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Granicus is Transforming how Government and People 
Connect Digitally 

Web Comms Services Mtgs Records

Connecting
with 

government-

provided 

information and 

services

Serving
the public’s 

needs & 

interests since 

1999

300M+
PEOPLE

Across the US, 

UK, & ANZ

500K+
GOVIES

Across 6,000 

agencies

Civic Engagement Platform

Consulting
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Today’s Speakers

Manager, Granicus 

Experience Group (GXG)

Nick Geier

Strategic CX & Innovation 

Lead, Granicus

Charlotte Lee
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Trust as a Measure of Success
”of the people, by the people”

Government must be held 

accountable for designing and 

delivering services with a focus on 

the actual experience of the 
people whom it is meant to 

serve. Government must also 

work to deliver services more 

equitably and effectively, 
especially for those who have 

been historically underserved. 
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Digital Means Multi-Channel
“Anytime, Anywhere, Anything”

“Services Required To Be Digital. 

The head of each executive 

agency shall regularly review 
public-facing applications and 

services to ensure that those 

applications and services are, to 

the greatest extent practicable, 

made available to the public in a 

digital format.”
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1. We’ve started to 

mature our 

understanding of 

customer experience.

2. We are examining 

previously 

unexplored concepts  

around the role 

communications plays 

in CX.

3. We are seeing many 

more leadership roles 

emerge and evolve as 

we begin to define 

"operationalizing." 

Taken from the ACT-IAC CX Summit: Presentation by Andy Lewandowski, EOP/Office of Management and Budget



Government is [Changing] Transforming

Technology should remove barriers and enable seamless, 
omni-channel experiences for the customer. But why is it 
so hard?

Digital 

Service

Adoption

Program
Analog 

Success

What does the government hope to achieve by 
transforming their services to be digital?



Digital Transformation
The right technology is critical, but so is a 

long-term strategy and an agile culture

TECHNOLOGYSTRATEGY

CULTURE

DIGITAL
TRANSFORMATION 



THE GXG FRAMEWORK



GOALS: Know where you are going

When developing a 

content strategy, it is 

important to first align 

around a set of goals.

These goals should support 

your overall agency goals 

and objectives. 

These goals will help inform 

what types and categories 

of content should be 

prioritized at different 

phases of the program. 



A persona is a snapshot of 

the needs, motivations, goals 

and pain points of 

your audience. 

Informed by research, these 

audience analysis tools add 

a human touch to data.

Understanding your 

audience will better inform 

content decision to fit your 

users’ needs. 

AUDIENCE: Know who you are talking to



Our journey maps will 

outline the key questions 

and actions an audience 

member would take in 

their experience with 

the county. 

These questions and 

actions are informed by 

the goals and pain points 

outlined in the personas, 

allowing you to understand 

what your audience needs.

JOURNEY: Know what you want them to do



CONTENT: Know what you are saying

With clearly defined goals 

and an understanding 

of audience needs, we 

develop content that 

meets their needs and 

drives the action you need.

Voice & Tone Workshop
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We're here to help

Contact us

If you're ready to take 

the next step in 

improved resident 

engagement reach 

out at granicus.com

Civic engagement across all 
channels

Tap into the 250 million 

resident subscriber network

Meet and exceed resident 

expectations

Improve agility in an ever-

changing environment

mailto:%20info@granicus.com
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Topic: Guiding the Journey of Change
Trust, transparency, communication, and mission 

Question: What are the 

components needed to ensure 

change isn’t painful?



18granicus.com

Topic: What does trust have to do with it?
Trust, transparency, and program success

Question: What might be some 

barriers to trust in the digital 

adoption process? 

What might happen if government 

services do not instill trust?
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Overcoming Barriers to Adoption
Establ i shing connection wi th a mul t i -channel ,  guided exper ience

Consideration

Decision

Account Creation

For many programs, a successful account creation 

can mean the beginning of the customer’s journey 

and often considered a metric of success. The 

consideration process of the user, is often 

overlooked in digital service adoption strategies.

Starting the Application Process

Users have a phased, not linear tendency 

when it comes to changing their level of 

comfort. Familiarity can be achieved with 

clear and transparent communication 

throughout the consideration process. Iteration 

is the key to change.

Benefits

Trust

Requirements



Communications Drive Better Experiences

“This focus on customer 

experience will not only 

improve the delivery, 

efficiency, security, and 

effectiveness of our 

Government programs, it will 

advance equity and 

enhance everyday 

interactions with public 

services and uplift the lives of 

those who need it the most.” 

- President Joe Biden, The 

Biden-Harris Management 

Agenda Vision

Deliver ongoing community 

engagement through two-way SMS, 

email and surveys, collecting 

feedback and insights to inform 

products and services.

MANAGE EXPECTATIONSDE-RISK SERVICE DELIVERY

Give people proactive status 

updates on claims or application 

processes with personalized, action-

triggered messaging, helping to 

alleviate call center volume.

With intentional data capture and 

insights, break down audiences of 

millions into microsegments 

based on need-, demographic-

and behavior-based categories.

TRUST AS TRANSPARENCYDRIVE SERVICE ADOPTION

Begin to restore trust through micro-

moments of personalization. Co-

create solutions to anticipate 

community and employee needs, 

then deliver solutions.

1 2

3 4

— For Communities and Employees
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Topic: Engagement as a New Standard
Who is listening? Who has access?

Question: How might 

government learn from the 

“engagement”-obsessed world 

of private sector companies?



Maturing Service Delivery with 

Opt-In Subscriber Data Collection 

Offline Services
• High cost for staff for 

administrative services
• Call centers 
• In-person events
• Paper-based

• High burden on public to 
discover and access 
available services

Supplement with Digital
• Add multiple digital 

channels, features, and 
functions 

• No unified processes or 
data collection.

• Tracking basic digital 
KPIs, but not connecting 
to program outcomes

Omnichannel Self-Serve
• Proactive, personalized 

experiences to guide 
people to relevant, 
on-demand services 

• Data-driven understanding 
of their unique needs. 

• Unified, opt-in data 
capture

• Reduces customer burden 
for accessing services 

• Measurement for diversity, 
equity and inclusion

Interagency Experiences
• Multiple agencies 

integrate experiences 
• Proactive, personalized 

messaging guides 
through complex 
processes and timing 
across multiple agencies

• Limits confusion, boosts 
customer confidence

• Further reduces customer 
burden while expanding 
measurable DEI&A

1 2 3 4

Most of U.S. 
government 

is here

Opted-in
data collection

is key 

Single Agency Customer Service to Interagency Customer Experience



The ROI of Engagement
Adoption, Customer 

Advocacy & Mission Impact
Improve customer 

relationships, develop 

brand presence, and 

achieve mission 

success.

Broader Awareness
Start with hello! Send 

subscribers informative 

communications on latest 

product, service updates 

and offerings .

Increased Engagement
Send personalized and relevant 

messages about happenings, ideas, 

and events with TTS that raise 

engagement and meet strategic 

objectives.

Measurable Inclusivity
Use data analytics to track 

subscriber growth, expand 

reach, and amplify 

messages. Understand 

and meet DEIA objectives.

Who is receiving our messages? | Are we undercommunicating?| What do we want to say? 

Who knows about our mission & objectives? | Do our customers know us?

Are people going to listen to us? | Are we resounding?

Who will advocate for us? 



Thank you
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