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SUCCESS	
  DRIVERS	
  

PEOPLE 

AUDIENCE 

DATA 

SOLUTIONS 

OUTCOMES 

SECURITY 
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CITIZEN	
  EXPERIENCE	
  MATURITY	
  

•  Low	
  alignment	
  on	
  
desired	
  outcomes	
  

•  Limited	
  awareness	
  of	
  
the	
  importance	
  or	
  reach	
  

•  Aging,	
  legacy	
  and	
  
inefficient	
  solu>ons	
  

•  Not	
  repor>ng	
  on	
  
outcomes	
  

•  Occasional	
  outcomes	
  
focus	
  

•  Ini>al	
  focus	
  on	
  audience	
  
growth	
  and	
  
understanding	
  

•  Shared	
  strategy	
  but	
  
liDle	
  measurement	
  

•  Defined	
  tech	
  needs	
  
•  Tracking	
  upstream	
  
metrics	
  (clicks,	
  follows,	
  
subscribers)	
  

•  Importance	
  of	
  reach	
  
priori>zed	
  

•  Audience	
  acquisi>on	
  
and	
  segmenta>on	
  
strategy	
  aligns	
  with	
  
organiza>onal	
  priori>es	
  

•  Dedicated	
  digital	
  
marke>ng	
  tools	
  and	
  
playbooks	
  

•  Using	
  data	
  to	
  improve	
  
outcomes	
  and	
  measure	
  
ROI	
  

•  Ability	
  to	
  reach	
  key	
  
audiences	
  at	
  scale	
  and	
  
aligned	
  with	
  org	
  goals	
  

•  Measuring	
  and	
  
celebra>ng	
  
improvement	
  of	
  
outcomes	
  

•  Integrated	
  into	
  ci>zen’s	
  
lives	
  to	
  improve	
  
outcomes	
  

•  Measuring	
  ROI	
  from	
  
organiza>onal	
  and	
  
ci>zen	
  perspec>ve	
  

EMERGING	
   PROFICIENT	
   EXPERIENCED	
   EXPERT	
  



Ways	
  to	
  Improve	
  
Tomorrow	
  5Go	
  from	
  Emerging	
  to	
  Expert	
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1
PROFICIENT	
  

	
  

Survey	
  end	
  users	
  	
  
to	
  see	
  what	
  they	
  want	
  to	
  do	
  

and	
  when	
  

EXPERT	
  
	
  

Understand	
  ci>zen	
  by	
  
monitoring	
  ac>ons	
  and	
  tes>ng	
  

what	
  works	
  
	
  

From	
  Surveys	
  to	
  
Understanding	
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“Most	
  people	
  are	
  terrible	
  at	
  understanding	
  and	
  
enuncia>ng	
  what	
  they	
  actually	
  do	
  day	
  in	
  and	
  day	
  out,	
  
and	
  on	
  what	
  basis	
  they	
  make	
  decisions.	
  	
  

They’re	
  even	
  worse	
  at	
  defining	
  what	
  tools	
  they	
  
would	
  use	
  in	
  the	
  future.	
  	
  

But	
  if	
  you	
  give	
  them	
  something	
  they	
  can	
  see	
  and	
  
touch,	
  then	
  both	
  they	
  and	
  you	
  can	
  get	
  experience	
  as	
  
to	
  a	
  program’s	
  u>lity	
  and	
  applicability,	
  or	
  at	
  least	
  
have	
  a	
  common	
  basis	
  for	
  enhancements.”	
  

-­‐Michael	
  Bloomberg	
  



VS 

Test	
  What	
  Works	
  
Veteran-Oriented Appeal 

	
  Subject	
  Line:	
  “ADen>on	
  Veterans	
  and	
  Survivors”	
  

Benefit Oriented Appeal 
Subject	
  Line:	
  “Making	
  it	
  Easier	
  for	
  You	
  to	
  Receive	
  Benefits”	
  

+47%  
Click Rate 
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VS 

“November Deadlines for Drawn Hunts” 

Test	
  What	
  Works	
  
“Last Chance to Apply for Drawn Hunts” 
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150%^  
Click Rate 



2
EMERGING 

 

Touch Downs…  
Narrowly defined actions  

as the “End Result” 

EXPERT 
 

First Downs… 
Understand how 

incremental actions matter 
toward end goal 

From	
  Touchdown	
  Focus	
  
to	
  First	
  Down	
  Focus	
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Understand	
  
the	
  Ci9zen	
  
Through	
  
Ac9ons	
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Map	
  the	
  
Journey	
  You	
  
Expect	
  
Stakeholders	
  
to	
  Follow	
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3
EMERGING 

 

Citizens do what they  
want to do quickly 

EXPERT 
 

Drive citizens to most 
compelling actions 

From	
  Convenience	
  
to	
  Impact	
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Priori9ze	
  
most	
  
compelling	
  
ac9ons	
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4
EMERGING 

 

Measure ROI for 
organization 

EXPERT 
 

Measure ROI for citizen  
and organization 

From	
  Organiza>onal	
  ROI	
  
to	
  Comprehensive	
  ROI	
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Focus	
  on	
  
ROI	
  for	
  
the	
  
Ci9zen	
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5
EMERGING 

 

Technology / Design / 
Digital Service / UX / Style 

Guides as the solution 

EXPERT 
 

Improving lives is the end 
goal… everything else is 

the means 

From	
  Focus	
  on	
  How	
  
to	
  Focus	
  on	
  Results	
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Improving	
  
Lives	
  is	
  What	
  
Ma[ers	
  

#DCcomm16 

680K+ messages sent to digital audience 

Dramatically grew their target audience, targeting 
key households and geographic locations 

Doubled website page views to find a meal site 

Served 4.1 million meals, a record in the history of 
the program 
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5	
  WAYS	
  TO	
  IMPROVE	
  TOMORROW	
  

01 

02 

03 

04 

05 

FROM	
  SURVEYS	
  	
  
TO	
  UNDERSTANDING	
  

FROM	
  TOUCHDOWN	
  FOCUS	
  
TO	
  FIRST	
  DOWN	
  FOCUS	
  

FROM	
  CONVENIENCE	
  
TO	
  IMPACT	
  

FROM	
  ORGANIZATIONAL	
  ROI	
  
TO	
  COMPREHENSIVE	
  ROI	
  

FROM	
  FOCUS	
  ON	
  HOW	
  	
  
TO	
  FOCUS	
  ON	
  RESULTS	
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5	
  WAYS	
  WE	
  SUPPORT	
  YOU	
  
	
  

01 02 03 

04 05 

Unrivaled Outreach Flexible & Capable Highly Secure 

Expandable World Class Services When You Need Them 

Best in the world at helping you 
building a large online audience 
through the GovDelivery Network 

Use at all “Maturity” levels. Advanced 
marketing capabilities support 
segmentation, campaigns, and A/B 
Testing when you’re ready 

World class security, accessibility, 
and compliance 

Add-on solutions for learning, 
open data, and interactive text 
messaging 

Awesome support and training to help you and a Digital Engagement 
Services Team to supplement and enhance your work if you need it 



GOVDELIVERY IS COMMITTED TO SECURITY BEING 
BEING THE FIRST FEDRAMP COMPLIANT 
DIGITAL COMMUNICATIONS PLATFORM 
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THANK	
  YOU!	
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Text	
  your	
  email	
  to	
  	
  
(410)	
  324-­‐7057	
  	
  

to	
  join	
  us	
  on	
  May	
  12th.	
  


