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Helloladies and gentlemen and welcome once againto "In Transition," the podcast
that examines the practice of content marketingin government andthe public
sector. My name's David Pembroke and thank you so much for givingme justa
little bit of yourtime again this week. My guest thisweekis someone who knows a
lot about social media but before we come to him, we start as we do each week,
with the definition of content marketing as it relates to government and the public
sector. Content marketingis astrategic, measurable and repeatable business
processthat reliesonthe creation, curation, and distribution of useful, relevant,
and consistent content. The purpose isto engage and informaspecificaudience in
orderto achieve adesired citizen and/or stakeholderaction.

My guestthisweekis Col Antsie whoisthe CEO of the digital marketing agency,
Raging Digital. He's also the Marketing Director of the CBR Innovation Network, and
Col has extensive experience in digital marketing, holding previous roles as Digital
Marketing Manager of RaboDirect Australia, Onlineand Direct Banking Channel
Manager for the Commonwealth Bank of Australia, and the Online Marketing
Manager for Telstra. Forthose of you who are overseas, thatis Australia's largest
telecommunications company. Col, thanks for joining us In Transition.

Thanks so much for having me. Thanks for a great intro. Love that. That's excellent.

Okay, mate. You've beeninthisgame for alongtime now. There's a few things | do
wantto talk to you about in relation to social media, education, teaching and
training, because | know that that's an area where you're putting a bit of focus and
it's a veryimportantarea, but just maybe a bit more of the backstory. How did you
come to be involvedindigital media?

Yeah. Great question. Look, it would have been backinabout 2005 when | was
workingforTelstra, that big telco. | was probably the youngest out of a team of 20
marketersthere and so anything digital such as websites oremail marketing or
anythingthat was tricky or technical like that, they said, "Give it to the young guy."
That's really how it happened and I just loved digital, straight off the bat. Fromthe
outset, it was very much about the fact that | could track it. Instead of a brochure
or TV or radio or that kind of thing, which you can track, too, to a certain degree,
but with digital you can track it right through to that sale or service or outcomes, so
back in'05 waswhen | wasjust thrilled by it.

In terms of back then, what was some of the business outcomes thatyou were
looking toachieve, way backinthe mid 2000's?

Look, even back from the start, pretty brutal focus as in just straight up sales of
mobile phones, fixed telephones, data networks. That customer service piecewas
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probably a quick follower afterthat, so beingable to have that two way
conversation, being able to conveyinformation. The big corporates particularly,
that brand awareness, like getting your name out there, getting people knowingit
and trustingit. They're the three bigones, really.

In terms of that customerservice, how did you break down or indeed build the
trust withinthe organisation that allowed a big organisation like Telstrato be
comfortable with opening up the channelsto allow people to have those
conversations? Because this particular podcastis directed to government and
publicsectororganisationsand | know there are a lot of people outthere who are
still having trouble convincing some of their higher ups that opening up the channel
and having the conversationisagoodidea.

Yeah. Absolutely, and | deal with quite alot of the government departments on
exactly thistopicandlook, the answerisvery simple tohow we did it. The answer
isvery slowly. Justreally cautious, careful, planningaround how youdoit and the
worldwe'reinrightnow, it's long gone where an organisation chooses how they
engage with theircitizens orhow they engage with theirstakeholders. Itisvery
much inthe hands of those citizens or users how they engage, so what I'm always
out there recommendingis that you open up as many channels as you can feasibly
resource so |l do not recommend you open up live chaton Facebook today if you
don't have a teamthere ready, resourced, processesin place and training done so
they're readyto go.

It was very much how it actually went, so our phone channels was abigone. Email
channelsopenedup, online web forms, and then really pushingin towards that
online chat, and whetherthatis through a Facebook or social media, orsomething
like alive chat or something on yourwebsite, and then this was where | really think
governmentshould pushinto ontheirroadmap, is that artificial intelligence space
where you ask Anna or ask Fiona or that kind of thing, and it'll actually be a learning
engine thatcan reply to "Where is my account number?," or, "Where is my permit
number?," orwhateverit mightbe forthat governmentservice.

Okay. We'll come to that ina moment. That's interesting that you can see that
opportunity for artificial intelligence, machine learning, whateveritis how'd you
like describe that, butinterms of your actual focusindeed around the training
elementwhichissomething|'m fascinated with at the momentbecauseit'safairly
large step change from where we were in terms of our communications to where
we need to be today to be effective. You teach digital marketing 101 over at the
Australian National University. What sort of skills are you teaching people and what
isthe demand forskills? What are people looking for fromyouin terms of that
education?

Yeah. Great question. Look, atthe ANU, next one's 18th of October, it'sa full day
course and it'svery hands-on. They all come in with theirlaptops, and we getin
and doit. In terms of the content...
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Is that directed at professionals oris thatlooking at people who are just runninga
small business oralarge business ora governmentagency, orisit everybody
mixingintogether?

It's actually publicly opensotoanybody with aninterest. The people who do
attend, so quite a good base of publicservants, senior marketing people, junior
marketing people, and also quite afew business owners who'd liketo understand it
betterto doit, butl've had right through to studentsright through to people
who've retired and wantto run an eBook businesssoall I'd recommend is that you
have a good working knowledge of acomputer but otherwise, we take itfrom
there and look, in my view, around the content, there's 106 different marketing
channelsonthe planettodayin my view.

We focus on eight of them and what these eight are are the highestimpact, lowest
cost, and easily resourced channels that actually work. What they actually are, so
the veryfirst thing we touch on inthe day is something called Search Engine
Optimisation and all that means s getting your department oryour organisation up
to the top of Google. We look at advertising, so how to advertise in Google and
how to advertise inthose annoyinglittle bannerads that follow you all overthe
internet. We look at how they work.

There'sa really bigfocus on social mediaso things like Facebook, Linkedln,
YouTube, and Twitterare the bigones, and so how to have a nice presence there,
how to manage it ina few minutes aday, and we actually, inthe course, go through
and do posting but probably the mostimportant part of the day and probably very
relevanttothe listenersisthe content. It'sall about great quality content that
really cuts through and talks to the people who are using your channels so how to
firstgetthemthere and then getthem reading whatyou're postingsowe go
through about how to source content quickly, how to postit quickly, how to track
it, whetheryoushould spend moneyonit, how much, whetheryou shouldn't,
whetheryoushouldinsource it, outsource it.

It very much isa fitfor purpose, like horsesfor courses. There's arange of different
things, sowith government, | find they often like toinsource butare very happy to
cometo trainingandlearnhow to doit how it's working.

Yeah, | think overtime that governmentisreally going to have to become betterat
doingitfor themselves becausel think the requirement of the audience is goingto
be quickturnaround. People are goingtowantinformation, they're socialised by
the big private sector brandsin terms of the level of cervice s that they're getting
there, sol thinkitreallyis about building capability within those organisations, but |
think it mightbe useful then, why don't we break down some of those particular
areas and maybe some advice that you would have forpeople? Search Engine
Optimisation, how do people getto the top of the page on Google without paying?

Yeah. Look, there's 132 different factors that Google's looking at with your entire
digital presence, sonot just your website anymore. Every mention of your name,
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brand, associations onthe web, butlook, there's a few really easy steps that you
takefirst, and it's brokenintothree categories for me. Numberone is actually your
ownwebsite, so optimise inthat. If you're a government department that focuses
on the environment, make sure you've got that word "environment," "energy,"
"land," "water," "Great Barrier Reef." These kind of terms so when people search
themin Google, they'll find your website. Numbertwois actually social media.

Google now doesn'tjustlook at your website as | just mentioned. They do look at
your social mediachannelsandyourotherlistings with WhitePages, YellowPages,
and all these kinds of things. With your social medialistings, they're very highly
ranked in Google. Beingthere isveryimportant. Factorthree is definitely and 100%
the most important, anditis content. Fresh content about exactly what's
happeningtoday. If you can relate it to current affairs, top 10 tips, how to address
this, best practice approaches, trends, fashionsin yourindustry. Google is really,
really thorough aboutlooking forthe newest, freshest content foryouto be an
authorityinyourarea and | feel so many government departments, both herein
Australiaand internationally, are the experts, are the domains.

They have these professors and they have these experts on the Great Barrier Reef
for example. Putthemoutthere, putthese great white papers and PowerPoint
presentations and speeches, and you will really start to crush Google. Like, you will
have to rank numberone because you've got so much great content but putit out
publiclyisreallyimportant. Often, many times|I've seenitstaysinternallyoronan
intranetor that kind of thing. It really has to go out there on the web soit's both
your citizensand users canseeit, but also very importantly so Google can see it.

How doyou encourage those organisations to have the confidence thatif they
publish that something's notgoingtogowrong? Inthe risk averse environment,
whichisgovernment where peopleare always thinking, "Well, if it could potentially
go wrongwe won't do it, because if something might happen which could referor
reflect poorly on eitherthe agency orthe department, orindeed reflect poorly on
the minister," whichis often such abig consideration, so how dothey make sure
things aren'tgoingto go wrong?

Yeah, look, great question. To be honest, it's very much like othertypes of content
you put out there already. You doit through a pressrelease oryou put it onyour
website. Putitthrough social media. Itisjustanotherchannel butit'svery
importantto have that process or procedure or often just have a simple checklist to
say, "Doesit meetthese things? Doesit meetthese requirements?" Having atleast
two sets of eyesorfour eyes, sonotjustone person has full control, so having that
second persontolook overit and review it, butlook, the way | would spinthator
position that most of the time is that you have to be part of that conversation, you
have to be at the table. Otherwise, you just startto become irrelevantand not
listenedto.

Having your staff well trained, having procedures and processes, having really
good, gun operators there that can do this stuff and then just having your fall-back
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with your procedures and | can almost guarantee to every listenerout there, you
will make mistakes, you will get things wrong. That's just afact, so I'd just embrace
it with thatin mind. These channels are beautifulin thatyou can just delete oredit
or change or thatkind of thing, andit's just really embracing that fail fast or go out
and have a go, be part of it. That culture isa bigthing, I'm out there tryingto subtly
decay.

Areyou findingthatit's decaying, that there is a greateracceptance of the need to
bein these placesto help organisationsto achieve their objectives?

Yeah, look I've seen some amazing things outthere. Some of the teams | work with,
so bigshoutout to you guys. A whole lot of "cowboys" is what | call themin
government. Often social mediateams or marketing teams who really want to
make a difference and try things and so these, the energy, enthusiasm, passion,
and push, to push those boundariesis where | see it happening. The way | frame it
like thatis get ina few keyindividuals orthose leaders orthose peoplewho can
make that cultural change because it does need to come from the top, and look,
two of the thingsthat are a bigindicatorto me of those who are doingit bestis
numberoneisthat culture, and numbertwois having great tools, so systems and
platforms to make it happen and make theirjob easier.

Reason beingissocial mediais hugely laborious, right? Like, it takes along time to
find your content, postit, listen to hundreds of thousands of comments sometimes,
so havingtools orautomation abilities to make it easier on you so you can
compressitdownto a few minutesaday, soifl gotoa ministerandsay, "Youhave
to hire 20 people today to do this," they always need to say no, so juststart in
slowly, carefully with afew people and building great systems and processes is
reallyimportant, | think.

Yeah. It's an interesting point you raise about this notion of you don't have to boil
the ocean, you don'thave to do it all at once. Maybe find that pilot projectto get
started, prove the value, measure the impactand then perhaps move onfrom
there and build confidence by demonstrating the value of the project.

Yeah. Absolutely perfect. That's, to be honest, been the numberone way I've seen
thissucceed, just choosing one channel solet's just go for Facebook, let's just start
with justone, justa smallteam, and let's just choose one area of your department
versus tryingto boil the ocean and do it forthe whole department. Just choose one
project, one initiative,one campaign, one line, and just start there as a trial. Let's
justsandbagit, sothree months, that'sit. We started at this many likes, this many
followers and comments, have alook at it, take a snapshotin three months. | think
that isexcellentadvice anditalso givesalot of safety and comfortaround it's just
thisone channel, one program, and a few people. | thinkthat's very wise advice.

Okay. Second on yourlist was search engine marketing. How do people get that
right?

In Transition Podcast - contentgroup Page 5 of 10



Col Anstie:

David Pembroke:

Col Anstie:

David Pembroke:

Col Anstie:

Yeah. Search engine marketingisthe little ads that appearat the top of Google.
You see the onesthat arein a slight yellow colour orthey say "ads," oftenthe first
three that sitinthere. Look, thisisan amazing space and for a longtime has been
the crown of digital marketing. You just pay perclick, so if your ad shows up 100
timesbutonly 1 personclicks onit, youonly get charged for that 1 click. It has an
average foryour budgeting purposes, use about $2 perclickis a good benchmark,
isabout how much it'll cost.

To get that right, it's actually extremely simple, and another perspectiveisit can be
hugely complex. The simpleviewthere's three things you need to be doing to make
it workwell. Numberone isthe actual ad, so you're goingto get 70 something
characters inthe ad. They're very short and sharp. There's not much to them.
Making sure that the wordsinyour ad correspond to the words that people type
into Google, basically, soif they're typingin "litter," make sure yourad's got "litter"
init. Numbertwois actually the landing destination, so the first webpage theyland
on once theyclickon yourad.

If you put up an ad for chocolate and it lands on a page for sneakers, Google does
not like that. Make sure if youradvertisingaround chocolate, make sure itlands on
a page around chocolate. Numberthree is actually the mostimportant whichisthe
performance. Having an ad which sets a really nice expectation around what they'll
receive or what they won'treceive and givingthem a nice experience through that
landing page. If Google shows up yourad 100 timesand only 1 personclicks onit,
that's a pretty bad outcome for Google, nota good performance. What you should
be aimingforis actually about 5 out of 100, or 10 out of 100 clicksis good. 10%
clickrate isa good metric. That's how they're rating you or assessing you.

Doesit work?

In my opinion, ithaslongbeenthe crown of digital so probably if | was goingto
spend money on advertising, it'sone of the first things I'd do.

Okay, because I don't think | have everclicked onan ad on Google, ever. That's me.
Obviously I mustbe inthe minority, butl find... | feel likewe're movinginto the
postadvertisingage and | really, do | need to bother with these advertisementsin
any way, shape or form, particularly as we move to mobile? | find that completely
sort of ... People crowding out my screen with theiradvertising, | just find that
appalling. Am | justan anomaly do you think?

Il justgive a really bluntanswer. | think that classes you more as a savvy user.
Look, justto dismiss an entire mediaby anindustry, let'sdoa live poll, justsee
what people out there think, butlook, | agree 100% with this point, right, is that
advertising, there'sametricout there that | love right now. | thinkitis exactly this.
14% of people trustadvertisingand somethinglike 92% of people trust peer
reviews. That's aphone call, an email, ora recommendation, soyes, | agree 100%.
Before, roughly about 40% of people would click on a Google Ad. This s just Google
Ads specificnow, and that is quickly decreasing, so coming down to the 30%.
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People don'tlike to be advertised to and that's why the growth of organic content
marketing whereit's justareally nice article or beautiful posts on social media
which are not paid for, like, every day of the week, | would take an unpaid organic
piece of content over paid advertisingandif you can get traction there, it'sa much
betterway to fly. Google prefersit, users preferit, butadvertising | feel still does
have a place. The reason beingisif you wantto get that much broaderreach, do it
quickly,andyou needto be getting sales ortransactions or conversions, not always
the case with government departments, advertisingis avery sure-fire way of doing
that.

What's your views also, though, about building trust overtime? The way that
technology has changed the context, it's changed the world. We all now carry
around these supercomputersin our pocket which now give us access to the
information, the education, and the entertainmentthat we want at the time we
wantit, onthe device of ourchoosing. The first point you made around citizens and
customers beingin complete control, how do you think that's changed the way that
people take information becauseit's my experiencethat you have to be a lot more
patient now, thatif you wantto build a relationship with a particularaudience, you
have to turn upin service of thataudience overtime, not ask too much, butjust be
there and try to be relevant, try to be useful, try to be consistentto build trust over
time because it's that trust overtime that will then convertinto arelationship of
sorts which can then be used by an agency or a departmenttodrive the particular
behaviourthatthey're looking, but you have to be more patient now thanyou ever
didinthe past.

Yeah. Look, | 100% agree with that. That long, slow burn, justlike whenyou meeta
potential partnerforthe firsttime, if you asked them to marry you on the first
date, that's probably not going to go well.

No, it didn't.

It reallyis exactly asyousaid, David, it's that courting process, that dating process,
and thenthat build up to that relationship builds that trust and credibility, and
hopefully thatlongterm relationship, or maybe not. I think of it very similarly and
look, whereverlcan, if | can get a great presence, great message, and great content
to my audience without payingforit, | definitely do. That old word of mouth,
number 1 marketing channel on my listisstill the most powerful. Look, justona
couple of things around trends, around this, and we're talking advertising versus
non-advertising.

But still, it'simportant, and | agree with youin that it's not an either/orthing. |
think you needto be doingboth. | thinkyoudoneedto be advertising, as well as

sending outthat other...

That's oftenthe answer, yeah.
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Yeah. | thinkit's both, butanyway, sorry, | interrupted you.

Yeah. | was justgoingto ... The twotrends|'m really seeingand very applicable to
government, right, and theircitizens, and something they've potentially beena
little bit slowerto shiftto. Number one is that broadcasting advertising has long
been the way marketing's been done, right? Or communications. What | mean by
that is TV and radio, like 1 hit 100,000 or a 100 million peopleat once. Marketing
has really shifted into that one to one messaging. If I've got a target base of 24
million peoplein Australia, asagovernment department, | don'tactually need to
talkto all of those.

| just need to talk to this one million. Getting content orbeingable to target
information, messages, and channels tothe right person at the right time is what
it's really about now. It's really shifted away from that broadcast into that sniper.
Social mediahas allowed that. Right down to that single individual, Pete Smith, |
can talk to him about the Great Barrier Reef, orabout climate change, orabout
whateverit mightbe.

Yeah. | agree withyou that we've gone from the broadcast erato the narrow cast
era, and particularly, Facebook, the ability to target through using Facebook and
Facebook advertisingto getto Pete Smith and to be able to say, "Hey Pete, here's
some information that we might think" ... But how then do we transition? This goes
back to thisissue around skills because traditionally, as you say, government has
communicated through afew channels. Media, and through the ministerial areas
and tryingto get mediareleasesoutand picked up and run, and then the broadcast
television advertising, radio advertising, print advertising, magazine advertising,
and there's a certain skillset that's required to be able to operate effectively in that
paradigm. We're now in the publishing, contentdriven, got to think like the media,
how do | stay relevant, how do | publish content.

Now, as a trainer, and as an educator, how are you helping people cross the divide?
How are you helpingthem getfrom skilful in thatrole, inthat paradigm, to skilful
and effective in the new world which is quite a different mindset and a different
approach? It does carry more risk but it does require more skill, that ability to be
able to create content, distribute content, measure content. It'sadifferent game.

Yeah. Absolutely. It can be quite abig transition for people. Me personally, |
absolutely lovethat education type piece, sothose half day and one day courses
are a bigone. 30 people might come alongtothose and then we go hand-onand
doit, and then afterthat, I'll often sitone on one with people sofortwo hours, and
we'll just work on specifically Facebook or specifically Twitter ortheir website, and
alsocome into organisations and look at theirexact problems and I'll actually do it
for themforthree months, trainthem up, show them how to do it, track the
results. Comeinasa bit of a fixer, because all peoplelearnin different ways.

Some people likewatchingavideo, some peoplelike comingtoa face to face
course, others have to have hands-on and tactile feelingof how todo it,and it is
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quite tough andthe skills are quite different so just because you're an amazing
printadvertiseratthe presentdoesn't meanyou're goingto be phenomenal at
digital. Many of your skills willbe quite strongto get that transition, and it's a big
thingfor a lot of people.Ireally recommend, if you are inthose othertypes of
broadcast advertising and marketing, definitely just giveitatry. Come across and
seeifyoulikeit, have a go at it. It's really valuable as a marketerforyou, whether
ingovernmentorin private, to be aware of it, understandit, and then you can
make a very active choice as to whetheryou wantto outsource itor delegate it or
hire someone.

Okay. A couple more things before you go. Email, what's yourview on email?
Email marketing type stuff?
Yeah.

One of the oldest forms of digital, so websites and email marketing, butlook, blow
me down. Email marketingis still one of the most effective for outcome. People
don't like receiving spam and marketing/advertising stuff, but using a personal
brand, so coming froma minister of dep-secora seniorperson, and givingaclear
directionisvery powerfulthrough email. People doinvariably readit, see it, and
know it's there. Building emaillists, so all of you, while you're surfingthe web, you
get 1000 pop upssaying, "Subscribe to my list, join my list, do this, do that," and
the reason for that is because itreally does still work.

Yeah.They're annoying, but they work.
Yeah. It really does.

A final questionisreally around the use of surveys and the ability to survey and the
ability to getinsights from your audience by askingthem to answer questions. How
importantisit to know and understand youraudience in orderforyouto create the
right sorts of content, and to understand their preferences around times of the day,
channels, contenttypes?

Yeah. Look, it's absolutely critical. | mean, if you can talk specificallyto that group
you're afterand understand what they want, there'sanumber of waysto doit and
surveys are a very cheap, quick, effective way to get good numbers. People do not
love surveys like fillingthemin, so I'd recommend never more than five questions,
never more thantwo minutes. One minuteis better, soshort, sharp, quick, good
technology, canansweriton mobile, tablet or desktop. Some really good, like
SurveyMonkey's the bigone outthere, ora Qualtrics type tool, but those kinds of
things are good but working with a lot of government departments, they quite like
usertestingand whethertoinvite 20 peoplein, give them some sandwiches, have
themthere fortwo hoursand getthem testing, using, asking them questions,
reviewing things. There'sanumber of options, and yeah, if you can get direct
feedback fromyouruserbase, that's brilliant.

In Transition Podcast - contentgroup Page 9 of 10



David Pembroke:

Col Anstie:

David Pembroke:

Col Anstie:

David Pembroke:

Well, Ithink what we'll doin the nextfew months, we might get youto come back
and really run through some tools that people can actually use because I think the
points you made around the supporting technology stack, it's one thing to have the
skills, butin orderto personalise, in orderto automate, there are some issuesin
governmentobviously around listening, forexample, where you getinto that
privacy space which you've got to be really careful about, but | think we'll doitin
the nextcouple of months. We'll get you back, and have another conversation but
thanks for comingin. Where can people actually getin contact with you and attend
your coursesand learna little bit more about how you can helpthemin their
governmentdepartment oragency?

Yeah, sure. Look, if they come to my website, RagingDigital.com. You can come
there, all my courses are there. You can actually just live book an appointment with
me, so my calendar's there. You can justbookit inand we'll catch up for a coffee.
Always outand aboutand runninglots of training sessions atthe moment, soyeah,
love totalk to youand | really love bringing thisinformation, these tools to people.
If you'd like my two favourite tools of the week at the moment, so foryour social
media management, Hootsuite.com, isthe numberone outthere formanaging
your social media. If you want to see what technology other departments are on,
bothinternational or national, there's abrilliant tool called Siftery.com. You can
justtypeina website andit'll tell you all the technology, frontend and backend, of
all the toolsthey're using, technology, what their website's built on, how they're
managingtheircontent, social media, soit'scompletely freeand I'm on there all
thetime. |l loveit.

Fantastic. Okay, Col, well thank you very much for cominginto the studio today.
Appreciate it,and | know the audience willas well. Thanks forcominginand
spending some time with us.

Absolute pleasure, thank you.

Andto you audience, thank you very much for turning up again this week. There
was a lotof value inthat, a lot of insightand I'm sure there's quite a few things
actually thatyou'll take out of that conversation back into yourdaily work and
which will helpyoutotell betterstoriesin orderthatyoucan achieve your mission
of strengthening communities and improving the wellbeing of citizens. Thanks
again for turning up again thisweek and I'll be back next week atthe same time.
Bye for now.
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