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The Development of a 
Social-Media-Strategy for
the Open Search 
Foundataion Applying the
Social-Media-Cycle
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Project 

Report



What do we want to 
achieve?

Development of a Social-Media-Strategy 

for the OSF based on the

well established Social-Media-Cycle-

Approach
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Basic concept 
of the project Operative part 

of the cycle

Strategic part of 
the cycle

Ongoing 
activities

Listening

Controlling

Defining Settling

Organising
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3 3. Administratorisches und Tipps

Step 1: Listening
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Social-Media-
Monitoring

A variety of tools were used
 Social Searcher, Boardreader, 

Talkwalker Alerts, Talkwalker Free 
Social Search, Twitter Advanced 
Search, BuzzRank

 Direkt auf LI, FB, IG, Sistrix, web.alert.io
Google Alerts, Google News- und 
Bildersuche

Keywords used / Hashtag-Analysis
#opensearch #opensearchfoundation
#searchliteracy
#OSSYM2020 #opensearchbewegung
#opensearchawareness
#opensearchethics #osf

What is said about OSF 
and “competors” in 
Social Media?

 Away from the contributions around OSSYM or PR articles little thematised. There is only a niche 
discussion around the topic of Open Search. 

 Although a large number of potential people in the target groups who might be interested in 
OSF are active on LinkedIn (e.g., data protection officers or professionals from the IT industry), 
there is hardly any dialog on these very topics here. Direct approach necessary.

 To the broader population the topic is not known.

 Difference between search index and search engine not clear. Added value of a European 
index/SM must be made clearer. Comparisons with other projects?

 Thematic combination of sustainability (e.g. in relation to the use of already existing data 
centers) as well as protection of privacy (analogous to Qwant and DuckDuckGo) offers 
approaches.

 More and, above all, simple educational work about the underlying problem is needed. Best 
practice example DuckDuckGo with simple cartoon clips to convey the important topic of data 
security in a playful, entertaining and comprehensible way.

 In addition, cooperations with universities, as already practiced by Ecosia, are also 
advantageous for OSF in order to be able to bind the younger target group to a new search 
engine alternative. Needs to be used more at OSF.

 In particular, attention must be paid to making information about the mission and 
technological details more accessible to consumers. This can potentially be counteracted via 
communicative measures or a stronger presence on social media channels. Less text, more 
images/moving pictures.



Key topics researched

• What similar projects can be 
identified?

• What is the competitor / co-
operator doing?
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Social-Media-
Monitoring

Selection of main “competitors” and co-operators in focus



6 3. Administratorisches und Tipps

Step 2: Defining



What do we want to 
achieve?

As an NPO start-up we have to solve a 

contradictory problem: 

In order to get money / funds, we need a 

certain attention and awareness. To 

achieve this, we need money / funds.
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Objectives

Increasing the awareness for 
the topic of Open Search

Increasing the awareness of the 
OSF

Set up of a base of supporters in 
science, politics and the general 

public

Fundraising

Role: Educator
Target: Users

Role: Networker
Target: Supporters / 

Mediators

Role: Catalyst and und 
Input Generator

Target: Supporters



Development of OSF-Personas (general perspective)
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Users Supporters Mediators

Empfänger Unterstützer Mittler

Empfänger Unterstützer

Empfänger Unterstützer Mittler

Prof. Dr. Sascha Sachs

Supporter – in non-
financial perspective

Kim Kendl

Internet user –
Teacher

Dr. Nicky Netsch

Internet user –
Economy

Toni Thiersch

Internet user –
Pupil

Alex Ahrends

Mediator -
Journalist

Mika Mühe

Supporter – in non-
financial perspective
Politician Germany

Resa Rixt

Supporter – in 
perspective
Philanthrop

erstützer

Chris Carpentier

Mediator -
Politician EU

Dr. Robin Roth

Mediator -
Partner – Data Centers



9 3. Administratorisches und Tipps

Step 3: Selecting



Which platforms do we 
select?
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Platforms

Communi-cation

Social
Networks

Business + 
Career 
Networks

Blogs + 
Micro-
Blogs + 
Foren

(Instant) 
Messenger

Photo

Video

Audio
Live 

Streams

Social 
Commerce 
and LBS

Social 
Colla-

boration

News- + 
Social
Book-
marking

Wikis

Wikipedia
Quora

Evaluation-Platforms

Bookmarking Services
Flipboard

Feedly
Pinboard

Social Commerce 
Google My Business

Facebook Local
Yelp

Vero
Jodel

Stay Friends
Odnoklassniki

VK

Xing
Slideshare

WhatsApp
FB Messenger
iMessage
Telegram
Threema
Signal
Discord

Coprorate Blogs
Google Blogger
Wordpress
Tumblr
Medium
Foren
Reddit

Flickr
Photobucket
Giphy

Music-Streaming
Soundcloud
Bandcamp
Podcasts
Clubhouse

YouTube
Vimeo

Periscope
FB Live
Twitch

Facebook
Instagram

TikTok

Pinterest
Snapchat

Twitter
LinkedIn

Multi-
Media     

Sharing
Colla-
boration +
Knowledge

Slack
Microsoft Teams

Video Conferencing

Allrounder

Social-Media-Bouquet

“A fundamental flaw in social media is to 
start from the channel”

According to the objectives and the target 
group the following channels were 
selected

https://twitter.com/


11 3. Administratorisches und Tipps

Step 4: 
Organising
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Organisation: How do we operate and organise Social Media in 
OSF?

Decentralised

Different integration models exists – selection depends on maturity of Social Media 
level and the resources available 

Centralised Hub & Spoke Multiple Hub & Spoke Holistic



13 3. Administratorisches und Tipps

Step 5: 
Consolidating
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Initial SoMe-Architecture OSF

Users Supporters Mediators

• Building understanding of 
problem

• Gain interest
• Increase outreach
• Enhance engagement

• Increase outreach
• Network and relationship 

building
• Enhance engagement
• Gaining multipliers
• Gaining trust

• Increase outreach
• Network and relationship 

building
• Enhance engagement
• Gaining multipliers
• Gaining trust

2 23 2 1 1 1

Z
G

Z
ie

le
K

a
n

ä
le

1

1

2

1

1

2

https://twitter.com/
https://twitter.com/
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https://twitter.com/


15 3. Administratorisches und Tipps

Step 7: 
Planning / 
Executing



16

Account details

Account name @openwebsearchOpen Search Foundation

Number of posts planned

At least 1 own tweet per week 
Several retweets concerning open search 
content

At least 1 own post per week 
Several reposts from network members 
according to availability

Main content formats

Text: News, Links, Surveys, Events
Pictures: Infographics, Pics
Videos: Scenes from Events, Explanation 
Series, Stories, Live-Streams 

Text: News, Links, Facts + Figures
Pictures: Infographics, Memes, Gifs
Videos: Quotes, Scenes from Events, 
Explanation Series

Categories
#osf #opensearchfoundation #osfTeam #aboutosf #osfCommunity #osFact #osFun #osfQuote
#osfMedia #osfBackstage #osfExplains #osfEvents #osfEvents #osfRecruiting

Additional Hashtags #osf #opensearchfoundation #searchliteracy #opensearch #openwebindex

https://twitter.com/
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A content plan 
with first post 
examples was 
developed
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OSF video series (prototypes)

Development of a Series of five consecutive 
videos

• What is a search index?
• What is the difference between a search index and a 

search engine?
• Risks of using Google – a network monopoly
• Know your options (which alternatives exist)
• Vision OSF – and how can I contribute?
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OSF goes Wikipedia



20 3. Administratorisches und Tipps

Step 4: 
Organisation:

e.g. set up of bigger 
SoMe-team and 
change to H&S

Step 6: 
Settling:

Consolidating all 
information within 
a detailed internal 

Social-Media-
Guideline

Step 8: 
Moderating:
Running the 

channels on a 
stable basis

Step 10: 
Controlling:

Set-up the 
measurement wrt
to our objectives

Next steps


