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InTransition — Episode 41 Chris Rottler

Hello, ladies and gentlemen. Welcome to anotherepisode of In Transition, the
podcast that exploresthe practice of content marketinginthe publicsector. My
name is David Pembroke, and I’'m thrilled that you joined me again today as we
discuss this absolutely fascinating subject of content marketingin the public
sector. Today, we are goingto really dive into an area, which | know many of
you are absolutelyfascinated by because thisis part of what we have to get our
heads aroundin terms of analytics and being able to measure.

Before we getto our guest, it’s definition time. Content marketingis a strategic
business process thatinvolvesthe creation, curation, and distribution of useful,
relevant, and consistent content. It’s designed to meet the specificneeds of an
identified audience. The objectiveis to achieve adesired citizen or stakeholder
action.

Our guesttodayis the Head of Digital Analytics atthe US Peace Corps, Chris
Rottler. Priorto Chris working at the Peace Corps, he was Vice President of
Digital Strategy and Analytics at Weber Shandwick, a Digital Consultant at Booz
Allen Hamilton, where he worked across a range of publicsector portfolios.
Chrisjoins ustoday from Washington, DC. Chris, thanks for beingintransition.

Good to be here, David. Thanks for having me.

Chris, thisisthe great challenge, isn’tit? Analyticsand being able to measure
the value of the contentthat you are able to create. Where is your starting point
for how you measure and evaluate the effectiveness of communication
programs?

Great question. We start by establishing what we call “smart goals.” It’s not
reallyanew concept. It’susedin a lot of academicsectors, butit’s justassuring
that your goals are specific, measurable, attainable, relevant, and time-bound in
the context of the marketing communicationinitiatives that you’re doing. It
starts there, and thenit... an organisation needs to identify key performance
indicators that connectto those goalsin order to really assess the effectiveness
of the initiatives thatyou’re rolling out.

In terms of puttingin place those smart objectives, those smart communication
objectives, how doyou link those to an organisation or policy objective that may
be driving the whole of the communication program?

Yeah, sure. Here at the Peace Corps, our goals are fairly simple. We send out
volunteersintothe field aroundthe world, so attracting applications from
college students and people who are interested in volunteering abroad is one of
our main objectives. Inthatsense, that’s an organisational goal that we can
simply link to our marketing communication and the customerjourney
throughout our website and ouronline engagements.
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Lookingat that big overarching objective, and that’s pretty easy to understand,
how would you then start to break down some of those communication
objectives driving back to that north star of beingable to get more people
signing up to the Peace Corps.

Right. First, it'sabout segmenting ouraudiences, and then developing content
that’s tailored tothem. In terms of measurement, the way thatwe doitinterms
of ourmarketing communication, we categorise all our content. It’simportant
to categorise the content. | think through the categories when developing our
editorial calendar, our monthly and weekly testing plans. We typically categorise
our contentthrough three buckets. This allows us to see what content
categories are performing best each monthinrelation tothe key performance
indicators that we’re tracking and systematically test different components and
optimize the content with each category.

Okay, so justgive usa bitof an insightinto what those categories are.

Right. One broad category isreally contentthat drives awareness of the
programs that we offerinthe field. Another categoryis really action-oriented
messaging, driving people to certain sections of our websiteand to apply to the
program, and then we have a miscellaneous category that we highlight events
and different otherthings.

Really, those categories are around audience behaviour?
Exactly.

Okay. Your process for segmenting and understanding youraudienceas you’re
startingto develop these specific, measurable, achievable, realistic, and time -
bound objectives, what doesthatlooklike?

There are different ways that we go about doingthat. We conduct traditional
gualitative research, quantitative research, but what’s becominginterestingis
the more advanced analyticapproachis to advanced audience segmentation.
Thisis usedin more behavioural datain conjunction with demographicand
psychographicdatato really understand the underlying clusters of audiences
that we have and to really get a fuller picture of who these segments and how
to tailorcontent to them.

Chris, just as we discussed that sort of demographicand psychographicanalysis
and using advanced analytics, can you give us an example of something where
you’ve applied those particulartechniques ortools and that something has been
revealedtoyouthatyou perhaps weren’texpecting?

Yeah, so we had access to publicly available datasetthat got the Census Bureau
here, andit’s essentially data, demographicdata of zip codesin the United
States. Essentially, what we did was we used that data and ran some advanced
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data miningalgorithms. Specifically,some unsupervised clustering algorithms,
and whatthat did was really clusterthe zip codes into similar clusters, and then
we conducted the same algorithms again to identify sub-clusters out of that.
What that did was we were able toidentify fourdistinct clusters. Essentially,
whatthe data setincluded was alot of demographicdatathat made up those
zip codes, and what we’re able to do with thatis essentially more effectively
target some of our digital advertising and that sort of thing.

Wow

| want to say that specificinsights were surprising becausethere are alot of
differentvariablesinthat data set, butwe got a fuller picture of who we’re
trying to target, which wasveryinsightful forus.

Yeah, and it sounds like then the benefits around undertaking that particular
process were bettertargeting, so perhaps saving of budget because you were
betterable to meetthe needs orbetterto target or identify who it was that you
were talkingto, butalsothen, really probably understanding alittle bit more
deeplythe needs and the wants of the people that you’re actually trying to
reach outto.

Yeah, yeah. Exactly. It’s really the efficiencies that we saw on the front-end. In
terms of budget, just gettinga biggerbangfor that investment, right? On top of
that, we always conduct various types of testing like A/B testing for messaging,
so that onthe backhand, whenwe’re tryingto have these audiences convertin
some way on our website, we're finding efficiencies thereas well.

Yeah, right. Just going back to this process, at what point do you start doing this
mathematical analysis? Isitright up the front whenyou’re startingto explore
that audience side of things whereyou’re really trying to take that deep dive
intothe audience?

Yeah. It’s actually throughout the lifespan of acampaign really. You can use
these more advanced approachesinthe discovery phase of a campaign. You
coulddo more ... we haven’tdoneithere, butl’ve heard alot of organisations
do more predictive analytics throughout the implementation. Obviously, there is
optimizations that you could do running statistical models to geta biggerbang
for your buck when the campaignisongoing, and obviously, inthe evaluation
stage, there are othertechniquesthatyou could use there. The analytical
processes, it’s through the entire lifecycle of marketing communication
campaign.

In the time that you’ve been workingin this area, how biga change has this
approach made to the way that you go about setting up the campaigns that you
implement?
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It'shuge. For me, it’sbeenveryrecent. | joke aboutit, but | think myjobis really
to implementthe scientificmethod intowhat we do here. It'sa lot about
culture change. It’s changing and tweaking the mindset of marketing
communication like establishing a hypothesis and research questions, and
controlling variables throughout the process, sothatyou couldreally see the
causality of the messaging you’re developing, the timing of publication, et
cetera, etcetera. It's that process that really helps us be data-drivenin terms of
the marketing communications.

Again, just going back to this process, sowe’ve understood what those
organisation and policy objectives are, the north star that they were driving
towards, and we’ve set through some communication objectivesinrelationto
the various stages, be at the input stage, the output stage, the organisational
impact. As you're divinginto the audience, I'mreally keen to understand and
geta visual picture of how bigis your team? What are they doing? How are
people tasked, and how long does it take to start to dive into the statistical
analysis of the audience?

Yeah. We’re not like alot of global brands. We’re fairly centralized in terms of
content production, training, and the measurement, but we do have staff at
some of our regional offices who focus on marketing and communication, but
have a bettersense of theirspecificregions and audiences. Here at
headquarters though, we have a pretty robustteam since most of the
productionisdonein-house. Thatincludestraditional press, so we have writers,
editors.

We have a pretty significant digital team thatincludes social strategists,
videographer, photographers, email marketers, and a more traditional
marketingteamthatfocusesa loton brandingand advertising. We also have a
web team and myself, of course. We also have other staff are sprinkled
throughout the agency that leads with us and the departmentthatthey’re
situatedin. It’sa fairly robust team.

How closely engaged are that ... the production team, the writers, the editors,
the otherpeople, how closely aligned are they to these statistical analysis
processesthatyou’re running? How readily are they able to get access to the
insights thatyou’re generating?

Yes. | think our lens of analysis we use has different time horizons depending on
what we’re looking for. Interms of the team and their connectiontothe
statistical analysis, they’re not so concerned with the actual analysis. They are
more concerned with designing aframework or following the framework that
we’ve designed, so that we can do this analysis.

Beinga large governmentagency, ourteamis fairly nimble. We’re able to ... like
| said, it's dependenton whatwe’re actually analysing. Ifit'san ad hoc
campaignorifit’sour ongoingstrategy and tactics, we have differenttime
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horizons interms of analysis, and reporting, and how we’ll react to that, but we
try ... especially forlarge mediabuys like an ad hoc campaign, we typically look
atit on a daily basis and try to pivotas necessary.

How hard isthat withinagovernmentagencyto be able to be agile and to be
able to respondtothe signals thatyou’re getting from the analysis?

It'sa loaded question, David. | think typically, it’s not that easy. The culture at
Peace Corpsis, based on my experience, very different fromatypical
governmentagency, andsoforus, it’s ... like I said, we’re very nimble, and
people are thirsty forthe data, and that analysis, and be more systematicat
what we do.I’'mnot sure if that’s the case across government, but | know there
isthistsunami of desire to be more data-driven here in the US.

Yeah, and I’'msure that... and itdoesn’t surprise me that people are looking for
the validation of some of the contentthatthey’re eithercreating or some of the
distribution decisions that they have made asto whetherornotthey were right
or whethertheywere wrong.

Exactly.

You mentioned this framework thatyou’ve developed thereat the Peace Corps.
What does that look like?

Yeah. As | said, we initially start off with goals that are measurable orsmart. As
a team, we identify the key performance indicators and the metrics that we’re
goingto use to determine if we’ve achieved these goals, orif we need to pivot,
or tweak our strategy, ortactics, or whatnot.

Give me some examples. Perhaps, are they around maybe retention or
reputation.

Yeah, it could be. Whetherour goals are to increase brand awareness X percent
or motivate potentialapplicantsto apply, we select KPIs that map to those goals
and to the social platforms or the tactics that we’re using.

Okay.

For example, on Facebook, a KPl could include engagement rate, reach, orsome
kind of directresponse. Again, dependent on what our overall goal is.

Okay, right out. That’s the front-end?

Yeah, that’s the front-end. Like | said, we categorise our contentinto three
buckets. This allows to see what kind of categories are performing the best each
month and relate to those KPls that we’re tracking, et cetera, et cetera. We
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established testing schedules, so ourteam designs experiments in conjunction
with our editorial calendarand reviews results on amonthly basis.

What makes pure A/Btesting on social media platforms challengingis notbeing
able to randomly sample from population and the lack of control overthe
variables that can impact the content affectingthis. In orderto mitigate the lack
of control, we try to standardise ourtest, so that some variables are the same
such as day and time of publication et cetera, et cetera. It’s far from perfect, but
we found thisto be a “good-enough approach.” There might be ways to control
more variables through paid promotions or whatnot, but those tools are not
consistent across the social platforms that we’re using, soit’sagood-enough
approach interms of the level of analysis that we’re doing there.

Then, we collectand cleanthe data. On a lot of the social platforms, datais
what comesout. You export the data, but it’s ... you have paid, and you have
organicall meshed together. We wantto measure applestoapples, sowe clean
it outand separate the two, and then benchmark post-level progress against our
historical data, and then we analyse. When we’re analysing results, we listen to
the data, but understand limitations of the methodology. We have different
levels of analysis to understand how things are playing out month to month.

At a highlevel, we look at the effectiveness of the content categories asawhole
inrelationto each of the KPIs that we’re measuring, and to do this, we conduct
statistical tests to see if the overall difference between the categoriesis
basically significant. This tells us directionally how the categories are doing and
helps us design experiments to optimize the content within lower performing
categories. Also, to derive the sizefrom contentin higher performing
categories. We alsolook at content at close-by-close level, analysing the results
from tests, but also content that wasn’t tested, but performing above
benchmark. All of these insights reallyhelp fill our optimization efforts. After
that, we justrepeat. It’s an ongoing process.

Yeah, but interestingly, the sophistication that you’re detailingthere isreally
best practice in the whole process, isn’tit? Youreally have developed a system
there that is way ahead | would imagine of most people who are listening to this
podcast who are trying to even get started with setting smart objectives.

Yeah, yeah. You know what? | don’t want to take creditforthis. It’slike a
frameworkthat’s ...

Why not?

It'sa framework that’s been used foralongtime. It's just the scientificmethod
tweakedtowhat we do. That’s all it reallyis. Itdoessoundlike alot. It is a
mouthful, butreally, the more systematicwe’ve gotten, the easierit has
become to design more unique content. Once the culture changed and people
approach theirwork with this type of mindset, it became very easy.
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Okay, so itwasn’tthat hard for the people there at the Peace Corps to transition
fromthat traditional, more softerskills, qualitative skills, creation skills to be
able to incorporate this scientificmethodinto the way they do things?

| want to say it was easy, David, butI’'m looking atit now in hindsight. Yeah,
duringthe process... like I said, they don’treal ly deal with conducting the
statistical analysis. That’s my job and my team. They’re more focused on just
followingthe framework. Thatinand of itself isn’t that difficult forthem from
what I've seen.

| imagine the inputstothem would be, as you say, much more simplified.
Perhaps dashboards which enable themto see how things are performing.

Yeah, exactly.

What advice would you have then for people who are very much at the
beginning of this journey around embedding a more scientificmethod into their
communications program? What advice doyou have?

| think firstisto getthe buy-infromseniorleadership. That’sincredibly
important. I thinkit’simportant to pilot this. | wantto go aboutthis designing
an entire framework for every strategy, every tacticthata departmentis using,
but testit on maybe yoursocial media, content marketing, maybe youremail
marketing, oryour paid digital, and to show the results from that. Make your
case, and to expanditto the “enterprise,” right?

That’s the starting point. Say you’ve got the buy-infromthe leadership and
you’ve beenable togeta pilot projectapproved. What are the next steps after
that?

It’s designing the framework. You could follow a similar framework as this. What
I’'ve doneis|’ve developed quite a bit of training material for each of our team
members. Alotof in-persontraining, but also, ensuring that you started your
storefront, and the analytics are measuring your website, and all of your
marketing communicationis setup properly. Forinstance, like use of UTM
codes, making sure that’s standardised, et cetera, et cetera.

Okay. In terms of advices to where peoplecould perhaps learn more about
eitheryourframework orsome otherinspiration around otherframeworks, or
learning more about applicable scientificmethods, what are some of the
resourcesthat people could getahold of to do a bitmore readingand a bit
more thinking about this particularadaptation of their particulararea?

DigitalGovisa publication thatis published out of the General Services
Administration here, and they have alot of thoughtleadership best practices. |
contribute tothat blog quite a bit. | would just search for marketing analytic

In Transition Podcast - contentgroup Page7 of 11



David Pembroke:

Chris Rottler:

David Pembroke:

Chris Rottler:

David Pembroke:

Chris Rottler:

David Pembroke:

resources, A/Btesting resources, yeah, and help designing smart goal -related
campaigns. There’salot of material outthere.

Okay, so there’s alot of stuff out there that people canreally get their heads
around to start to begin this transition.

Yeah.

Justto go back into the framework, I’'mintrigued about designing these
experiments. Again, thisis the scientific method thatyou’re talkingaboutand
A/Btesting. Again, just describe exactly what atypical A/Btest mightlook like
for one of your campaigns.

Sure. | thinkit’'s easierto describe A/Btestinginrelation to landing page
optimization. That’s where it started. Essentially, you have two variants of
messaging or whatevervariable you wantto test. Let’s say you have two landing
pages, and you just want to test which one performed betterin terms of driving
conversions or whatnot. Essentially, whatyou’ll do, you use A/Btestingtool that
will sample the population of trafficyou’re receiving on that website to each of
these pages, and it will determine a winner statistically.

Essentially, whatyou’ll dothenisjustdrive all the trafficto the winning page,
and theoretically, you will receive X number of more conversions, right? This
process has been usedin email marketing. It’s usedin digital advertising. Inthe
framework that | designed, italso scalesto social media, but social mediaisa
little different because the platforms themselves aren’t designed to really
sample from populations, whichiswhy I created this framework, so that we
could control as many variablesaswe can. It’s not perfect, butit’s good enough
for us. It shows how we’re doinginrelationto ourbenchmark historically.

How often would yourunthese types of experimentsin atypical week?

Our testers were designed in conjunction with our editorial calendar, whichis
designed ordeveloped every month. Forsocial or content marketing, we’ll
throw up a couple of experiments aweek, and the reason why it’s slower for
content marketingisthat we have to control the day and time that we’re
publishing this because don’t wantto test similar content different days. We
wantto make sure they’re similar.

For social, a handful of testa month. Email marketing, we’'rejust gettinginto
that, butthat’s where we could conduct multiple tests aday if we wanted to,
dependingonthe size of the list that we’re sending things out to. For ad hoc
campaigns like paid advertising on our digital channels, those tasks could be

daily.

All right. Interms of then yourreporting, where does that goto withinyour
organisation? How are you taking this very valuable information and creating
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improvements? Who doyou talkto, and in what way do you communicate this
information?

It depends. Ifit’s like an ad hoc campaign, it’s reporting that’s going to the
personthat’'sempowered to tweak the strategy, orthe tactics, or the budget.
We have more frequentroutine reporting that goes to seniorleadershipin the
agency justto see how things are doing. Interms of experiments or results from
experiments, that goes to the manager who has that powerto use the data,
make data-driven decisions.

Justhow popularare the reportsthat you’re producing?

The ad hoc campaign reports are very, very popular. | think the routine
dashboardsare ... that we send out on a monthly basis are well-received, but|
wantto... those reports aren’t superdata-driven. They’re more of adescriptive
analysis of what happened the month before.

Yeah, but | can imagine though that people are getting so much more
information and relevantinformation through your process than they ever were
able to achieve inthe past.

Yeah, definitely. Atleastin terms of marketing communication. There are alot
of departments here who wantto take this approach or these types of
approachesto a lot of the otherstuff we’re doing. Even more specifically,
workforce analytics and that type of stuff, sowe’ll see. Thereisalot of appetite
for making data-driven decisions forsure.

Yeah. In terms of just those overarching benefits, whenyoulook atit,and when
you put your head onthe pillow at nightand close youreyes, and you think to
yourself, “What have | achieved today?” what are some of the real tangible
benefitsthatyou’re able to committo yourself that you think, “Yeah. Okay. | did
some good work today?”

Yeah.| got intothe government because | wanted to work for an organisation
that was mission-driven. With that said, we ... as a governmentemployee, |
consider myself asteward of the taxpayerdollar, sothe more | could get out of
every dollarwe spend makes me happy. | getreally excited, and | like to nerd
out onthe more advanced analyticapproaches like data mining, predicting, and
stuff. The more | could do that inthe work | do here, the better.

It's wonderful, anditisthe future. There’s no question that this, the scientific
methodologyis goingto and depend the way that we communicationin the
future, and all of uswho are in this business really have to get our heads around
it.| know it’s foreignto someone like me. My backgroundisinjournalism.I’'ma
storyteller, awriter,and | wasn’tgood at math.
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Thisisn’twant!’m meantto, and | probably speak for most people thatit’s
challenging, butdon’t think we’ve gotany choice, do we? Otherthanto really
put the bitbetweenthe teeth andreally trytounderstandit. Now, the other
thingbeing, I suppose we don’treally have to be scientists ourselves, but we
justhave to understand how the process works to a degree, so that we can
improve the way that we do our work.

Exactly, David. Let me tell you a little story. | started my career as a journalistas
well. There’s hope foreveryoneif | could doit.

In that, were you always interested in math and science?

| had a very similar mindsetasyou. | like learning new things, whichis why | was
attractedto journalism. | wasa contributorfor the Associated Press. | got a staff
positionherein DCas a writer. When | got to journalism, the field was changing,
and | saw how powerful content marketing was. [t wasn’t called that back inthe
day, but | saw the needle shiftingor moving, right? | got into digital strategy,
developing digital marketing communication campaigns, and just the plethora
of data that| was receiving. The writings were on the wall for me, so | went back
to school, and | gradually learned statistics tothe degree that| could get by and
developthistype of things and test this type of stuff.

You actually wentaway and did some additional education in statistical
methods and otherthings?

| did, butto be honest, the application of what|do doesn’trequire the
knowledge of developing algorithms or knowing how to datamine huge “big
data sets.” Fairly, it’s a simplisticunderstanding of statistics, and the scientific
method will take you along way in marketing communication I think.

Okay. I’'minspired, and I’'m goingto go outthere a do a bit of multivariate
testing, abitof A/Btesting onlandingpages. We’ll see how we go. I’'mtrying.
It's really an interesting developmentin my careeristo justlike ...| just got to
getintothis, and | can see the value inspeakingtoyou, and listening about your
framework, and that process that you’re moving through from setting those
smart objectives, and thenreally just understanding, as you say, the scientific
method. Itreally doesn’t have to be that complicated. We can applyit, and the
valueisthere.

| think that’s the big take outfrom thisis that the outputat the end of the day s
that we’re goingto be betterat our jobs, we’'re goingto get betterresults, and
we’re goingto get better outcomes forthe people thatwe work for. Inthe end,
ultimately, strengthen communities and improve the well-being of citizens,
whichisthe game that we’re in content marketingin the publicsector.

Thanks very much, mate. | really appreciate yourtime. As | say, you’ve inspired
me to get outthere and learna little bitmore. I’msure thatthere’s probably
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some people listening to the podcast who are probably reaching for a stiff drink,
thinkingtothemselves, “God, where do | start?” but | think you’ve given usa
really good pathway.

Thanks again forthose referrals asto where we can get that additional
information, so people can go and start to learn about thisvery, very important.
It's the future of marketing communication and content marketing. Thank you
very much forjoining In Transition, and thanks very much to everyone for tuning
infor anotherweek. A great podcast this week with Chris Rottler from the Peace
Corps. See you next week.
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