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The need to be customer focussed
has become widely accepted

The challenge is how to achieve this




SmartCities

customer
demographics

customer
attitudes

customer
behaviour




SmartCities

customer
demographics

-Characteristics
-Gender, age
-Adress
-Household composition
-Education, job, income
-Equipment
-Media/computer possession
-Mobility
-Knowledge
-Education
-Computer usage
-Media literacy
-Customer profiling

Know WHO your ‘customer’ is
= Population returns
= Statistics and studies




-Usage

o -# of products and services
SmartCitie -Frequency
-Choice
-Channel
-Location

-Moment (peak times)

mer i
custome -Requests and complaints

behaviour

Study customer’s BEHAVIOUR

- Patterns in transaction data

- QObservation of customer behaviour
- Customer feedback

- Customer surveys

- User tests

&
@ V.
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-Motivations

SmartCities -Needs and preferences

-Awareness

customer

attitudes -Perceptions

EXPLAIN/UNDERSTAND behaviour
- Customer surveys
=Focus groups & interviews

r
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SmartClt/es

- Combine methods. gualitative & quantitative

- Combine data / (re)use existing information / don't
ask what you already know

- Talk to your users / ask their feedback

- Measure impact, rather than output

- Work together with (local) academics




;!nfi‘ 4 4, Yoy ity
) “uy Oy, faly “ip, iy 1 !:
b @iy fayy qu.;hn or Yep Vie “r oy
t!lﬂ'(\..n luu ]
} Digp oy “ray U "¢ ¢ "y Gy, :m;mru :
lh.rlﬂ o Y’ "o, I;-_um “Ong i fo, ) "oy,
" he umlnr ey ie m!lm or he m-ﬂm
°Q ®
® °
® ities
Cit
art
Sm

-
S JEC
VEY RO

UR -
ST CITES
S A

CU SM

HE

INT

VB
o
l"‘“"%ng'"
The hSea me
Nott Ses s
Progs




.’...
SmartCities

nart Cities Process

The Interreg IVB
North Sea Region

Policy Cjechives increasing affciencies and improved cuslomen serdce

Population Data
+ Explicit
+ Implicit

I Customer Profile

/ User needs co-design

What is the Customer Data
husiness question? + Service apecific
+ Comparable services

h Y Personalised Services

Community Profiles

Maps Services
against needs

Business Process

Re-engineering

Access/Channel

s-Government fools

Service Locations
and volumes

Outcome mapping

Strateqy
v
-~ Vi -
v i v
Face io face Phans
Intermediaries |

Training

Marketing
Ky
. Frocesses
. ENEpts Measure and evaluate

. Inputs
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smartciies Case 1: Services in Kortrijk region
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smartciies SUrvey on services in Kortrijk region
WHY?

* No recent data about knowledge, use and
appreciation of (digital) channels and (e-)services

e Benchmark

Survey on (digital) services me“!‘!""
* 5 municipalities, 3000 respondents
« 1 guestionnaire with local accents

Le';edal

ra-f

)
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smartcities Media possession

100% 93%
0% -

80% -

T0% -

59% 56%

60%
Kortrijk
0%
®m Harelbeke
a0% -
3% - B Wevelgem
20% 1 m'Waregem
10%
B Iwevegem
0%
vaste computer  draagbare digi_tale:te]eariﬁie G5M . Smart Phone  kaartlezer voor
Desktop e Digital tv Mobile Smart- s
aptop -
computer phone phone
Laptop reader

Diigitale dienstverlaning 2000
@ Memon




2 Internet access
SmartCities

Kortrijk Harelbeke Wevelgem Waregem Zwevegem



o Preferred information channels

o...
SmartCities

infoblad/stadskrant

informatiegids/wegwijsgids

de gemeentelijke/stedelijke website

een brief van de gemeente/stad in mijn brievenbus
de digitale nieuwsbrief van de gemeente/stad
folders, flyers, brochures van de gemeente
teletekst op de regionale zender

digitale infoschermen, lichtkrant

The Interreg IVB

0%

23%
10%
10%
10% 20% 30%
B Zwevegem ® Waregem

Digitale dienstverlening 2000
EMemon

35%
40% 50%
B Wevelgem

76%
35%
57%
60% T0% 0% 0%
B Harelbeke Kortrijk



Preference channels

Smartc,t,es for iInformation on .

20% -

T0%

60%

0% -

40%

30%

20%

10%

0%

71%

63% 60%

47% 46%

43%

14% 16%

praktische info diensten op de hoogte blijven van info premies
vrijetijdsactiviteiten
Practical info Leisure Subventions
Digitale dienstverlaning 2010

EMermon

wrplate IECEYG face
“viafolders Print
= telefonisch Phone
=permail Mall
« viade webstWE b SIte



o Preference channels
SmartCltles for

80% 1 75%
0%
60% - 56%
50% - 47%
40% - s 36% 36% ter plaatse, hij dg'a'etélto face
® per brief Letter
1 20%21% stelefonisch ~ Phone
208 B per mail Ma"
10% ® via de website WebSite
0% - W op een bewonermggmg

melden van defect inschrijwen voor activteit aanvragen attest mening over project

Reporting malfunction / registration activity / formal registration / expressing opinion

Drigit ale dienstve rlzning 2000
@ Mermon




2 Appreciation digital services
SmartCities

Tevredenheid over de stedelijke/gemeentelijke
digitale dienstverlening

(enkel internetgelruikers)

Het anline aanvragen van formulieren en attesten zorgtvoor een
viottere dienstverlening.

Het online aanvragen van formulieren en attesten via de website
is eervvoudig.

De nodige attesten of formulieren zijn gemakkelijk te vinden.

Ik weet ongeveer welke diensten de stad digitaal of elektronisch
breschikbraar stelt,

% 1% 20 3% A S0 60% T B0 0% 100

® helemaal niet akkoord m niet akkoord ® akkoord ® helemaal akkoord

Digitale dienstverlening 2010
EMemor




.o, Priorities Zwevegem
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Verder uithouwen van het edoket (n=475) 1SERT 77%
inline meldingssysteem (n=495} — 1%
Integratie van de elD in dedigitale _ 5%
dienstverlening (edoket) (n=455)
Gratis computer- en internetinitiaties (n=466) IS g 4%
Dn1i|1ein5chrij.\.re1}ﬂ1 reservatie voor _
{vrijetijds Jactiviteiten (n=450) 3r%
ey e e
gemeente n=452}
b ey S
wijk (n=462}
Thematische eieawsbrievenn=460) | 504
B
wehsite (n=444) 5%
e e earey P R
tv (n=479) :

Korteinfoperstis n=75) SIS

0% 0% LR Gl BD%

® helemaal nietinteressant @ interessant, maar minder belangrijk heel belangrijk

Digitale diznstverlening G emaente Zuwavegem 2010
Memorni

Significant differences

Free computer- en

internetcourses

N More interest amongst
older age groups and lower
education

Hotspots
N Most interest amongst
youngest respondents (< 30yrs)

Websites per borough
N Most interest amongst
lower education

Info flash by text message

N Most interest amongst
older age groups, lower
education and non-internetusers

Municipal digital tv
N Same as Info flash by text
message
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ONDERZOEKSCENTRUM

Conclusions survey regio Kortrijk

 The digital divide needs further attention. Although 4 in 5
people work with the internet, 1 in 5 do not!

 Municipalities need a channel strategy
— better knowledge of customers
— efficient channel choice

— baskets of services adapted to the needs of those customer groups
« complex transactions and domains: face to face communication
« simple transactions: online.

e Optimise channels
— speed and interactivity online channels
— phone strategy
 [ast and reliable online transactions
— online tools for administrative procedures
— more online services.

« More/better marketing of services:

— Al lot of services/channels are unknown
— online tools are not known
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*€DINBVRGH

THE CITY OF EDINBURGH COUNCIL

e Services A-Z Contact us

A B CDETFGH.I

Skip to content | Site map | Other langusges | Our new website | AAa

Report it

Case 2: Edinburgh website project

s

Cuene | v o | T
SEARCH

Request it Pay it Have your say

J KLMNOPQRSTUV W X Y Z Top20requested services >

Browse by Topic
» Business and trade
Venues, Scientific Services ...
» Community life and |eisure
Libraries , Sports facilities ...
» Council and government
Benefits, Council Tax ...
» Education and learning
Adult Education, Schools ...
> Housing
Applications, Repairs ...
» Jobs and employment
Council vacandies ... Welcome to our new websitel
» Law and licensing
Birth, marriage and death,
Licences ...

Find out more and get some useful hints and

> Planning and the environment
Planning Applications,
Conservation

> Rubbish and recycling
Bin collections, Recycling -..

» Social care and health Latest News

Carer support, Foster Care ...

» Tourism and visitor attractions
Museums, Parks ...

» Transport and streets
Parking, Roads ...

Reaching for the stars at the Usher Hall
Pubiished 1 October 2010

Edinburgh’s much loved Usher Hall is to celebrate its
magnificent refurbishment with a spectacular multi-
media gala concert later this month.

News centre | Council News RSS
Browse by Audience I

» Older people
»Young people
* Gaidhlig / Gaelic

The Interreg IVB
North Sea Regi
Programme

Leader’s Report

[[PETTEVE  Reportit | Requestit | Payit

> Committee minutes

» Pay council tax

> Planning applications
0ol Term Dates

» Pay a parking ticket
» Renew library books
» View roadworks

In your area

Find services

Select... =
Postcode

Advanced postcode search

Have your say

Comment on a current consultation

» Review of Polling districts and stations - closes 1
QOctober 2010

-

Edinburgh Standards for Sustainable Building - closes
15 October 2010

> Management Plan for Old and New Towns of
Edinburgh World Heritage Site - end October 2010

-

Council Budget: help us shape the future of the
Counail

Find out how to take part in the work of the Council

> Have your say



smartciies Case 2: focus groups

WHY?

e Focus groups give you a clear context, and
Insight in the customer’s behaviour.

Helps you understand why are people doing this
iInstead of the usual what and how




.s, FOCUs groups for website
smartcities redevelopment

 Development new website for the City of
Edinburgh
— SWOT analysis of their existing website
— analysis of web usage statistics
& basis for participation process:
- 9 focus groups with 70 participants
- 47 individual interviews

- interviews with stakeholders (health services, city
council members and networks)

% scope:
- expectations for the website
- reactions to a number of test web design
- priorities
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smartciies Conclusions Edinburgh

My Services: Presentation of relevant services
depending on the postal code: local city council
members, waste collection dates,

* GIS: Presentation of nearby locations on an
Interactive map, such as nearby schools

o User registration: Users want to register on the
website and select preferences for information
updates

e eConsultation: Users want to voice comments,
register for alerts and follow up decisions




o, Cases: Osterholz-Scharmbeck survey
smartciies + fOCUS groups
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smartCities Pre-research - workshops

 Development of a new city web portal

 Three workshops in cooperation with the Atene KOM and
Jade University of Oldenburg-Wilhelmshaven-Elsfleth are
planned and carried out:

— Workshop with students of the Integrated School (IGS) on
"youth-friendly Internet Sites > city of Osterholz-
Scharmbeck" (28th September 2010)

— Workshop with students from the vocational school on the
topic "What is GIS - where there are possible starting points
for GIS at the municipal website and how they relate to the
current website of the city of Osterholz-Scharmbeck?" (29th
September 2010)

— Workshop with seniors about "senior-oriented websites and
how they relate to the current website of the city of Osterholz-
Scharmbeck"(28th September 2010)

e Other workshops e.g. on “usability of internet websites and
the current usability of the current website of the city of
Osterholz-Scharmbeck” are planned.




SmartCities SU r'vey

 Phase 1: citizen and companies survey (finished)

 Phase 2: Test portal Implementation (duration 2 months)
(ongoing)

 Phase 3: citizen workshops (ongoing)

* Questions on Osterholz-Scharmbeck current design and
services on the internet portal

e more than 500 inhabitants were interviewed
o 28 companies were interviewed during this period
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smartciies Survey ldea and Development

e Surveys carried out by students and supervised by the
staff of atene KOM GmbH (external experts)

e introductory event for interviewers = to achieve
maximum survey quality and reliability

« two different questionnaires = companies and citizens
e surveying period from 22 April to 7 May 2009

« four central and heavily frequented locations in
different parts of the town of Osterholz-Scharmbeck
and one location at a two-days regional fair held on the p
town’s market square
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smacities General information

Do you hawe an Inkternet conneckion?

120

(0%

76% (376 inhabitants) and all interviewed companies had Internet access

But what are they doing with their internet access?
Are they also visiting the current city web presence?




smacities General information

Areyouaware of the town's portal?

Cibis=ns Compani=s

[ ov= H ho |

Amongst 48% of the inhabitants and 60% of the companies are aware of the
current city portal
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lser-friendliness of the town 's partal

100 %
a0
20
O
G0E
S0
0%
S0
20°%
10°%
0%

iy

MM

Ciki:=ns Compani==s

O Uz=r Fi=ndhr H Partialhr O Mot us=r-Fi=ndly

77% of the inhabitants and more than 76% of the companies found the current
city portal only partially or not user-friendly.
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smartCities Content

What content is important for an interesting internet portal:

 Three of the possible answers were given over 300 times

(several answers were possible).

— Calendar of events (358)
— Responsibilities, contacts and opening times (350)
— Official information (305)

— The lowest level of interest was recorded for online surveys on
latest issues (102), businesses in the town (179) and adverts
(184)
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smartCities ‘Conclusion

e Currentinternet portal
— site is used by citizens and companies alike
— not regarded as user-friendly and not very high frequented

 Users want new and better services, f.e. calendar of events, forms and
documents

e Other data

— of all those who have an Internet connection, around 90% use the net for e-
mails, 48% for online banking and online shopping and more than 60% for
research and/or news

— 83% of those asked use the Internet for less than two hours and indeed 43%
for less than one hour daily
 The surveys were crucial for the next steps (Phase 2 and 3) of the
development of the new city's web presence and also for a new city s
Image campaign (a completely new city logo)
* An introductory session and a accurately development of the two
different questionnaires are absolute necessary




smatcities Future Tasks

Phase 2 Test portal Implementation

We implemented a testing portal for new online services. From now
on until the 29 of October, citizens as well as visitors of the website
www.osterholz-scharmbeck.de are able to use the following
applications:

Sightseeing — Points of Interest (POI) with one click on your satnav!
Calendar of events

Business registration —the virtual trade office

Forms and documents — the virtual public authority

Phase 3 Citizen workshops

Meanwhile we developed different citizen workshops for special
target groups of the new city web presence



http://www.osterholz-scharmbeck.de/�
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L essons learned

The Interreg IVB
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SmartCities LESSONS
* Do your desk research
e Do surveys

e Put data in context with focus groups
e Use quantitative and qualitative methods

 Have a constant dialogue: don’t limit yourself to
the onetime exercises of a survey, have a
constant dialogue

 Ask WHY people do things
 Measure impact, not always output
o Co-design
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