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BUILT IN TO THE ONLINE PLATFORMS AND SERVICES YOU ARE
USING FOR INFO-ACTIVISM ARE ANALYTICAL TOOLS THAT ALLOW
YOU TO SEE WHO IS ACCESSING YOUR ONLINE CAMPAIGN AND
HOW THEY ARE USING IT.THESE TOOLS CAN HELP YOU TO SEE IF
THE TECHNIQUES YOU ARE USING ARE ACTUALLY WORKING. THIS
CARD EXPLAINS HOW TO TRACK THE DISSEMINATION OF YOUR
CAMPAIGN'S MESSAGE, FOLLOW PUBLIC DIALOGUE AROUND YOUR
CAMPAIGN ISSUE AND MONITOR THE ONLINE BEHAVIOUR OF
YOUR TARGETS, ALLIES AND OPPONENTS, USING A VARIETY OF

FREE TOOLS.

What will you be tracking & analysing?

YOUR CAMPAIGN'S MESSAGE

Tracking your own message online involves monitoring how, where and
when it is mentioned by others — the mainstream and independent press,
policy-makers, non-governmental and community-based organisations,
and anyone else that discusses your message in a way that can be
searched for online. If your campaign’s message is communicated as a
short, unique slogan it is much easier to track online.

THE ISSUE YOUR CAMPAIGN IS AIMING TO RESOLVE
You can track the broader evolution of the campaign issue using many
of the same methods you use to track your own message. Tracking the
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issue may also involve monitoring a range of media online, such as press
statements, reports, announcements of public meetings, meeting notes
circulated on email lists, and informal discussions on social network sites.

YOUR TARGETS, ALLIES AND OPPONENTS

By monitoring the websites of individuals and organisations that you have
identified as being targets, allies or opponents, you can assess how they
are responding to your campaign, track their appearances in the press and
at specific events and follow their campaign messages and actions. This
allows you to offer relevant information or support to targets and allies
and to rebut your opponents’ arguments quickly and effectively.

Campaign analytics in action

TRACK YOUR OWN MESSAGE

By tracking comments that responded to their posts on their Facebook
page and their blog, the climate change campaign 350.org noticed that
they received many more comments to their Facebook posts. Facebook
and other social network sites feature the option to email you whenever a
comment is made on one of your posts. In this way you can track people’s
uptake and response to your message and make decisions about the

value and effectiveness of using different online platforms and services.
The following online analytics tools can also help you measure how

many people download your campaign'’s logo, post photos documenting

a protest or action organised by your campaign, share your promotional
video on their blog or send an email about your campaign to a friend or to
policy-makers.

blip.tv video dashboard (http://blip.tv/about/newdashboard/)
Allows you to automatically cross-post a video and track its activity on
other video services such as YouTube, DailyMotion, or Vimeo, and to the
micro-blogging site, Twitter. This dashboard can be used to solicit and
aggregate responses to your campaign’s video/s.

Google Analytics (https://www.google.com/analytics/)

Allows you to measure how many people visit your website, from which
websites they were referred, how long they spent on your website, what
pages they read, and on what page they clicked out of your website. You
need to be able to add a JavaScript code generated by Google to your
website in order for Google Analytics to track your visitors. The data
collected is held on Google's servers.

Email alerts

Many social network sites allow you to opt to receive emails notifying
you when new people add you as a friend or contact, comment on your
content, or send you a private message. If you dedicate an email account
to these alerts, you can share them with others in your organisation, and
avoid overloading your regular email account.

AWStats/JAWStats

(http://awstats.sourceforge.net/ /http://www.jawstats.com/)
AWStats is a free and open source web traffic analytics tool, which can
track how many people visit your website. JAWStats is a plug-in that runs
with AWStats to generate more readable reports. This software must be
installed on your own web server.
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FeedBurner (http://feedburner.google.com/)

If you have a website or blog that publishes a syndicated feed of your
content, FeedBurner is a web-based application you can use to track how
many people subscribe to your feed. FeedBurner also generates reports, so
that you can see your site’s popularity over time.

ClickHeat (http://www.labsmedia.com/clickheat/index.html)

This free and open source web application generates visual
representations of where people click when visiting your website, so that
you can see what parts of the page are most interesting, easy to read, or
effective in getting your visitors to act.

TRACK THE ISSUE YOUR CAMPAIGN IS SEEKING TO RESOLVE
People in Mumbai used Twitter, a micro-blogging service, to post live
reports during the 2008 terrorist attacks. By searching Twitter for the
word “#mumbai,” other people — even those not in Mumbai — could track
current news, organise responses to calls for help and connect people

in Mumbai to one another. The following tools can be used to track the
issue online, keeping you up-to-date with developments so that you can
respond to them if necessary:

Google Alerts (http://www.google.com/alerts)

Supports you to search for any coverage of an issue, in digitised print
media as well as in online-only media and blog posts. By signing up for
alerts via email or RSS feed, you can get updates as they appear

RSS Readers (such as Google Reader: http://www.google.com/reader/
or Bloglines: http://www.bloglines.com/ or RSSOwlL: http://www.
rssowl.org/)

Allows you to subscribe to any syndicated (RSS) content published on
websites (such as blog posts, podcasts or videos) and see it as soon as it
is posted.

Twitter (http://www.twitter.com)

Allows you to monitor what people are saying about your issue on
Twitter, by using keyword searches or mentions of the campaign’s Twitter
username. You can track replies to your messages, and track keyword
searches by hashtag (#), which makes relevant posts easier to find.

HootSuite (http://hootsuite.com/)
HootSuite has built-in analytical tools to track how many people quote, or
reply to, your Twitter posts.

TRACK YOUR TARGETS, ALLIES AND OPPONENTS

For a global day of action to end violence against sex workers, rights
groups needed to track responses in international media sources across
multiple languages. With so many different media sources to track online,
groups set up keyword search alerts in each language to track how many
media outlets covered their day of action. One way this was done was by
using Google Alerts. The following tools can help you track your targets,
allies and opponents activities and online behaviour:
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RSS feeds (or other syndicated feeds)
On many websites where content is user-generated, results of searches for
particular keywords can be subscribed to as syndicated feeds. For example,
you can add a keyword-based search of video- and photo-sharing
websites such as Flickr or blip to your RSS reader, and automatically view
new posts relating to those keywords.

You can also follow the RSS feeds of your targets’, allies’ and
opponents’ websites.

TweetDeck (http://tweetdeck.com/)

You can use TweetDeck to make it easier to keep track of the Twitter
accounts you follow, sorting them into groups; for example, allies,
politicians and media.

CiviCRM (http://civicrm.org/) &

SugarCRM (http://www.sugarcrm.com/)

These constituent relationship management systems allow you to track
actions taken from your website or from an emailing; for example, if users
or recipients send an email to a target, forward an email to a friend or sign
a petition.

Wordle (http://wordle.org/)

Allows you to generate ‘word clouds’ from text that you provide. The
clouds give greater prominence to words that appear more frequently in
the source text. You can use this tool to analyse the way an organisation
represents an issue, by creating a word cloud from their press releases,
speeches, reports or websites.

ForwardTrack (http://forwardtrack.eyebeamresearch.org/)

Free software that tracks and maps the diffusion of email forwards,
political calls-to-action, and online petitions. It can also map where blog
posts have been discussed online and facilitate web-based sign-ups. It
requires PHP and MySQL to run.

Using analytics tools effectively

Ask yourself these questions before you begin:

1. Does your campaign have a unique, short and easy-to-remember
slogan? This will make it easier to monitor how your message spreads.

2. Can you use RSS feeds to allow supporters to track the evolution of
the issue you are campaigning about via your website, with keyword
feeds that are published automatically on your website?

3. What actions by your supporters and allies are important for you to
track?

4. What else is important to monitor; for example, buzz from the general
public about your campaign or issue; keeping track of strong allies in
order to connect them to one another?

5. If the information you need to track is not available online, how might
you find an alternative source?

6. How can you get the information you need about how many people
visit your website without compromising their safety? IP addresses
can reveal locations and other identifying information, should your
logs be lost or seized.




