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Hello ladies and gentlemen, and welcome once againto InTransition, the
podcastthat examines the practise of content communicationin government
and the publicsector. My name's David Pembroke, and thank you forjoining me
once again. Today, a great interview is ahead with an old friend of mine, and the
program's, and contentgroup, here in the Australian Capital Territory. We'll
discussthe emergingtrend of journalists entering governmentand what that
challengeis, but we'll come to thatin justa moment. But as we start the
programme each week, as we do, with the definition of content communication.
Actually, before I dothat, | would just send a note to, or a message outto
people to maybe go onto the Content Marketing Institute blogto have a look
whatJoe Pulizzi's talking aboutin terms of the naming frameworks around
content. He talks about content marketingandisitthe righttermto be using.
Which is exactly why we don't talk about content marketing anymore, because
really marketingin government we foundisadirty word.

‘Contentcommunication’ works much more effectively with senior executives
whenthey're sittingin front of their political masters. If they're spending money
on communicationthat's OK; spend it on marketing, that's bad. So, there you
go. But anyway, content communication is a strategic, measurable and
accountable business process thatrelies onthe creation, curationand
distribution of useful, relevant and consistent content. The purpose is to engage
and inform a specificaudience in orderto achieve adesired citizen and/or
stakeholder outcome. That's what we're talking about today. Butto my guest
today, Kanchan Dutt, is a journalist. Started in the UK, butthen came to
Australiaand we first crossed paths when he was working on a number of beats
actually, outat the local newspaper here, the Canberra Times. Butthen he took
the jumpintothe publicsector, where he worked forthe local municipal
governmentherein Canberrainthe community services sector.

| really wantto explore some of that, because community servicesis such a big
challenge forus, asinequalityis such abig challenge for governments around
the world. How can we use contentto challenge some of those issues, sowe'll
come to that. But he's now jumpedintothe bigleague, soto speak, workingfor
the Australian Bureau of Statistics. And really ata time when datais all
powerful, informationis all powerful. We'll talk to him as well about what is the
ABS doingtotell the Australian story, so as that people can understand what
the changesare. So as then government can explain why itis they have to
intervene and make the policies that they do. Interesting stuff ahead. Kanchan,
thanks very much forcomingback to InTransition.

Thank you. Thank you forthe welcome, and it's quite awelcome, | hope | live up
toitinthe course of this discussion.

Now thisis the secondtime, because interestingly we werejust talking before
we started the tape about our first, and if people get onto the
contentgroup.com.au and dive right backinto the archives, we had a live stream
probably, | don't know, fouryears ago ona conversation about exactly what
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we're goingto talk abouttoday. In that time, backthenyou had, | think pretty
welljuststartedinthe publicservice. Probably fourorfive years now that
you've been here?

Yeah. My last job before the ABS was inthe community as a Directorate, and |
joinedthereinabout2011. | joined the ACT government, | thinkit was, gosh,
going back to 2007.

OK, right, so you might've beeninthere forquite alongtime before then.
Yeah.

OK, so you're quite some way into this journey from journalist to government
communications professional. It's something that people are really increasingly
havingto look at because of the decreasing opportunities, in particularly,
mainstream media. Maybe describe for me how that was for you, moving from
beinga beatreporter, into workingforgovernment.

That is kind of a scary thingthat I've beeninthe publicservice communications
longerthan| was a reporter. Which are one of those milestones that you look at
whenyou getolder,anda bitgreyer, and a bit more generous around the waist.
But | was fortunate in bothinstances, | moved to Australiafrom the UK and |
wentto the Canberra Times. | was on a touristvisaand then, which meant |
could only stay here for three monthsinany one job. And they were very
generousinthensponsoring me to stay on there longer, and that enabled me to
then get more contacts and thena couple years after| movedtothe education
departmentin communications. When | moved to Australia, having beena
reporterinthe UK for 10 years, | moved here for my now wife, ratherthan for
jobs. But itwas a good reason to have a change of path as well. And it coincided,
not at the start, the tough times that papersfaced were pretty well entrenched
evenbackthen.

It was alsowell, if 'm going to be looking forward to my career, where will the
nextstepbe? Andit was good that| had some good supporters at the time that
opened up some doors forme whowere inthe publicservice.

It's a bigissue, isn'tit? Because if you dowantto have a family, you do wantto
have a career, you do need to have stability. It'sareally challengingissue, isn't
it, for people tolook at. They may love writing stories and may want to be out
there speakingtruth to power, butthe reality isyou've got to put food on the
table.

Yeah, and also whenyou're in newspapers particularly, and livingin Canberra,
there aren't many optionsforworkingin newspapers. You've gotafew plum
jobs up on the hill thatare declininginnumber, and a couple of weekly papers.
Otherthan thatit'sa Melbourne, ora Sydney, ora Brisbane trip. Whereas when
you move to the publicsector, alsoincommunications the private sectoris
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expanding, contentgroup has been here awhile, one of the main stayers. But
there are other new companies emerging on the marketand obviously within
the publicsectorthere are many more optionsas well. It's, | guess, about where
you see yourself goingand where that path will be and where you think you
can, | guess, rejuvenate and make adifference as well.

What skills have you taken from journalisminto your public-sector
communications career, that have had the biggestimpact?

Thereisthe flippantanswerto that question, which is the traditional journalism
skills that | won't talk about in case one of my employersislisteninginto this
podcast, so I'll keep that one off the record (laughs). Listen, David, you'llknow
as well asanybody else, the art to communicationis just story telling. And
journalists are amongthe best story tellers thatyou get. Good journalists can
turn theirhandto any story and they can make it accessible. Once you have that
ability, you canthen open up the otherstrands to who you talk to. Also, one of
things | am forevergrateful forforbeingajournalist, isitbrought me out of my
shell asan individual. My firstjobin a paper, | grew up in atowninSlough, in
southeast England. It was a mainly Anglo workforce, inanolder, itwasthe era
when some of the World War Il veterans were dying off but they were still part
of ourcustomer base, so going outto engage with those people...

I'm from an Indian background originally, bornin the UK, it was almost like chalk
and cheese. That made me get out of my shell and become more engaging with
other people, and that served me immenselywellthroughoutall myjobs.

Yeah, it's interesting, there'sacouple of thingsinthat, but maybe let's just stay
on that forthe minute. What's emerged overasathemereallyinthe, I don't
know, 120-plus podcasts that we continue to, that we're up to, one of the
continuingthemes and advice that peoplehave, particularly for government
communications professionalsis, get out of your seat and go and talk to people.
Get up and get moving, go and build the relationships, because that's how you'll
have an impact. If yousitbehind the email and just ping off emails, you'llget
nowhere. Butyou've gotto lose a bit of shoe leatherand getup and getto know
people ata humanlevel, and that's where you can become effective.

Exactly right. We were having a chat yesterday with some of my colleaguesin
the office about something we want to get more media engagement with. And
it came down to picking up the phone, talkingto the gentlemanyou wantto
engage with. The emails are good, you can get the information out of that, but
don't rely onthat as the sole source of it. We tend to fallinthe, evenjournalists
who thentransition to publicHeads of Communications still tend to, sorry not
tendto, some of them fall into the trap of relying on email communication,
because they're time poor, they need to getthe information out to people. But
whenyou getintothat one-on-one engagement, itreaps huge dividends, it's
almosta no brainer.
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But that's froma media point of view. But | suppose what I'm probably more
suggestingthoughis, the internal communication challenge and building of
credibility that government communications, the WPP research recently has
confirmed that communicationisn'treally avalued functionin many
governmentsanywhere inthe world. It's seen as the car wash, or the colouring-
indepartment. And the advice really s, to build your credibility, getup and go
and talk to the policy people. Get up and go and talk to other people tobuild
relationships, to understand their business, to explain to them how you can
actually add value to what they're doing as opposed to being seen asan end-of-
the-lineservice.

Exactly, right. And I'm fortunate, all my roles that I've had, supervisors have
been supportive of me getting outto do that. Because it's one thingto pick up
the phone butwhenyou're in the same building as your colleagues it makes no
sense notto go and see them. It's obviously when you've got an organisation
that's spread over different parts of the country, that's a bit trickier. But we’ve
still gotvideo conferencing, you can geton a plane and hop up to see the
Melbourne staff, the Darwin staff, there's noreason fornot engaginginthat
way. It builds relationships that you don't get any other way.

In terms of, just going back to that othersecond point around story telling. Story
tellingatits heart needstension, itneeds...itcan't be, 'and this happened, and
this happened and this happened anditwasall great'. Because that's a boring
story. To be an effective story telleryou needto be able to contrast, to find
conflict. In my experience, particularly senior people don't like to talk about the
bad thing, we don't want to talk about the bad thing. So how do you find, or
how do you take on that challenge of, totell agood story you need to have the
tension, you need to have the resolution, the challenge, the things thatdidn't
work, the things that are working, inan environment where peopleare saying,
no, no, we justwant to have sunshine and good light here. We don't want
challenging...we don't want the bad stuff out in the publiceye. Orwe don't
want to tell the bad stuff because that will make us look bad, or it might expose
us, or it mightexpose our minister. So how do you go about tellinggood stories
inthat sort of environment?

It's interesting, the use of the word 'tension'. | don't think I've everlanded upon
an ideal place where we can acknowledge tension without eitherscaring the
organisations | work for, or too obviously underplayingittothe people you're
tryingto communicate to.

Who can smell if it's phoney...

Yeah. Andthat's when | think, within, if I'm doing a media pitch, I still wouldn't
overtly say, listen guys, look at the way we really ballsed up on this one. Look at
page 75 of that report, that's the gold on that stuff. Butyou needto be
preparedtoacknowledge itand you needto have your spokes peopleready to
go, yeah we did that, thisis what we learned from it. And thisis how we've
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moved on. You have to have an answerto the question, don'tgo outblind,
otherwise you'llcome acropper. Also comes down to those relationships you
have with the people you are talkingto. | think we're both fans of back
grounding, where appropriate, with reporters, because it builds that trustand it
givesthat context. Inthe ABS we have some really complex statistical data, and
it's all foreign to me and I'm havingto communicate it.

But whenyou're talkingto journalists who are maybe on the general beat and
not a specialist beatand are filing against multiple deadlines aday, if you can
give themany other bit of information they can have in the back of theirmind, it
always helps build that. When you go out, they go oh, actually we know thisis
where they've come from, these are some of the tensions they've hadinthe
past... They can write aboutit, they can write aboutitin a factual way, without
us havingto megaphoneiteverytime we talk aboutit.

What are yoursay, five top tips to getting good outcomes with the media? In
this changing media environment, where | think you hiton something there,
that it's multiple deadlines aday. It'salmost everybody'sin the radio and news
business now, top of the clock, as soon as you've got it out it goes. Well, actually
it's noteventop of the clockanymore it's wheneverit's baked, it's gone.

We're looking, as far as is possible we try to tailor our approach to journalists.
There are thousands of journalists, we don't tailor approach to each of them.

But yourroleis specifically media, isn'tit?

| have mediain my team, then we have because externalcommunications and
graphicdesignaswell, there'safew elementstoit. With the journalists,
whetherwe're looking at, well what stream are they in, is it broadcast, press,
online? What are theirdeadlines, forexample, how they're rolling. Picking up
the phone to them, talkingto them and try and tailor our contentin a way that
meetstheirneeds. It's less about, here's ourinformation, do something withiit.
We're in the business of sellingandit's a competitive environment outthere.
We try and tailor our products towards what theirneeds are. We don't want to
harass reporters, because they've gotlots of stuff on theirplate, but we also try
and approachthemwhen...ina proactive way. Not only when they need
somethingfromus, orwhenthey're tryingto give us a shellacking, but we try
and openup opportunities forthem, sothey know there's genuine engagement
there. Governmentorganisations | would say, hand on heart, are generally
doing more of that.

Theywere quite shelteredin the pastabout how they approach and thereisa
lot of nervousnessaboutitlthink. Butthere are so many optionsfortalkingto
reportersand more broadly communications that are opening up and they're
sayingwell, we'vegotthis good newstotell, let's getout there. My theoryis
that we're goingto get, with any job you workin government communications,
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at some pointyou'll geta pounding. It's worth getting out and talkingabouta
good sstory before youdo that.

How important, obviously ataplace like the ABS, there's lots of information,
lots of greatinformation, lots of interesting information. Panel beating thatinto
goodstories, orinteresting stories, is probably quiteabit of fun, | would
imagine, actually finding that story and trying to translate those complexdata
setsintodigestible, interestinginformation. But to that challenge of contextand
the importance of contextfor both the audience and forthe journalist
environment, how importantisittorecognise that contextsoas you may have
the good story but you've got to make sure that it lands at the right time, so as it
getsits possible run?

Yeah, extremely important. One of the benefits we have at the Bureau of
Statisticsisthat we are very down the line. We're a statistical agency. lused to
think a conventional Department was quite down the line, but we are super
straightline, we don't put any spinonanythingat all. | think despite some of the
high-profile issues we faced inrecentyears, | think we're still seen as a straight
downthe line organisation. People don't expect us to come out with heaps of
swirly adjectives and mediareleases and a whole lot of this, they just want the
information from us. Which means that we have | think, still quite, we're trusted
to deliverfactual information by the population atlarge. Thenthe context
comesintothe longerstory-telling picture. We have heaps of education
statistics, orwe have personal safety statistics and we have aseries of those. So
we can build thatinformation overa course of time and we can referbackto
what previous surveys told us, what we think from these surveys would tell us.

But do you line up say, for example, education statistics with the context of the
end of a school year, where peopleare maybe decidingwhere they're going to
be sending theirkids, so as at that time of the yearthat people are making
decisions. Orwintertime, where peopleare dealing with healthissues, so
you've got health statistics. Doyou line up the storiesin that way?

Yeah, we do. One thingwe're gettingbigintoisthe various awareness days that
come around...

Yeah, surfing off the back of those.

... That's it, and those always go down well with us. But you're right, those key
points of yearas well. The ATO does that very well with obviously end of the
financial year, they're well overthat stuff. And Human Services and families.gov
doitwell, butthat's main points forfamilies. Butyeah, we've got those points
as well. Seasonal business cycle years, environmental years, we had an
agricultural census outreally recently that tiesin with that kind of stuff. In one
aspect, we wantto be the ones who are drivingthe agendabut we have to
recognise there'salotgoingon around us as well. Andit makes alot of sense to
tap intothose already, those themes and obviously then on social media as well.
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Because you've got the conventional mediaand the bigawareness days. Buton
social, whatis happeningonthatand is there anything we can tap into that, that
reflects ourbrandand whatwe're known for, but shows us engagingin another
forum?

Butit's interesting with the ABS, there'sthe ABS brand, butthen say the sub-set
brand is the census. We've gotan international audience they probably don't
know, butthe most recent census there was a, let'ssay there was a, | don't
know. Oh, actually you tell me, how did you describe what happened? (laughs)

I’d describe that as before my time, | think. It was a website denial of server
attack, | thinkit was. (laughs) Looking in from the outside | was going, whoa,
who's goingto work there, man? Then a couple of months later| walked
through the door.

So anyway, what happened, audience, it was one of the first, | think it was the
first, anyway...itwas goingto be online, everyonewas goingtofill out their
censusdata online, and the system crashed. Anyway, politicallyyou canimagine
everyone'srunningaroundin everdecreasingcirclesand everyone, well not
everyone, but the media particularly, the blood-thirsty media got completely
hysterical about the whole thing. Butinterestingly the censusisreallyasub-
brand of the mothership. The story of the recent census was obviously the story
of the system service denial. Butthe previous census, the story really, froma
communications point of view was the success of it. And the success of the
communications, becausethe census had a personality. It decided to go out and
have a bit of fun with the Australian people. | think everybody likes alaugh,
whetheryou're Australian or, doesn't matter, everyone likes humour, everyone
wants to have a goodtime. And the censusreally gotitright, | rememberback
then, justbeing, I lovedit. | subscribedtoitand looked toit and there was some
really funny people on message living within the biggerbrand. It was a sub-
brand soit sort of got away from the ABS stuff. Butit was super-successful. Is
there still an appetite to have a sense of humourina place where it's a big,
serious, sensible, grown-up organisation?

Yeah, thereis. Obviously, the period when we had censusissues was tense, it
was full-onanditwas a bigmomentforthe organisation, inits 110-year history.
Within the ABS, to putit into context, it was the highest profile incident within
110 years. Anditledto obviously some thinking about communications and
howwe doit.I'll be open, I didn't work directly on the census communications
campaign, but the guys who were there and thisis a shout out, were amazingly
resilientand they've done agoodjob. Obviously, we had the August 9 census
night. Thenin April we had the initial, typical Australian information release.
Andthenon June 27th we had the main data release, there's more tocome. |
think we can say the transition of tone on that content, August9, very full-on,
very confronting. April 11th still references back to census fail, but here's the
informationand how gooditis.
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June 27, third paragraph of the story, by the way census failed but how good is
the information. That's given us, | think that was, each of those are benchmarks
for uson how we can communicate. Again, we had to respectinthe first
instance, | would imagine the tone of the situation. But now we can get a bit
more engaging withitand some of the content we're producingis engaging, the
humourthat youreferenced fromthe 2011 census, | don't know whenthe tone
for this campaign was development but I thinkit's been more informative than
humorous. Butthere s, | think part of the theme that I'm looking forward to
doingis exploring some of those ways to become more engaging with the
information we have. We are a statistical agency, it would be like the Reserve
Bank coming out with a bunch of emojis on theirsocial media. People would go,
wha-hoooaa, who's atthe wheel? It'sthat Dutt again, he's back inthe. ...

We have to be careful how we do that but we can make itinteresting, we can
make it relevant, we canin an appropriate context be light-hearted and still
maintainthe integrity of the brand that we're working towards.

From a personal point of view | think the ABS is known globally asa world
leader. Whose computer systems don'tfail? OK, sure, it probably shouldn't have
happened but our computer systems here fail all the time, not all the time, but
they go down. Anyway, we move on.

| did want to come back to that ina moment, butI'm really interested againin
your time in the communications services sector. Becauseitis this, | think thisis
the great challenge, thisis the great moral challenge of how dowe continue to
drive economicgrowth, but stop the widening of the gap. And thisis
everywhere, itseemsto be aglobal phenomenon, here in Australiaas well as
Europe, North America, South America, everywhere. And you saw it pretty well
close up beingthe Communications Director of the Community Services
Directorate. Now look, obviously Canberraisthe world's most liveable city, it's
got the highestlivingstandardinthe world, we're not like everybody else. But
we still have ourshare of people who are notdoingas well and even yesterday,
statistically here, wages growthisstill...jobs are up but wages growth is still
pretty tight. So, what's yourviews about that and where can communication
playarolein helpinggovernmentand helpingcommunities get better?

The Community Services Directorate was an eye-opening time for me, work-
wise. Because you do, as you say, you getto understand more of the difficulties
that probably more people than we would imagine are facing, within our
community. It goes from the severe poverty, you see people who are
experiencinghomelessness on the streets. And we have young people who are
inthe care system. Butthen there'sthe less obvious forms of hardship as well
that we get. Colleagues around us who are couch surfingfora couple of nights,
or who have gone to the Salvosto get a short-term loan to pay some of their
bills off. Where communications comesinis, | thinkis raising the awareness of
that and reducing the stigmathat we have. Somebody who has a disabilityis not
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adisabled person, they're aperson who has a disability and itdoesn't detract
from what they are as an individual.

Somebody'swho's an Aboriginal person, they can eitherbe aswe all, facing
hardship or there can be as many of us in Canberra, high-flying success story.
We don'tneedto pinpoint everybody to the same story. That kind of equalising,
and awarenessraising | think is something that the Directorate has a big part to
playin. And through them the government as well more broadly, also
acknowledgingthatit's there and we do need assistance for parts of our
community. We can't deny we need publichousing, we need subsidies for
various parts of the community. Just making the awareness again, we need this
help, some peopleneedit, andif you needthis help, hereiswhereitisaswell.

But ultimately, to me then, itsounds like part of the solution, orthe role that
communications can playis through stories. Isthrough tellingthose storiesinan
engaging way, so as that the people who are perhaps more privileged, like
myself, can understand what the challenges are and perhaps | could relate to it
a little bit more effectively, through betterstories, perhapsif I'maware of it, or
if I'm made aware of it.

Yeah, without a doubt. There isso much goingon ingood... one of the
difficulties we always had in the agency was getting the individuals themselves
who were experiencing the hardship, whateverit might be, totell theirstories.
Because they don't want to come forward and say, listen, look what I'm going
through. And also there are a whole legion of appropriate privacy provisions
around identifying people in various states of government support, so that was
the difficulty. Onthe plus side, we had some very good staff withinthe agency
and within community sector that worked with them to tell that story on their
behalf. You'll know, David, you worked with our Directorate overanumber of
years, you know some of the things goingonthere, you supported the Youth
Awards as well asa group, so...

There are many waysto tell the story and put it togetherina way that doesn't
diminish what's going on because we don't want to scare people. If you're trying
to engage peoplein part of yourdiscussion you don't want to scare them off, by
goingjeez, we're all goingto hellinahand basket. They need to feel as though
they can do somethingaboutit, orthat there'sa reasonfor thembeingtold the
story.

But that's indirect contrast, isn'tit, to the political environmentthatruns
around theseissuesbecauseitis, that'sthe tone, isn'tit? It's an extreme tone.
Thisis a disasterandthisis a... there's nothingin the middle anymore.
Particularly in the media, everythingis eitheradisaster, orit's wonderful and
there'sreally nosensible place fordiscussion or stories to take place.

It goesto that tension you were mentioning earlier on about storytelling. lam
not a complete pessimist, | acknowledge the fact that-
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In terms of, not a pessimistabout the politicians, or not a pessimistabout
solving some of the inequality challenges?

Beinga dutiful publicservantwon't commenton politicians. (laughs) I thinkin
terms of the general tone, there were extremities, we all know the
commentators that make something bigger out of somethingthatis notthere...

Correct.

..Andthey're the onesthat getthe attention. There are also lots of thoughtful
commentators out there thatengage with us. | know in my previous job, in my
currentjob, that person fall into how they're talking about information. I think
what'sunderplayed, it'sthe old thing, those who shout the loudest get the most
attention. There are a lot of quietly talking people out there who has very broad
networks, that talkin quite measured ways about what's going on. We're talking
policy makers, I'm talking researchers, well thought out reporters, media
people, commentators and members of the community as well. Those ones can,
they hearthe shoutingandthey can putit to one side, ortheycan putitinits
context. I think I'm the dull thud in the background, | keep goingboom, boom,
boom, thisisthe information. It will give you migraine, oryou take some
Mersyndol oryou go, oh yeah, | listento him I'll listento you, forgod's sake.

But I'm the constant hum of information that's out there, that just tries to
underlay ... Ifinany inflammatory story they reference ourinformationinthe
correct way, part of the job done, you've got the facts inthere, and if we can
put some contextintoit.

Have you seen perhaps alesseningthen of this hysteriaand that, as you say the
base beat of yourstory, the Monday, Tuesday, Wednesday, hereitis, factual,
factual, factual. Are you seeingthatthat's having some sort of impact, some sort
of effect?

| think 'base beat'is much betterthan 'dull thud,'so I'll use that one from now
on, it's a much more attractive way of sayingit.

Well, to me that's content, that's content communication, is understanding
what the storyis youwantto tell, using the skills of journalismtoturnitintoits
mostappealingform... Make sure that your graphics are good, youraudio's
good, your data visualisation, whateveritis and then find the channel and then
keepturningup.Here we are, we're here, we're here again, we're here again,
and earn the attention of the audience. It's the only way that it's going to work.
And perhaps, | don'tthinkyou're evergoingto stop the screamers, I think
there's always goingto be that element of it. But | think we need to, as you say,
draw people tothatsensible centre. And thisis where government
communication can playa role. There's nothing anywhere that says that
government communication has to be dull.
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No.

It can be onbrands, but do itwell,anddoit inan entertaining way. Again, thisis
exactly the purpose of what we're trying to do with this content communication
process. Isto give people those skills so as they can Monday, Tuesday,
Wednesday, Thursday, Friday, herewe are, we're still here, we're still here. And
hopefully, asyou say, bringing peopleon a journey and earning the attention of
citizens and stakeholders so as that they can understand, OK, right I've got that
now, when government makes decision that context of the decisionisalittle bit
betterfilledinthanitis otherwise, thatif I'mjustlisteningto shockjocks, or SKY
television news, orwhateveritis where there's extremeviews, and people's
opinionsare pingingaround and there's really not much basis to those
discussions.

No, you'reright, if you're looking at my facts and you come to your conclusion
and you thoughtdifferent from my conclusion, that's fairenough, but you've
got the facts on the table outit. We're never goingto make, alsothe ABS is
different, we don't want to make you think our way because we're a statistical
agency. But you're never goingto convince everybody that your policy direction
isthe rightone, butif they're arguing with your, if yourfacts are on the table
and they're accepted thenit's a level playing field for discussion.

But how do youthenfeel aboutthe notion, we're coming up againsttime, just
maybe one or two more quick questions. Buthow doyouthenfeel aboutthis
truismreally, that facts validate someone's position, they look atit, but it's a
motion that moves people. Whatrole doesthe ABS, orany other government
agency have to emotionally engage with people? Oris that the role of the
political leaders and really the bureaucracy shouldn't be involved?

Ifl1 goback to the, | forgetthe name of the breakfast you hosted along, acouple
of weeks agowiththe Head of the UK Government Communications....

Oh yeah, Alex Aiken.

Yep. And he was saying, in governmentif you're not making achange, if you're
not changingthe audience's behaviour what are you doing, why are you
communicating? | think yeah, if I'm thinking health, the smoking rates, yeah OK.
The education readingrates, yeah, I've got that. If I'm thinking the ABS, we're
not less laying out policy, sothe emotion forus, we're not trying...we steer
away from policy, we don't want to getinto the policy discussion. We do want
to make you engage in our information, we need to realise the importance of
our information, but not towards an end result necessarily so. Which is slightly,
it's somethingthat!'m comingto terms with as a communicatorbecause I've
beenusedto, he'sajournalistlooking forthe angle, as a political
communications officer spinningit, or putting a particular view point across.
Andthen government communications, finding the government's viewpoint and
emphasising that. Andthenthe ABS-
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Different.

Yeah, the emotion we wantitto be, we want you to be engagedinour
information, we wantyou torealise the importance of the information, but
necessarily to sway to a certainview point. If | can use a loose analogy, we do
economicinformation, we putiton Facebook, instantresponse. We talk about
domesticand family violence rates. Bam. People engageinthat subject matter.
We haven't put any kind of artifice onit, the same informationisthe bitis what
people engage in emotionally. That's where we know we hitthe mark. Health
information. Allthe stuff that relatesto usin a social/education/health sphere
that's really where we getlots of traction on communications.

There'sa final question and perhapstolooktothe future and perhaps drawing
on yourvast experience, whatdo you see interms of the way contentcan playa
role in helping governments strengthen communities and improve the wellbeing
of citizens? What's goingto happen? What change is required?

That's a really good question. Thanks for the lead intime toanswer that one as
well, David.

There's no editing on this podcast.

Oh, sorry, folks. Government communication's becoming more focused, | think.
You'll have worked with more departments than | have, butthey're becominga
lot more attuned to contemporary communication needs, and the breadth of
them.

Andso theyshould, just by the way. (laughs)

Yeah, without a doubt.

Given the fact that everybody's now connected. Everyone's walking around with
a smart device. Actually, just back from holidaysin Vietnam, and amazingin
Vietnam. There are still the very poorest peoplein the world living the most
modest livesin remote rural areas. They don't have much, but you know what
they've got, a smart phone. They've gotasmart phone and the WiFiinVietnam
isreally strong.

Really?

Yeah. You see people sittingin the middle of rice fields looking at their phones.
Get out, really?

Yeah, everywhere, everyone's gota phone. Thisis again the important of

communications. Communications is moving because of this structural, this
infrastructure improvement. It's going from a, the old days, the colouring-in
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department, the carwash, to this central, the central nervous systemisin place.
And the atomic particle of a government's messageis that|'ve got to move
through this system. There's this massive need and that people now need to
become creators and distributorsinamuch more fundamental way. That's my
theoryanyway.

| think what | see happening from my experiencein government departments, is
they're bringing, they're changing the infrastructure. The communicationsisn't
the bit onthe end, they're bringingitin that core part of it. Whetherwe're
looking at digital engagement, transactions, we're looking at comms 101 media
engagement, advertising, whateveritis. It's more of the integral part of the
organisation, because fromthe centre’s perspective, we saw acutely clearly
what happens whenthe publichas an issue with the government department, it
goes off. You don't want that to be the first time the Head of your Agency
knows the comms team. You need them to be embedded before to build that
trust of relationship, the relationships being talked about are ready. I think
structurally they come intoline more, they're being more central, more focused,
and that will enable a more of an organisation-wide communications
perspective.

The one thingsome governmentagencies doreally well, is really puttingit at
the needs of the consumer. Not being so fractured in how we talkaboutour
various services, or programmes, but really wrapping up whatthe consumer
needs. From whetherwe need health support, education support, orgetinto
work support, all that kind of stuff. That's | think where we are goinga long way
towards achieving, butthere'salot of work to do there as well.

Sure, indeed. Butlook, I thinkit's the most exciting time for people workingin
government communications because of the contextual change. We're going
basically from the basement up nextto the CEOs office and | see inthe not too
distantfuture thatthe executive will be sitting there and the comms team will
be sittingonthe same floor. Because it will be where the organisation tellsits
story, both internally toits organisation, because productivity is soimportantin
contained environments. That needs to be very strategically engaged with and
thenthose external audiences and how can we move quickly as the world starts
to spinfasterand faster and faster, there won't be the time to be able to run
downto the basementtotalk to the communications team.

Yeah. (laughs)

They'll have to be very much intune with some of that thinking. We're saying
that, butas you say it will take time. And it mightn'thappenin mylifetime but
we'll be pushingalongas hard as we can. Kanchan, thanks very much mate, for

comingin-

Thank you, David, appreciateiit.
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...on a very, very chilly Canberramorning. I've just, as | say, beeninVietnam,
beautiful, warm and hot overthere and only been back here a few days and-

Verysimilar.

...it woke me up this morning. But thanks, mate. And thanks to you, the
audience, forturning up. Alittle bitlongeragain this week | know, I try to keepiit
to sort of 30 minutes, somewhere about, the ticker says about 37. I've ruined
people'swalkstowork, ifitgoestoolong I've got complained against...

It's more exercise, walk longer. Always a positive side. Or make it 40 minutes.

(Laughs) Thanks mate. And again, thanks audience, thanks fantastic chat with
Kanchan, lots of insights there, take a few things out of that. And again, getup
go and talkto people build thoserelationships, get out from behind the chair
and understand people's work and tell them and explaintothem. We've all got
to have this advocacy role on behalf of the organisation to explain the value that
we can create. Because as | say, the infrastructure's changed, people's
behaviourhas changed and we're the ones who are goingto be able to drive the
value. So, getout there and make it happen people. So, foranother week thanks
very much and | will be back at the same time next week. Butforthe moment
it's by for now.
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