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InTransition Epsiode 43: Kate Moore 

David Pembroke: Hello ladies and gentlemen. My name is David Pembroke, and welcome to this 

ǁeek’s editioŶ of IŶ TƌaŶsitioŶ, the podĐast dediĐated to the practice of content 

ŵaƌketiŶg iŶ the puďliĐ seĐtoƌ. TodaǇ, ǁe’ll ǀisit ǁith a ǀeƌǇ ǁell-known 

nongovernment organisation, UNICEF Australia. Non-profits and NGOs like 

UNICEF Australia rely on telling stories to achieve their goals be it in fundraising, 

advocating for policy or change, or just raising awareness. 

 Befoƌe ǁe diǀe iŶto the topiĐ ǁith ouƌ guest todaǇ, as ǁe do eaĐh ǁeek, it’s 
time for our definition of content marketing as it relates to the public sector. 

Content marketing is a strategic, measurable and repeatable business process 

that relies on the creation, curation and distribution of useful relevant and 

consistent content. The purpose is to engage and inform a specific audience in 

order to achieve a desired citizen or stakeholder action. 

 Well, ouƌ guest todaǇ is Kate Mooƌe, UNICEF Austƌalia’s ŵedia ŵaŶageƌ. Kate 
has spent 20 years in print and online news, starting first as a country journalist, 

and working through to the ranks of subeditor, section editor, news produce 

and most recently she’s ǁoƌked foƌ Neǁs Liŵited’s staďle of SǇdŶeǇ ĐoŵŵuŶitǇ 
titles. She also holds a nonexecutive director role with the Girl Guides of New 

South Wales and ACT. Kate Moore, thanks very much for being In Transition. 

Kate Moore: It’s a pleasuƌe. 

David Pembroke: Kate, Ǉouƌ title, ŵedia ŵaŶageƌ, I’ŵ suƌe Ǉou do a lot ŵoƌe these daǇs thaŶ deal 
with the media. 

Kate Moore: It certainly is. The titles around the communications sector, certainly in flux, and 

I thiŶk theǇ’ƌe alǁaǇs goiŶg to ďe fluǆ ďeĐause the ƌole is changing, as you know, 

quickly. I absolutely do a lot more than straight up media and PR. Obviously, I 

manage celebrity ambassador relationships. I manage our corporate press 

campaigns. I am doing strategic thinking around advocacy campaigns and 

fundraising campaigns. 

 I speak, I’ŵ the peƌsoŶ that is ofteŶ oŶ the teleǀisioŶ oƌ oŶ the ƌadio oƌ speakiŶg 
to jouƌŶalists, so I aŵ a spokespeƌsoŶ as ǁell. Theƌe’s a full gaŵut of the 
ĐoŵŵuŶiĐatioŶs ƌoles aĐƌoss the UNICEF Austƌalia offiĐe aŶd it’s a ƌeallǇ sŵall 
team. We have 40 in the office here in Sydney, and our communications team is 

myself and a part-time graduate. 

David Pembroke: I think that would be fairly typical of most NGOs. Would you agree? 

Kate Moore: It is faiƌlǇ tǇpiĐal. We’ƌe pƌoďaďlǇ a sŵalleƌ Đoŵŵunications team than quite a 

lot. We do have a digital marketing team, but in terms of the communications 

aĐƌoss ouƌ soĐial ŵedia ĐhaŶŶels, that’s aŶ eǆtƌa oŶe peƌsoŶ, so it is a pƌettǇ 
sŵall, pƌettǇ leaŶ teaŵ, ďut I’d like to thiŶk ǁe puŶĐh aďoǀe ouƌ ǁeight. 
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David Pembroke: Is there a differentiation between the communications and the digital marketing 

or do you really work together as a single unit? 

Kate Moore: We’ǀe ŵade a distiŶĐt diffeƌeŶĐe oŶlǇ this Ǉeaƌ. We aĐtuallǇ haǀe pƌoďaďlǇ oǀeƌ 
the last three Ǉeaƌs had all of ouƌ staff, aŶd ǁheŶ I saǇ all ǁe’ƌe talkiŶg aďout a 
handful of people, had our staff working together really closely. Then, what 

ǁe’ǀe doŶe is hiǀe off the ƌeallǇ Đleaƌ ŵaƌketiŶg paƌts of ouƌ digital ǁoƌk, so 
really reassessed our website and re-established relationships with agencies or 

established relationships with agencies to support social marketing or 

particularly digital marketing so EDMs to support bases or campaigns that are 

actually going to elicit a particular fundraising actually in the main. 

 A large part of our work is policy campaign and advocacy campaign as well. 

We’ǀe alǁaǇs set the soĐial paƌt of that ǁoƌk ǁith the ĐoŵŵuŶiĐatioŶs peƌsoŶ 
oƌ ŵǇself. We’ǀe just staƌted to ƌethiŶk that. You’ll haǀe seeŶ that ǁe’ƌe 
expanding our ĐoŵŵuŶiĐatioŶs teaŵ Ƌuite liteƌallǇ. As of todaǇ, ǁe’ǀe staƌted 
advertising for a new role in our comms team to really drive the strategy and 

start working much more collaboratively across those teams because we can 

see the teams are changing and getting larger. 

 Theƌe’s a poteŶtial ǁheƌe those tǁo teaŵs ǁill ƌeallǇ split out aŶd ďe doiŶg 
quite different work and we want to make sure that there is a communication 

across the two teams for the future and that those advocacy and fundraising 

messages and the policy work that we do is aligned and makes sense to the 

difference audiences that we speak to. 

David Pembroke: In terms of that evolving roles that are there and the growing roles, do you think 

that that ƌefleĐts a ĐhaŶge iŶ the leadeƌship’s ǀieǁs of the importance of 

communication and the fact that now everybody who UNICEF Australia needs to 

engage with in order to achieve its objectives is essentially connected to the 

organisation likely through their mobile phone, so do you think that that 

increasing relevance and importance driven by that technological change is now 

being recognized and understood for fully by the leadership? 

Kate Moore: I think the leadership of UNICEF Australia and I think the leadership of UNICEF 

has always seen the technical and technological innovations for communicating 

haǀe alǁaǇs ďeeŶ theƌe aŶd paƌtlǇ that’s ďeĐause of the ǁoƌk, like the ŵuddǇ 
boots type work we do in field when we are using mobile handheld devices to 

do quite a lot of our work. A lot of our communications for development work is 

also happening and has always happened across mediums that are going to best 

suit the nature of the message and the audience, so that might be radio simply 

because of the literacy rate in our community. Radio becomes the best 

broadcast means to get a message out. 

 Certainly social technology and mobile phones being such a really accessible 

tool in developing countries, the medium and the messaging has changed. The 

ǁaǇ ǁe eǀeŶ tƌaĐk data, foƌ eǆaŵple iŶ UNICEF IŶdoŶesia, aŶd I’ŵ goiŶg to saǇ 
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the ǁƌoŶg ĐouŶtƌǇ, I thiŶk it’s UNICEF GhaŶa ďut doŶ’t Ƌuote ŵe oŶ that, ǁe’ǀe 
got tools like WhatsApp messaging and Twitter being used to put questions out 

to young people and track the answers and actually do data segmentation, and 

not data segmentation iŶ a ĐoŵŵuŶiĐatioŶs ǁaǇ ǁheƌe ǁe’ƌe aĐtuallǇ talkiŶg to 
difference audiences and testing and doing those sorts of things, but actually 

creating social data that then might build decision making around policy reform. 

 When we talk about leadership on teĐhŶologǇ aŶd digital teĐhŶologǇ, it’s 
alƌeadǇ ǀeƌǇ iŶheƌeŶt theƌe aŶd ǁe aĐtuallǇ haǀe aŶ iŶŶoǀatioŶ laď that’s alǁaǇs 
looking to new ways for us to communicate, and that rolls very naturally into 

the communications work that national committees like the UNICEF Australia or 

our country offices like you might see in the Pacific or Papua New Guinea or in 

ouƌ ƌegioŶ, foƌ eǆaŵple PhilippiŶes oƌ IŶdoŶesia. What theǇ’ƌe doiŶg is ĐƌossiŶg 
over really quite fluidly. 

David Pembroke: You mentioned an innovation lab. Is that in Australia or is that a global 

innovation? 

Kate Moore: No, it’s Ŷot. It’s a gloďal iŶŶoǀatioŶ laď, ďut soŵe of the stuff that Đoŵes out of 
there is very based on how we communicate to the audiences that we have the 

important message. It might be a message about a pending emergency or how 

to trace families after an emergency and the good stories that come out of that, 

but also the good ways of telling those stories. Some things that come out of the 

innovation lab are TEDx talks or what we call activate talks have been used as 

ways to record children and record young people telling stories about their 

experiences, but also they then become content for us effectively. 

David Pembroke: Yeah, right. In terms of your process, when you came to this role from being a 

journalist, what did you see when you came into the organisation and what did 

you have to do to manage that transition from journalist, subeditor, section 

editor to delivering communications on behalf of UNICEF Australia? 

Kate Moore: When you ask about the leadership and changing nature of the sector, the first 

thiŶg that Đoŵes to ŵǇ head is it’s so ŵuĐh ďetteƌ thaŶ iŶ a Ŷeǁsƌooŵ at the 
time that I was leaving. Newsrooms, when I was leaving, and I worked across 

many newsrooms so I feel like I caŶ saǇ that, it’s a ďig oƌgaŶisatioŶ Ŷeǁsƌooŵ 
aŶd that’s ǁheƌe I ǁas ďased. TheǇ’ƌe laƌge oƌgaŶisatioŶs aŶd theǇ ĐaŶ ďe sloǁ 
to ŵoǀe. That’s Ŷot to saǇ that UNICEF is Ŷot a laƌge oƌgaŶisatioŶ. It is, aŶd it 
ĐaŶ haǀe ŵoŵeŶts ǁheƌe it’s sloǁ to ŵoǀe oŶ soŵe things. 

 Because of the demographics of your workforce too, a newsroom  in the 

community newspapers where I was working and I was news producing across 

the website for 20 odd newspapers and their social media sites, this was only 

three years ago, that role is completely and vastly different now. You were 

working across very experienced people who had been in the industry for a long 

tiŵe, aŶd theŶ Ǉou’ƌe ǁoƌkiŶg ǁith ǁhat ǁould haǀe ďeeŶ Đalled a Đadet iŶ ŵǇ 
day and they were the new staff that were coming through. 
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 IŶ the eŶǀiƌoŶŵeŶt that I’ŵ iŶ, it’s a sŵall leaŶ teaŵ aŶd it’s pƌedoŵiŶaŶtlǇ a 
ǇouŶg ǁoƌkfoƌĐe. It’s pƌedoŵiŶaŶtlǇ people ǁho haǀe the aďilitǇ to take ƌisks, 
the ideas that aƌe goiŶg to ďe tested aŶd tƌied. Theƌe’s a ƌeal ĐaŶ do attitude. 
Now, where that translates into communications is that I think my favorite 

saǇiŶg is let’s aĐtuallǇ see ǁhat ĐaŶ happeŶ heƌe. 

 OďǀiouslǇ, Ǉou’ǀe got to ďe stƌategiĐ aŶd Ǉou doŶ’t ǁaŶt to ǁaste Ǉouƌ tiŵe iŶ 
your small lean outfit on things that you know will have no measurable impact 

on the work that we do or the calls to action that we have, but you have a lot 

more ingenuity and innovation in the work that you do and a lot more patience 

foƌ thiŶgs that ŵight Ŷot go eǆaĐtlǇ as Ǉou’ƌe eǆpeĐtiŶg theŵ to. 

David Pembroke: In order to be effective in your new role, what have you had to learn that you 

didŶ’t kŶoǁ ǁheŶ Ǉou ǁeƌe a jouƌŶalist? 

Kate Moore: I Đoŵe to this ƋuestioŶ a lot aŶd people saǇ, if theǇ’ƌe ĐoŵiŶg out of a 
Ŷeǁsƌooŵ aŶd gosh, theƌe’s a lot of people ĐoŵiŶg out of newsrooms right 

Ŷoǁ, aŶd lookiŶg to ŵoǀe iŶto the ĐoŵŵuŶiĐatioŶs spaĐe, theƌe’s I guess aŶ 
aƌƌogaŶĐe of Ǉou’ƌe oŶ the otheƌ of the desk aŶd Ǉou kŶoǁ ǁhat it is that Ǉou 
doŶ’t ǁaŶt to ďe ƌeĐeiǀiŶg fƌoŵ soŵeďodǇ iŶ PR, so theƌe is soŵe aƌƌogaŶĐe 
arouŶd that. Theƌe’s also soŵe tƌepidatioŶ of haǀiŶg to haǀe ĐoŶtƌol of Ǉouƌ 
ŵessage aŶd to ǁateƌ doǁŶ ŵessages oƌ dilute. I ĐaŶ’t saǇ that I’ǀe fouŶd that. 
IŶ faĐt, it’s the Ŷeǁs seŶse that I ďƌiŶg to ŵǇ joď aŶd it hasŶ’t ĐhaŶged. 

 You can still tell a good story. If you can tell your story well and you can identify 

the Ŷuts aŶd ďolts of ǁhat’s goiŶg to ďe a good stoƌǇ iŶ aŶ aĐtiǀate ǀideo that 
comes across my desk or somebody who started some fundraising and done 

something really quite quirky with that fundraisiŶg aŶd Ǉou kŶoǁ ǁheƌe that’s 
best going to play to an audience, you still have to do that. Really good news 

people, once upon a time when we were putting out print products or devising 

a program schedule for a radio or television broadcast, they had a good news 

sense. 

 They knew and were quite intimate with what their audiences understood and 

ǁould toleƌate aŶd theǇ kŶeǁ a good stoƌǇ ǁheŶ theǇ ǁeƌe oŶto it. I doŶ’t 
kŶoǁ that that’s ĐhaŶged. I thiŶk that’s a ƌeallǇ tƌaŶslataďle skill. 

David Pembroke: Yeah, indeed. In terms of your planning, can you give me some insights into the 

way you would go about planning to tell the UNICEF Australia story on an 

annual basis? 

Kate Moore: You can try to tell the story on an annual basis, but as UNICEF is such a large 

organisation, there are obviously communication imperatives that come down 

from our global communications director, our regional communications 

director, and then there are the objectives that we want to achieve out of 

UNICEF Australia. You have a lot of stakeholders, a lot of internal stakeholders. 
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You also have the fundraising work. Then you have what I call the public 

engagement work. 

 Then you have the really deep dive advocacy work, so often that is not 

paƌtiĐulaƌlǇ ĐoŵŵuŶiĐated to a ǁide audieŶĐe. It’s very specific communication 

that ŵight ďe to oŶe ŵiŶisteƌ oƌ tǁo paƌtŶeƌs. Theƌe’s all those diffeƌeŶt 
communication points, and planning that out across the year means working 

across all those stakeholders to understand what their objectives are and almost 

cross referencing that across of what you know your global and regional 

objectives are going to be. 

 TheŶ Ǉou’ƌe lookiŶg at the ĐǇĐles. OďǀiouslǇ, ǁe’ǀe got aŶ eleĐtioŶ Ǉeaƌ ĐoŵiŶg 
up, so Ǉou’ƌe lookiŶg at ǁhat oppoƌtuŶities Ǉou’ǀe got foƌ politiĐal sǁay, or 

ǁhat oppoƌtuŶities Ǉou’ǀe got aĐƌoss sigŶifiĐaŶt ŵoŵeŶts that Đoŵe up iŶ the 
Australian calendar or even a Sydney calendar or even a youth calendar, 

depeŶdiŶg oŶ the oďjeĐtiǀes that Ǉou haǀe aŶd theŶ Ǉou’ƌe alŵost Đƌoss 
referencing and trying to make that ǁoƌk ďeĐause, like I said, it’s a sŵall teaŵ. If 
Ǉou doŶ’t haǀe those eǇes oŶ those thiŶgs, Ǉou’ƌe goiŶg to tƌǇ aŶd ƌeaĐh foƌ 
eǀeƌǇthiŶg aŶd it’s Ŷot possiďle to do aŶd Ǉou’ƌe Ŷot goiŶg to ŵeet Ǉouƌ 
oďjeĐtiǀes, Ǉou’ƌe Ŷot goiŶg to hit Ǉouƌ taƌgets. 

David Pembroke: In terms of that, you do then do your best to try to put some sort of calendar in 

place for maybe a 12-month basis, but do you then operate on a weekly, a 

fortnightly calendar or how do you operate on a day-to-day basis in order to tell 

the story of UNICEF Australia effectively? 

Kate Moore: There is a global and local like UNICEF Australia 2016 calendar for example, but 

then quite honestly, we bring members of our stakeholder group together and 

plaŶ that out ǁeek to ǁeek, so ǁe’ll aĐtuallǇ sit doǁŶ aŶd go, ͞What is it that 
ǁe’ƌe ĐoŵŵuŶiĐatiŶg? What aƌe the audieŶĐes that ǁe’ƌe taƌgetiŶg? What haǀe 
ǁe got ĐoŵiŶg up that ǁe Ŷeed to ďe ĐoŶsĐious of?͟ Yes, theƌe ĐeƌtaiŶlǇ is aŶ 
editorial process to that calendar. 

 I would relate that back to my neǁsƌooŵ eǆpeƌieŶĐe as ǁell. Theƌe’s ĐeƌtaiŶlǇ 
aŶ editoƌial ĐaleŶdaƌ, so Ǉou ŵaǇ haǀe aŶ editoƌ’s ŵeetiŶg oƌ aŶ editoƌial gƌoup 
meeting once a week or at the end of every day or depending on the circulation 

or the timeframe of your product. We would almost run that the same way and 

that’s soŵethiŶg I’ǀe ďƌought to UNICEF Austƌalia. I alŵost ƌuŶ this plaĐe like it’s 
a newsroom. 

David Pembroke: You would have a daily conference at the beginning of the day to understand 

ĐoŶteǆtuallǇ ǁhat’s happeŶiŶg so iŶdeed Ǉou might be able to get the UNICEF 

Australia story into the zeitgeist so to speak. 

Kate Moore: Yeah. We do … I ǁould Ŷot saǇ that I ďƌiŶg ŵǇ teaŵ togetheƌ oƌ the digital 
marketing team and the small communications team together on a daily basis, 

but we certaiŶlǇ oŶ aŶ issues ďasis ǁe ǁill ďƌiŶg stakeholdeƌs togetheƌ. It’s aŶ 
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eŵeƌgeŶĐǇ, it’s a ǀeƌǇ defiŶed ǁaǇ of ďƌiŶgiŶg the teaŵ togetheƌ if theƌe’s 
soŵethiŶg ďƌeakiŶg iŶ the Ŷeǁs ĐǇĐle ďeĐause ǁe’ƌe still ƌeaĐtiǀe aŶd ǁe’ƌe 
ƌespoŶdiŶg to ǁhat’s happeŶiŶg iŶ the Ŷeǁs ĐǇĐle. AďsolutelǇ ǁe’ll ďƌiŶg people 
together to make those decisions and almost plot out our channels. 

David Pembroke: You can move quickly? 

Kate Moore: We can. 

David Pembroke: Yeah, okaǇ. Do Ǉou fiŶd that that’s iŶĐƌeasiŶglǇ iŵpoƌtaŶt to ďe ƌesponsive and 

to be agile given the speed of the news cycle and the speed of the way people 

are now consuming content? 

Kate Moore: I doŶ’t kŶoǁ that I kŶoǁ of aŶǇ otheƌ ǁaǇ. I ǁas a ďƌeakiŶg Ŷeǁs pƌoduĐeƌ, so I 
doŶ’t kŶoǁ that I kŶoǁ aŶǇthiŶg otheƌ thaŶ that. Theƌe’s pƌoďaďlǇ people ǁho 
Đoŵe to this offiĐe aŶd go, ͞Hoǁ aƌe Ǉou aďle to ďe so ƌeaĐtiǀe?͟ Foƌ ŵe, it’s 
just part of being a communications specialist. You have to be able to look at 

aŶd ƌead Ǉouƌ Ŷeǁs eǀeƌǇ ŵoƌŶiŶg. You haǀe to ďe oŶ top of ǁho’s saǇing what. 

You have to know where your messages fit into that. 

 If Ǉou ŵiss those oppoƌtuŶities, Ǉou’ƌe goiŶg to ŵiss theŵ ďeĐause Ǉou’ƌe Ŷot 
ƌeallǇ oŶ top of the Ŷeǁs ĐǇĐle of the daǇ aŶd Ǉou’ƌe Ŷot ĐoŶsĐious of ǁheƌe 
your messages are going to fit. You really need to be very much across the work 

that Ǉou’ƌe doiŶg. 

David Pembroke: Theƌe’s also that Ŷeed to ďe stƌategiĐ as Ǉou’ǀe outliŶed iŶ Ǉouƌ pƌeǀious 
answers around audiences and understanding audiences and motivations and 

needs and wants and challenges, etĐeteƌa. What’s Ǉouƌ pƌoĐess foƌ ďuildiŶg up 
personas within UNICEF Australia? Do you have a fairly clear audience 

segmentation? 

Kate Moore: We have a clear audience segmentation, and I would say audience 

segmentation across different channels as well. We have really good data from 

our global office who every two years does a really good piece of research 

around audiences and some of the trends that are coming for our audiences, 

but then we also have our in-house knowledge of what we know our audience is 

across our cash diners or our fundraisers, the people who are supporting our 

advocacy cause or our policy cause, the people who are on our Facebook pages 

or Twitter or Instagram or our YouTube channel, but also the audiences that 

want to be informed about the work that a humanitarian international 

nongovernment organisation does for children. We know those audiences quite 

iŶtiŵatelǇ. I doŶ’t thiŶk theƌe’s aŶǇ ďƌaŶd out theƌe ǁho doesŶ’t kŶoǁ theiƌ 
audiences quite intimately. 

David Pembroke: You also haǀe, as Ǉou saǇ, Ǉouƌ stoƌǇ is diffeƌeŶt iŶ that it’s also segŵeŶted 
around obviously clear objectives that you would have within fundraising, 
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advocacy, policy. How do you set up the priorities for yourself and for your team 

in terms of what effort you allocate to what part of that story? 

Kate Moore: That’s suĐh a ďig ƋuestioŶ. Paƌt of that is agaiŶ aĐƌoss ouƌ iŶteƌŶal stakeholdeƌ 
groups that they all have their own oďjeĐtiǀes. Theƌe’s aŶ eleŵeŶt of ouƌ ǁoƌk 
that is service agency, so we may respond to those internal stakeholders as 

ĐlieŶts, ďut theŶ ǁe’ƌe also deǀelopiŶg the stƌategǇ aĐƌoss the diffeƌeŶt iŶteƌŶal 
stakeholders that we have. 

 I’ŵ Ŷot eŶtiƌelǇ suƌe that that aŶsǁeƌs Ǉouƌ ƋuestioŶ, ďut it’s suĐh … Theƌe aƌe 
so many competing priorities that you are, and I bring it back to that newsroom 

analogy again, that you know what your objectives are for a quarter or a period 

of tiŵe ǁhetheƌ it’s the full Ǉeaƌ oƌ a three-year period as some of our strategic 

planning documents are across three years, so you know what those objectives 

aŶd those KPIs ŵight ďe, ďut theƌe’s also aŶ eleŵeŶt of goiŶg thƌough ǁhat Ǉou 
kŶoǁ is a good stoƌǇ ďased oŶ ǁhat’s happeŶiŶg iŶ BuƌuŶdi ƌight Ŷoǁ oƌ ǁhat’s 
happeŶiŶg iŶ MǇaŶŵaƌ ďeĐause theƌe’s just ďeeŶ aŶ eleĐtioŶ aŶd ǁe haǀe 
offiĐes aŶd ǁe’ƌe doiŶg Đhild paƌtiĐipatioŶ ǁoƌk theƌe. 

 There is an element of being able to cut through some of the objectives and 

making sure that we respond to our hierarchy of UNICEF key messages. We 

respond to the brand expectations that we have and the critical drivers that we 

ŵight haǀe foƌ doŶatioŶ oƌ foƌ takiŶg aĐtioŶ. Theƌe’s ŵoŵeŶts ǁheƌe Ǉou just 
have to dive in and change the strategic objectives. Well, Ǉou’ƌe Ŷot ĐhaŶgiŶg 
the stƌategiĐ oďjeĐtiǀes. You’ƌe juŵpiŶg at ĐoŵŵuŶiĐatioŶ oppoƌtuŶities iŶ a 
way that an editor would jump at a breaking news opportunity. 

David Pembroke: Yeah, ďut doiŶg so iŶ a ǁaǇ that’s dƌiǀiŶg Ǉou ďaĐk toǁaƌds soŵe paƌtiĐulaƌ 
objectiǀe. You’ƌe Ŷot just juŵpiŶg iŶto aŶǇ old stoƌǇ just foƌ … 

Kate Moore: Yeah, that’s eǆaĐtlǇ ƌight. We haǀe oďjeĐtiǀes fƌoŵ aŶ adǀoĐaĐǇ poiŶt aŶd a 
policy point that might be very much framed around the convention and the 

rights of the child and the work that we know needs to be done to make sure 

that ĐhildƌeŶ’s ƌights aƌe aĐhieǀed iŶ Austƌalia. I’ll take a ĐoŵŵoŶ eǆaŵple. 
UNICEF is the ǁoƌld’s laƌgest pƌoǀideƌ of iŵŵuŶizatioŶ aŶd ǀaĐĐiŶe pƌogƌaŵs 
for child health and preventative health programs around the world. 

 Noǁ, theƌe’s a Ŷo judge, Ŷo plaǇ poliĐǇ iŶ the doŵestiĐ Ŷeǁs aƌeŶa. I Đould 
easilǇ juŵp oŶto that ďeĐause ǁe’ǀe got a positioŶ oŶ that. We’ǀe got 
something to say about that, but for UNICEF Australia, if I spend a lot of time 

over there in that spaĐe, I’ŵ Ŷot goiŶg to ŵaǇďe ŵeet soŵe of the oďjeĐtiǀes 
and drive some of those messaging and the spokespersons that I have around 

violence against children for example. 

David Pembroke: You must sleep well at night. 
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Kate Moore: I do have days where death and destruction is part of my day. I have been 

kŶoǁŶ to suffeƌ aŶd saǇ, ͞People aƌe dǇiŶg. ChildƌeŶ aƌe dǇiŶg. Please doŶ’t talk 
to ŵe aďout Ǉouƌ pettǇ pƌoďleŵs.͟ Theƌe’s a lot good of stoƌies aŶd theƌe’s a lot 
of positive work that our brand does and UNICEF Australia does. Quite honestly, 

many of those good stories are the people who work for UNICEF and they tell 

ǀeƌǇ good stoƌies. It’s a heaƌteŶiŶg thiŶg to just if Ǉou’ƌe haǀiŶg a ďad daǇ, Đall 
up a child protection specialist in South Sudan for example and saǇ, ͞What did 
Ǉou haǀe todaǇ?͟ It’s Ŷot oŶlǇ a feel good foƌ us, ďut it’s also gƌeat stoƌies. 

David Pembroke: It’s iŶteƌestiŶg that it’s suĐh a ĐoŶteŶt ƌiĐh eŶǀiƌoŶŵeŶt that Ǉou ǁoƌk iŶ. 
Theƌe’s Ŷo laĐk of ĐoŶteŶt to distƌiďute. Hoǁ do Ǉou go aďout that. 

Kate Moore: These are children who are my clients. 

David Pembroke: Yeah, indeed. How then do you go about that creation piece? How much do you 

Đƌeate? Hoǁ ŵuĐh do Ǉou Đuƌate? TheŶ Ǉouƌ distƌiďutioŶ, ǁe’ll talk aďout 
distribution in a minute, but just two areas of creation of relevant content 

oďǀiouslǇ to ǁhateǀeƌ audieŶĐe it is Ǉou’ƌe seekiŶg to talk to, ďut theŶ also the 
curation piece because you mentioned before the sourcing of those activate 

talks that are coming from the centre. How do you balance that locally-

produced internationally-important content? 

Kate Moore: It is true. There is a lot of information, a lot of content out there. For every 

eŵeƌgeŶĐǇ, theƌe’s huŶdƌeds aŶd thousaŶds of ĐhildƌeŶ’s stoƌies that ǁe Đould 
tell. We rely very heavily on some really good storytellers who are in the field to 

ďe aďle to help us souƌĐe aŶd fiŶd those stoƌies. Theƌe’s also that eleŵeŶt foƌ 
ŵe peƌsoŶallǇ of ďeiŶg aďle to foƌŵ those ĐoŶŶeĐtioŶs ǁith the people that I’ǀe 
got in the field, so Australians particularly who are in the field in some of the 

ǁoƌk that ǁe’ƌe doiŶg. 

 You ĐaŶ’t possiďlǇ ĐoŶsuŵe aŶd uŶdeƌstaŶd eǀeƌǇ pieĐe of pƌogƌaŵ ǁoƌk oƌ … 
Some of our work is really quite technical and you have to spend years 

understanding and learning international developŵeŶt to ďe aĐƌoss it. I thiŶk it’s 
the faĐt that, fƌoŵ a ĐoŵŵuŶiĐatioŶs poiŶt of ǀieǁ, I’ŵ Ŷot the peƌsoŶ ǁho has 
speŶt Ǉeaƌs leaƌŶiŶg iŶteƌŶatioŶal deǀelopŵeŶt. I’ŵ aĐtuallǇ alǁaǇs just goiŶg, 
͞Well, ǁhat is a good stoƌǇ?͟ 

 That also means understanding your audiences and understanding what it is 

that they want and expect to hear about and framing it in such a way that they 

aƌe ƌeĐeiǀiŶg iŶfoƌŵatioŶ aďout UNICEF aŶd UNICEF’s ǁoƌk that theǇ aƌe pƌoud 
of ofteŶ if theǇ’ƌe a suppoƌteƌ of us. We ǁaŶt theŵ to feel pƌoud aŶd ǁe’ƌe 
looking at those drivers that will elicit those responses from them whether it be 

fundraising to make sure that that work continues or advocacy work because 

we know that there are child rights that need our attention and we want them 

to act on bringing them to the attention of policy makers. 
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 Again, I come back to that newsroom analogy. If you handed a cadet reporter, 

͞Heƌe’s the featuƌe oŶ suŵŵeƌ plaŶtiŶg,͟ that Ǉou ŵight haǀe, ĐeƌtaiŶlǇ Ǉou 
start making your decisions based on who your advertisers might be and then 

you start to work back on the 500 different nurseries that are advertising and 

try and find the ones that are going to appeal to your audience and have 

something interesting to say. 

 IŶ the saŵe ǁaǇ, ǁe’ƌe lookiŶg at ǁe haǀe pƌogƌaŵ aƌeas ǁheƌe I’ŵ talkiŶg to 
diffeƌeŶt ĐouŶtƌies. I’ǀe got ĐouŶtƌies iŶ ŵǇ ƌegioŶ. I’ǀe got ĐouŶtƌies ǁheƌe ouƌ 
eŵeƌgeŶĐies aƌe. I’ǀe got ĐouŶtƌies ǁheƌe ǁe’ǀe got speĐifiĐ pƌogƌaŵs that ǁe 
want to highlight. You can start to whittle it back and be quite sensible about it. 

It’s pƌoďaďlǇ Ŷot as diffiĐult as it seeŵs, although Ǉouƌ iŶďoǆ fills ǀeƌǇ, ǀeƌǇ 
quickly. 

David Pembroke: I ĐaŶ iŵagiŶe. Noǁ, iŶ teƌŵs of … I kŶoǁ it’s hoƌses foƌ Đouƌses iŶ teƌŵs of ǁhat 
content works for which particular audience through that preferred channel 

that that audience may be receiving their information from you, but just in a 

geŶeƌalised ǁaǇ, ǁhat’s ƌeallǇ ǁoƌkiŶg foƌ Ǉou at the ŵoŵeŶt iŶ teƌŵs of 
grabbing the attention, the scarce attention of the audience out there where 

Ǉou’ƌe ĐoŵpetiŶg ǁith so ŵaŶǇ otheƌ people to get that sĐaƌĐe atteŶtioŶ? What 
formats are really working for you at the moment, and what channels are 

working for you? 

Kate Moore: I doŶ’t thiŶk theƌe’s aŶǇďodǇ out theƌe ǁho ǁould Ŷot haǀe thought aďout 
visuals and short videos and good stories on short videos. People have higher 

aŶd higheƌ eǆpeĐtatioŶs. It’s a ƌeal ĐhalleŶge foƌ NGOs to pƌoduĐe ĐiŶeŵa 
quality storytelling and video quality for 15 seconds on a YouTube video. It is 

such a challenge because it costs so much money and I guarantee a UNICEF 

supporter would rather we spend our money on the field than producing really 

slick videos. 

 That fine balance of trying to find the right partner who has a passion for what 

ǁe’ƌe tƌǇiŶg to tell, that’s alŵost as hard as selling the story to the audience or 

to BuzzFeed or Mashable whoever you want to pick up or the Sydney Morning 

Heƌald oƌ Faiƌfaǆ OŶliŶe ǀideo teaŵ. You’ǀe got this ƌeallǇ diffiĐult task of tƌǇiŶg 
to create beautiful visual, compelling, emotive stories with the resources that 

aƌe aǀailaďle to Ǉou. DulǇ, Ǉou should ďe ŵakiŶg suƌe that Ǉou’ƌe aĐĐouŶtaďle to 
those spends. 

David Pembroke: In terms of channels, where are you seeing most of your results? 

Kate Moore: Certainly from a digital media point of view, Facebook is certainly still where 

ǁe’ƌe fiŶdiŶg the ďest ƌesults foƌ eŶgageŵeŶt, foƌ ďoth ƌeaĐh aŶd eŶgageŵeŶt. I 
saw some reporting this week actually around millennials and I was really 

surprised because demographically our audience is just probably slightly the 

oldeƌ deŵogƌaphiĐ, the FaĐeďook deŵogƌaphiĐ, aŶd theƌe’s a ďit of a gap 
ďetǁeeŶ GeŶ X aŶd theŶ it Đoŵes iŶto a ƌeal shift iŶto ŵilleŶŶials ǁhiĐh I’ŵ 
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surprised because three years ago when that reporting came through to me, 

that ǁasŶ’t there. 

 CeƌtaiŶlǇ, I feel like ǁe’ǀe had the ƌight stƌategiĐ plaĐeŵeŶts of the ĐhoiĐes that 
ǁe’ǀe ŵade aďout splittiŶg out ouƌ digital ŵaƌketiŶg aŶd ouƌ ĐhaŶŶels aŶd ouƌ 
ƌesouƌĐes foƌ ouƌ ĐhaŶŶels. It’s ďeeŶ iŶteƌestiŶg to see hoǁ ƌapidlǇ audieŶĐe 
demographics are changing even for an international NGO like us that has been 

iŶ the ŵaƌket foƌ a loŶg tiŵe has suĐh a highlǇ … Tƌust dƌiǀe is Ƌuite high foƌ a 
particular demographic that has been with us, the loyalty for that demographic 

and UNICEF is quite high. 

 It’s ďeeŶ iŶteƌestiŶg to see hoǁ ƋuiĐklǇ that’s shiftiŶg. It’s staƌtiŶg a tƌeŶd 
forecast as to where you need to spend your resources and think through your 

stƌategies. CeƌtaiŶlǇ, theƌe’s a pieĐe oŶ IŶstagƌaŵ this ǁeek as ǁell aŶd hoǁ 
much do you invest on the Facebook platform or new platforms or how much is 

YouTube a player for us, but at the current moment Facebook is our digital 

channel of choice. In terms of earned media, broadcast television is still where 

we get the larger audiences and the best impact from those audiences. 

David Pembroke: You ŵeŶtioŶed a Đouple of tiŵes thƌoughout the Đhat that ǁe’ƌe haǀiŶg todaǇ 
that ĐeŶtƌal UNICEF has the iŶŶoǀatioŶ laďs aŶd oďǀiouslǇ theƌe’s Ƌuite a ƌoďust 
data measurement and evaluation capability sitting at the centre. How do you 

measure and track your results? 

Kate Moore: We measure our results often by using platforms as well as using a variety of 

different tools. Again, cost comes into it for us, where larger and probably 

commercial outlets, they can spend some money on getting great analytics and 

theǇ’ƌe speŶdiŶg ŵoŶeǇ peƌ ŵoŶth oƌ haǀiŶg ƌepoƌts doŶe. We doŶ’t haǀe that 
kiŶd of ƌesouƌĐe. I’ǀe Ƌuite hoŶestlǇ ďeeŶ speakiŶg to ŵaŶǇ ŵoŶitoƌiŶg fiƌŵs 
and doing agency reviews to do cross sorts of things simply because, like 

everybody else, we get a lot of information and make a lot of decisions based on 

that data, ďut ǁe also doŶ’t haǀe the kiŶd of speŶd that ĐaŶ happeŶ oŶ those 
thiŶgs, aŶd agaiŶ ǁheƌe it’s all aďout ouƌ ŵaǆiŵisiŶg ouƌ dollaƌ to the field, ďut 
we still have to make those decisions to be competitive in our market and to be 

responding to the changes that are shifting and moving through. 

David Pembroke: IŶ teƌŵs of those ĐhaŶges, just as a fiŶal ƋuestioŶ, it’s iŶteƌestiŶg I ĐaŶ alŵost 
hear the ground moving between your feet and you almost feel like every day 

Ǉou’ƌe ĐoŵiŶg iŶ thiŶgs aƌe ŵoǀiŶg as ƋuiĐklǇ aŶd I thiŶk ǁe all kŶoǁ that iŶ this 
space. Three months down the track, six months down the track, can you 

forecast for us at all how your world might change and might change in a way 

that helps you to be more effective? 

Kate Moore: I think the biggest change is around our recruitment and our investment in 

ĐoŵŵuŶiĐatioŶs. We aƌe gƌoǁiŶg ouƌ teaŵs aŶd that’s a ďig shift foƌ us. It’ll 
mean better strategǇ. At oŶe ŵoŵeŶt, it’s oŶe peƌsoŶ doiŶg stƌategǇ aŶd 
operations, so being able to bring somebody in here that is doing strategy and 
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have the staff completely focused operations will be a significant change for our 

organisation. I know that agencies are always looking at who does what in an 

organisation and where to best place their resources for what their features and 

what their objectives in 2016, 2017 or 2018 might be. 

 For our organisation coming into 2016, that will be a significant shift for us and 

one that ǁe’ǀe heaƌtilǇ plaŶŶed foƌ. IŶ teƌŵs of ǁhat else happeŶs, if ǁe’ǀe got 
ǁhat’s happeŶiŶg out theƌe aŶd ǁhat’s happeŶiŶg politiĐallǇ, aŶd ǁe’ǀe got the 
things like climate change, conflict, all those things will have a massive impact 

on the work we do and what our objectives are for the moment. 

 Each time we can see a typhoon moving in across the Philippines or a cyclone  

that ŵoǀes aĐƌoss the PaĐifiĐ oƌ theƌe’s aŶ eaƌthƋuake, ouƌ ƌesouƌĐes 
autoŵatiĐallǇ go iŶto that. You’ƌe leaǀiŶg so ŵuĐh stoƌǇtelling behind that 

happens around the rest of the world. 

 We’ǀe got COPϮϭ ĐoŵiŶg Ŷeǆt ǁeek. It’s aŶ iŵpoƌtaŶt ĐoŵŵuŶiĐatioŶs pieĐe 
foƌ us, ďut it’s also aŶ iŵpoƌtaŶt ĐoŵŵuŶiĐatioŶs pieĐe foƌ us ďeĐause Đliŵate 
change emergencies and what the impact for children will be affects our work in 

a ǁaǇ that Ǉou ĐaŶ’t guess ǁhat’s goiŶg to Đoŵe. Otheƌ ďƌaŶds ĐaŶ saǇ ǁhat 
eǆaĐtlǇ it is that theǇ ǁaŶt to ďe aďle to do. We’ƌe ǁoƌkiŶg ǁith ƌeal people aŶd 
ƌeal ĐhildƌeŶ’s liǀes aŶd that ĐaŶ ĐhaŶge iŶ the ǁoƌld iŶ a heaƌtďeat. 

David Pembroke: Kate Moore, thank you so much for spending some of your valuable precious 

time with us today to give us an insight and give our audience the insights of 

what life is like in a fast moving demanding role with so very few resources, but 

you’ƌe oďǀiouslǇ applǇiŶg Ǉouƌself aŶd Ǉouƌ skills iŶ suĐh a ǁaǇ that Ǉou’ƌe 
getting outstanding results for UNICEF Australia. How might people be able to 

engage with you, getting contact or indeed support some of the work that 

Ǉou’ƌe doiŶg theƌe? 

Kate Moore: We haǀe a faŶtastiĐ Ŷeǁ ǁeďsite. It’s oŶe of the oďjeĐtiǀes that ǁe had foƌ ϮϬϭ5 
aŶd ǁe’ǀe Ŷoǁ … 

David Pembroke: Tick. 

Kate Moore: Tick indeed. You can learn a lot more about what our work is there. I certainly 

encourage people to go on and have a look at how they want to engage. 

Fundraising is something that they can do for us. We have many opportunities 

for that, but donating to UNICEF obviously keeps the work viable, keeps the 

ǁoƌk that ǁe’ƌe doiŶg. It’s a ĐhaŶgiŶg ǁoƌld foƌ ĐhildƌeŶ aŶd I eŶĐouƌage people 

to haǀe a look at that. If theǇ’ƌe also iŶteƌested iŶ talkiŶg to ŵǇself oƌ ŵǇ 
Đolleagues aƌouŶd ǁhat it is, ŵǇ details aƌe oŶ the ǁeďsite aŶd I’d ďe happǇ to 
hear from you. 

David Pembroke: Okay, fantastic. Kate Moore, thank you once again. Listeners, thanks to you for 

turning up once again to listen to In Transition where we look at this practice of 
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content marketing in the public sector and today just a wonderful story from 

UNICEF Australia. Speak to you next week. 

 


