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Hello, ladies and gentlemen, and welcome once againto In Transition, the podcast
that examines the practice of content marketing and government. My name's
David Pembroke. Thanks very much for giving us just a little bit of yourtime this
week tolook at the practice of content marketinginthe governmentand the public
sector.

We've got a great guest today, a formerjournalist, adistinguished former
journalist, which isinteresting becausereally, | thinkit's the journalists who are
really goingtorule the world inthe content space that we're all movinginto. We'll
come to thatin justa moment.

As we start each week as we do with the definition of what content marketingis as
it relatestogovernmentandthe publicsector. Content marketingis a strategic,
measurable, and repeatable business process that relies on the creation, curation,
and distribution of useful, relevant, and consistent content. The purposeisto
engage and inform a specificaudiencein orderto achieve adesired citizen and/or
stakeholderaction.

To our guesttoday: Grant Titmus is the principal of the Melbourne division of Red
Agency, a marketing and communications consultancy. Grant has overa decade of
experience in mediarelations and communication. He recently ran the "Never
Leave the Kidsinthe Car" campaignforthe Victorian government's department of
educationandtraining. | really wantto dig into that case study a little bitlateronin
thisinterview. Grantalso previously worked as ajournalist for both the Age
newspaperand the South China Morning Post.

Grant, thanksvery much forjoining usIn Transition.
No problem. It's nice to be here.

Grant, the journalism schools thatyou acquired in your career, how useful have
they been, as we transition to this space where contentis so criticallyimportant to
all communication campaigns?

| think, David, as you mentionedinyourintro there, the writing skills that come
with a journalism careerare invaluable now as we look to have more content,
whetherthat contentisa written content. We used to write opinion pieces. Now
we put themona website and they call it a blog. That hasn'tchanged. A lot of itis
the channel has changed. | thinkthere's a whole heap of things we do from running
eventsnow. It'sa really wide and varied job that we do now. The things that | think
now, also, the multiskilling of journalism. Some days | would be interviewinga
prime minister. The nextday | would be interviewing acricketer. | thinkit's a little
bitthe sameinPR. Notwo clients are the same. We can jumpintoa diverse range
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of skillsthere.

Justin terms of those writing skills. | know we're movinginto this very visual age of
communication, but would you agree with me that writing skills are so
fundamentally important? If you can write clearly, it reflects, to me, that you can
think clearly.

| definitelythink that's the case. We still write alot of information today. We don't
write perhaps as many press releases, but sometimes we need to write whatyou'd
probably call a pressrelease justto get down all the facts and figures and even the
narratives that we actually want to put across to a journalistif in factthat's what
we're doingto pitch that intothem. It'sfundamental. It would be interesting to
understand whatis beingtaughtinthe schools and othersorts of things about how
to write.

| know with a lot of my staff here, and I've said it to them before thatI've probably
inmy journalism career written or rewritten 40 or 50,000 pieces of material
whereas somebodyinaPRfirmtoday maywell only be writing 2 or 3, 4 media
releasesaweek. | think having that sort of background is absolutely vital. Your
pointiscorrectinthat it shows beingable tothink clearly and all sorts of things.
Yeah. Definitely is askill that everybody should have.

I still think it varies greatly across what | can see, particularlyinthe CVsthat| get
and ina lot of the studentsthat| have come in show me all the potential
employees show me their portfolioand mediareleases and things like that. | say,
can you actually show me the first draft of your mediarelease? I'm actually not that
keenonseeingamediarelease that may have gone through fouror five iterations.
Justinterestedinseeinghow they can write is obviously part of what we do here at
Red Agencyisto have a testto see whetherpeople can write.

Yeah. What's the difference between good copy and bad copy?

(laughs) I thinkit's getting to the point quickly. You need to be able to tell
something quickly. If we're, alot of the information we have today, particularly if
we're pitchinginto the media, if they're getting 1,000 unsolicited emails aday, it's
pretty hard to geta cut throughif you've written quite alongemail to a particular
journalisttoentice themto doyour story. We keep ours to a minimum, even
maybe if you count, you needto be able to get that information acrossin one or
two paragraphs. Theyjustdon't have the time toread all the information about the
background of perhaps someone that you might wantthem to interview orthe
article itself orwhateverthe storyis. | think that's definitely something worth
noting.

Itisthat pointalso, isn'tit, in the age of the feed, if you're going to stop somebody,
you're really goingto have to stop them straightaway. You've really gota headline
and an opening paragraph. If your contentis not doingthe job at that point, there's
every chance that you're going to, people are just goingto scroll past.
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It's true. It's the same with what we put onto some of the social mediachannels.
With everybody with their Facebook feeds, if you've got athree minute video,
probably noone's going to watch that unlessit's very compelling. It's what we call
snackable content where it's something that can be looked at quickly and easily
and shared. That's, if you can get people to share your content, that's hugely
beneficial from ourperspective.

In terms of that the skills that you want to see insomeone, obviously there's that
notion of writingthatopening parawhichisreally the invitation to go further, that
invitationto, wow, | can't really waitto see what else is here in this article, because
that opening paragraph or that headline has offered a promise and has deliveredit,
so | reallywanttojumpintoit. How else, then, doyou go and keepitinteresting as
the story getsa little bitlonger?

That's really interesting. Alot of people write their media releases based on
process, as in, the process that we wentthrough to getour app to do thisor
whateveritwas. People aren'treally interested in alot of the process. | don't need
to know how the pistonsin my car work forme to enjoy adriving experience. |
don't needto know the process. It's all about telling me whatisinit for me,
initially, and thenthe benefits that | would derive from that. | mustadmit, | find it,
when | first started journalism when I was 17, | sat opposite aguy who could type
amazingly quickly and get astory across. | always wondered how you would, how
anyone would learn to structure a sentence ora story. Overthe years, it justseems
that youdo it so oftenthat itcomes, | don't know if naturallyisthe right word, but
you develop thatskill overtime.

It's a hard thingto be able to teach. They do say a lot of things come with
experience and writing does come with experience. A lot of people that we're
seeingtoday have written novels, have, are writing their own blog, all those sorts of
things which are multiskillingthem as well.

Yeah. In terms of advice that you would give to people, what's the best advice that
you everreceived as a youngjournalist about writing great copy, writing great
content?

It's really interesting. When I started in journalism, | started when lwas 17, | had
some really good mentors. Some were very strict going back inthose days. It was
very different.lusedto have to use a typewriter, there was no Typex. We used to
have to put carbon paper between each of the pieces of paper. One sentence per
piece of paper. If it was 15 sentences, that's an awful lot of work you have to go
through. That made, from my perspective, that made you concentrate very hard on
whatyou gave to the night head or the chief of staff at the end of the day, that
whatyou gave himor her had to be pretty much correct, because to make the
changeswas actually a very difficultand long process. You wanted to get itright the
firsttime.
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The people that| had mentoring me back then, one wasvery, very harsh on a lot of
the younger people, butthat was the way it was back inthose days. It was a very
strict regime. I think you learned very quickly to write as best as you possibly can.
Theinputthat | got froma lot of the subeditors backinthose days helped me
improve as a writermuch, much quickerthan perhaps withouttheir expertise and
guidance indoingthat.

What were the most common mistakes that you were making that they were
pullingyouupon?

Again, I thinkit's more writing about the process ratherthan actually writing about
what'sin itfor the consumeror for the personthat's readingit. If it doesn'tjump
out at you quickly, that's something that they used to harp onto us. A lot of the
times because it was one sentence per page, often I'd have the rightinformation
there, but they would manipulatethe pages around. | suppose that's one easy way
of doingthat back then. They would puttheminthe right order. Sometimes| had
theright information therebutitjustwasn'tin the rightorder. | rememberdoing
that to a lot of my girlsa few years ago. | said, you've got all the right sentences, |
just happenedtocut up a mediarelease and putitinthe right order. She said it
scarred herfor life.

(laughs)

She still remembers it having said that. | ran into herin a restaurant the otherday,
and she mentioneditto herhusband. It'salways had a lastingimpression on her.

| know the experience is funny. |1 go back to mytimesas a reporterat ABC Current
Affairs Radio here in Australia, and exactly that point of writing with blotting paper
and making sure you had to do itright the first time. When | first started, my
mentorat the time was a guy called David Ford. It took me six months before they
letme on air, but every day | wentto work| had to go out intothe streetsto create
a story and bringitback to him. | still remembertrembling everyday taking those
storiesinto David Ford and thinking, have | gotit right, haven't| got itright? It was
great training. It was harsh, butit certainly taught me. By the time | got on air, | was
in pretty good shape. It was that notion of being, as you say, telling the story.
What's init for the audience. Thinkingaudience first all the time is the way that you
can really create content that's goingto resonate.

As ajournalist, how have you managed that transition across from journalisminto
the world of publicrelations and now content marketing?

That's interesting. | suppose | was a little bit different. | startedtodo a little
freelance work because I didn't start at the Age until 5:30 at night.lwas on, as the
chief subeditorwe didn'tstart until quite late. We'd finish at 12 o'clock, a little bit
later sometimes. You concentrated alot of workin a very short period of time.
Then, | would go home and go straightto sleep. Most of the others would have a
few drinks andthose sorts of things, but| would go straight home and get up quite
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early inthe morningto take my wife towork. I'd then have all day to myself.

Ratherthan do nothingand do a little bit of training and things like that for
exercise, |l appliedtoa three-lineadinthe Age that somebody waslooking for
somebodytodoa little bit of content, so | started to write a little bit of content for
them.| rememberthe first daysittingin Port Melbourne, | was given acomputer
and a floppy disk, and I didn't even know which way it wentin. Considering whatI'd
come from as a journalist, ittook me a while to actually get used to that, butthen
the transition was quite slowly. AsI moved up the rungs at the Age, | sort of did a
little bit, only small parts of it.

Thenit got to a stage where | needed to make a decision to whetherto continue on
inmy journalism careerorturn to PR. | decided maybe 12, 13, 14 yearsago that
that's what | would do. | sort of had transitioned, | don't know, | sort of just flicked
the switch. | don'tknow why | wentinto PR. | mustadmit, | think, both jobs have
theirchallenges, butlthink PR, publicrelations orcommunications, you need to
thinka lot more. | had to make a lot of decisions when we were atthe Age and
things like that, butthe decisionswere alotaboutall the information had come in.
We just needed to make decisions about where it should go, putting headlines oniit
and all those sorts of things.

In PR there's a lot more things. We have to pitch for our work, whichis standing up
infront of a lot of people, pitchinganidea, whetherit's acreative ideaora content
idea, runningevents, it's, there'salot more different componentstoit, so| think
it's along... To answeryour question about the transition, it can be, | found it quite
easyinthe end, butl do know a lot of the journalists I've interviewed, particularly
out of the Age over the recentyears about how they would like to transition
because they've takenthe redundancy asthe numbersin the newspaperindustry
have shrunk. | thinkthere's alot of jobs for ex-journalists out in the marketplace
because of those writing skills that we spoke about before.

| think the pointthat you make isa very good one, but whatyoudon't get as a
journalist, and | know this was my experience inthe tenyearsthat| spentat the
ABC, is that you don't think strategy. You're thinking about the storyand you're
thinkingaboutthe contentand what'sin itfor the audience and you're creating
that piece of content. As a strategist, and as a content marketeror workingin
publicrelations, the contentis but one part of a much broader plan whichisall
aboutachievingeitheragovernmentora brand or a not-for-profit's ultimate
business objective. How did you learn and acquire those skills of strategicthinking
that has enabled youto succeed there atthe Red Agency?

| think they're the hardest skillstolearn. I've had some really good teachers over
the years that, mentors overthe years that have shown me particularly about
writing strategies. You're right when | was at the age, once | knocked off at 12
midnight, that was the end of the day. The nextday would be a whole new day. It
was very short-term. | wouldn't know what was happening the next day because |
didn'tcreate the news. When we look at campaigns now, sometimes by the time
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we'd create the idea, pitch the idea, actually getthe ideato be executed can take
several months forthat process to take place. It's notan easy thing.

We have a mentor program here at Red Agency where we getalot of the account
managers, the mid-tier management beingable tolook at strategy and letthem
understand how it works, why it works. Obviously, we now have alot of tools at
our disposal toget us some insightsinto a particular company, industry, or
business. We then need tolook at what strategy falls out of those insights. Then,
out of that strategy, we look at what tactics we may introduce.

Interesting. You mention there amentor program. How important has thatbeento
the development of your peopleand therefore, the achievement of your success
there at the Red Agency?

We thinkit'samazingly important. We have offices in Melbourne, Sydney, and
Brisbane, andittendsto be that we don't have the mentorand the mentee inthe
same office. We like to spread that around so they can talk to somebody outside of
theirown office. There may be issues they have within that they would like to share
withsomebody elseorjustto talkabout. There are also life skillsthat they talk
about, it's notjust all about work. We puta lot of effortand time into a mentorship
program. | thinkit's reallyimportant forany businessto have mentors. I'm not
quite sure how, | often gettogether now with some of the otheragency heads, just
on an informal basis. We just talk about the things we have to do, about hiringand
whatthe workis like andis there any sector that is doing particularly well or not so
well? Those informal catch-ups are just as importantandthey're sort of a bitof a
letting off steam or sort of a mentor programas well.

(laughs)
Often we all have the same problems.
Indeed.

A lotof themare human problems, in getting the right people, first of all, attracting
theright people. Then, keeping those people when alot of the 20-somethings
would like to travel overseas. We understand that. Go and workin house because it
might offer some different skills. Obviously, working atan agency, part of the
attraction of workingin an agency isthat you do get a lot of multiskills, whether
you're running events ordoing content or social mediaskills. It's, we obviously are
a good breeding ground for peoplewith lots of skills. We find that all the agencies
are findingithardto keep our people forlongerthanthree orfouryears.

Areyou findingthatthere's greater collaboration amongthe agency heads that
you're speakingto? Do you think that's a change in the way that the world is
working now, thatwe're reaching outa lot more? That that notion of hard-nosed
competition, very narrowly focused, it's sort of winnertake all, that we're really
seeingasofteningandachange in the way the economy is developingin this
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contentand communications base?

The catch-ups | have with the otheragency heads, they're basically non-
competitorstoours, so | feel | can speak quite freely. One of the girlsisfroma
consumeragency, sowe, looks aftera lot of the fashion and things like that which
we don't do. I'm more than happy to share a lot of information with her. | must
admit, | do goto publicrelations council meetings or communications council
meetings and | see some of the people that we've pitched against. Sometimes
we've won, maybe sometimes we've lost, and I've always looked at them and said |
wonderwhy you won that piece of businessand we didn't.

There's, | thinkyou get, once you've beeninanindustry a while, David, you get
usedto havingthe people around youand whoyou can share with. | know a girl
that's got six people working for her. She asked me the otherday about beingabit
of a mentorto herbecause from a business perspective, she'sasmall business
owner. She'sgot the hiringand firing decisionsto do, she'sgot to win business,
execute thatbusiness. Then, there's all the running of that business as well. She
was just asking some more advice about runningabusiness and if she wanted to
exitwhatwould happen andif she wanted to grow what would happen. What were
the ceilingsforher. There'snoone answerto all of that.

No.Indeed, there's not. If it was easy, everybody would doiit. Itis quite difficult
running a business. Anyway, that's good to know.

Listen, interms of government, this podcastis directed very specifically at
governmentand publicsector communications. What's yourview as somebody
who doesworkin the government space and someone who's been around awhile,
how well are governmentadaptingand changingto the transformation thatis
beingdriven by technology?

That's a really, really interesting question.
Andyou have to answer it.

They're obviously alittle slowerin reacting. | also think that they'd like to push the
envelopebutare a bitreticent. I think there's a lot of levels of government that
people have toreportto, obviously, and they try to second-guess what the person
above them might like to say and what the person above them mightlike to say. In
regards to the Never Leave Kidsin Cars campaign, we pitched quite alot of
differentideasthatnone of those ideas were actually executed. They were
probably a little bit too creative forthe government at that particular pointin time.
It was a really interesting campaign, butit's just one of those things.

Was it frustrating foryou, or did you accept that that is just the nature of the beast,
that thereisthat risk averse culture, perhaps alack of accountability when you look
at it when comparedto private sector. The clients, and governmentis different. It
has to be different because of the way the government works. It's not the same as
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the private sector. How frustrating was it, and how did you overcome those
frustrations?

I'll probably give you an example inregardsto that. As part of the Never Leave Kids
in Cars campaign which was to, it was about people notleaving theirkidsin cars.
Notthose that forgetand leave theirchildrenin cars as they do otherthings, butit
was about gettingto parents who park the car in a hot street, leave acouple of the
kidsinthe car while theyruninand getthe bread and the milkand a few other
things. We were targeting those people. We had a big debate internally with the
government. We filmed alot of things before we had our launch event. One of
those things was the breaking of the glass to get a child out of the car. We went
backwards and forwards with the governmentabout whetherwe would doitlive
and whatthat looked like.

Inthe end, we decided to filmitourselves. We put several GoPro camerasin the
car soyou would actually see and hearwhat a child would hearand see. We filmed
that. It wasvery loud, | mustadmit, frominside the car once we watched the
footage back. That was a really bigissue about whetherwe would do that live or
mod at the actual event. Evenwe'd filmed it,and were able to provide that to the
mediaonthe day. There was an issue about whetherwe would give them the
footage. The government was alittle concerned about the wholevigilante
componentand whetherthat vision would encourage people to, who walked past
and saw a childina car and would break somebody's window. There was a bit of
concernwhetheritwouldlead tothat. That's an example of, | don't wantto say it's
a frustration, butit was just somethingthat we needed to work through.

A lotof the people we were working with were alittle bit concerned about whether
we would dothat or not. As| said, the minister, the deputy was an acting premier
at that particular stage. James Merlino turned up, and the first thing he said, are we
goingto break a car window today. We've gone through quite alot of toingand
froinginwhetherwe'd actually doitor not, and he was obviously quite
comfortable indoingit. We didn't actually break it on the day, because we'd
already doneitand given that coverage to the mediawhich saved everybody alot
of time.

How did you go about solving that problem, when you think about that whole issue
about what was the problemthatyouwere solving? It sounds to me that you were
quite narrow inthe audience thatyou were seekingtoinfluence, thatit was
parents who were, as you say, probably not thinking aboutitas an issue, and who
would neverthink togoto the casino or whateverandleave theirkidsinthe caras
you know we've had those stereotypes over the years. What was the identified
problem thatyouwere seekingtosolve?

It was, | think the statistics were, and I'm going off the top of my head, butin
Decemberlastyear, and we ran this programin January. In December, there were
214 incidents of the emergency services being called to get a child out of a car.
That's a lot of kids getting out of the cars consideringthat's only the onesthatare
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reported to emergency services, and not the ones where a passerby or even the
individualthemselves has had to geta child out of a car. That raised, that was a big
issue forthose particular people. That sort of led us tolook at how we would
actuallylaunchthat "Never Leave Kids in Cars" campaignin general.

It also came about because the New South Wales department had alsorun quite a
successful campaign with Matt Moran called "The Unconventional Oven." That has
since won quite a few awards inraisingthe profile of leaving childrenincars. Itisa
bigissue. It's still goesonto thisday. It's not so much, it's a biggerproblemin
summer, obviously, butit'sanissue virtually all year round, not onlyjustinVictoria
butin New South Wales, and some of the warmer states, obviously.

I imagineit'sa problem globally, really. What did you find for yourinsights? What
was itthat people were thinking when they left the kids inthe car? Were they just
thinking, oh, they'll be fine. I'm only going to be a minute ortwo goinginto the
shopsto pick up as you say the milkand the bread?

Exactly. If you've got a couple of children, and mine are a little bitoldernow, so
don't have thisissue, butoneis oftenina boosterseator a car restraintand the
otherchildis often not, so it's actually getting the children outin the most
appropriate way without the three yearold orthe fouryearold beingleftonthe
side of the footpath up to his or herown devices while the mother orfathergoes
back and getsthe other child out of the car seat. It becomes, it's quite difficult
whenyou're only rushinginforthe bread and the milkand you'll only be 30
seconds, butleavingthe kidsin the cars, we do know that kids heat up three or
fourtimesfasterthan adults, whichis a massive issue. | know after we ran the
campaign, we also, through social media, there was a lot of people that posted
through social mediachannels about petsas well. That was an issue that we hadn't-

That's a good point.

Evenreally looked atinthis, butthere'salot, and pets are even greater affected
because they don't, they only sweat through theirtongues. There are massive
issuesforall of us. It was a bit of a wake-up call I think foreverybody. The day after
we ran the campaign onJanuary the 14th, January the 15th wasa 40 degree day. It
did ram home the fact, and there were 14 people the next day that had left their
kidsintheircars. It's an ongoingissue, andit's a difficult one to change, butone
that we obviously need to address asa community.

You did use social. Why was it that you thought social was the best way to getthat
story out to people?

Because the government had no social media channels, we decided that we would
use Tribe. They were intheirinfancyinthose days. It's Jules Lund's business that
he's created. We really liked it for this particular campaign. We used 30 influences,
21 through Instagram, 5 through Twitter, and 4 through Facebook. The way it
worksisthat we put up the fact that we would like a particulartargetaudience. In
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this particular case it was females 25-45. We put up what we would like to see
them post. They would come back to usand say here's a photograph of myself with
my child. Thisis the pledge that | would make to this particular campaign. I'll putit
on my Instagram which has 125000 followers andit'll costyou X.

We can go yes or no. We might have gone back and said, we see you've got more
on Facebook. Whatwould it cost forus to go back, foryou to postthison
Facebook? They would then come back. It's a bit of negotiationin that particular
respect. We find itamazingly successful because we see what they're going to post
before they postit. The fact that they have a potential audience of 2.8 million
people, fromagovernment's perspective, we could also measure how successful it
was. We can tell them that Instagram was easily the most cost-effective where the
highest cost perengagement was $1.37 forexample, but most were around six
centsto 28 cents.

From a PR perspective, it'samazing that these tools can get quite granularin their
detail froma measurement perspective, which we very rarely in the past have been
able to dothat. We could, through advertising value equivalent of what a particular
piece might costinthe newspaperifitwasadvertising, but that's sort of our public
relationsinstitute has asked us notto do that. That would have been five orsix
years ago now. We neededtolook atothertools. | think social media has enabled
us to do that much, much greaterthan we've everbeen able to do that before.

I think when somebody needs to justify, whetherit's government or private, when
theyneedtojustifyanexpenseinusingaPRagency, thismakesita loteasierforus
to be able to tell them how many people they'vereached and the actual cost of it.

No question. | think, very much the future is mathematics and being able to have
the numbers. Asyou say, previously the numbers have lacked credibility, that
advertising equivalent, whereas nowadays there is so much more availability of
numbersthat we can use to suggestto people orreport back to people thathere
are the signalsthat we are gettingfromthe investment that you are making that
are hopefully downstream moving towards that behaviorthatis solvingthose
problems that certainly governmentis looking to influence and change behavior of
people.

Grant, thank you so much. Great story there about neverleave kidsin cars. Thanks
so much for giving us a bit of your time today. Where is the best place that people
couldlearn more about Red Agency and be able to get involved with you?

We've obviously gota website that ranks quite well. It's www.redagency.com.au.
They can also find myself on LinkedIn or Twitter forthat matter. There's plenty of
opportunity there to getin contact. Overthe years, I've interviewed alot of peopl e
because sometimes we look at who we might needtoreplace. If I've seenafew
people overthe yearsand| can come back to them and go, look, | know you were
lookingfora job. | didn'thave one foryou at that particular pointintime, but now |
do. Do youwantto come work for an award winningagency?
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David Pembroke: That's a good idea. | think that's good for people. If they're thinking that they might
want to give Grant a nudge, there you go. There's an offer of an opportunity. As
Grant says, it mightn't happen tomorrow, but to work with one of Australia's
leading publicrelations and content agencies, audience, there's an offerthat you
should take up from Grant Titmus fromthe Red Agency there in Melbourne.

Ladies and gentlemen, thank youvery much forjoining us In Transition. Another
great interview, and some greatinsightsthere. | really enjoyed the advice that
Grant gave usthere early on, particularlyinthe interview where we were reaching
inan understandingabout get yourstory out quickly. Getit out. Make it
compelling, and grab people's attention as quickly as possible. In this day and age,
where everyoneis fighting for the most scarce of resources, whichis people's
attention, youreally have to have thatimpact early. Some greatinsights there from
Grant Titmus from the Red Agency. Make sure you do getin contact with him,
because | know they will get results foryou.

For anotherweek, thank you very much for joining us In Transition, and we'll be
back again at the same time next week. Bye for now.
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