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InTransition – Episode 41 Chris Rottler 

David Pembroke: Hello, ladies and gentlemen. Welcome to another episode of In Transition, the 

podcast that explores the practice of content marketing in the public sector. My 

Ŷaŵe is Daǀid Peŵďƌoke, aŶd I’ŵ thƌilled that Ǉou joiŶed ŵe agaiŶ todaǇ as ǁe 
discuss this absolutely fascinating subject of content marketing in the public 

sector. Today, we are going to really dive into an area, which I know many of 

you are absolutely fascinated by because this is part of what we have to get our 

heads around in terms of analytics and being able to measure. 

 Befoƌe ǁe get to ouƌ guest, it’s defiŶitioŶ tiŵe. CoŶteŶt ŵaƌketiŶg is a stƌategiĐ 
business process that involves the creation, curation, and distribution of useful, 

ƌeleǀaŶt, aŶd ĐoŶsisteŶt ĐoŶteŶt. It’s desigŶed to ŵeet the speĐifiĐ Ŷeeds of aŶ 
identified audience. The objective is to achieve a desired citizen or stakeholder 

action. 

 Our guest today is the Head of Digital Analytics at the US Peace Corps, Chris 

Rottler. Prior to 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 public sector portfolios. 

Chris joins us today from Washington, DC. Chris, thanks for being in transition. 

Chris Rottler: Good to be here, David. Thanks for having me. 

David Pembroke: Chƌis, this is the gƌeat ĐhalleŶge, isŶ’t it? AŶalǇtiĐs aŶd ďeiŶg aďle to ŵeasuƌe 
the value of the content that you are able to create. Where is your starting point 

for how you measure and evaluate the effectiveness of communication 

programs? 

Chris Rottler: Gƌeat ƋuestioŶ. We staƌt ďǇ estaďlishiŶg ǁhat ǁe Đall ͞ sŵaƌt goals.͟ It’s Ŷot 
ƌeallǇ a Ŷeǁ ĐoŶĐept. It’s used iŶ a lot of aĐadeŵiĐ seĐtoƌs, ďut it’s just assuƌiŶg 
that your goals are specific, measurable, attainable, relevant, and time-bound in 

the ĐoŶteǆt of the ŵaƌketiŶg ĐoŵŵuŶiĐatioŶ iŶitiatiǀes that Ǉou’ƌe doiŶg. It 
staƌts theƌe, aŶd theŶ it … aŶ oƌganisation needs to identify key performance 

indicators that connect to those goals in order to really assess the effectiveness 

of the iŶitiatiǀes that Ǉou’ƌe ƌolliŶg out. 

David Pembroke: In terms of putting in place those smart objectives, those smart communication 

objectives, how do you link those to an organisation or policy objective that may 

be driving the whole of the communication program? 

Chris Rottler: Yeah, sure. Here at the Peace Corps, our goals are fairly simple. We send out 

volunteers into the field around the world, so attracting applications from 

college students and people who are interested in volunteering abroad is one of 

ouƌ ŵaiŶ oďjeĐtiǀes. IŶ that seŶse, that’s aŶ oƌganisational goal that we can 

simply link to our marketing communication and the customer journey 

throughout our website and our online engagements. 
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David Pembroke: LookiŶg at that ďig oǀeƌaƌĐhiŶg oďjeĐtiǀe, aŶd that’s pƌettǇ easǇ to uŶdeƌstaŶd, 
how would you then start to break down some of those communication 

objectives driving back to that north star of being able to get more people 

signing up to the Peace Corps. 

Chris Rottler: Right. Fiƌst, it’s aďout segŵeŶtiŶg ouƌ audieŶĐes, aŶd theŶ deǀelopiŶg ĐoŶteŶt 
that’s tailoƌed to theŵ. IŶ teƌŵs of ŵeasuƌeŵeŶt, the ǁaǇ that ǁe do it iŶ teƌŵs 
of our marketing communication, we categorise all ouƌ ĐoŶteŶt. It’s iŵpoƌtaŶt 
to categorise the content. I think through the categories when developing our 

editorial calendar, our monthly and weekly testing plans. We typically categorise 

our content through three buckets. This allows us to see what content 

categories are performing best each month in relation to the key performance 

iŶdiĐatoƌs that ǁe’ƌe tƌaĐkiŶg aŶd sǇsteŵatiĐallǇ test diffeƌeŶt ĐoŵpoŶeŶts aŶd 
optimize the content with each category. 

David Pembroke: Okay, so just give us a bit of an insight into what those categories are.  

Chris Rottler: Right. One broad category is really content that drives awareness of the 

programs that we offer in the field. Another category is really action-oriented 

messaging, driving people to certain sections of our website and to apply to the 

program, and then we have a miscellaneous category that we highlight events 

and different other things. 

David Pembroke: Really, those categories are around audience behaviour? 

Chris Rottler: Exactly. 

David Pembroke: OkaǇ. Youƌ pƌoĐess foƌ segŵeŶtiŶg aŶd uŶdeƌstaŶdiŶg Ǉouƌ audieŶĐe as Ǉou’ƌe 
starting to develop these specific, measurable, achievable, realistic, and time-

bound objectives, what does that look like? 

Chris Rottler: There are different ways that we go about doing that. We conduct traditional 

Ƌualitatiǀe ƌeseaƌĐh, ƋuaŶtitatiǀe ƌeseaƌĐh, ďut ǁhat’s ďeĐoŵiŶg iŶteƌestiŶg is 
the more advanced analytic approach is to advanced audience segmentation. 

This is used in more behavioural data in conjunction with demographic and 

psychographic data to really understand the underlying clusters of audiences 

that we have and to really get a fuller picture of who these segments and how 

to tailor content to them. 

David Pembroke: Chris, just as we discussed that sort of demographic and psychographic analysis 

and using advanced analytics, can you give us an example of something where 

Ǉou’ǀe applied those paƌtiĐulaƌ teĐhŶiƋues oƌ tools aŶd that soŵethiŶg has ďeeŶ 
revealed to you that you perhaps weren’t eǆpeĐtiŶg? 

Chris Rottler: Yeah, so we had access to publicly available data set that got the Census Bureau 

heƌe, aŶd it’s esseŶtiallǇ data, deŵogƌaphiĐ data of zip Đodes iŶ the UŶited 
States. Essentially, what we did was we used that data and ran some advanced 
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data mining algorithms. Specifically, some unsupervised clustering algorithms, 

and what that did was really cluster the 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 to identify four distinct clusters. Essentially, 

what the data set included was a lot of demographic data that made up those 

zip Đodes, aŶd ǁhat ǁe’ƌe aďle to do ǁith that is esseŶtiallǇ ŵoƌe effeĐtiǀelǇ 
target some of our digital advertising and that sort of thing. 

David Pembroke: Wow 

Chris Rottler: I want to say that specific insights were surprising because there are a lot of 

diffeƌeŶt ǀaƌiaďles iŶ that data set, ďut ǁe got a fulleƌ piĐtuƌe of ǁho ǁe’ƌe 
trying to target, which was very insightful for us. 

David Pembroke: Yeah, and it sounds like then the benefits around undertaking that particular 

process were better targeting, so perhaps saving of budget because you were 

better able to meet the needs or better to target or identify who it was that you 

were talking to, but also then, really probably understanding a little bit more 

deeplǇ the Ŷeeds aŶd the ǁaŶts of the people that Ǉou’ƌe aĐtuallǇ tƌǇiŶg to 
reach out to. 

Chris Rottler: Yeah, Ǉeah. EǆaĐtlǇ. It’s ƌeallǇ the effiĐieŶĐies that we saw on the front-end. In 

terms of budget, just getting a bigger bang for that investment, right? On top of 

that, we always conduct various types of testing like A/B testing for messaging, 

so that oŶ the ďaĐkhaŶd, ǁheŶ ǁe’ƌe tƌǇiŶg to haǀe these audiences convert in 

soŵe ǁaǇ oŶ ouƌ ǁeďsite, ǁe’ƌe fiŶdiŶg effiĐieŶĐies theƌe as ǁell.  

David Pembroke: Yeah, right. Just going back to this process, at what point do you start doing this 

ŵatheŵatiĐal aŶalǇsis? Is it ƌight up the fƌoŶt ǁheŶ Ǉou’ƌe staƌtiŶg to explore 

that audieŶĐe side of thiŶgs ǁheƌe Ǉou’ƌe ƌeallǇ tƌǇiŶg to take that deep diǀe 
into the audience? 

Chris Rottler: Yeah. It’s aĐtuallǇ thƌoughout the lifespaŶ of a ĐaŵpaigŶ ƌeallǇ. You ĐaŶ use 
these more advanced approaches in the discovery phase of a campaign. You 

Đould do ŵoƌe … ǁe haǀeŶ’t doŶe it heƌe, ďut I’ǀe heaƌd a lot of oƌganisations 

do more predictive analytics throughout the implementation. Obviously, there is 

optimizations that you could do running statistical models to get a bigger bang 

for your buck when the campaign is ongoing, and obviously, in the evaluation 

stage, there are other techniques that you could use there. The analytical 

pƌoĐesses, it’s thƌough the eŶtiƌe lifeĐǇĐle of ŵaƌketiŶg ĐoŵŵuŶiĐatioŶ 
campaign. 

David Pembroke: In the tiŵe that Ǉou’ǀe ďeeŶ ǁoƌkiŶg iŶ this aƌea, hoǁ ďig a ĐhaŶge has this 
approach made to the way that you go about setting up the campaigns that you 

implement? 
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Chris Rottler: It’s huge. Foƌ ŵe, it’s ďeeŶ ǀeƌǇ ƌeĐeŶt. I joke aďout it, ďut I thiŶk ŵǇ joď is ƌea lly 

to iŵpleŵeŶt the sĐieŶtifiĐ ŵethod iŶto ǁhat ǁe do heƌe. It’s a lot aďout 
Đultuƌe ĐhaŶge. It’s ĐhaŶgiŶg aŶd tǁeakiŶg the ŵiŶdset of ŵaƌketiŶg 
communication like establishing a hypothesis and research questions, and 

controlling variables throughout the process, so that you could really see the 

ĐausalitǇ of the ŵessagiŶg Ǉou’ƌe deǀelopiŶg, the tiŵiŶg of puďliĐatioŶ, et 
Đeteƌa, et Đeteƌa. It’s that pƌoĐess that ƌeallǇ helps us ďe data-driven in terms of 

the marketing communications. 

David Pembroke: Again, just goiŶg ďaĐk to this pƌoĐess, so ǁe’ǀe uŶdeƌstood ǁhat those 
organisation and policy objectives are, the north star that they were driving 

toǁaƌds, aŶd ǁe’ǀe set thƌough soŵe ĐoŵŵuŶiĐatioŶ oďjeĐtiǀes iŶ ƌelatioŶ to 
the various stages, be at the input stage, the output stage, the organisational 

iŵpaĐt. As Ǉou’ƌe diǀiŶg iŶto the audieŶĐe, I’ŵ ƌeallǇ keeŶ to uŶdeƌstaŶd aŶd 
get a visual picture of how big is 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? 

Chris Rottler: Yeah. We’ƌe Ŷot like a lot of gloďal ďƌaŶds. We’ƌe faiƌlǇ ĐeŶtƌalized iŶ teƌŵs 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 better sense of their specific regions and audiences. Here at 

headquarters though, we have a pretty robust team since most of the 

production is done in-house. That includes traditional press, so we have writers, 

editors. 

 We have a pretty significant digital team that includes social strategists, 

videographer, photographers, email marketers, and a more traditional 

marketing team that focuses a lot on branding and advertising. We also have a 

web team and myself, of course. We also have other staff are sprinkled 

thƌoughout the ageŶĐǇ that leads ǁith us aŶd the depaƌtŵeŶt that theǇ’ƌe 
situated iŶ. It’s a faiƌlǇ ƌoďust teaŵ. 

David Pembroke: Hoǁ ĐloselǇ eŶgaged aƌe that … the pƌoduĐtioŶ teaŵ, the ǁƌiteƌs, the editoƌs, 
the other people, how closely aligned are they to these statistical analysis 

pƌoĐesses that Ǉou’ƌe ƌuŶŶiŶg? Hoǁ ƌeadilǇ aƌe theǇ aďle to get aĐĐess to the 
iŶsights that Ǉou’ƌe geŶeƌatiŶg? 

Chris Rottler: Yes. I think our lens of analysis we use has different time horizons depending on 

ǁhat ǁe’ƌe lookiŶg foƌ. IŶ teƌŵs of the teaŵ aŶd theiƌ ĐoŶŶeĐtioŶ to the 
statistiĐal aŶalǇsis, theǇ’ƌe Ŷot so ĐoŶĐeƌŶed ǁith the aĐtual aŶalǇsis. TheǇ aƌe 
more concerned with designing a framework or following the framework that 

we’ǀe desigŶed, so that ǁe ĐaŶ do this aŶalǇsis. 

 BeiŶg a laƌge goǀeƌŶŵeŶt ageŶĐǇ, ouƌ teaŵ is faiƌlǇ Ŷiŵďle. We’ƌe aďle to … like 
I said, it’s depeŶdeŶt oŶ ǁhat ǁe’ƌe aĐtuallǇ aŶalǇsiŶg. If it’s aŶ ad hoĐ 
ĐaŵpaigŶ oƌ if it’s ouƌ oŶgoiŶg stƌategǇ aŶd taĐtiĐs, we have different time 
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hoƌizoŶs iŶ teƌŵs of aŶalǇsis, aŶd ƌepoƌtiŶg, aŶd hoǁ ǁe’ll ƌeaĐt to that, ďut ǁe 
tƌǇ … espeĐiallǇ foƌ laƌge ŵedia ďuǇs like aŶ ad hoĐ ĐaŵpaigŶ, ǁe tǇpiĐallǇ look 
at it on a daily basis and try to pivot as necessary. 

David Pembroke: How hard is that within a government agency to be able to be agile and to be 

aďle to ƌespoŶd to the sigŶals that Ǉou’ƌe gettiŶg fƌoŵ the aŶalǇsis?  

Chris Rottler: It’s a loaded ƋuestioŶ, Daǀid. I thiŶk tǇpiĐallǇ, it’s Ŷot that easǇ. The Đultuƌe at 
Peace Corps is, based on my experience, very different from a typical 

goǀeƌŶŵeŶt ageŶĐǇ, aŶd so foƌ us, it’s … like I said, ǁe’ƌe ǀeƌǇ Ŷiŵďle, aŶd 
people are thirsty for the data, and that analysis, and be more systematic at 

ǁhat ǁe do. I’ŵ Ŷot suƌe if that’s the case across government, but I know there 

is this tsunami of desire to be more data-driven here in the US. 

David Pembroke: Yeah, aŶd I’ŵ suƌe that … aŶd it doesŶ’t suƌpƌise ŵe that people aƌe lookiŶg foƌ 
the ǀalidatioŶ of soŵe of the ĐoŶteŶt that theǇ’ƌe either creating or some of the 

distribution decisions that they have made as to whether or not they were right 

or whether they were wrong. 

Chris Rottler: Exactly. 

David Pembroke: You ŵeŶtioŶed this fƌaŵeǁoƌk that Ǉou’ǀe deǀeloped theƌe at the PeaĐe Coƌps. 
What does that look like? 

Chris Rottler: Yeah. As I said, we initially start off with goals that are measurable or smart. As 

a teaŵ, ǁe ideŶtifǇ the keǇ peƌfoƌŵaŶĐe iŶdiĐatoƌs aŶd the ŵetƌiĐs that ǁe’ƌe 
going to use to deteƌŵiŶe if ǁe’ǀe aĐhieǀed these goals, oƌ if ǁe Ŷeed to piǀot, 
or tweak our strategy, or tactics, or whatnot. 

David Pembroke: Give me some examples. Perhaps, are they around maybe retention or 

reputation. 

Chris Rottler: Yeah, it could be. Whether our goals are to increase brand awareness X percent 

or motivate potential applicants to apply, we select KPIs that map to those goals 

aŶd to the soĐial platfoƌŵs oƌ the taĐtiĐs that ǁe’ƌe usiŶg.  

David Pembroke: Okay. 

Chris Rottler: For example, on Facebook, a KPI could include engagement rate, reach, or some 

kind of direct response. Again, dependent on what our overall goal is.  

David Pembroke: OkaǇ, ƌight out. That’s the fƌoŶt-end? 

Chris Rottler: Yeah, that’s the fƌoŶt-end. Like I said, we categorise our content into three 

buckets. This allows to see what kind of categories are performing the best each 

ŵoŶth aŶd ƌelate to those KPIs that ǁe’ƌe tƌaĐkiŶg, et Đeteƌa, et Đeteƌa. We 
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established testing schedules, so our team designs experiments in conjunction 

with our editorial calendar and reviews results on a monthly basis. 

 What makes pure A/B testing on social media platforms challenging is not being 

able to randomly sample from population and the lack of control over the 

variables that can impact the content affecting this. In order to mitigate the lack 

of control, we try to standardise our test, so that some variables are the same 

suĐh as daǇ aŶd tiŵe of puďliĐatioŶ et Đeteƌa, et Đeteƌa. It’s faƌ fƌoŵ peƌfeĐt, ďut 
ǁe fouŶd this to ďe a ͞good-eŶough appƌoaĐh.͟ There might be ways to control 

more variables through paid promotions or whatnot, but those tools are not 

ĐoŶsisteŶt aĐƌoss the soĐial platfoƌŵs that ǁe’ƌe usiŶg, so it’s a good-enough 

appƌoaĐh iŶ teƌŵs of the leǀel of aŶalǇsis that ǁe’ƌe doiŶg theƌe. 

 Then, we collect and clean the data. On a lot of the social platforms, data is 

ǁhat Đoŵes out. You eǆpoƌt the data, ďut it’s … Ǉou haǀe paid, aŶd Ǉou haǀe 
organic all meshed together. We want to measure apples to apples, so we clean 

it out and separate the two, and then benchmark post-level progress against our 

histoƌiĐal data, aŶd theŶ ǁe aŶalǇse. WheŶ ǁe’ƌe aŶalǇsiŶg ƌesults, ǁe listeŶ 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 high level, we look at the effectiveness of the content categories as a whole 

iŶ ƌelatioŶ to eaĐh of the KPIs that ǁe’ƌe ŵeasuƌiŶg, aŶd to do this, ǁe ĐoŶduĐt 
statistical tests to see if the overall difference between the categories is 

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 size from content in higher performing 

categories. We also look at content at close-by-close level, analysing the results 

fƌoŵ tests, ďut also ĐoŶteŶt that ǁasŶ’t tested, ďut peƌfoƌŵiŶg aďoǀe 
benchmark. All of these insights really help fill our optimization efforts. After 

that, ǁe just ƌepeat. It’s aŶ oŶgoing process. 

David Pembroke: Yeah, ďut iŶteƌestiŶglǇ, the sophistiĐatioŶ that Ǉou’ƌe detailiŶg theƌe is ƌeallǇ 
ďest pƌaĐtiĐe iŶ the ǁhole pƌoĐess, isŶ’t it? You ƌeallǇ haǀe deǀeloped a sǇsteŵ 
there that is way ahead I would imagine of most people who are listening to this 

podcast who are trying to even get started with setting smart objectives.  

Chris Rottler: Yeah, Ǉeah. You kŶoǁ ǁhat? I doŶ’t ǁaŶt to take Đƌedit foƌ this. It’s like a 
fƌaŵeǁoƌk that’s … 

David Pembroke: Why not? 

Chris Rottler: It’s a fƌaŵeǁoƌk that’s ďeeŶ used foƌ a loŶg tiŵe. It’s just the sĐieŶtifiĐ ŵethod 
tǁeaked to ǁhat ǁe do. That’s all it ƌeallǇ is. It does souŶd like a lot. It is a 
ŵouthful, ďut ƌeallǇ, the ŵoƌe sǇsteŵatiĐ ǁe’ǀe gotteŶ, the easieƌ it has 
become to design more unique content. Once the culture changed and people 

approach their work with this type of mindset, it became very easy.  
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David Pembroke: OkaǇ, so it ǁasŶ’t that haƌd foƌ the people theƌe at the PeaĐe Coƌps to tƌaŶsitioŶ 
from that traditional, more softer skills, qualitative skills, creation skills to be 

able to incorporate this scientific method into the way they do things? 

Chris Rottler: I ǁaŶt to saǇ it ǁas easǇ, Daǀid, ďut I’ŵ lookiŶg at it Ŷoǁ iŶ hiŶdsight. Yeah, 
duƌiŶg the pƌoĐess … like I said, theǇ doŶ’t ƌeal ly deal with conducting the 

statistiĐal aŶalǇsis. That’s ŵǇ joď aŶd ŵǇ teaŵ. TheǇ’ƌe ŵoƌe foĐused oŶ just 
folloǁiŶg the fƌaŵeǁoƌk. That iŶ aŶd of itself isŶ’t that diffiĐult foƌ theŵ fƌoŵ 
ǁhat I’ǀe seeŶ. 

David Pembroke: I imagine the inputs to them would be, as you say, much more simplified. 

Perhaps dashboards which enable them to see how things are performing.  

Chris Rottler: Yeah, exactly. 

David Pembroke: What advice would you have then for people who are very much at the 

beginning of this journey around embedding a more scientific method into their 

communications program? What advice do you have? 

Chris Rottler: I think first is to get the buy-iŶ fƌoŵ seŶioƌ leadeƌship. That’s iŶĐƌediďlǇ 
iŵpoƌtaŶt. I thiŶk it’s iŵpoƌtaŶt to pilot this. I ǁaŶt to go aďout th is designing 

an entire framework for every strategy, every tactic that a department is using, 

but test it on maybe your social media, content marketing, maybe your email 

marketing, or your paid digital, and to show the results from that. Make your 

case, and to eǆpaŶd it to the ͞ eŶteƌpƌise,͟  ƌight? 

David Pembroke: That’s the staƌtiŶg poiŶt. SaǇ Ǉou’ǀe got the ďuǇ-in from the leadership and 

Ǉou’ǀe ďeeŶ aďle to get a pilot pƌojeĐt appƌoǀed. What aƌe the Ŷeǆt steps afteƌ 
that? 

Chris Rottler: It’s designing the framework. You could follow a similar framework as this. What 

I’ǀe doŶe is I’ǀe deǀeloped Ƌuite a ďit of tƌaiŶiŶg ŵateƌial foƌ eaĐh of ouƌ teaŵ 
members. A lot of in-person training, but also, ensuring that you started your 

storefront, and the analytics are measuring your website, and all of your 

marketing communication is set up properly. For instance, like use of UTM 

Đodes, ŵakiŶg suƌe that’s standardised, et cetera, et cetera. 

David Pembroke: Okay. In terms of advices to where people could perhaps learn more about 

either your framework or some other inspiration around other frameworks, or 

learning more about applicable scientific methods, what are some of the 

resources that people could get a hold of to do a bit more reading and a bit 

more thinking about this particular adaptation of their particular area? 

Chris Rottler: DigitalGov is a publication that is published out of the General Services 

Administration here, and they have a lot of thought leadership best practices. I 

contribute to that blog quite a bit. I would just search for marketing analytic 
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resources, A/B testing resources, yeah, and help designing smart goal -related 

ĐaŵpaigŶs. Theƌe’s a lot of ŵateƌial out theƌe. 

David Pembroke: OkaǇ, so theƌe’s a lot of stuff out theƌe that people can really get their heads 

around to start to begin this transition. 

Chris Rottler: Yeah. 

David Pembroke: Just to go ďaĐk iŶto the fƌaŵeǁoƌk, I’ŵ iŶtƌigued aďout desigŶiŶg these 
eǆpeƌiŵeŶts. AgaiŶ, this is the sĐieŶtifiĐ ŵethod that Ǉou’ƌe talkiŶg aďout aŶd 

A/B testing. Again, just describe exactly what a typical A/B test might look like 

for one of your campaigns. 

Chris Rottler: Suƌe. I thiŶk it’s easieƌ to desĐƌiďe A/B testiŶg iŶ ƌelatioŶ to laŶdiŶg page 
optiŵizatioŶ. That’s ǁheƌe it staƌted. EsseŶtiallǇ, you have two variants of 

ŵessagiŶg oƌ ǁhateǀeƌ ǀaƌiaďle Ǉou ǁaŶt to test. Let’s saǇ Ǉou haǀe tǁo laŶdiŶg 
pages, and you just want to test which one performed better in terms of driving 

ĐoŶǀeƌsioŶs oƌ ǁhatŶot. EsseŶtiallǇ, ǁhat Ǉou’ll do, Ǉou use A/B testiŶg tool that 

ǁill saŵple the populatioŶ of tƌaffiĐ Ǉou’ƌe ƌeĐeiǀiŶg oŶ that ǁeďsite to eaĐh of 
these pages, and it will determine a winner statistically. 

 EsseŶtiallǇ, ǁhat Ǉou’ll do theŶ is just dƌiǀe all the tƌaffiĐ to the ǁiŶŶiŶg page, 
and theoretically, you will receive X number of more conversions, right? This 

pƌoĐess has ďeeŶ used iŶ eŵail ŵaƌketiŶg. It’s used iŶ digital adǀeƌtisiŶg. IŶ the 
framework that I designed, it also scales to social media, but social media is a 

little different because the platfoƌŵs theŵselǀes aƌeŶ’t desigŶed to ƌeallǇ 
sample from populations, which is why I created this framework, so that we 

Đould ĐoŶtƌol as ŵaŶǇ ǀaƌiaďles as ǁe ĐaŶ. It’s Ŷot peƌfeĐt, ďut it’s good eŶough 
foƌ us. It shoǁs hoǁ ǁe’ƌe doiŶg iŶ ƌelatioŶ to ouƌ ďeŶchmark historically. 

David Pembroke: How often would you run these types of experiments in a typical week? 

Chris Rottler: Our testers were designed in conjunction with our editorial calendar, which is 

designed or developed every month. For social or content ŵaƌketiŶg, ǁe’ll 
thƌoǁ up a Đouple of eǆpeƌiŵeŶts a ǁeek, aŶd the ƌeasoŶ ǁhǇ it’s sloǁeƌ foƌ 
ĐoŶteŶt ŵaƌketiŶg is that ǁe haǀe to ĐoŶtƌol the daǇ aŶd tiŵe that ǁe’ƌe 
puďlishiŶg this ďeĐause doŶ’t ǁaŶt to test siŵilaƌ ĐoŶteŶt diffeƌeŶt daǇs. We 
want to make suƌe theǇ’ƌe siŵilaƌ. 

 Foƌ soĐial, a haŶdful of test a ŵoŶth. Eŵail ŵaƌketiŶg, ǁe’ƌe just gettiŶg iŶto 
that, ďut that’s ǁheƌe ǁe Đould ĐoŶduĐt ŵultiple tests a daǇ if ǁe ǁaŶted to, 
depeŶdiŶg oŶ the size of the list that ǁe’ƌe seŶdiŶg thiŶgs out to. Foƌ ad hoc 

campaigns like paid advertising on our digital channels, those tasks could be 

daily. 

David Pembroke: All right. In terms of then your reporting, where does that go to within your 

organisation? How are you taking this very valuable information and creating 
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improvements? Who do you talk to, and in what way do you communicate this 

information? 

Chris Rottler: It depeŶds. If it’s like aŶ ad hoĐ ĐaŵpaigŶ, it’s ƌepoƌtiŶg that’s goiŶg to the 
peƌsoŶ that’s eŵpoǁeƌed to tǁeak the stƌategǇ, oƌ the taĐtiĐs, oƌ the budget. 

We have more frequent routine reporting that goes to senior leadership in the 

agency just to see how things are doing. In terms of experiments or results from 

experiments, that goes to the manager who has that power to use the data, 

make data-driven decisions. 

David Pembroke: Just hoǁ populaƌ aƌe the ƌepoƌts that Ǉou’ƌe pƌoduĐiŶg? 

Chris Rottler: The ad hoc campaign reports are very, very popular. I think the routine 

dashďoaƌds aƌe … that ǁe seŶd out oŶ a ŵoŶthlǇ ďasis aƌe ǁell -received, but I 

want to… those ƌepoƌts aƌeŶ’t supeƌ data-dƌiǀeŶ. TheǇ’ƌe ŵoƌe of a desĐƌiptiǀe 
analysis of what happened the month before. 

David Pembroke: Yeah, but I can imagine though that people are getting so much more 

information and relevant information through your process than they ever were 

able to achieve in the past. 

Chris Rottler: Yeah, definitely. At least in terms of marketing communication. There are a lot 

of departments here who want to take this approach or these types of 

approaches to a lot of the other stuff ǁe’ƌe doiŶg. EǀeŶ ŵoƌe speĐifiĐallǇ, 
ǁoƌkfoƌĐe aŶalǇtiĐs aŶd that tǇpe of stuff, so ǁe’ll see. Theƌe is a lot of appetite 
for making data-driven decisions for sure. 

David Pembroke: Yeah. In terms of just those overarching benefits, when you look at it, and when 

you put your head on the pillow at night and close your eyes, and you think to 

Ǉouƌself, ͞ What haǀe I aĐhieǀed todaǇ?͟ ǁhat aƌe soŵe of the ƌeal taŶgiďle 
ďeŶefits that Ǉou’ƌe aďle to Đoŵŵit to Ǉouƌself that Ǉou thiŶk, ͞ Yeah. OkaǇ. I did 
some good woƌk todaǇ?͟ 

Chris Rottler: Yeah. I got into the government because I wanted to work for an organisation 

that was mission-dƌiǀeŶ. With that said, ǁe … as a goǀeƌŶŵeŶt eŵploǇee, I 
consider myself a steward of the taxpayer dollar, so the more I could get out of 

every dollar we spend makes me happy. I get really excited, and I like to nerd 

out on the more advanced analytic approaches like data mining, predicting, and 

stuff. The more I could do that in the work I do here, the better.  

David Pembroke: It’s ǁoŶdeƌful, aŶd it is the futuƌe. Theƌe’s Ŷo ƋuestioŶ that this, the sĐieŶtifiĐ 
methodology is going to and depend the way that we communication in the 

future, and all of us who are in this business really have to get our heads around 

it. I kŶoǁ it’s foƌeigŶ to soŵeoŶe like ŵe. MǇ ďaĐkgƌouŶd is iŶ jouƌŶalisŵ. I’ŵ a 
stoƌǇtelleƌ, a ǁƌiteƌ, aŶd I ǁasŶ’t good at ŵath. 
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 This isŶ’t ǁaŶt I’ŵ ŵeaŶt to, aŶd I pƌoďaďlǇ speak foƌ ŵost people that it’s 
ĐhalleŶgiŶg, ďut I doŶ’t thiŶk ǁe’ǀe got aŶǇ ĐhoiĐe, do ǁe? Otheƌ thaŶ to ƌeallǇ 
put the bit between the teeth and really try to understand it. Now, the other 

thiŶg ďeiŶg, I suppose ǁe doŶ’t ƌeallǇ haǀe to ďe sĐieŶtists ouƌselǀes, ďut we 

just have to understand how the process works to a degree, so that we can 

improve the way that we do our work. 

Chris Rottler: Exactly, David. Let me tell you a little story. I started my career as a journalist as 

ǁell. Theƌe’s hope foƌ eǀeƌǇoŶe if I could do it. 

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

Chris Rottler: I had a very similar mindset as you. I like learning new things, which is why I was 

attracted to journalism. I was a contributor for the Associated Press. I got a staff 

position here in DC as a writer. When I got to journalism, the field was changing, 

aŶd I saǁ hoǁ poǁeƌful ĐoŶteŶt ŵaƌketiŶg ǁas. It ǁasŶ’t Đalled that ďaĐk iŶ the 
day, but I saw the needle shifting or moving, right? I got into digital strategy, 

developing digital marketing communication campaigns, and just the plethora 

of data that I was receiving. The writings were on the wall for me, so I went back 

to school, and I gradually learned statistics to the degree that I could get by and 

develop this type of things and test this type of stuff. 

David Pembroke: You actually went away and did some additional education in statistical 

methods and other things? 

Chris Rottler: I did, ďut to ďe hoŶest, the appliĐatioŶ of ǁhat I do doesŶ’t ƌeƋuiƌe the 
kŶoǁledge of deǀelopiŶg algoƌithŵs oƌ kŶoǁiŶg hoǁ to data ŵiŶe huge ͞ ďig 
data sets.͟ FaiƌlǇ, it’s  a simplistic understanding of statistics, and the scientific 

method will take you a long way in marketing communication I think. 

David Pembroke: Okay. I’ŵ iŶspiƌed, aŶd I’ŵ goiŶg to go out theƌe a do a ďit of ŵultiǀaƌiate 
testiŶg, a ďit of A/B testiŶg oŶ laŶdiŶg pages. We’ll see hoǁ ǁe go. I’ŵ tƌǇiŶg. 
It’s ƌeallǇ aŶ iŶteƌestiŶg deǀelopŵeŶt iŶ ŵǇ Đaƌeeƌ is to just like … I just got to 
get into this, and I can see the value in speaking to you, and listening about your 

fƌaŵeǁoƌk, aŶd that pƌoĐess that Ǉou’ƌe ŵoǀiŶg thƌough fƌoŵ settiŶg those 
smart objectives, and then really just understanding, as you say, the scientific 

ŵethod. It ƌeallǇ doesŶ’t have to be that complicated. We can apply it, and the 

value is there. 

 I thiŶk that’s the ďig take out fƌoŵ this is that the output at the eŶd of the daǇ is 
that ǁe’ƌe goiŶg to ďe ďetteƌ at ouƌ joďs, ǁe’ƌe goiŶg to get ďetteƌ ƌesults, aŶd 
ǁe’ƌe goiŶg to get better outcomes for the people that we work for. In the end, 

ultimately, strengthen communities and improve the well-being of citizens, 

ǁhiĐh is the gaŵe that ǁe’ƌe iŶ ĐoŶteŶt ŵaƌketiŶg iŶ the puďliĐ seĐtoƌ.  

 Thanks very much, mate. I really appreciate youƌ tiŵe. As I saǇ, Ǉou’ǀe iŶspiƌed 
ŵe to get out theƌe aŶd leaƌŶ a little ďit ŵoƌe. I’ŵ suƌe that theƌe’s pƌoďaďlǇ 
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some people listening to the podcast who are probably reaching for a stiff drink, 

thiŶkiŶg to theŵselǀes, ͞ God, ǁheƌe do I staƌt?͟ ďut I thiŶk Ǉou’ǀe giǀeŶ us a 
really good pathway. 

 Thanks again for those referrals as to where we can get that additional 

information, so people can go and start to learn about this very, very important. 

It’s the futuƌe of ŵaƌketiŶg ĐoŵŵuŶiĐatioŶ aŶd ĐoŶteŶt ŵaƌketing. Thank you 

very much for joining In Transition, and thanks very much to everyone for tuning 

in for another week. A great podcast this week with Chris Rottler from the Peace 

Corps. See you next week. 

 


