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InTransition episode 20 - Prudence Cook podcast 

 

David Pembroke: Hello ladies and gentlemen, my name is David Pembroke and thanks once 

again for joining us InTransition, the podcast dedicated to the practice of 

ĐoŶteŶt ŵaƌketiŶg iŶ goǀeƌŶŵeŶt. I’ŵ thƌilled to ďe ǁith Ǉou agaiŶ todaǇ as 
we bring you the insights and wisdom of some of the most interesting people 

in the world of content marketing in government. This week another real treat 

foƌ Ǉou ďut ďefoƌe I iŶtƌoduĐe ouƌ guest it’s defiŶitioŶ tiŵe.  

Content marketing is an old practice before I do get to that definition, it’s a 
relatively new name and people are still familiarising themselves with it and 

what it means. Also I accept that for a government audience the word 

marketing is a bit of a turn off.  

MaƌketiŶg is ofteŶ saǇiŶg theƌe’s soŵethiŶg the pƌiǀate seĐtoƌ does in selling 

pƌoduĐts aŶd seƌǀiĐes, geŶeƌallǇ soŵetiŵes, thiŶgs that ǁe doŶ’t ǁaŶt ďut I 
think is all of you know the challenge of selling ideas and decisions to citizens 

sits at the heart of the work of any democratically elected government. I think 

also as behaviour changes that the many of the world of marketing will 

change and it will lose that sort of sales-y awful connotation that it has had 

over the many years.  

Anyway to the definition which is an adaptation of the Content Marketing 

IŶstitute’s definition of content marketing as it relates to government 

audiences and that definition is – Content Marketing is a strategic and 

measurable business process that relies on the curation, creation and 

distribution of valuable, relevant and consistent content to engage and inform 

a clearly defined audience with the objective of driving the desired citizen or 

stakeholder action.  

So todaǇ’s guest, Pƌu Cook is the ŵaŶageƌ of OŶliŶe CoŵŵuŶities foƌ the 
Grains Research and Development Corporation. She joins me now. Pru, thanks 

for joining me InTransition.  

Prudence Cook: Thank you for having me. 

David: Pru, take us to a day in the life of the Communities Manager for the Grains 

aŶd ReseaƌĐh DeǀelopŵeŶt CoƌpoƌatioŶ. What soƌts of thiŶgs that Ǉou’ƌe 
doing in terms of managing those online communities? 
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Prudence: Suƌe. MǇ daǇ usuallǇ staƌts ǁith lookiŶg at aŶǇ aĐtiǀitǇ that ǁe’ǀe had 
oǀeƌŶight. Ouƌ ŵaiŶ audieŶĐe is Austƌalia’s 22,000 gƌaiŶ gƌoǁeƌs Ŷot all of it 
oŶ soĐial ŵedia of Đouƌse ďut it’s haǀiŶg a look at people ǁho have been in 

WA who are in a different time area and looking at what the discussions that 

have been happening overnight.   

For example, a lot of people are in their tractors at the moment putting their 

Đƌops iŶ the gƌouŶd. It’s lookiŶg to see ǁhat those conversations have been 

oǀeƌŶight ǁhetheƌ theƌe’s aŶǇthiŶg that ǁe Ŷeed to addƌess oƌ lookiŶg at aŶǇ 
particular conversations that might have happened that we can contribute 

resources or expertise too. For example, this morning there was a 

conversation that happened overnight about the influence of disc seeding on 

the soil-borne disease, Rhizoctonia. That was me trying to find some resources 

that I could slide into that conversation to see if we can give growers 

additional support to help them make decisions foƌ ǁhat theǇ’ƌe doiŶg. 

David: How hard was it to put your hands on some resources around that particular 

really narrow issue? 

Prudence: GRDC is ǀeƌǇ luĐkǇ iŶ the seŶse that ǁe’ƌe ǀeƌǇ ĐoŶteŶt ƌiĐh. We’ǀe got Ǉeaƌs 
aŶd Ǉeaƌs’ ǁoƌth of ƌesouƌĐes aŶd a ƌeally, really good library of update 

papeƌs, sĐieŶtifiĐ ƌesouƌĐes, YouTuďe Đlips ďits aŶd pieĐes. It’s just a ŵatteƌ of 
being able to tap into the right person within the organisation to direct me 

towards the resources that I need to slide that back into that conversation. 

David: What sorts of relationships have you had to build within the organisation to 

eŶsuƌe that Ǉou’ƌe gettiŶg appƌopƌiate aŶd tiŵelǇ aĐĐess to that soƌt of 
information?  

Prudence: It’s still at stage ǁheƌe it does ƌeƋuiƌe a little ďit of eŶĐouƌageŵeŶt ǁheŶ it 
Đoŵes to soĐial ŵedia ďut ǁhat I’ǀe ďeeŶ doiŶg is piĐkiŶg keǇ aƌeas that ǁe 
can really help and develop. Shaping them up into case studies and I regularly 

offer internal training for staff within the organisation so they can on have an 

understanding of why GRDC is playing in the social media space and what I 

can do for them in terms of helping get their messages out further and picking 

a feǁ keǇ eǆaŵples ǁheƌe ǁe’ǀe had soŵe ƌeally good successors.  

I do a lot of tƌaiŶiŶg iŶ iŶdustƌǇ as ǁell too. A lot of people just doŶ’t ƌealise 
that social media can deliver really scientifically relevant and farming specific 

information. Often once they see the types of conversation and the detail 
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that’s happeŶiŶg oŶ soĐial ŵedia, it’s faiƌlǇ easǇ to get ďǇ aŶd theŶ it’s just a 
matter of people now at the stage with our volunteer voluntarily come to me 

aŶd saǇ, ͞Look I’ǀe got this, ǁhat ĐaŶ ǁe do? Hoǁ ĐaŶ ǁe get that out iŶ 
soĐial?͟ 

David: Let’s haǀe a ŵaǇďe dƌaǁ doǁŶ oŶ oŶe of those eǆaŵples ǁheƌe Ǉou’ǀe ďeeŶ 
able to really add value to this large and very dispersed community around 

Australia.  

Prudence: Sure. A recent one would be development of an app that helps growers to 

calculate the soil moisture that they have available in their soil which allows 

theŵ to ŵake deĐisioŶs aƌouŶd ǁhat theǇ’ƌe goiŶg to soǁ oƌ if theǇ’ƌe goiŶg 
to applǇ feƌtilizeƌ stuff like that. TheǇ’ǀe got the app iŶ a testiŶg stage aŶd 
now are looking for growers to actually be guinea pigs and road test that. The 

project manager approached me and asked what we could do.  

Obviously social media lends itself really, really nicely to something like testing 

an app because you have an audience that is already familiar with the 

technology. All of our growers are, very high proportions are accessing social 

media resources for mobile devices. It was fairly easy to put together a 

campaign to promote the app for a testing.  

The pƌojeĐt ŵaŶageƌ Đaŵe ďaĐk shoƌtlǇ afteƌ aŶd said, ͞Look eǀery time the 

post went out throughout the campaign we had a huge spike in people 

registering their interest and we now have lots of new users who are 

deliǀeƌiŶg us ǁith soŵe ƌeallǇ useful feedďaĐk.͟ That’s the kiŶd of stuff that I 
would then include in my training internally which encourages other staff to 

look to social for a way of communicating on research outcomes not just at 

the end of a project when something tangible is delivered but also throughout 

the life of the project to look at continuous improvement and getting growers 

involved with research throughout the life of the project. 

David: That’s a gƌeat eǆaŵple of deliǀeƌiŶg ǀalue to that ĐoŵŵuŶitǇ aŶd eŶgagiŶg 
theŵ aŶd also dƌaǁiŶg ǀalue fƌoŵ the GRDC’s poiŶt of ǀieǁ so as that theǇ 
can improve the deliǀeƌǇ of seƌǀiĐe to the faƌŵeƌs aƌouŶd Austƌalia. I’ŵ also 
interested very much in terms of the planning and the approach of you and 

hoǁ Ǉou’ƌe goiŶg aďout it.  

OďǀiouslǇ Ǉou’ƌe ĐoŵiŶg iŶ oŶ a dailǇ ďasis aŶd lookiŶg at those issues that 
are jumping up but do you have a formal planning process in terms of what 
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Ǉou’ƌe tƌǇiŶg to put togetheƌ? Is it just soĐial ŵedia oƌ aƌe theƌe otheƌ thiŶgs 
that Ǉou’ƌe usiŶg otheƌ tools that Ǉou’ƌe usiŶg as ǁell to ĐoŵŵuŶiĐate ǁith 
the farmers around Australia? 

Prudence: Definitely. The first part of your content I have a content schedule that I work 

oŶ aŶd I’ŵ ǀeƌǇ, ǀeƌǇ ƌeliaŶt oŶ aŶalǇtiĐ soƌt dataďase ĐoŶteŶt sĐheduliŶg. I’ll 
alǁaǇs look at a) ŵoŶitoƌiŶg ǁhat’s aĐtuallǇ happeŶiŶg. What aƌe the 
conversations that are happening on social media so I can show that any 

ĐoŶteŶt is ŵaƌƌǇiŶg up ǁith aŶd ǁhat’s happeŶiŶg theƌe.  

I’ll also look at soĐial ŵedia aŶd ǁeďsite aŶalǇtiĐs so ǁe’ll ďe aďle to go aŶd 
have a look at what people are clicking on, what people were Googling this 

time last week or what they were Googling this time last year because farming 

is ǀeƌǇ seasoŶal aŶd Ǉou’ǀe ofteŶ got Ƌuite Ŷaƌƌoǁ ǁiŶdoǁs iŶ ǁhiĐh ĐoŶteŶt 
is readily useful to a farmer.  

I’ŵ also ǁatĐhiŶg the ǁeatheƌ ƌadaƌ as ǁell too aŶd if Ǉou’ǀe got a big rain 

band coming through, being prepared to have some good time and resources 

ready to go to put out so that farmers can make decisions then and there 

should theǇ haǀe a good ƌaiŶfall eǀeŶt aƌe ƌeallǇ, ƌeallǇ haŶdǇ. I’ŵ ƌeallǇ, 
really big on constantlǇ aŶalǇsiŶg ĐoŶteŶt that ǁe’ƌe puttiŶg out aŶd usiŶg 
ǁeďsite aŶalǇtiĐs to eŶsuƌe that ǁe’ƌe puttiŶg out ĐoŶteŶt that is ƌeallǇ 
relevant for that audience in particular as well too because some stuff that 

might perform particularly well for one medium doesn’t ǁoƌk oŶ the otheƌ so 
it’s ĐoŶstaŶtlǇ ƌefiŶiŶg that peƌ platfoƌŵ.  

My responsibility predominantly in social media but GRDC does a lot of other 

stuff in terms of putting this kind of information out whether that be through 

digital suite of products like our website. We do podcasting, we do a lot of 

YouTube clips and extension videos that way and we also do a lot of face to 

face training and events and still trying to do group extension where I have a 

possible in terms of still having that face to face contact that farmers really 

value.  

David: In terms of that planning, how far ahead are you looking if you got sort of 

certainty around what might be happening in sort of 3, 6, 9 months down the 

track? 

Prudence: We haǀe ĐƌoppiŶg ĐaleŶdaƌs ǁhiĐh pƌoǀide a ƌeallǇ ŶiĐe oǀeƌǀieǁ iŶ teƌŵs I’ǀe 
looked at this time every year we will be expecting farmers to be scouting for 
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this particular disease or planting this particular crop, etcetera.  But I do have 

the ability to be very, very flexible with social media so that if I do all of a 

sudden see that people start tweeting about for example last year 

MidǁesteƌŶ Yelloǁ’s Viƌus.  Theƌe ǁas aŶ outďƌeak iŶ CaŶola in South 

Austƌalia ǁhiĐh ǁas Ƌuite deǀastatiŶg. We’ƌe aďle to piĐk up on that stuff, 

pulled togetheƌ a faiƌlǇ ĐooƌdiŶated oǀeƌǀieǁ iŶ teƌŵs of ǁhat’s ďeiŶg seeŶ iŶ 
paddocks where, what the media and other organisations are saying in terms 

of advice and pull that together and be able to make decisions and be quite 

responsive in terms of getting some of that stuff out as well too.  

David: It’s a ǁoŶdeƌful seƌǀiĐe foƌ the faƌŵiŶg ĐoŵŵuŶitǇ. TheǇ ŵust ďe delighted 
ǁith these soƌts of iŶfoƌŵatioŶ that Ǉou’ǀe pƌoǀided. 

Prudence: I hope so.  

David: Do you see the feedback coming back to you? Do you see that there is that 

gƌatitude aŶd pleasuƌe that theǇ’ƌe gettiŶg fƌoŵ the faĐt that Ǉou aƌe seƌǀiŶg 
them useful, relevant, valuable information in a timely fashion through the 

channels that are useful to them either be it, as you say, social media through 

the phoŶe oƌ a podĐast ǁheŶ theǇ’ƌe oŶ theiƌ tƌaĐtoƌ? 

Prudence: We do get some good feedback although for me my key metric really is click 

thƌough ƌatiŶg. We’ǀe got a lot of faƌŵeƌs do haǀe a peƌsoŶalitǇ tǇpe ďut 
theǇ’ƌe Ŷot too foƌthĐoŵiŶg ǁith pƌaise ďut it’s ƌeallǇ good foƌ ŵe to ďe aďle 
to see that I’ǀe put out soŵethiŶg aŶd that lots of people aƌe ĐliĐkiŶg oŶ it 
straightaway.  

Foƌ eǆaŵple, theƌe’s a ƌeasoŶaďlǇ Ŷeǁ pƌaĐtiĐe Ŷaƌƌoǁ ǁiŶdƌoǁ ďuƌŶiŶg 
which farmers do to control their weed seed bank and we had a recent rainfall 

was able to put out a resource on managing wet windrows.  And my click 

through rate just went through the roof which was phenomenal it meant that 

we were putting something out just as people needed it and that was the 

information that they wanted to pull down and then read then in there and 

that soƌt of to ŵe is just as good as a ͞Well doŶe thaŶk Ǉou.͟  

David: Have you experimented with content that sort of goes a bit beyond the utility 

of farming to sort of extending to providing more value perhaps on the edges 

maybe looking at some entertainment of content, things that are not just 

purely specifically about farming?  
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Prudence: In terms of content while I predominantly focus on getting out research and 

extension resources we do a lot in the capacity building space.  

David: Training?  

Prudence: Yep, this is the favourite for that which works really well particularly on 

Facebook we do a lot of case studies on a students and PhD students that we 

fund that kind of thiŶgs so that it gets a lot of good stuff. It’s ǀeƌǇ iŶteƌestiŶg 
though when you look at social media trends in general they often say that 

having a photo will increase engagement and really light engaging content.  

I find that we get a lot of engagement with that kind of stuff so likes and re-

tǁeets that kiŶd of stuff ďut the ĐliĐk thƌough ƌate isŶ’t Ƌuite theƌe.  But foƌ us 
if I look at ouƌ ŵost populaƌ posts oǀeƌtiŵe theǇ’ǀe ďeeŶ Ƌuite sĐieŶtifiĐ aŶd 
really pertinent to that particular stage in the growing season.  

Those kinds of resources are the stuff that really gets the most success 

amongst our audience which I found quite surprising. We do try to balance 

some of the more engaging and entertaining type content but we find the 

hard-hitting stuff is actually more successful which is quite interesting and a 

bit contrary to what you read elsewhere.  

David: Peƌhaps that’s the faƌŵiŶg ĐoŵŵuŶitǇ theŶ ŵaǇďe theǇ’ƌe gettiŶg theiƌ 
entertainment elsewhere. They look at the GRDC really for that really useful 

ƌeleǀaŶt ǀaluaďle ĐoŶteŶt that’s goiŶg to help theŵ iŶ theiƌ joďs.  

Have you been surprised at the pickup rights and adaption rights of social 

ŵedia oƌ do Ǉou ƌeallǇ seŶse that it’s ŵade foƌ the ƌuƌal ĐoŵŵuŶitǇ ďeĐause 
to me it seems like an ideal place for a rural community to be able to draw 

down on the resources and be able to take from the GRDC the value that it 

really is looking for? 

Prudence: Definitely, farmers were the first ones to really champion social media 

paƌtiĐulaƌlǇ fƌoŵ aŶ adǀoĐaĐǇ poiŶt of ǀieǁ. It’s ĐeƌtaiŶlǇ Ŷot a Ŷeǁ 
technology to the farming community. The grains industry lends itself really, 

really nicely to something like Twitter in particular because we have auto-

steer and tractors so that the short 140 characters is really nice to monitor a 

couple while you go the link to the paddock turnaround and go back again.  

The grains industry is really picking up on this quite nicely and you see 

particular hashtags, like tweets from the tractor cab and plant 15 and harvest 
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15 that spring up so that people can be out in their tractors and head us and 

disĐussiŶg eǆaĐtlǇ ǁhat’s happeŶiŶg ǁhile theǇ’ƌe out there. There some 

really good imagery that comes out of it as well too, particularly when they 

get bogged. 

David: What’s Ŷeǆt? Wheƌe do Ǉou staƌt to take this ǀaluaďle ƌesouƌĐe that Ǉou aƌe 
pƌoǀidiŶg to the AustƌaliaŶ faƌŵiŶg ĐoŵŵuŶitǇ? What’s Ŷeǆt? Where is the 

iŶŶoǀatioŶ that’s goiŶg to ĐoŶtiŶue to add ǀalue ďeĐause it souŶds like Ǉou’ǀe 
got a ŶiĐe pƌogƌaŵ ŵoǀiŶg Ǉou’ƌe gettiŶg the eŶgageŵeŶt Ǉou’ƌe gettiŶg the 
uptake Ǉou’ƌe seeiŶg thƌough Ǉouƌ ĐliĐk thƌough ƌate that theƌe’s a ƌespoŶse 
and value, but ǁheƌe’s Ŷeǆt? Wheƌe aƌe Ǉou goiŶg to go Ŷeǆt iŶ teƌŵs of 
trying to continue to create value? 

Prudence: We really want to look at some of the more visual type mechanisms, so 

looking at in additional social platforms perhaps on Instagram or Pinterest for 

shaƌiŶg a lot ŵoƌe ǀisual leaƌŶiŶg. At the ŵoŵeŶt ǁe’ƌe stiĐkiŶg ǁith ouƌ 
Twitter, Facebook and LinkedIn as our main and of course YouTube and 

podcasting audio visual products. We really, really wanting to get this really 

good bank of analytics to be able to be very, very predictive and using that to 

guide ouƌ ĐoŵŵuŶiĐatioŶs goiŶg foƌǁaƌd. I’d like to see us at the poiŶt ǁheƌe 
ǁe ĐaŶ haǀe a look ďaĐk aŶd go, ͞OkaǇ this tiŵe oǀeƌ the last thƌee Ǉeaƌs 
growers have been looking for information on this particular pest so we need 

to haǀe a ĐoŵŵuŶiĐatioŶs pƌoduĐt ƌeadǇ to go tǁo ǁeeks ďefoƌe,͟ so ǁe get 
into this really proactive instead of reactive phase of content and 

communication activities.  

We have a lot of regional people doing our communication activity from all 

aƌouŶd Austƌalia. It’s ďeiŶg aďle to giǀe theŵ the stuff that theǇ Ŷeed to 
eŶsuƌe that ǁe’ƌe ďeiŶg ƌeallǇ, ƌeallǇ ƌespoŶsiǀe. Also ƌeallǇ ǁaŶtiŶg to use a 
lot more for monitoring to guide activities internally as well too so being able 

to pick up on staff for example do some gap analysis. For example, soil 

moisture monitoring if we wanted to do a gap analysis to see what sort of 

industry interest there was in soil moisture probes for having them look at 

how much soil moisture you have.  

We have the ability to look at Twitter and see conversations of growers that 

are using that technology. Advisors that are selling or promoting it and then 

using that as perhaps some touch points to guide a gap analysis to look at well 
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where should research be looking at this paƌtiĐulaƌ spaĐe so theƌe’s a lot goiŶg 
on in there. 

David: That’s ŶiĐe sophistiĐated stuff isŶ’t it to ďe aďle to dƌaǁ those iŶsights out to 
guide where you going to actually invest your research resources in order to 

deliver value.  

Prudence: Definitely and it also gets you some nice touch points in terms of knowing 

where to start or it compliments existing methods that we have. We have 

regional panels and regional cropping solution network groups that are out in 

industry that help guide research. But it’s ŶiĐe to haǀe the soĐial ŵedia to 
perhaps back up some of these assumptions and maybe provide additional 

touch points in terms of extra contacts or perhaps provide an ultimate point 

of view.  

David: What sort of programs are you using around the analytics? 

Prudence: Predominantly using that analytics that are involved with that within a lot of 

the social media themselves I think that they provide fairly good overview of 

ǁhat’s happeŶiŶg theƌe. Google aŶalǇtiĐs is ƌeallǇ, ƌeallǇ iŵpoƌtaŶt to ŵe iŶ 
terms of having a big look at what percentage of our website is drive by social 

and what kind of content people are looking at there and that kind of stuff. I 

have a social media management software package that I used that provides 

some good analytics as well too. 

David: Which one do you use? 

Prudence: I’ŵ usiŶg Spƌout SoĐial at the ŵoŵeŶt.  

David: Happy with it? 

Prudence: Yeah it’s ǁoƌkiŶg all foƌ ŵe.  

David: And social listening, what tools are you using there? 

Prudence: Agriculture is quite interesting in the sense that we got to quite finite our 

target audience. We probably estimate that maybe about 10% of our growers 

aŶd adǀisoƌs aƌe oŶ soĐial ŵedia. It’s aĐtuallǇ Ƌuite a ŵaŶageaďle ĐoŵŵuŶitǇ 
in terms of being able to listen in to some of those tools.  

I’ŵ tƌǇiŶg to aĐtuallǇ use lists to eŶsuƌe that I’ŵ keepiŶg aŶ eǇe. If I ǁas to 
search by key words there so many different keywords in agriculture that a 
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Ǉou’d ƌatheƌ ƌuŶ the ƌisk of ƌuŶŶiŶg iŶto ǁaǇ too ŵuĐh ǁith a topiĐ like ǁeed 
or canola or just have far too many keywords once you get into some specific 

diseases and pests and crop varieties that it would be far too big to manage. 

Actually using Twitter lists to try and monitor as much of that as I can. There is 

a big manual monitoring component of my work but I hope that that kind of 

allows me to pick up on some of the conversations like the deseeding and 

Rhizoctonia that you can use to really getting to those conversations and add 

that value. 

David: That 10% estimate that you just mentioned is that a small number? Do you 

feel or do you think it will grow from 10% to a much larger percentage of the 

grain growers in Australia using social media?  

Prudence: Yes, I’ǀe ďeeŶ plaǇiŶg iŶ soĐial ŵedia foƌ the grains industry for about four 

Ǉeaƌs Ŷoǁ aŶd its iŶĐƌediďle life. I’ǀe Đoŵe fƌoŵ a tƌaiŶiŶg ďaĐkgƌouŶd iŶ 
terms of actually doing workshops and developing training packages for 

growers, advisors and researchers. When I began with this space we had to 

lump social media or in with apps in smartphones because we knew that 

ŶoďodǇ ǁould tuƌŶ up to a soĐial ŵedia ǁoƌkshop ďut I’ǀe just ƌeĐeŶtlǇ doŶe 
a series of events that I was presenting out on social media.  

It’s at the poiŶt Ŷoǁ that I’ǀe got offstage aŶd had five or six new people 

folloǁiŶg ŵe that it just fiǀe appliĐaŶts it’s like ĐoŶseƋueŶĐe of that. I thiŶk it’s 
been around long enough and I think people have heard enough about it and 

perhaps become familiar with that for social reasons as well too because 

oďǀiouslǇ a lot ŵoƌe people theǇ ŵight haǀe a FaĐeďook aĐĐouŶt that theǇ’ƌe 
using to keep in touch with family and friends and once you can demonstrate 

that theƌe’s ďeŶefit iŶ ǁheŶ Ǉou ĐaŶ deŵoŶstƌate soŵe of the tǇpes of 
conversations that are happening oŶ soĐial that’s just a little push that theǇ 
Ŷeed to go aŶd seek a lot ŵoƌe iŶfoƌŵatioŶ. It’s also ǀeƌǇ iŶteƌestiŶg as ǁell 
too through a series of workshops that I did run is that you have a lot of 

gƌoǁeƌs at the eŶd of it that ǁould saǇ, ͞Look I ĐaŶ ƌeally see valuing using 

this seƌǀiĐe foƌ iŶfoƌŵatioŶ gatheƌiŶg ďut I doŶ’t ǁaŶt to post aŶǇthiŶg. I doŶ’t 
thiŶk aŶǇoŶe ǁould ďe iŶteƌested iŶ ǁhat I haǀe to saǇ.͟ Theƌe aƌe a lot of 
people that are seeing value in it and information gathering too. 

David: But it will grow by the sound of it.  

Prudence: DefiŶitelǇ Ǉou’ƌe saǇiŶg Ŷeǁ useƌs that haǀe faƌŵ ŵaĐhiŶeƌǇ ƌelated aǀataƌ 
and from a grain growing region that are popping up and following us every 



 
 

 
 

 

 

In Transition Podcast - contentgroup Page 10 of 12 

 

daǇ. If Ǉou’d ask ŵe if ǁe’d ďe ǁheƌe ǁe aƌe ƌight Ŷoǁ fouƌ Ǉeaƌs ago I’ǀe 
pƌoďaďlǇ ǁouldŶ’t haǀe ďelieǀed Ǉou ďut it is soŵethiŶg that’s iŶĐƌeasiŶg 
quite rapidly.  

David: In terms of your team or the team that works with you in the communication 

function for the Grain Research Development Corporation in Australia you say 

that it’s ƌegioŶallǇ ďased aŶd loĐated ǁhiĐh ŵakes a ďit of seŶse ďut Đould Ǉou 
tell me a bit about your team and where they are located and what roles do 

they play? 

Prudence: Sure, we sit in a business group called Regional Grower Services and within 

that we have a corporate communications team, we have a products and 

seƌǀiĐes teaŵ, ǁe also haǀe aŶ eǆteŶsioŶ iŶ tƌaiŶiŶg teaŵ ǁhiĐh I sit uŶdeƌ I’ŵ 
seeing as delivering extension type communication so really trying to get the 

benefits of research and development out of there. We have contractors out 

in the regions that deliver the rest of the extension and training team our 

regional managers that are based in both the North South and West GRDC 

ƌegioŶs. Theƌe’s a lot of eŶgageŵeŶt iŶ teƌŵs of ideŶtifǇiŶg the ĐoŶǀeƌsatioŶs 
that are happening on social and looking for opportunities that we can use to 

really get good content packages together.  

I tried to put out a weekly publication that goes to our communicators and 

across the border team which I help to familiarize people with social media if 

theǇ aƌeŶ’t alƌeadǇ theƌe ďut also ideŶtifies heƌe aƌe soŵe of the thiŶgs that 
are being discussed, here are some of the stuff that GRDC has put out this 

week that has performed particularly well. It gives people an indication of 

how their content is working and allows them to identify opportunities for our 

coming stories. Also allows them to the added opportunity to identify talent 

for upcoming communication products.  

We’ƌe Ƌuite a sŵall teaŵ ďut ǁith a lot of ĐoŵŵuŶiĐatioŶ pƌoduĐts that ǁe’ƌe 
putting out but trying to identify opportunities to really cross over and make 

sure that we get a good cover of regional issues. The nature of social as well 

too is that Ǉou ĐaŶ haǀe faƌŵeƌs fƌoŵ WesteƌŶ Austƌalia leaƌŶiŶg fƌoŵ ǁhat’s 
happening over this side and vice versa.  

David: IŶ teƌŵs of that teaŵ though Ǉou ŵeŶtioŶed that theƌe’s ĐoŵŵuŶiĐatioŶs iŶ 
this your organisation. Would you describe it is as solid or not solid at all that 

theƌe’s ƌeal ǀisiďilitǇ aƌouŶd ǁhat eǀeƌǇoŶe is tƌǇiŶg to do aŶd ǁhetheƌ Ǉou’ƌe 
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shaƌiŶg the saŵe Ŷetǁoƌk of people ǁho Ǉou’ƌe tƌǇiŶg to talk to thƌough the 
social channels?  

Prudence: I thiŶk it’s ƌeallǇ good iŶ teƌŵs of ĐliĐk ĐoŵŵuŶiĐatioŶ that’s ĐoŵiŶg thƌough 
from all of the different channels and contractors keep us very regularly 

updated oŶ ǁhat’s happeŶiŶg aŶd I thiŶk it ǁoƌks Ƌuite ǁell.  

David: PodĐastiŶg, I loǀe podĐastiŶg I thiŶk podĐastiŶg is faďulous aŶd I’ǀe alǁaǇs 

thought that into these rural and regional areas into the farming community 

the podcasting is such a great thing because either driving in cars for long 

distances or self-dƌiǀiŶg tƌaĐtoƌs theƌe’s tiŵe to aĐĐess kŶoǁledge aŶd 
iŶfoƌŵatioŶ. Hoǁ’s Ǉouƌ podĐast performing? 

Prudence: Cool, I doŶ’t aĐtuallǇ sit aĐƌoss the podĐastiŶg so I’ŵ Ŷot a huŶdƌed peƌĐeŶt 
hoǁ it’s goiŶg aŶalǇtiĐs ǁise. We do get soŵe good feedďaĐk. I ofteŶ tƌǇ aŶd 
identify through social media activity. People that I can touch base with 

directly over the phone so for example over the weekend we had a tweet 

through about how valuable someone had found out YouTube channel so I 

gaǀe theŵ a Đall aŶd she said, ͞I also listeŶ to Ǉouƌ podĐast aŶd I got oŶto it 
when I was working on a farm over in CaŶada.͟ So the feedďaĐk that I had 
fƌoŵ heƌ theƌe ǁas good ďut as a setup I’ŵ Ŷot diƌeĐtlǇ aĐƌoss the podĐast. It 
does perform quite well when we put it out over social media.  

David: But people access it through the social media you can see the numbers. 

Prudence: I thiŶk podĐastiŶg ǁhiĐh is soŵethiŶg that I ofteŶ ƌuŶ ďǇ people it’s siŵilaƌ to 
soĐial ŵedia as people ŵight haǀe heaƌd of it ďut I’ŵ Ŷot Ƌuite suƌe of the 
ǀalue so it’s saǇ, ͞BasiĐallǇ ƌadio oŶ deŵaŶd aŶd Ǉou doŶ’t Ŷeed aŶ iŶteƌŶet 
connection proǀided if ĐoŶŶeĐted ǁheŶ Ǉou’ǀe got Ǉouƌ Wi-Fi,͟ ǁheŶ people 
got, ͞Oh that’s ƌeallǇ good aŶd see ǀalue iŶ that.͟   

David: How do you stay on top of the lightest trends in social media and digital 

communications? Where are you drawing your knowledge from so as it you 

can be better at your job? 

Prudence: I following about latest on social media so when you get to sit and watch 

Twitter and Facebook a lot so really looking at some of that kind of stuff and 

driving trends there but try to regularly read things like Mashable and have a 

look at aŶǇthiŶg that’s ĐoŵiŶg out that Đould ďe iŵpoƌtaŶt. The good thiŶg 
about being in social media too is a lot of people send you stuff anytime the 

word pops up they send it through. I guess just playing in it a lot of spoke to 
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it’s soƌt of doŵiŶates ďoth ǁoƌk aŶd outside of ǁoƌk aŶd soŵe little pitĐhes 
sometimes to the detrimental of other areas. 

David: It is oŶe of those thiŶgs isŶ’t it this ǁhole spaĐe of ĐoŶteŶt ĐƌeatioŶ, ĐoŶteŶt 
distribution, curation through digital online offliŶe ĐhaŶŶels it’s so ŵuĐh ŵoƌe 
interesting and so much more effective than the way that we used to 

communicate when the media had the monopoly. Now where obviously that 

ŵoŶopolǇ Ŷo loŶgeƌ eǆists aŶd ǁe’ƌe all aďle to ĐoŵŵuŶiĐate ŵuĐh ŵoƌe 
efficiently aŶd effeĐtiǀelǇ. It’s ǀeƌǇ eǆĐitiŶg I thiŶk aŶd I thiŶk ƌeallǇ iŶ teƌŵs of 
delivering value for your community I can see that this is only going to get 

ŵoƌe aŶd ŵoƌe iŵpoƌtaŶt aŶd ǁe’ll ǁatĐh oŶ ǁith a lot of iŶteƌest as Ǉou 
continue to innovate, you continue to have success and you continue to 

deliǀeƌ iŵpoƌtaŶt ǀalue ďeĐause agaiŶ its ŶiĐhe iŶfoƌŵatioŶ ďut it’s iŵpoƌtaŶt 
iŶfoƌŵatioŶ, isŶ’t it? 

Prudence: We think so. 

David: Congratulations. Thanks very much for joining us InTransition. 

Prudence: My pleasure. 

David: Thanks very much I really enjoyed the conversation here with Pru and you can 

see that it’s tiŵe to get iŶǀolǀed. It ƌeallǇ is tiŵe to get staƌted aŶd the faĐt 
that what Pru is doing is listening to the audience. Listening and trying to 

understand where can she add value on behalf of GRDC.  

She gets it in the morning, she opens up the channels and she can see where 

those conversations are. She gave a couple of really good examples there is to 

where she was able to demonstrate clear value to a community and looking at 

the weather, understanding what those conversations are and being helpful, 

ďeiŶg useful, ďeiŶg ƌeleǀaŶt aŶd ďeiŶg ǀaluaďle to the ĐoŵŵuŶitǇ that she’s 
seƌǀiŶg. I’ŵ suƌe she’s goiŶg to oŶlǇ haǀe fuƌtheƌ suĐĐess.  

Pru, thanks again very muĐh foƌ ĐoŵiŶg iŶ gƌeat ĐoŶǀeƌsatioŶ. I kŶoǁ theƌe’s a 
lot of insight there that people will take away to improve their content 

marketing and their social media, thanks very much again. 

Prudence: Thank you for having me.  

 


