ll get particular views because you’ve got a lot of the same contributors talking about different issues, or the same issues repeatedly, because they know how to do it. 


The results that came out seemed all right; they didn’t seem to be problematic. 

Q
I wanted to pick up on a comment you did, you touched on it today as well, but you made it at the workshop at the closing discussion. You were speaking about the basis on which some particular result these tools came up with could be fed into a decision maker and the implications of this. What did you have in mind when you said that?

B3
I was thinking of the budget consultation. We know we’re going to need to do that. The results, if you were to do as we described earlier, what people were saying on social media about the council’s budget proposals that can be fed into councillors and senior officers when they’re having those discussions on the budget. Not as this is what [City 2] thinks; but as part of the picture of this is what the consultation told us that we got online, also what the hard copy consultation told us; we also know this is a picture from social media. Alongside that, what the demographic of the social media user is. So, yes, it’s not representative of the whole city, but it’s more of an anecdote – we know that you’re more likely to be on social media if you’re in the younger age range and you’re more likely to be from a social class, whatever it is, and this is what this group are saying. 

Q
A complete picture? 

B3
I think it’s to make a richer picture, is probably a better description. It’s not going to be complete. I don’t think it’s ever going to be a complete picture of what people think, because you’d end up spending the whole budget to do that; it would sort of defeat the object. But I think you can get a better picture. And quite how that information is used or not is up to the decision makers in the organisation. That is the same with any consultation information process: there is not a referendum on do you want us to do this or that; it’s a kind of what do you think. Then that comes back into informed decision; it doesn’t make the decision. There’s a subtle difference really. That is an important part from our team – that applies to all, but that applies to social media as well – the expectations people have if they engage directly with us. 


Does that answer that question? 

Q
Yes. I don’t know if you’ve seen this report? 

B3
I have, yes; I saw it a while ago.

Q
Because I have some questions for the people who have seen this report as well. But obviously we’ve covered many of those questions. 

B3
I’ve not looked at it in detail; a kind of skim.

Q
Did you find any findings that were useful in here? 

B3
I’m trying to think which bits. To be honest, I didn’t look, I’ve not yet looked necessarily at the detail within it. When I was looking at it I was more looking at it from a process point of view of how it works depending on what you do. I’m just trying to remember the bits. 

Things like that, something like that is really interesting and useful. And the visualisation, it just says so much more than whatever spreadsheets or numbers can ever say. 


What I was surprised about was there were some bits ((0:53:54?)), I was quite surprised. Was it the Tour de France? 

Q
It should be a few pages before. There should be a heading somewhere. That’s for the new ((0:54:12?)) market. 

B3
That’s similar, because I remember the Tour de France one its origin was Southeast Asia, Indonesia, Korea. 

Q
Yes, North Korea.

B3
Yes. I don’t know where that came from or how that worked out. There was something on – where was it – I think it was probably on the search term actually. Oh no, sorry, I was thinking of a discussion in the workshop we had around the Tour de France and [City 2]; it wasn’t related to that report. 

To be honest I’ve only gone through it really quickly so I wouldn’t be able to identify the key thing that came out of it. 


One thing I do remember looking through it is one of my colleagues who works in relation to high speed rail, his name came up on one of these things. I thought that was kind of interesting. You kind of expect that because he tweets about it in a personal capacity. But then I thought actually that shows you how easy it could be for one person to skew it – which is people can have their opinion on things; but that was part of the thing that got me thinking about well, how much influence does one person have, could one person have, seeing his tweet. 

Q
Do you have any final comments on the things we discussed? 

B3
I think we’ve probably covered most of it. I can’t think of anything else I’ve not said. 

Q
Okay. 
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