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Introduction

Welcome to the second edition of Mastering Social Media in 

Government and Public Sector. This book provides public sector 

marketing pros with insights and inspiration for their next social 

media campaign. 

As a bi-product of the annual Public Sector Digital Marketing 

Summit, I commit to re-producing stage presentations as essays. 

While it’s a massive piece of work for me and my team, my desire 

to scale digital marketing knowledge among government agencies 

supersedes any feeling of “is this really worth my time?”. It’s also 

a completely free resource! I do print a number of hard copies for 

clients, but it is available as a digital edition for download from our website.

This edition provides useful case studies of how to be courageous in the midst of a 

PR crisis, how to integrate a social media and digital mindset into large and complex 

public sector organisations as well as how to leverage data to create engaging public interest 

campaigns. 

No matter what public sector or Government agency you work in, you will fi nd a case study that 

resonates with you. I have also shared Green Room interviews with the speakers on my Public 

Sector Marketing Show YouTube Channel. So be sure to subscribe and check those out. The full 

stage presentations and transcripts are included in my Membership Academy.

I want to take this opportunity to thank all the speakers who contributed to the 2019 Public 

Sector Digital Marketing Summit and who shared their social media experiences – the wins and 

the losses – so openly. 

If you have a case study that you would like to share with me and my public sector marketing 

pros network, or indeed, that you want to share on the Public Sector Digital Marketing Summit 

stage, then please get in touch.

Yours in digital, 

Joanne Sweeney

CEO

*Please note the speakers named in these case studies may have changed roles or moved on from 

their organisation since this book was published.

publicsectormarketingpros.com

@publicsectormarketinginstitute

@PublicSectorPro

@PublicSectorMarketingPros

Public Sector Marketing Show



Trusted & Expert Source of Digital Training, 
Coaching & Consulting for Public Sector Pros

Our Services

6-week accredited online course that provides you with the opportunity to gain 

an industry-standard qualifi cation applicable to your day job.

PROFESSIONAL DIPLOMA IN SOCIAL MEDIA

12-week accredited online course that will teach you everything you need to 

become a digital marketing pro.

PROFESSIONAL DIPLOMA IN DIGITAL MARKETING

Aimed at senior leaders, managers, communications and marketing pros who 

need to confi dently communicate with citizens online during a crisis.

DIGITAL CRISIS COMMUNICATIONS CERTIFICATE

Access to our Learning Hub of digital marketing and social media template 

strategies, policies, tutorial videos and how to guides. Members also get access 

to three live training sessions per month. 

MEMBERSHIP ACADEMY

Work on a 1-to-1 basis with Joanne to fast-track your digital marketing 

knowledge or agency transformation.

COACHING & CONSULTING

Upskill your staff  with accredited digital marketing and social media training with 

your very own Digital Skills Academy.

LICENSING

Learn social media skills with our live short 5-week course. 

SOCIAL MEDIA BOOTCAMP

Get everything you need to be successful on social media in one place. 

We’ve done the hard work, so you simply need to customise the assets with your 

agency’s message and brand colours. Tutorial videos, template strategies and 

policies available to watch and download. 

SOCIAL MEDIA DONE FOR YOU 
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Digital and 
Crisis Management
A Curse or a Blessing?

Dr Paul Connors
(FORMER) NATIONAL DIRECTOR OF COMMUNICATIONS
Health Service Executive (HSE)
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The COVID-19 pandemic has changed the script of a public health crisis but 
Ireland’s national health service, the HSE, have had to deal with many other 
crises down through the years. And this talk from 2019 is a prescient reminder 
of why such planning is important. Dr Paul Connors their National Director of 
Communications references the good and bad responses by the organisation 
to events like HPV vaccine avoidance and the Cervical Check crises. 

His 8-step crisis planning process became a strategic part of their social media 
response to the biggest public health crisis of our era.

Paul fully acknowledges that a digitally fl uent public demands information and 
needs to get the correct and verifi able information out as soon as possible when 
such a situation occurs. The public these days want everything now. They have 
no tolerance for delays and they’ll take to social media sites to vent or complain.

The issue for the public sector is that quite often this impatience for answers 
means the public will often quickly move ahead of the situation and soon fake 
news or misinformation on a topic can begin to dictate the narrative. 

This is a diffi  culty for everyone in the public sector who need to communicate 
with the public in a crisis. But Paul points out eight key points to getting it right. 

The Challenge
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The Fix

Be Strategic 1
Paul accepts that this fi rst part can take time and resources, but it needs to be 
done. You need to train teams on how to get ahead of a crisis. They need to 
know how to read the situation and how best to get your response out there. 

The old way was to get a press release to the traditional media. But that doesn’t 
work on its own anymore and will probably take too long as the public may be 
already moving on the topic online. But you also need to understand when it is 
best to respond online. You may not have all the information ready and this could 
get you in trouble too. 

But by being better setup and fully trained on community management you can 
get yourself off  to a solid start. 

Another point I’d make on the strategic side is the 
speed versus accuracy conundrum that most of us 
who deal with crises we have to face. Should you 
respond to questions online immediately? Well, if you 
don’t, people complain. But you have to decide - do I 
have enough information to respond at this point?

Dr Paul Connors
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The Fix

Control the narrative2
Everyone is now a citizen journalist with personal platforms they didn’t have 
15-20 years ago. But this has led to the rise of populism and to opinions 
becoming equivocated to facts. So pretty soon dissenting voices or populist 
narrative can drown out the real story. To prevent this Paul recommends trying to 
shift the narrative. It can take hard work, but you need to:

• Win back share of voice – increase mentions of your validated comms.
• Get spend behind it – increase the reach of your messaging.
• Have a good network that will share posts for you and support you.
• Closely monitor the main false narratives and fi gure out how best to respond.

Monitoring3
You need to know what’s being said about the topic of your crisis, so you need 
the tools and staff  trained to do this for you. For example, on the Cervical Check 
crisis the HSE teams were looking out for support messages along with critical 
ones and off ensive ones. That meant they knew the public reaction was not 
quite as bad as the traditional media narrative and gave them a platform for 
engagement. 

There are also red fl ags to watch out for like your information phone line being 
out of service. 

Tools like Hootsuite, AgoraPulse and TweetDeck or other third party providers can 
do a lot of the hard work for you here. 
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The Fix

Measure the impact4
Once you’ve published your response you need to know how much of an impact 
it is having. Get your social media team to help you and measure the sentiment. 
As stated above, traditional media can often give an exaggerated sense of how 
negatively the crisis is aff ecting the public – but social media sentiment may be 
more positive than you think.

Create and break news online 5
Paul advises that being more proactive with your online media is perhaps the 
best way to ensure you can control the narrative. Although the traditional media 
try to control the agenda it’s only one take and one opinion. By having your own 
online press releases and launches you’re better able to get your side of the 
story out there and get ahead of other angles on the topic. A failure to do so will 
still aff ect the public narrative for the medium to long-term. 

Get your digital and social media team involved in the 
crisis. You really have to measure what the output is. 
So, in other words, you’re answering questions. 
You’re putting out commentary online. What is the 
impact of that? Is it making the situation better or is 
it making it worse? And when analysing your data, 
you should be looking at things like your reach, the 
sentiment is extremely important, measuring and 
analysing the big data.

Dr Paul Connors
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The Fix

Get stakeholders on board6
A lot of the stakeholders in the public sector are high-profi le people who can 
help you gain more reach with your messaging. Their own social media platforms 
can help you push your message. So, get them on board early on in your strategy 
and ask them to be consistent with the strategy you’re trying to carry out. 

It’s good to have your stakeholders supporting you. 
But you have to give them reassurance. You have 
to give them confi dence that what you’re saying is 
true, and that basically you can work through this. 
Because if you don’t, well, the rest of the country 
will look at the fact that you’ve been deserted and 
your credibility will be entirely shot.

Dr Paul Connors
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The Fix

Keep your stakeholders updated 8
A similar point to getting your stakeholders engaged and on-board is to also 
keeping them updated. This can be annoying in the middle of what can be a 
rapidly changing situation. But it’s vital in order to keep everyone on your side 
up to speed. It’s not only senior fi gures that matter in this regard it’s your entire 
team.  All your staff  should be kept on message, so they’ll know what to say to 
the public. 

Make your content interesting7
You content needs to be personal, relevant and engaging. So, ensure you create 
a content plan that is all these things. Paul states that the HSE will regularly use 
doctors and nurses to reassure people on health. For public health campaigns 
using people who had once suff ered from that illness is a great way to appeal 
to the public too. For example, if your campaign is to educate older men about 
prostate cancer then it’s more eff ective to get the help of someone who’s had 
prostate cancer and hear their story. This builds the trust you need for future 
messaging too. 
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Takeaways & Learnings

Key Takeaways

In conclusion, Paul emphasises the need to invest in digital expertise. 
Invest in it now if you haven’t done so, and if you have, you should 
build on it. 

He reminds everyone that the public have changed in how they 
consume and expect news and your organisation needs to move with 
them. So, you should make a compelling case to your bosses to fund 
and demonstrate the value of that.

You need to invest in digital
for any crisis

In a crisis, involve your digital people very early on. 
And be clear about what role you have for them. 
Don’t just use them for the sake of using them 
because you have them. Make sure they have a 
clear role. Make sure you know what you want 
them to do, what they want, what you want them to 
say, and to whom.

Dr Paul Connors
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Integrating 
Social Media Across 
our Organisation

Dr Sandra Buchanan
COMMUNICATIONS OFFICER
Donegal Education and Training Board
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The Challenge

Donegal Education and Training Board, or Donegal ETB, is the largest 
education and training provider in County Donegal with around 24,500 
students and learners on an annual basis. But their make-up is large, complex 
and spread across the entire area. It’s comprised of 15 post-primary schools, 
17 Further Education and Training Centres, 1 Outdoor Education and Training 
Centre, 1 head offi  ce and over 120 other venues. 

Having such a complex combination of diff erent and legacy education networks 
means it’s a considerable challenge to coherently communicate as an institution.

For example, Donegal ETB have multiple audiences at multiple age groups 
including those in school, out-of-school, in further education, employers, 
voluntary groups, funders, and minority communities. And this gets complicated 
further as all these disparate groups have their own spokespeople with up to 
200 diff erent voices, tones and opinions. 

So, for Dr Sandra Buchanan trying to fi nd a consistent and integrated way to talk 
to their audience through their social media channel was quite a task. 

The fi rst thing Donegal ETB needed to resolve was getting buy in from 
all the groups they represented. One problem lay in the 15 post-primary 
schools that came under their remit. They often felt like the poor relation of 
the organisation and not as newsworthy as other schools in the county. 

Challenge #1

While other problems stemmed from diff erent organisations using diff erent 
terms for describing what they off ered like adult education v training. 

Challenge #2

The third problem was a lack of training in social media which meant their 
Facebook and Twitter channels were being underused or misused to properly 
communicate the great things the ETB and its members were doing. 

Challenge #3



15
publicsectormarketingpros.com

So, Sandra took it upon herself to do a digital marketing course. She created a 
YouTube channel for the group to house all their existing videos and then took 
a new course in Public Sector Communications to understand her sector more 
from a comms perspective. 

This also led to a new role of Communications Offi  cer being created for the 
organisation, which Sandra enthusiastically took on, initially in a part time 
capacity. Soon, she had created the group’s fi rst hashtag - #WeAreDonegalETB 
and had built a content calendar around it in order to raise awareness of all the 
many groups that fell under their remit. 

From there Sandra initiated the setting up a Communications Advisory Group 
within the organisation and this led to them to undertaking an audit of all their 
social media accounts.

Donegal ETB also joined LinkedIn and set up an Instagram account. To get their 
news out to a wider audience they also decided to engage DonegalDaily.com 
a local online news site. This proved a successful way to reach all their many 
diff erent audiences and showcase all the great work each of their member 
groups were doing while driving valuable and qualifi ed traffi  c to their website.

The Fix

I now focus on the media we can control versus the 
media that we can’t. So, traditional media is the media 
that we can’t control. But we can control our own 
website and our own social media accounts. And the 
other signifi cant point is that our news is our news to 
tell and not everybody else’s. We had to take charge 
of our own story.

Dr Sandra Buchanan
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1
Since taking the role on her own initiative Sandra is now a full-
time Communications Offi  cer and has overseen a considerable 
amount of growth and success in their social media. 

2 They have a strategy, policies and implement good social media 
practice on a daily basis.

3
Their tribe has increased three-fold, their engagement rates 
often exceed industry benchmarks and the awareness  of the 
range of courses on off er from Donegal ETB to their broad 
audience is much better understood. 

Results

We’ve rolled out our social media policy. You now 
need permission to set up an account. We’ve tripled 
our following on Twitter, quadrupled our following 
on Facebook. We had very few followers, but a year 
later we had the third most active or engaging Twitter 
account and fi fth most engaging Facebook account 
for a public sector body in Ireland. We’ve joined 
Instagram. Our company account on LinkedIn and 
YouTube, are growing as well. Finally, engagement 
with our personalised hashtags is making a real 
impact across the social networks as our staff  and 
students and other stakeholders are proud to use and 
proud to be part of our online education community.

Dr Sandra Buchanan
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Takeaways & Learnings

Key Takeaways

Sandra points to four main learnings from this successful social 
media experience: 

We may not have hundreds of thousands of 
followers, but if we put out a Tweet, maybe on 
our apprenticeship Twitter account, and the 
Head of the Apprenticeship Unit in the European 
Commission picks that up; then that’s the quality 
win right there for us.

Dr Sandra Buchanan

The media that you control 
is powerful. So eff ectively 
managing your own social 
media accounts and website 
is essential to getting the most 
from this power.

1
Use personalised hashtags 
as a way to unite all your 
groups and teams under one 
communication platform or 
tactic. This creates a sense of 
togetherness and family too. 

3

Get senior management 
on board. Ensure they are 
educated on the benefi ts and 
power of social media.

2
Prioritise quality of posts
over quantity of posts.

4
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P2P: Personalisation 
for Social Media 
Engagement 

Chris Ducker
BEST-SELLING AUTHOR AND FOUNDER 
Youpreneur.com
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The Challenge

Customer experience has become one of the new buzzwords for marketing 
teams in all areas. But delivering such an experience is not always easy and 
involves having a less business-like and more human mindset. 

For business coach and best-selling author Chris Ducker, engaging in this 
way has its own acronym – P2P. It means person-to-person communication. 
For Chris, this way of talking to your audience, whether customer or citizen, is 
essential for the modern social media marketer. It’s all about getting personal 
and showing your institution’s more human face. 

To do this eff ectively may sound like you need endless resources and a skilled 
creative agency with ideas on tap. But as Chris points out many organisations 
including government and public sector institutions are doing this very thing 
brilliantly around the world. 

Chris quotes his local baker called Bob as an example. Chris will walk an extra 
3-4 blocks to buy a wholemeal loaf from Bob because he has taken the time to 
get to know him and take an interest in him. He asks after his children; he learns 
about his life. He off ers human interactions other bakeries in the area just don’t 
give him. So, he’s glad to pay more money to Bob.

Getting more personal

I believe that relationships, even very fl eeting ones, 
should be treasured, not used in any way, shape or 
form. And obviously, in the industries that you are 
all in, you are consistently under the microscope 
in terms of the way that you converse with people, 
particularly in today’s very online savvy world. 
We have to forget B2B, forget B2C and start 
thinking P2P, people-to-people.

Chris Ducker
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I had my fi rst Target experience recently. 
So, I Tweeted about it. Target replies almost instantly. 
“Does this mean that we’re Twitter offi  cial, Chris?” 
I hadn’t even come out of the store yet. So, I reply 
back, “Indeed, you are, Target, my fi rst in-store 
experience.” And they send me back that little smiley, 
blush-face emoji. The interaction was instant, it was 
memorable. Obviously, when I’m now in the 
United States, what do I do? Do I go back to Target? 
Yes, I do, always.”

Chris Ducker

Examples of Good P2P

To do this eff ectively may sound like you need endless resources and a skilled 
creative agency with ideas on tap. 

But as Chris points out many companies and public sector institutions are doing 
this very thing eff ectively. However, many are also dropping the ball. To him it 
seems the more connected we are with technology the more disconnected we 
are as humans. However, employing P2P is possible on any budget and doing it 
is not rocket science – it’s more about using the human touch. 

Here are three examples he off ers as being good P2P from institutions in the UK 
and US.

Target, the US Department Store1
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Royal Mail are great on social media. For example, 
this poster Chilly says, “I’d like to make a complaint. 
My Valentine’s cards still haven’t arrived.” It’s the 17th 
of June. He’s still worried about Valentine’s at this 
point. But Royal Mail had probably one of the best 
comebacks I’ve ever seen on the internet by 
saying, “Sorry to hear that. When exactly did your mum 
post them?” 

Chris Ducker

United Airlines2

Royal Mail3

Chris talks about his friend Peter who travels so frequently with United Airlines, 
he can clock up to 300,000 air miles a year. At the end of each fl ight, he usually 
fi lls out a survey. And when asked how they can improve his experience; he jokily 
asks for them to refer to him as ‘Peter – Lord of the Skies.’ 

While it took quite a few requests for this to happen the airline eventually did call 
him this on one fl ight - which he gleefully Tweeted about. Not long after that, 
when celebrating his one millionth fl ight, United Airlines even made him funky 
looking luggage tags with this written on it!

Examples of Good P2P
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What I love the most about this British Airways 
Tweet is that it was signed by a real person, Lynn. 
Chances are, I will never meet Lynn, but because she 
replied to my Tweet and wished me a good journey, 
do you think I’ll fl y with British Airways again? 
Yeah, I will. In fact, I’ve already booked my next fl ight 
in July.

Chris Ducker

While Chris also talks about how having great P2P experiences with Marmite and 
British Airways means he has become loyal customers of theirs.

Examples of Good P2P
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Takeaways & Learnings

Key Takeaways

This is the very future of the way that digital 
communications is shaping. Ignore P2P at your own 
peril, my friends, because a few years from now, 
when you’ve been doing it and your organisation 
is a head and shoulders above the others in your 
industry, you’ll remember this moment and I expect 
to get a Tweet from you with your name at it.

Chris Ducker

From all these examples Chris is trying to instil the idea that good 
P2P experiences are not complicated or expensive – they simply 
involve taking the time to create powerful relationships with your 
customers or public. And the more you do, the more chance they 
will love your brand. 

1

Conversely it also means that ignoring this way of communicating 
will lead to you becoming left behind by rival brands, companies or 
institutions who provide a P2P service. Your audience is in control of who 
they form their relationship with – so you need to ensure you’re adding 
the personal touch in all your comms. 

2
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David Cryan
SERGEANT 
An Garda Síochána (Irish Police Force)

Managing the
Boundaries of Personal 
Versus Professional 
Sharing a personal, but high profi le, weight loss journey  
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The Challenge

Being a member of the public sector and in particular a high-pressure job like 
a Community Garda Sergeant is not easy. There are more stresses than you’d 
realise and you’re dedicated to helping your community feel safe, as well as 
balancing a busy home-life.

And for Sgt. David Cryan of Bridewell Garda Station in Dublin, the toll of that 
pressure to help both at home and at work was starting to bear on his mental 
and physical health. 

A diligent Garda in Dublin’s inner city, he had to work hard ensure his team were 
managing their week-to-week duties safely and eff ectively. While the station 
itself brought unique demands as it’s located near the Four Courts so acts a 
holding station for many criminals awaiting serious sentences. 

David’s home-life as a husband and father to two was also busy and it started 
to take its toll on him when his second child Zoe was born with cerebral palsy at 
just 24 weeks. She spent a year in hospital but pulled through and is now a happy 
child despite her disabilities.

David’s way of coping with all these pressures was to soak them up and 
internalise them while working ever harder to make a diff erence. But his body 
was carrying the stress and it was compounded by him eating badly and 
neglecting to exercise. In his eff orts to help everyone else he forgot look 
after himself.

I was a fi t young fellow in Templemore Garda 
College, 14 stone; I played football for my country. 
As time went on, I was eating crap food and doing 
less training. My weight went up to 16 stone, 
to 17 stone, to 18 stone. Eventually I was 19 and 
a half stone, and it was only going one way.

David Cryan
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The Challenge

So, he decided he needed to do something about it. After a period of thought 
and backing from his wife he decided to go on a national television show, RTÉ’s 
Operation Transformation. 

Making that decision wasn’t easy. First, he needed to audition but to his 
pleasant surprise he got selected. And then he needed to get permission from 
his work. As a Garda Sergeant he had a responsibility to his force – but his 
station and colleagues rallied around him. So, before he knew it the Operation 
Transformation show host Kathryn Thomas announced to the cameras that he 
was one of the fi ve new leaders for the TV Show.

Of course, I was conscious of representing my 
organisation, as well as myself on social media 
because I’m the man in uniform. I’m still recognised. 
I arrested a fella after the show, and he copped 
who I was, “You’re the Sergeant from Operation 
Transformation!” I said, “Yes, I can catch you now, 
I can run after you now.”

David Cryan
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It was the beginning of a transformative period for David – not only in losing 
weight but also in helping him look after his mental health. He never talked 
about all the weight he carried around at work or indeed how he coped with 
Zoe being so ill – so it was a release in this way. 

But it also turned him into a celebrity - a national voice for people going through 
similar struggles. And it opened him up to eff ectively using social media for the 
fi rst time. He set up an Instagram and Snapchat account and radically grew 
his following on Twitter. This was a brave new territory for David particularly as 
he would be using his personal account as a working Garda. He would have to 
manage personal versus professional in a very competent manner.

But David could see the immediate benefi ts in helping to motivate his 
community on line, particularly the infl uence he was having in keeping them 
motivated. Or inspiring them by sharing the story of his struggles to lose weight, 
again on social media.

The Fix

Sometimes I doubt myself like, ‘Am I doing the right 
thing?’ And then every so often, someone just says 
something that resonates with me and I remember 
that I’m not just doing this for me, but for the 
people that follow my journey.

David Cryan
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Takeaways & Learnings

Key Takeaways

In total David lost 2.5 stone on Operation Transformation and it’s 
continuing to fall. Now David is still a regular poster and he takes a 
two-pronged approach to the social media content he shares. The fi rst 
is to show how him as a Community Sergeant and get the message out 
there about all the many helpful things that community Gardai do. 

1

While the second is to show his more personal side by showing the man 
behind the public sector worker. This included sharing posts showing his 
wife and family and his continued health and fi tness journey – he is now 
a regular park runner.

Meanwhile he’s become a big advocate of ‘taking time out to look 
after yourself every day’. Whereas before he would have worked harder 
and harder to get out of a rut, now he’s champion for fi nding balance in 
your life.

2

I’ve started giving talks to diff erent Garda Stations, 
and I say, “Lads, you have to give yourself 30 minutes 
in a 24-hour day, right? To look after yourself. No one 
has an excuse - you have to do it.”

David Cryan
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Muiriosa Ryan & Rachel Wright
SOCIAL MEDIA MANAGER & PROGRAMME AND CAMPAIGNS MANAGER

Health Service Executive (HSE)

Tackling Plummeting
Organic Reach 
on Facebook
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The Challenge

We had more un-likes to the Page than likes. 
Another thing that we noticed, was that page 
views were down, post-engagement was down, 
and reach was down. It was a particularly worrying 
time for us and not just for this Page, but for all our 
campaign Pages. So, we had to look to see what 
we could do.

Muiriosa Ryan & Rachel Wright

Social media channels have never been more scrutinised by public. Ideas 
around sharing private details are suddenly under the microscope where 
previously they weren’t even considered. 

This has made it harder for brands and institutions to establish trust and create 
credible campaigns with their audience – whether it’s a suspicion of that brand 
or institution or simply the channel itself. 

Muiriosa Ryan and Rachel Wright are only too familiar with how that can aff ect 
their ability to launch public interest campaigns. 

As a Programmes and Campaigns Manager for the HSE, Rachel knew the 
Quit Smoking campaign under her remit was a powerful and eff ective way to 
help the public quit. It is evidence-based and uses a wide range of supports that 
enables a person to give up cigarettes for good. 

Muiriosa, the HSE Social Media Manager, had been managing a very successful 
You Can Quit Facebook Page. This page has an impressive 115,000+ followers 
and along with other media formats has helped the overall campaign garner 
2.5 million quit attempts. In fact, now Ireland has more quitters than smokers. 

But in 2018 a couple of interesting things happened on Facebook. 
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The Challenge

Firstly, Facebook changed its feed algorithm away from news and brands 
page and towards family and friend feeds and closed groups.  From a user 
perspective this made sense as they wanted to see more personal and less 
commercial messaging.

The second was the questionable legality over using people’s data by a 
company call Cambridge Analytica in the run up to the 2016 US presidential 
election. The aftermath of this immediately put people off  using the social media 
giant. 

The results of this for You Can Quit meant that for the fi rst time since the page 
opened in 2011, they saw a decrease in followers to the page. So, the challenge 
was how to fi nd new ways to get them back, or reach potential new quitters on 
the Facebook site. 
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The two marketers set about fi nding a way to reach quitters by launching a 
closed Facebook Group. Muiriosa was confi dent it would work as she spent a 
lot of time on closed Groups personally. But they wanted to go about setting 
up the Group in the optimal way for helping people to quit with the right 
support.

After some internal meetings they started doing research which revealed that 
31% of people said they were really interested in being supported by closed 
Facebook or WhatsApp groups (and face-to-face support comes in lower). While 
they also discovered a couple of similar pilot projects in the state which proved 
successful.

Then they set out to gain programme buy-in from the sector. So, they formed 
an advisory group made up of programme experts, public health, clinicians, and 
people involved in delivering the Quit service on their social media agency at 
the time. They discussed how best to moderate the group and decided that the 
person moderating it should be a trained stop smoking adviser. 

Then, they all worked together on developing content, calendars and materials. 
This led to an interesting experience in trying to balance the evidence-based 
information with content that could also be engaging and fun.

Finally, they worked on an evaluation framework, as the programme was 
essentially a new service stream, so we needed to evaluate it. We needed to see 
if it was something that was feasible, if it was eff ective at getting people to quit, 
if people liked it. This meant introducing surveys before and after they joined the 
group. And asking for saliva samples to validate quit results. 

They chose a 12-week programme as they thought this would be more likely to 
work online than the in-person 8-week one. They also decided to keep groups 
small so people felt they could the personal touch. They also decided to call the 
programme The Quit Club to make it feel like a real community. In August 2018 
they launched.

The Fix
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The Results

The result was an instant success for the team. They ran three programmes 
in quick succession between September and Christmas. The take up was 
mostly from females in the 35-54 age category (which they expected) and 
they scored an overall quit rate of 27%.  Although that was slightly lower than 
a traditional service like a telephone service it was still a remarkable fi gure. 

And when asked their thoughts on the group, 60% agreed or strongly agreed 
that Facebook helped them to quit. 78% learned some helpful tips and advice 
from the group. Almost 50% felt like they were part of a community. Over 50% 
had somebody in the group that they would turn to if they needed advice. And 
30% will keep in contact with somebody from the group.

This experience was really pleasing for us, almost 
everyone in the Group had tried to quit at least once 
before. So, it suggested that even if people had 
found it hard in the past, they were open to trying 
again with something new and something diff erent, 
and it was really encouraging.

Muiriosa Ryan & Rachel Wright

We were ready to advertise to ask people to join this 
group in mid-August, and we sent out Facebook ads 
at the time. We planned to run for three days but 
so many people decided to sign up that we had to 
pause the ad within a few hours in the fi rst day.

Muiriosa Ryan & Rachel Wright
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Takeaways & Learnings

Key Takeaways

Overall, the Facebook Group worked great for the team and helped 
them re-engage with an audience that seemed to lose interest in the 
platform.  However, like all trials they had some learnings for future 
programmes of a similar style.

The main one was due to the group nature of the programme. 
The dynamic wasn’t as suitable for shier people in the group to express 
themselves. Some people struggling to quit also feared speaking 
out about slipping or even just having a tough day in front of others. 
Whereas a one-to-one conversation would allow for a more intimate 
expression of feelings or thoughts.

Trained moderators will need to 
take extra care in future groups. 
They’ll need to fi nd ways to get 
one-on-one conversations going 
with quieter members of the 
group while creating a group chat 
atmosphere too.

1
Another learning is to look at 
bringing in a relatable champion 
to the group. An infl uencer along 
the lines of an ex-smoker who 
can off er a level of empathy and 
encouragement beyond what a 
moderator can provide. 

2
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Smartphone 
Video Tactics for 
the Public Sector 

Dan Knowlton
CO-FOUNDER 
Knowlton
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The Challenge

Embracing Video Content

Dan Knowlton runs a successful digital marketing agency in the UK. He knows 
almost everything you need to know about video content on social media. 
Why? Because he’s been there, done that and learned the hard way through 
experience. And what’s more he knows video content works. 

So rather than talk about the stats, Dan shared some helpful tactics around how 
to create winning video content. 

His aim was to ease concerns around what can seem like a formidable format 
for marketers to use. Instead, he wanted to break it down to easy-to-follow hints 
and tips and demonstrate that you can make a powerful impact with as little as 
your smartphone.

Dan fi rst focused on getting over any fears around making and appearing in your 
brand videos before moving on to the technical and creative tactics. 

Video is scary, video is time-consuming, video 
opens up for criticism. It makes our palms sweat 
and our heart race. But if we truly, truly want to 
win the hearts and minds of the public, there is no 
better form of digital communication than video. 
Video works, it’s as simple as that.

Dan Knowlton
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Getting over you fears when shooting video 
on your smartphone

Dan started by saying it’s only natural to feel fearful or awkward about appearing 
on camera – not many people do. But there are ways to get around those fears. 

Mastering video strategy 
– how to capture your public

Dan talks about a handy funnel style model that can help you organise your 
content to start compelling your public. His model is made of three components 
– Awareness, Trust and Action and he talks about how these can help you master 
you video strategy.  

1
Remember that the public expects videos and if you want
to make your role a success you need to deliver impactful 
video content. 

2
Factor in that you won’t be good at it on your fi rst go. 
It takes time to get comfortable with the process. 
So, give yourself that time to improve.

3
Remember that practice makes perfect – the more you 
do the more you’ll learn and improve.  Soon it will be as 
comfortable as using any other marketing tool. 

The Fix
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We don’t want to suddenly reach out to the public 
and say, “Get your vaccines now,” without building 
awareness and trust. So, at the awareness stage 
we could be producing educational content around 
why vaccines are important, who needs them, all of 
those kinds of educational questions people have.

Dan Knowlton

Trust

The trust stage is all about reassuring the audience and bringing them with you 
as a credible or reliable solution to their problems. In the vaccine example this 
could mean creating a smartphone interview with someone who’s had a vaccine. 
And question could include: “Did it hurt? How much did it cost? Did it cost 
anything? Who needs the vaccines? What’s the process of getting a vaccine? 
The public needs these questions answered to build that trust. 

Action

Then with awareness and trust built up the next part of the process is to call your 
public to action. This is the quick and easy bit. So here the benefi ts of a taking a 
vaccine is free from worry about falling ill or passing that illness on to someone 
else - so the action video should be centred around that. 

The Fix

Awareness

This should be the fi rst phase of your video content for a particular campaign. 
And it should focus on educating, entertaining, and inspiring our audience 
instead of jumping in with taking action. Dan uses a campaign that encourages 
people to get a vaccine with the NHS as an example.
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Plan1
Dan breaks the planning down into several sections:

• Where does this video fi t in your strategic funnel
i.e. is it an awareness, trust or action video?

• What is your video’s topic?
For example, if it’s an educational video to do with vaccines, could it be the 
three reasons why you must have vaccines?

• A strong introduction
As you’ll only have a short period of time for the video you need to introduce 
what the content will be about in a succinct way. For example: ‘In this video 
we’ll talk about X, Y and Z.’

• A strong outro
You’ll also need to ensure your end frames will have impact. These will be 
infl uenced by what kind of strategic video you are making. For example, if it’s 
an awareness video on vaccines that outro can be soft i.e. – “Find out more 
about vaccines on hse.ie.” Or if it’s an action-based video it will be more 
powerful like “Get your vaccine today to help save lives.”

• Practice
It’s always a good idea to do a dry run of the video and fi gure it all out 
practically, as this will help you get it right when you begin to shoot. 

The Fix

4 tactical steps to executing great video content
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Shoot 2
Shooting the video shouldn’t take long and there are helpful apps to help you 
get it right. Here are the factors Dan considers important:

• Lighting
Ensure whatever your shooting is well lit and not pointing into the sun or 
creating distracting shadows. You need the light to be beaming on your 
subject.

• Audio
While a good smartphone should have a decent camera they tend not be as 
good at recording audio. So, Dan recommends using an external mic that’s 
compatible with your phone to great quality sound. 

• Framing
Dan suggests lots of tips to getting your framing right – like ensuring the 
head’s not being chopped off , keeping your subject evenly framed, using a 
tripod or gimbal to keep your camera straight, and keeping your message 
under 60 seconds. The last point is important as a longer video can lose 
people on social media – especially as they can easily scroll to something 
snappier or more interesting. 

Edit  3
Dan says you don’t have to edit down your content if you’re happy with the piece 
but does add that you should use subtitles or captions for whatever you publish. 
This is because many people will watch social media content without sound. 
However, this can be done easily and cheaply with online software. 

The Fix
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Promote  4
This side of your video content can often be forgotten about but also needs 
careful planning. Paid social ads like Facebook and Instagram ads are still good 
value as you can reach people for a little as a couple of cents.  And a clever way 
of increasing the reach of your content is to feature someone who already has a 
large audience and a large infl uence over those people – so you should consider 
this angle too. 

The Fix

Takeaways & Learnings

Key Takeaways

In conclusion Dan reiterated the power of video content in reaching your 
audience and engaging them with your messaging. But he appreciates 
it’s not something you need to be an expert at straight away.

This stuff  doesn’t happen overnight. Remember it 
takes time. You need to make rubbish videos to learn 
how to make good videos. But video works. It’s not 
the easy option. It is scary. It’s time-consuming, 
it opens up for criticism, but it’s so, so worth it.

Dan Knowlton
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The Changing 
Face of Facebook 
and Instagram

Jennifer O’Mahony
PARTNER MANAGER, GOVERNMENT & POLITICS
Facebook and Instagram
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One of the really exciting parts of our role is in 
providing feedback for where the gaps are in terms 
of the collateral that’s been missing in this area. So, 
it’s really great to see more of an appetite for sub-
vertical marketing material for the public sector.

Jennifer O’Mahony

The Talk

Jennifer O’Mahony works for the biggest social media company in the world 
and sits on Facebook’s GPA or Government, Politics and Advocacy team. You 
may not have heard of the team but that’s because they are relatively new. 

Her talk was an insightful window into just how Facebook and Instagram can 
help your organisation create relevant and useful content. And the more public 
sector engaged the services of the GPA, the better they can off er their customers 
quality content.

Before Jennifer got into referencing on some campaigns, she fi rst wanted to 
inform the audience about online supports and resources available to public 
sector bodies. 

Blueprint

Blueprint is a free online resource that’s available to any size or type of business. 
It covers everything from Facebook and Instagram’s organic tools to their 
advertising tools. 

It’s ideal as a reference because it suits all kinds of experience levels. If you’re 
a beginner then there’s a very comprehensive guide there. And if you’re more 
advanced you can do a deeper dive on the formats, ways to bring your latest 
campaign to life, or tips on how to optimise campaigns. It will also help you learn 
how to best navigate the analysis tools and interpret the metrics. 
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The Talk

GPAC Sub Team

This team was solely created just to work with government, politics and 
advocacy clients. And no other team in Facebook has this kind of access or 
support structure in place. They’re there to handle the volume of operational 
requests no matter how broad. Requests could be anything from a page 
verifi cation request to an ad disapproval to a bug in the system. 

Politics Page on Facebook

Finally, Jennifer mentions another important resource, their dedicated webpage: 
https://www.facebook.com/gpa. This site has lots of really helpful information 
for public sector bodies. It covers all you need to know about advertising and 
gives you invaluable tip about things like transparency updates or political ad 
authorisation.

So, if you, in any way kind of fall into that space, 
there’s buckets of information about how to go 
through the ad authorization process, or it could just 
be something far more basic but important in terms 
of how to secure your ad accounts and two-factor 
authentication. And how to take those steps.

Jennifer O’Mahony
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As well as telling the audience about the resources available, Jennifer also 
talked about some case studies done in Ireland, UK and Brazil which were 
great examples for using Instagram Stories, Facebook Messenger Bots and 
Facebook Live.

Case Studies

Instagram Stories – Anti Bullying   

Facebook Messenger 

Jennifer highlighted an amazing campaign done by anti-bullying NGO, 
Cyber Smile. They feature Jessie King a young English woman using Instagram 
Stories to highlight the problems of cyber-bullying. 

At the start of the campaign Jessie bravely and proudly shows off  body in her 
underwear in an Instagram story. And while a lot of posters support her and 
affi  rm her attractiveness, many trolls start to criticise parts of her body. But in 
this instance, it’s what Jessie is looking for. With help from a digital agency, 
each critique of a body part gets digitally retouched and represented for the 
public to comment again. This leads to more and more distortions all directed 
by comments. In the end a heavily distorted Jessie is presented along with the 
message of the damage online bullying can have on a person’s self-image, self-
esteem and mental health. 

Jennifer highlights a really powerful campaign for Belong - a Facebook 
Messenger bot that helps parents of LGBTQ children learn how to best support 
them when they fi rst come out. It works great as a question-and-answer service 
and as a gateway to kind of resources these parents need. It also empathetically 
pre-empts common topics or concerns that a parent may have when learning 
how to best handle the news. 



46
publicsectormarketingpros.com

This was a bit of a policy nightmare. But I think what 
they did to drive awareness about the work that they 
do to prevent cancer was phenomenal. In this example, 
it was a live colonoscopy. But what was really eff ective 
after that was that they actually had a nurse who was 
handling all of the Q&A. And having that scientifi c or 
medical background to answer in real time helped it 
gain a hundred thousand views after 24 hours.

Jennifer O’Mahony

Another example Jennifer talked about was a Messenger bot that Brazilian 
teenagers could chat to about their alcohol consumption called Anonymous 
Friend. Teenage alcoholism is on the rise in the country and this tool allowed 
the public sector body behind it to get highly personal and accurate details 
around how much teens were drinking. While the bot was also able to give out 
anonymous advice to the teens on how to curb their alcohol habits. 

Case Studies

The ChatBot is a really nice way for parents to engage 
with this app and ask questions. Maybe they don’t 
feel comfortable asking online or posting on a page.

Jennifer O’Mahony

Facebook Live

Finally, Jennifer talked about some of the brave usage of Facebook Live from a 
cancer research organisation to promote bowel cancer awareness.
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Takeaways & Learnings

Key Takeaways

The benefi ts of these formats

To conclude Jennifer reiterated how powerful the live formats on 
Facebook and Instagram can be.

I think live video has proven to be such a popular 
format across Facebook and Instagram. What’s 
really fabulous about it that it’s a lot more authentic 
and can be used in a broad scope of ways. In many 
ways it gives people front and backstage access 
to something that they may not be able to have 
ordinarily. So there is an incredible experience to 
deliver. And I think it gives a really nice way to have a 
two-way dialogue.

Jennifer O’Mahony
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Facebook Messenger 
and Operation 
Transformation

Aoife O’Reilly
DIGITAL COMMUNICATIONS MANAGER
Safefood
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Operation Transformation is a highly successful media event that has taken 
place every year since Gerry Ryan launched it on his radio show in 2007. 
It’s now better known as one of RTÉ One’s fl agship TV programmes hosted by 
Kathryn Thomas. And with a large audience both following and participating 
in the weight-loss program, it made sense for a public-sector body life 
Safefood to get involved in order to promote good nutrition in maintaining 
weight. So, they decided to become the programmes sponsor. 

But having their name associated with the powerful TV show was only part of the 
strategy. They also wanted to leverage the sponsorship by having meaningful 
conversations with the Irish public. As the All-Ireland agency responsible for 
food, hygiene, food safety, and healthy eating, they wanted to see how they 
could establish good nutrition behaviours across the island. 

For them it was all about helping the Irish public permanently transform their 
eating habits and buying behaviours.

The Challenge

We saw Operation Transformation as a strong fi t 
for our key messages around healthy eating and 
healthy diet. For us, the show gives us prominence 
during primetime to discuss the problems of 
excess waste and to get people thinking and 
talking about that. It also inspires a collective eff ort 
in local communities to become healthier. And it 
gives them a focus and some role models.

Aoife O’Reilly
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The Fix

Safefood decided to do two things online which could help the public better 
balance healthy food and living: 

They gave people access to their nutritionist 
through Facebook Messenger.

Safefood has a panel of professional nutritionists, so they decided to give 
access to the watching public by allowing them to contact them through 
Facebook Messenger when the show was on air. They promoted it around the 
show. And they managed it by strategically dividing their teams’ resources. 

They had fi ve nutritionists and dieticians online to answer people’s questions 
during episodes. And  they had one of their team managing Facebook 
messenger and delegating out the questions. This was to avoid any overlap 
on answering the same question. The nutritionists stayed online for duration 
of the show plus an additional half an hour afterwards. After that, their in-
house team dealt with up any subsequent questions. This meant that the 
public’s’ questions were answered whenever they asked them.

1.

2. They set up a media and online activation 
campaign to improve the public’s shopping 
behaviour.  

Because they now knew what kind of questions the public were asking, it 
also helped Safefood set up a separate online campaign Transform your 
Trolley. They knew that a lot of their audience were watching the show for 
entertainment purposes and they were also quite engaged on Facebook 
and YouTube. So, they wanted to engage and entertain this way around to do 
healthier shops as well. 
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Our concept asked people to Transform Your 
Trolley with a healthier, more balanced food shop. 
The main vehicle became a long-form video that 
contained eight tips which could be broken down 
into shorter bite-sized clips. And we used two 
hosts – one who was a magician to provide some 
entertainment. And then our dietician, Aoife Aherne, 
who would provide the authentic advice. While our 
tagline was – You don’t have to be a magician to 
transform your trolley.

Aoife O’Reilly

The Fix

The clips were pushed out as paid organic content across social media, 
Facebook, Instagram, primarily YouTube, and then also on Twitter. And they 
also created a landing page which hosted these tips as well as other helpful 
resources.  While the campaign itself was underpinned by PR across TV, radio, 
and press. 

Finally, they also ran some activations. Two were in Supermarkets – one in 
Letterkenny and one in Limerick – along with a Parkrun in Dublin. And again, 
nutritionists were on hand chatting to people, giving out information around their 
food shop and reminding people to transform their trolley. 
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The Results

The results of this twin-strategy campaign were brilliant for Safefood. 

Over 260 people used Facebook Messenger to ask questions about nutrition 
when the show aired. And Transform Your Trolley was a big hit. 

Of those who heard about our campaign over half 
of them said they made a change to their shopping 
behaviour, mainly buying more fruit and veg. 
Online, we had 46,000 page views on our website, 
330,000 YouTube views, 3 million Facebook 
impressions, and 1.6 million Twitter impressions. We 
also handed out over 5,000 leafl ets at our events 
and were featured in publications, radio stations, 
and on Ireland AM.

Aoife O’Reilly
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Takeaways & Learnings

Key Takeaways

Aoife felt that Facebook Messenger idea was an invaluable way of 
getting to know their public better and really understanding the barrier 
to improved nutrition. 

1

They also realised that live Tweeting was just as important in getting 
your messaging out there during the show and Tweets at that time 
proved the most popular. 

2

In terms of the video content, it was very much a case of dipping their 
toe into this kind of work. And while successful it gave them food for 
thought for future campaigns.

3

We needed to have more of a mixed bag, and 
maybe we should have changed the length and 
had more stories within the stories, within each of 
the clips. So people saw diff erent things. And then 
the fi nal learning we had is to harness the talent of 
our entertainer a bit more and get them to interact 
with the audience a bit more.

Aoife O’Reilly
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Going Front
of Screen to Hear 
Children’s Voices

Aoife Carragher
COMMUNICATIONS MANAGER
Offi  ce of the Ombudsman for Children
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It’s very possible that you might have never heard of The Offi  ce for the 
Ombudsman for Children (OCO). They’re a small but crucial public offi  ce 
who protect children’s interests in a couple of ways. Firstly, they investigate 
complaints about policy decisions public bodies make about children and 
young people. Secondly, they promote the rights of children and young 
people under 18. So, despite being a small body and offi  ce, they do some 
brilliant and essential work in helping everyone under this age. 

But as they are small and have limited budgets, fi nding a way to communicate 
just what they do is a challenging task for their Communications Manager, 
Aoife Carragher. 

Obviously, it’s diffi  cult for the OCO to share information about their complaint 
investigations – given their confi dential and sensitive nature. But the organisation 
do use social media to help promote the idea of Children’s Rights. And they 
wanted to showcase how children of all backgrounds and ages can be 
protected, and more importantly empowered by the work they do. 

The Challenge

We’re a really small offi  ce. There’s only 20 people 
employed at the Ombudsman for Children’s Offi  ce 
and it’s just myself and one other person working 
on communications. So really, I just want to talk 
about the kind of things we’re trying to do with a 
really small team and very little money.

Aoife Carragher
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The Fix

Their Facebook Live Campaign

To better showcase the work they do, OCO utilised the Live feature of 
Facebook to promote the rights of all under-18s. They were inspired by the 
power of events such as TED Talks which sees people from all over the world 
discuss personal or expert topics in technology, entertainment and design. 
These talks can be compelling and engaging and they saw the opportunity to 
create an event and forum like this for young adults and kids to tell 
their stories. 

With this inspiration OCO decided to host a Child Talks event which would 
showcase some of the children from all their diverse background and get them 
to tell their stories. The event was planned to be hosted on World Children’s Day 
and would be attended by children and young adults. And the talks would be 
both recorded and streamed live through Facebook Live. 

The event featured some amazing young people, including a young person who 
was transitioning, a girl from the travelling community, someone who talked 
about the impact of education or rural broadband on their lives and each of their 
personal stories were very insightful and inspiring. 

In the run up to the event they put aside a small budget of around €1500 to 
promote it online. And they hired some outside help to host and shoot the 
event professionally. 

We knew that people are on their phones all the 
time. They expect when they’re watching a video that 
it looks good. So, we decided to spend a little bit of 
money and get professionals in to help us to capture 
the event properly in a more impactful way. Then we 
can use it as much as we want after it’s recorded.

Aoife Carragher
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The Results

OCO were delighted with how the event went and how well it streamed live.  
They knew the investment in recording professionally would pay off  by having 
quality content. And they could see the positive impact the event had on the 
speakers and the audience. 

From a social media perspective, it was also a big hit. 22,000 young people 
watched live on Facebook over the course of the 24 hours. The event trended 
on Twitter and over 1,200 people started to follow their page on Facebook. 
While there were also lots of requests from schools and individuals afterwards 
who wanted to see and use the footage. On top of that OCO reached out to our 
national news channel. 

To take advantage of such a large and captive audience they also ran an art 
competition – inviting people to sketch something about rights. Then they 
partnered with Brown Bag in Kilkenny who made the winning designs into gifts 
and merchandise.

We contacted RTÉ who broadcast it live on the 
RTÉ News Now channel. And I suppose for me, that 
was a lesson in sort of chance your arm. We had 
spent the money we may as well give them a ring 
and see if they’ll take it. And over 50,000 people 
watched us on this channel.

Aoife Carragher
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Takeaways & Learnings

Key Takeaways

All this showed Aoife that to be successful on social media, it doesn’t 
necessarily mean a big budget or substantial spending power. It simply 
takes some good ideas and fi nding smart ways to work with what 
you’ve got. 

We’re a small team, but we have big potential and 
there’s lots that can happen. And it’s just about 
thinking outside the box. We see so much potential 
and we’ve only sort of dipped our toe into these kinds 
of things. So hopefully we will push out and do more.

Aoife Carragher
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How the Derry Girls
Phenomenon helped put 
Derry on the Tourist Map

Karen Henderson & Donna Roddy
SALES AND MARKETING MANAGER & DIGITAL MARKETING OFFICER
Visit Derry
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The UK’s Channel 4 has had some very successful comedy programmes down 
through the years but the most successful one of the past decade has been 
Derry Girls, written by Derry Native, Lisa McGee. 

The show features four young schoolgirls Erin, Michelle, Orla, Claire and 
Michelle’s Cousin James (Or the Wee English Fella) as they navigate growing 
up in Derry in the 1990s. The show mixes the nostalgia and culture of the era 
with comedic local characters and the more serious backdrop of the troubles.  
It’s been critically acclaimed both in Ireland and the UK. And since the show 
got picked up by global streaming giant Netfl ix, it has now become a global 
phenomenon too. 

The popularity of the show has helped turn some positive attention to the city 
of Derry. The city has had its fair share of history and it’s also Northern Ireland’s 
second biggest city with a wide range of attractions to suit all visitors. But the 
legacy of the troubles has still cast a shadow over the city in terms of domestic 
tourism. 68% of all of their tourists come from the international market and only 
11% arrive there from Republic of Ireland. So, for Visit Derry – their local tourism 
board – the popularity of Derry Girls show was a godsend. As their Sales and 
Marketing manager Karen Henderson said:

And while the city itself looks to get more fi lming and project work – including an 
additional season of Derry Girls. For Visit Derry it was all about how they leverage 
the charm of the show to attract more and more tourists. 

The Challenge

The success of Derry Girls allowed us to promote 
Derry as a screen tourism destination. As the show’s 
director Michael Lennox, said, “We were In Derry for 
three or four days. I wish we had a couple of weeks 
here. Derry is an amazing place to fi lm in. It’s like a 
mini-San Francisco.”

Karen Henderson & Donna Roddy
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The Visit Derry team took a four-pronged approach to positioning Derry as a 
tourist destination 

The Fix

The objective was really to highlight the new Derry 
and use the Derry Girls as a hook to show people 
some of the fantastic landmarks that were used 
during series one and series two, such as the  city 
walls, which are celebrating 400 years.

Their fi rst tactic was to create a Visit Derry TV Ad. This ad contained all the great 
tourist landmarks and hotspots in the city a lot of which featured in the TV show. 
The ad then ran in slots during the four commercial breaks that featured around 
the show. 

The new initiative was to develop a Derry Girl eco-system through partnering 
up with some of our commercial members. We created a Derry Girl tour which 
would bring tourists to sights from the show such as Wee Dennis’s Shop and 
Doherty’s Bakery, where they make the cream horns that featured in an episode. 
And it includes more famous landmarks like St Eugene’s Cathedral where Toto 
the dog went missing, plus the world-famous Bogside. It was once a tourist 
no-go area due to the troubles but is now home to lots places to stop or 
photograph. 

Karen Henderson & Donna Roddy

Partnership with members2

TV Ad1
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When Series 2 was ready to hit the airwaves, it was launched in Derry. And this 
gave the Visit Derry Team the opportunity to invite members of the media and 
promote all the great things Derry had to off er.

Derry, like Belfast, is famous for its street art like the photogenic ‘Free Derry’ 
mural. So, in gratitude to the city that gave them a hit show, Channel 4 decided 
to commission a wall mural that celebrated the 5 mains characters of Derry Girls. 
It was painted within 5 days and has become a stunning attraction is its own 
right. 

On top of this Karen also talked about how much they encouraged other 
businesses in the town to get on board with their own Derry Girls themes. And 
this led to places like breweries, hotels and pizza restaurants responding in kind 
by naming some of their dishes or products after iconic parts of the show. 

The Fix

Creating the Derry Girls mural with Channel 4 (UV Arts)4

Bringing media to the show Premiere3
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The Fix

The Digital Strategy

While there was a lot of work done by Visit Derry in an ATL and PR sense, they 
also found some really engaging ways to attract fans online. 

Donna Roddy, Visit Derry’s Digital Marketing Manager explained their strategy.

Visit Derry also took advantage of celebrity visits, like photos of Comedian Neil 
Delamere at the Derry Girls mural. However, they needed to be very careful that 
they didn’t get too close to borrowing the shows content itself as this would 
infringe copyright. 

So instead, they found ways to encourage their users to generate organic 
content. They developed some blogs asking – ‘Which Derry Girl are you?’ And 
then when you chose the personality type most suited to you, you could read a 
sample itinerary of things that you’d most like in the city. While they also thought 
fast to react to the latest episodes by posting relevant content.

We started with the hashtag up #HomeOfDerryGirls 
and the idea behind that was to market the city and 
to let people know that if they’re fans of the show, 
then why not come and experience the city?

Then, we concentrated on Twitter, Instagram, and 
Facebook, as well as our website and blog platform. 
One of the main things that we wanted to do was 
engage our audience about all things Derry Girls.
So, we did this through GIFs, promotional videos 
and Insta Stories.

Donna Roddy
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The Fix

One such example was a polar bear:

On top of this Donna also invested in buying display ads across a range of media 
sites and ran some competitions which gave away prizes based around a stay in 
Derry.

There’s an episode where a polar bear has escaped 
from the zoo. And I suddenly remembered that in 
our offi  ce Christmas cupboard we had a polar bear 
decoration. So, we hauled this polar bear out and 
we put him on top of our 400-year-old walls.  And 
our followers interacted with the video of it – they 
thought it was great.

Donna Roddy
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The Results

The results of this strategy were fantastic for Visit Derry. Donna reported a 
17% page increase in likes for their page and a 35% increase when compared 
to non-Derry Girls related material. While in terms of display, they also ran 
some page takeovers which generated a 2.5% click through rate on sites like 
Independent.ie – and that was six times the industry average. Plus looking at 
web-traffi  c they had an amazing 200% more traffi  c to the website during the 
campaign. 

And on top of this Karen says:

Of course, after this talk tourism has hit with the eff ects of the COVID-19 
pandemic. But there’s no doubt that with Derry’s renaissance and a new series of 
Derry Girls in production at time of writing, the city will see these high numbers 
return. 

And most importantly the overall campaign had 
translated to hotel occupancy in the fi rst quarter 
of 2019 being up 4.8% in terms of hotel occupancy 
and almost 9% on room sales. So, we can attribute 
this to the Derry Girls phenomenon and obviously 
all the packages that many of the hotels have done. 
So, it’s been a fantastic opportunity.

Donna Roddy
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Ryan Feeney
HEAD OF CORPORATE COMMUNICATIONS
Police Service of Northern Ireland (PSNI)

Policing Social Media: 
Inside the PSNI 
Social Media Strategy
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Ryan Feeney had recently joined the PSNI as head of corporate 
communication when this talk took place in mid-2019. 

The PSNI were not averse to embracing technology. In fact, when they ceased 
to be RUC and became the body they are today they adopted a lot of the tech 
available at the time. But like a lot of public sector bodies, maintaining the 
expertise to learn the latest tools and keep pace with new online behaviours has 
been an ongoing challenge. 

On top of that maintaining the best possible image for a policing body can be 
diffi  cult especially in the landscape of a politically divided community and a 
history of mistrust for the force. 

So, it became Ryan’s new brief to help the PSNI become more eff ective at 
getting their online marketing and communications right. The scale of the 
challenge for him could be seen with some of the recent news stories at the 
time. The tragic murder of young journalist Lyra McKee had just taken place as 
had the attempted murder of a police offi  cer, a spate of ATM bank robberies and 
the dropping of charges against two high-profi le journalists. So, Ryan knew that 
scale of the task and potential minefi eld of error within months of taking the role. 

However, he could immediately see where changes needed to be made.

The Challenge

As you all know, print media is declining in terms of 
where we get our news and how we read it. People 
now do it through their phone - they may look at 
rte.ie or on Twitter. That’s something that we, as a 
police service, had to adapt to in terms of trying to 
make sure that we have a situation in play.

Ryan Feeney
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The fi rst thing Ryan did was to help the PSNI put a proper digital and social 
media strategy in place. He thought about how his team could best attract 
followers to wanting more information on road traffi  c, hearing about public 
protection, or campaigning around road safety. Or even just to try to ensure 
their messages were being properly heard. 

Policing messaging can be nuanced – and they generally fall into two 
categories. There’s getting the important safety and protection messaging out 
there as large an audience as possible. And there’s the community engagement. 
Ryan could see that the engagement part was needed to build trust. Then once 
they had a bigger more engaged audience they could follow with the more 
important messaging. However, both types of messages needed to be carried in 
the right way.

The Fix

There are about 440 out of 9,000 offi  cers in the 
PSNI who are allowed to engage in social media. 
Now, that has caused some issues which can lead 
to negative news stories for the police. We had a 
very good police offi  cer who decided to talk about 
antisocial behaviour in North Belfast on the PSNI 
North Belfast Facebook page. That ended up being 
a story in the newspaper where it said, “Police cannot 
control antisocial behaviour in North Belfast.” 

While we had another police offi  cer do a charity 
chest wax recently. He thought that was appropriate 
to go out on social media channels, it certainly
 was not.

Ryan Feeney
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The Fix

Policing the police

So, one of the fi rst things Ryan did was to try to consolidate and control the 
agenda. The organisation had too many social media pages. Ryan liked the fact 
that members had enthusiasm, however he thought their content could be 
better planned and controlled. And he’s ensured everyone with access to social 
media had the proper training for it. 

He points to better examples of the PSNI being light-hearted while still being 
community focused with a reference to the shooting of Game of Thrones in 
Belfast. 

Recently, the PSNI helicopter was accused of 
invading the fi nal scene of Game of Thrones. So, 
the helicopter allegedly buzzed over the top of the 
Game of Thrones set. But it didn’t happen. We did a 
bit of research and the helicopter wasn’t even in the 
area that day. 

But, the air support team came and said, “Look, can 
we put up a bit of a joke here around this?” They did, 
and you can see they put a dragon in the screen 
saying, “Look, we were nowhere near the Game of 
Thrones set.”

Ryan Feeney
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The Fix

More arresting with their messaging

While Ryan also looked to bring a more considered approach around the serious 
messaging too. 

They recently launched their Sobering Moment campaign as a way to interact 
with the under 18s about the dangers of alcohol. And they ensured they did 
this is in a way that talked to them on their level about the facts and not in an 
authoritative way. While they’ve also started working a new start-up platform 
called Nextdoor that allows people to report crimes and burglaries to the police 
in a way they are comfortable with. 

Then when it comes to situations like media scrums – they won’t just rely on 
traditional media to carry the news story. They will put it on Facebook Live or 
Twitter Live as well. 

So, the public will get to see us on our channels 
like Jason Murphy the lead offi  cer on the Lyra McKee 
case doing his press conference up in Derry. 
And they can also see some of the footage from the 
Lyra McKee murder that was put out as well. People 
see this and it may spark may some new information, 
memories may be jogged. And then it’s easy for 
them to engage with us as well.

Ryan Feeney
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Takeaways & Learnings

Key Takeaways

Although he admits it’s early days into his time with the PSNI, Ryan is 
already seeing some positive changes. However, he knows that things 
need to change further to really improve engagement levels. And he 
sees investment as the best way to do this. 

So, at the moment we’re engaging with social media, 
about 1.1 million people, and the population of 
Northern Ireland’s about 1.8m.  So, we’re getting a 
reasonably good hit in terms of what we’re trying to 
do with the population at large. Our digital hub are 
a very small team. The intention is to invest heavily 
in this over the next number of years and to set up 
a new digital engagement unit within the Corporate 
Communications Department. That unit, I hope, will 
have responsibility for monitoring, reviewing, and 
communicating through social media.

Then the ideal situation in the future is where instead 
of ringing 999 or 101, the public will be able to go 
onto Twitter or Facebook and report a crime in real 
time. For now, we need to catch up, we need to put 
ourselves in a place where we have the equipment, 
the capacity, and the skill-set to do that.

Ryan Feeney



72
publicsectormarketingpros.com

Dr Glenn Hurst
ASSOCIATE PROFESSOR AND SENIOR LECTURER
University of York

Pushing the Boundaries 
of Social Media for 
Student Engagement
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Education is changing and will change even faster in a post-COVID world. 
And while fi rst and second-level schools may have strict rules about using 
smartphones in the classroom – it’s much harder to enforce those same rules 
with young adults at university. 

So, Dr Glenn Hurst at the University of York realised that in order to deliver 
the best possible course and learning techniques he needed to fi nd a way to 
integrate the use of smartphones, apps and social media platforms. 

And this meant he looked for ways to best integrate and utilise this new 
technology to help his students pick up Chemistry.

The Challenge

It was very clear to me that our students at York 
are utilising both mobile phones and social media 
throughout their day. So, could we harness that 
in some way to enhance the way that they learn 
chemistry?  That was my main motivation, and I was 
also motivated by the brilliant work going on within 
the university as a whole.

Dr Glenn Hurst
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The Fix

How Glenn utilised apps and social media 

Glenn’s Chemistry Department use social media in a variety of ways. 
For instance they use Twitter as a PR vehicle for a more general audience. 
So that would include advertising seminars, grant funding that’s come in or 
as a way to promote the work they’re doing. But they can also use it to post 
content from lectures and ask quiz questions for prizes. 

The department also makes extensive of YouTube to create video content of 
lectures, new equipment and practical lessons on how to use this equipment. 
For example, one of their Fellows creates 8–10-minute video synopses of his 
lectures. They then push out their video content through Twitter, Facebook - if 
they want to target older audiences like parents - and Instagram for targeting 
students (so they’re not limited by characters).  

And the department has also become more innovative by inviting the students 
themselves to make YouTube content based around a question or topic. 

Students themselves may wonder what the benefi ts are but they are not only 
learning about experiments and getting a context for the chemistry they are also 
honing presentation skills they will need in the future. 

So, for example, here is one of our students making 
a YouTube video about polymers associated with 
aircraft, and she’s actually having a fl ying lesson at 
the time. And in doing so, as well as it forming part 
of their assessment, they become global educators 
within their own fi eld, and stimulate debate to a 
global audience.

Dr Glenn Hurst
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The Fix

Effectively using Snapchat to enhance learning. 

One of the most eff ective platforms Glenn discovered was Snapchat. But he 
didn’t choose it because it was a great educational tool. It was more because 
that’s where his audience was. So, he took a four-pronged approach to enhance 
learning through this format:

1
Contextualize content in the real world
Glenn made sure to give real life ordinary examples so 
that this students could easily see how a knowledge of 
chemistry could infl uence their daily lives. 

2

Demonstrate key techniques in the laboratory that 
students will subsequently practice in an upcoming 
practical session 
As an example, Glenn suggests:
“Perhaps you can engineer setups with a mistake and ask 
the students to spot those mistakes. Or I absolutely love golf 
and the core of golf balls contains polybutadiene, formed 
from the Ziegler–Natta polymerization of the monomer 
1,3-butadiene. And we happen to be talking about this type 
of chemistry within the proceeding lecture.”

3
Going into labs and showing research being carried out
This helps create an interest among prospectus students 
or pique curiosity amongst existing students. As an even 
broader example Glenn shows an image of him in the 
Amazon rainforest conducting research on plants there 
and inspiring students with exotic fi eldwork. 



76
publicsectormarketingpros.com

The Fix

4

He gives his students an insight into his professional life 
This would include showing him preparing lectures, doing 
research, travelling to other places and more. And this is all 
designed to show students the type of career you can have 
in Chemistry. Glenn fi nds that Snapchat has really worked 
a treat for him. But he also understands that Snapchat is 
not eff ective for every audience, so he posts content on 
Instagram too. 

Building Campus Chemistry Apps

The fi nal approach Glenn’s department have to enhancing learning through 
technology was to help develop an app.

As well as a lessons tool students were able to interact on the app through 
quizzes and could win prizes for learning. They were also able to help other 
departments like Bio-Sciences develop their apps using their learnings.

So, this was the most remarkable project where we utilized 
the students-as-partners approach. We wanted to enhance 
our international undergraduate admissions, and the fi rst 
step that we made was to compartmentalize a lot of the 
material on our website into an app. And so, we went to a 
company, we were quoted around €35,000. And we said, 
“No, thank you. Rather, we will collaborate with a student, 
say, in computer science to make the Chemistry@York app.”
And this ended up costing about €1,000.

Dr Glenn Hurst
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Takeaways & Learnings

Key Takeaways

For Glenn, the overall learning is simply to just have the confi dence to 
go out and embrace social media. But having staff  of a similar mindset 
helped too.

The inspiration that was there for me was already 
knowing about staff  who had already very eff ectively 
used social media. So that gave me the confi dence 
to try some of this great stuff . We used a portfolio of 
great social media platforms like Twitter, YouTube, 
Snapchat. And now we’ve started to make our own 
apps and trying to combine that with social media too.

Dr Glenn Hurst
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Perfecting your 
tone and technique 
on Instagram

Sheena Doyle & Tony Sheridan
COMMUNICATIONS MANAGER & SOCIAL MEDIA MANAGER
University of Limerick
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Sheena Doyle has worked in the Communications Department at the 
University of Limerick for as she says herself, ‘around 1 million years!.’ 
And in that time, she has seen a lot of senior leaders come and go. 

However, eventually Sheena managed to persuade one of her superiors to fully 
embrace the power of social media. So they started off  with a clunky Twitter 
handle before they managed to use a redundant but more user-friendly UL 
handle that someone had set up but never used. But even then (2011) only 
Sheena could grasp the importance of this step. 

The Challenge

I spent about 900,000 to those years trying to make 
senior leadership understand what social media 
could do for the university. It’s diffi  cult when you 
have a bit of a turnover at that level too. Sometimes 
you can have a president or vice presidents who 
are engaged, sometimes you don’t.

Sheena Doyle 

Twitter allowed us to use the handle, which 
I knew was going to be massive in terms of our 
engagement because they were going to be so 
easy to tag us. But there was nobody who knew 
how to celebrate with me, so I just did a little dance 
in my own offi  ce.

Sheena Doyle 
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The Fix

From humble beginnings to well-oiled machine

From such humble beginnings UL started to engage their community of 
students, staff  alumni and prospectus until they became the well-oiled 
machine they are today.

Key to that was the hiring of Tony Sheridan who joined the communications team 
in 2016 to manage their social media output. 

There was plenty for him to get his teeth into and even at the time of this talk in 
June 2019, UL were still integrating their social media into some of their policies 
like their critical incident protocol. 

However, Tony was also given the reins to deliver a bigger strategy for UL which 
is based around the idea of what they call considered content. Even though the 
college wanted to be engaging it didn’t mean posting any old engaging material 
in itself. The material must mean something and carry some benefi t for the 
university, and more importantly for the audience it’s delivered to. 
Sheena describes it best by using an analogy of a broccoli cake:

We now have 200,000 followers across our 
institutional platform accounts. And they all love cake. 
And cake for them means engaging, entertaining, 
quirky or newsworthy content. But when we need to 
do some marketing, that’s the broccoli that we kind 
of put in there for people to eat. It’s hidden in the 
cake. So our strategy is a balancing act of giving our 
followers the right amount of cake, so that when we 
need to feed them some broccoli, they will be okay 
about it.

Sheena Doyle
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The Fix

Tony takes up the cake baking mantle

With that in mind Tony was inspired to fi nd the right ingredients and start baking 
the most delicious broccoli cake the UL community could eat. 

He approached it in the following way:

Everyone’s on their phone as we all know, and more people are increasingly 
on Instagram. So, the way that I approach it, is the way I approach any piece of 
content whether it’s marketing focused or not is to bake a cake, no matter how 
much broccoli. Good marketing should be indiscernible from good content.

And to set about doing this Tony focused on how to create really engaging 
Instagram posts by refi ning the college’s tone and technique. 

Setting the right tone for UL 

From a tone perspective, it was really important for Tony that all ULs posts came 
across as genuine:

When I talk about tone, I believe that if you’re being 
insincere then it’s worse than not doing anything at 
all. It’s worse to try to be relatable in an insincere way. 
As Tim Watkins from Reading University says, “Talk 
like a human. That’s how humans want to be talked to.”

Tony Sheridan
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The Fix

Social media techniques UL are using

While the university does spend a little on posts, the vast majority of their 
Instagram imagery is user generated. Tony rather cheekily suggests that they are 
most Instagrammable campus in the world. But it’s humorous conceits like these 
that encourage their students to share. Tony’s team rewards them by always 
crediting the photographer – who will then the spread the news that their photos 
has featured and encourage more followers to see it. 

They then use the Instagram Themes and Series collage tools to combine all 
this user generated imagery into a narrative format. Examples include hosting a 
Photo Society Competition, or night-time shots of their on-campus St Patrick’s 
Day Greening. For Tony getting this user generated content is the ideal way for 
them to talk like a human.

At fi rst, we had to seek out that content follow 
hashtags and say, “Can we use that content?” Now we 
have so much that we don’t even have to look for it 
anymore.

Tony Sheridan

We are using human voices, so when I get a photo I 
say, “What do you want to say about this photo?” And 
they say, “I’m only here for a semester, but I never want 
to leave.” They’re doing the marketing for us. They’re 
selling our campus. People believe that because it’s 
a real voice and it’s linked right to a real profi le.

Tony Sheridan
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The Fix

Adding their own touch to the content

Not every student wants to leave a caption though, and Tony is also skilled 
at bringing a fresh, genuine voice to their posts. He also points out that he 
can make mistakes. For example, after leaving the word ‘years’ out of a post 
celebrating UL being 30 years as university – he didn’t rush to correct it. He just 
simply commented on how it had been a long week, and included a laughing 
emoji face. For him, making mistakes and having a sense of humour is all part of 
being human. 

Everybody likes humour. Everybody likes sincerity. 
That’s why we do it. And if you don’t give people a 
reason to follow you, they just won’t. For example we 
use Instagram stories. When we ask people, do you 
read for fun? 24% of people that saw that responded. 
That’s really high-engagement. When we asked 
them what book was their favourite book, we got 
loads of answers.

Tony Sheridan
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Results

You’re never going to get a professionally made two 
and a half minute Facebook video that somebody 
watches or 60% of people watch it all. The equipment 
was Becca’s phone. The budget was we give her a 
hoodie that cost 30 euro and we got this response, 
“I was kind of divided about going to UL, but now I’m 
excited to study journalism here. That’s a good return 
on 30 quid.”

Tony Sheridan

The broccoli cake mixed with a human voice has paid dividends for both 
Sheena and Tony. Another example of them using Instagram stories to carry 
a news day scored amazingly well. It features UL student Becca doing a 
Takeover – which is 20 x Story Segments that ran up to 2.5 minutes long.  

A phenomenal 60% of users who started watching fi nished that story. 

In 2018-19, UL had also grown from 10k to 15k followers in one year. So, they’re 
gaining massive engagement in two-way conversations on a minimal budget. 
Plus, they’re getting conversions to their website. 
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Takeaways & Learnings

Key Takeaways

Be consistent in terms of your quality. But keep changing it up in terms 
of what you do. 

1

Use whatever tools that are available to you in your preferred format.

2

Talk like a human or just talk like you would yourself.

3

The learnings generated from doing these campaigns are simple and 
Tony restates them again to conclude the talk: 
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Smart Marketing 
Measurement: 
Why, What and How?

Christina Brauer
CONSULTANT AND TRAINER
Google
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Christina Brauer used to work with Google, so you’d think that would put her 
at an advantage on knowing all about Google Analytics. 

However, during her time there, she didn’t actually work with the tool. It was 
only through her own personal hard work and determination to conquer all thing 
measurement related that led her to the position of Google Analytics Consultant 
that she holds today. And she’s keen to stress that everyone can pick up the 
basic skills if they can get over the fear of using tools like these.

The Challenge

I read a very thick book by one of Germany’s 
leading analytics agencies. And that led to me 
being the girl that people could ask about all thing 
measurement. But before that, I got the same 
look on my face as most people when it came to  
Google Analytics. It can be very scary, but really 
it’s a bit like a department store. If you know the 
general layout and you know where the escalators 
are, you will fi nd your way around.

Christina Brauer

Christina sees that one of main problems for people wanting to learn about 
the topic is to get over their fear of it. Christina can understand where the fear 
comes from – usually an unfounded assumption that the analytics will be more 
work or will make their current performance look bad. But the point of using 
measurement tools is conversely to make marketers look good by delivering 
campaigns that work.
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There are other benefi ts when answering the question of why you should 
measure your digital marketing campaigns

For a start you can use it to report to your senior stakeholder of your progress. As 
you use the tools to improve your campaign performance, this will in turn make 
you look good, and your senior team will then look good in the process.
It will also allow you to try new ideas in a measured way so you can eliminate 
what doesn’t work and focus on what does. 

And fi nally, if you progress towards an interview for a more senior role, you’ll have 
a track record of successful and accountable campaigns to fall back on. 

The benefits of measurement are manifold

A while ago I interviewed a really bright young 
man. And I hired him because of what he said in 
that interview. Which was: “With every euro that 
you spend on marketing, you can either reach your 
goals or you can learn something. It’s only when 
nothing of the two things happen that you have a 
problem.” So, I think there is a mindset shift going 
on.  By measuring our digital communications and 
campaigns, we can either win on our campaigns or 
we can learn.

Christina Brauer

The Fix
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I’ve worked with a few public sector organisations 
so I can show some of the goals that they’ve had. 
You might want to raise funds for your charity or get 
users to download a recycling app. You might want 
to create awareness for a new health service. You 
might want to get people to attend your event or to 
build a community.

So, the question is, ‘How can you measure that?’ 
For some of these it’s really easy because fundraising 
for charity, you just track the number of donations 
and the amount that is donated. The app downloads 
are something you can very easily track. Awareness 
for a new health service is slightly trickier. You could 
look at search volume, if your health service is big 
enough and on a national level, you could look at 
social media conversations. You could look at visits 
to your website there. You just need to be a bit 
creative and fi nd proxy metrics for what you meant to 
measure. If people attend your events, that’s easy to 
track if you have a registration system for example.

Christina Brauer

Christina next talks about what exactly you should measure. She explains that it’s 
fi rstly all about fi guring out your objectives.

The What of measurement tools

The Fix
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The Fix

Christina fi nds it helpful at this juncture to introduce a typical digital-marketing 
and sales funnel. And this funnel has three layers:

1

Top of the funnel 
Your audience
This is the entire audience for whoever your campaign is 
aimed at – for example people you’d like to attend your 
event. To ensure you capture everyone at this level is 
quite easy – you simply use the targeting tool on whatever 
platform you’re going to send your campaign out in. It 
could be Facebook Insights, your Instagram profi le in your 
Facebook ads, your Google Ads or your Twitter Insights 
account. 

2
Mid-funnel 
The number of your audience who interact with 
campaigns
This involves people moving onto your landing page or 
website and browsing to fi nd out more. Here, the tool to 
use is a web-analytics platform like Google Analytics.

3

Bottom of the funnel 
Conversion phase
This is the place where you want your audience to be – 
when you convert them from a passive audience member 
to someone who’s taking the action you want them to 
take. It’s called the conversion phase. And it’s here you can 
also use Google Analytics to get you the data that really 
matters. 
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To report on your data in the clearest and most helpful way, Christina talks 
about starting form the bottom of the funnel before looking for other relevant 
measurement further up the funnel. 

The How of measuring your data 

The Fix

So you pick your central goal like download, 
book or buy and you put it at the end of the report 
alongside the conversion rate. This is everybody 
who came to your website and the portion of those 
people that then did what you wanted them to do. 
Then you calculate the cost per action that tells you 
how effi  cient you are at what you want to do. So, these 
metrics should always be at the end of your report. 
And then in the middle section, you have all the 
metrics that you would fi nd in your web analytics tool.

Christina Brauer
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Tracking users to your site

The Fix

So for example, the sessions that people have on 
the website and the number of users that come to 
your website, those are important to track. If you can’t 
follow up these numbers on say Facebook, you can 
see how many people came to your website, but if 
you’re doing PR or if you’re doing SEO, then there’s no 
way to track that number, other than by looking at the 
sessions and Google Analytics.

Christina Brauer

Tracking engagement

And then there are all the engagement metrics, that 
you can see for people when they come to your 
website. So, the bounce rates, session durations, 
whether they looked at videos or those kinds of 
things, you don’t need to track all of these, but you 
need to decide which ones make sense for your 
organisation and look at those.

Christina Brauer
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Tracking acquisition

Tracking social engagement

The Fix

And then there’s the audience acquisition section. 
And that is where you want to know if you’re running 
ads, how many people have seen your ads? How 
many people have clicked on them and how much 
you have spent on it? And then, you can calculate 
things like the click-through rate, the cost per click 
and the CPM.

Christina Brauer

If you’re operating in a social space, you’ll also want 
to look at things like engagement likes and followers, 
just so you have an understanding of that as well. 
So, this is how you basically build your measurement 
framework from the goal up to the top of the funnel.

Christina Brauer

From here you can choose how often to report and adjust your campaign 
accordingly. Christina mention utilising approaches like A/B testing or spotting 
any poor performance and trying something diff erent. 
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Tips and Watchouts

The Fix

TIP #1

Beware consultants who falsely report
As the saying goes there are lies, damn lies and statistics. And Christina states 
that as essential as good data is to the success of your campaign, statistics can 
also be spun by consultants and agencies for their own purposes. Or, even just 
from a lack of understanding. 

She cites some examples:

For example with Facebook, if they only talk to you about 
followers and friends, either they’re messing with your head or 
they haven’t gotten the memo that social reach is not a thing 
anymore. So you might want to look for a new consultant.

Or people who throw metrics around without context and say 
things like, “Yeah, your conversion rate is 1%.” What does that 
mean – like what’s a good conversion rate for my industry? 
That’s why you hire consultants to give you the context. 
So ask lots of questions and ensure you get the context.

One fi nal thing I also see happening is that only upper funnel 
metrics are reported on, where the partners are not telling 
you about the important metric just the nicer, more cosmetics 
ones. For example, reach is nice, but reach, at the end of the 
day, doesn’t help your fundraising and doesn’t pay the bills. 
So it’s important to also look down the funnel.

Christina Brauer
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The Fix

TIP #2

Get regular reports done
Christina acknowledges that reporting can be expensive if done daily but can 
still be reasonably done at least once a week or a month with smaller budgets. 
It is valuable in the long-run to help you keep on top of your campaigns’ 
performance.

TIP #3

Use a target optimisation strategy.
In layman’s terms, this means focusing on one goal, then tweaking your results 
until you’re achieving it or optimising it. 

When I was running marketing teams, we reported 
daily, but we were also spending hundreds of 
thousands. Now, my clients usually report on a 
weekly basis because they don’t have big campaigns. 
So, it really depends. But at the very least do it 
monthly to see what is happening, because that then 
enables you to compare the developments and the 
channels to see what’s happening with these.

Christina Brauer
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The Fix

TIP #4

Trust that Google Analytics will have what you need
You may need to do some tweaking in Google Analytics. But the app is intuitive 
enough to understand what most marketers like you are looking for. 

Say, you want to grow your email marketing list, then you 
focus on the sign-up rate and evaluate everything you’re 
doing based on this metric.  If you’re A/B testing, then of 
course you’re sticking with the version that has a higher 
sign-up rate. So here you want to be able to compare 
diff erent channels at getting people to sign up. So, you 
basically go into the back-end of whatever channel you’re 
running. Then you make sure that you select the right 
timeframe. And you make sure that you get all the metrics 
displayed that you need.

If the reports that you need to see aren’t there, you can 
also create custom ones, but that’s pretty advanced. Most 
of the things you would want are probably already there. 
There are four important sections. There’s Audience, 
Acquisition, Behaviour and Conversions. And those really 
are the important ones that count. Almost every Google 
Analytics report looks basically the same.

Christina Brauer

Christina Brauer



97
publicsectormarketingpros.com

Takeaways & Learnings

Key Takeaways

Don’t be scared of measurement because it’s not that scary. The internet 
also is full of answers. If you don’t have them, you can just Google them.

1

Don’t see all your communications as a success versus failure model. 
Instead see them as a winning versus learning model. 

2

Then start with your end goal in mind and build your measurements 
from that metric upwards.

3

To conclude her highly informative talk Christina reinforced that you 
need to do some exploring and fi nd things out for yourself. But the 
most important things for you to remember are:
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Using Data Insights 
for Campaigns

Lucie Cadova
SOCIAL MEDIA MANAGER
Council of the European Union
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Lucie Cadova has a big brief as a Social Media Manager for the Council of 
the European Union. Her main advantage is the potential size of her audience. 
But within that are 28 national entities, plus the entity of the European Union 
itself.

So how does she make engaging and interesting that best celebrate the EU 
but still holds peoples interests? Well, as Oliver Carville once stated about the 
economy – ‘It’s the data, stupid!’. 

Lucie knows the secrets of good social media – about being relevant, human, 
engaging and interesting. But for her it’s the data behind it that holds the key to 
getting it right.

The Challenge

Well, we already know that people have a very 
short attention span of eight seconds. It’s nine for 
goldfi sh, eight for people. Be we also know that 
people scroll about 27 meters on their mobile 
devices on average each day. We also know that 
85% of people watch Facebook videos without  
sound. We know at the same time, 60% of people 
watch Instagram stories with the sound. So, what 
do you make of that? And fi nally, we also know 
that about 30% of people, or even less turn their 
mobiles sideways to watch videos. So again, you 
can take something from that. And fi nally, we know 
people also like to see other people that they can 
identify with. So, hello infl uencers, right?

Lucie Cadova
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How to engage different cultures with one message

After learning how to engage her audience, the next challenge for Lucie was 
what to engage them with.  The EU comprises of 28 diff erent cultures, identities 
and languages. But not only that, within each country you can also fi nd cultural 
and language diff erences. For instance, Belgium is offi  cially bilingual, consisting 
of those who feel more Flemish or more Walloon. And in many other countries 
like Spain and Italy or France diff erent ethnic groups reside.

So Lucie’s team had to fi gure out a way to engage with everyone that could 
celebrate everyone. And their next step was to fi nd the right data to help them 
do this. 

The Challenge

We were looking at engagement. We were looking 
at whether they turn their phones like this, like that. 
Do they come from Google? Do they type EU in 
search? Are we in their favourites? And it all didn’t 
really have any kind of direction. So, we thought 
“Well, maybe we are going about it all wrong.” What 
we should really be asking ourselves, “What is the 
second most important thing people like, apart from 
other  people?” And it’s actually very, very simple. 
People like themselves. We, like to really show off  
who we are, what do we do. What we are good at. 
In the end it was so simple.

Lucie Cadova
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As part of their research Lucie and her team stumbled across the European 
Statistics Offi  ce. And from this vast store of data, they were able to conceive a 
campaign that celebrated all the weird and wonderful facts that each nation has. 
And because each nation as their own National Day - like for example St Patrick’s 
Day or Bastille Day – it meant they could celebrate each country through the 
calendar year on their own special day. 

They also knew from research that a Facebook Video under 2 minutes was the 
best platform to carry the content. However as nothing like this had been done 
before they wanted to see how it would test fi rst.

The Fix

We are the house of the member states. So, it’s 
very easy for us to justify, “Why should we be 
communicating and engaging more and more people 
from more countries?” Then, talking about language. 
We were thinking, “Well, we’re a very small team. It’s 
a pilot project.” Naturally, we should be doing it in the 
native language of the country.  But we didn’t really 
know if our assumptions are going to work. And as it 
was a pilot project, we also needed to test and see 
fi rst. So, naturally we thought, “Okay, English, it is.” 
Then, we came up with an algorithm friendly, 12-fact 
format that was perfect for all of the national day’s 
animations. And this is how national day animations 
was born.

Lucie Cadova

Using national stats to their advantage1
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The team designed it predominantly for Facebook and Instagram, so they chose 
a vertical mobile-friendly platform. And because it was 12 facts put together, it 
was easily slice-able for Instagram. The team didn’t adapt it for Twitter as it was a 
test. But it is something they’ve planned for the future. 

As for the facts themselves, well the team ended up having a lot of fun drawing 
out some of the quirky things to celebrate – like Sweden have a national day for 
eating sweets. Or that Finland has more saunas than people. It meant that the 
content could both be fun and educational.

The video had three clear objectives:

The Fix

First, we wanted to show the country and the people, what 
are they best at? So, we wanted to show people without really 
showing people that we cannot put into front of the camera. We 
wanted them to identify with it, engage with it, share it, and maybe 
start following us as a source of information as a by-product. 

Then we also wanted to target people that wanted to learn about 
that country. This is why we were really bold and putting facts that 
nobody would probably expect to come from the Council of the 
EU. We wanted to get the interest of people that always wanted 
to go to Spain, for instance. Or that they never considered going 
to Latvia. And now, because they learned so many new things, 
they might want to go. We wanted them to comment and say 
things and we wanted to share our content. And last, but most 
importantly, we wanted everyone, to learn about the council of 
the EU and the European Union.

Lucie Cadova

National Day animations content2
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Results

We published exactly 29 animations including one 
Europe Day. We got over 17 million impressions 
and over 300,000 clicks on the post. Then, more 
importantly, we got over 50,000 shares which meets 
our objectives of real engagement.

So, we’ve reached over one million people in Poland, 
alone. And almost one million people in Portugal, 
France, Italy, and Romania. But what we found 
when it came to sharing was that ex-pats living in 
other countries were three and a half more times 
likely to share. More than one-fi fth of each video is 
being watched. And most importantly, we got a 75% 
increase in followers are following the campaign day 
compared to non-campaign day.

Lucie Cadova

The campaign turned out to be a big success for Lucy and her team.
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Takeaways & Learnings

Key Takeaways

So, what does Lucy plan to do with the increased engagement and 
following. The answer lies in more of the same.

It was so successful for us that we are now running 
a second season of National Days. So, now we’re 
adapting them and translating them into the language 
of each country. And let me tell you, the results so far 
are even better.

Lucie Cadova
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Putting 
the Social into 
Customer Service

Justin Clarke
FOUNDER
Just Social 
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Justin Clarke is the founder of Just Social but in the recent past he’s been 
in charge of diff erent public sector bodies including Transport for Greater 
Manchester. He’s a big believer in separating and highlighting the importance 
of customer servicer social media from marketing social media.

Justin also goes on to quote from marketer Jay Bauer, who said “social media 
makes customer service a spectator sport.” And this analogy certainly rings true 
as the whole world can now see how organisations approach customer service 
on social media. In fact, Justin points to the stat that says that 75% of customer 
complaints on social media are never answered. And this despite companies and 
organisations’ sometimes self-congratulatory opinion that they are exceptional at 
social media. But in reality, only an average of 8% of customers agree. 

The Challenge

Social customer service for public sector 
organisations is as important if not more so than 
marketing. The reality is our new digital channels 
are our shop windows. The majority of people’s fi rst 
interaction with our organisation is on Twitter, on 
Instagram comments and captions, and on LinkedIn.

But if there’s one thing I’ve learned in the last 
15 years, it’s that social customer service is diff erent. 
The days of answering from a script are gone. 
People’s expectations are bigger than that. 
They’re just not happy with a yes or no answer. 
Go here and fi nd the information for yourself. 
It’s changed the game. Lots of organisations have 
caught up, they’re doing well, but there’s lots of us 
that are still struggling.

Justin Clarke



107
publicsectormarketingpros.com

The Fix

The fi rst thing I had to do is sort out this Twitter 
account. It was becoming a serious, serious problem 
for our reputation. It was being run by an independent 
operator. The team were committed, they were doing 
their best, but they just didn’t have the training. They’d 
been overwhelmed and it was in the papers week 
in, week out as a poor example. There was a written 
policy not to say sorry on Twitter. I don’t who came up 
with that idea but response times were so slow that 
you would be fortunate to get an answer within an 
two hours. And even then, it was only short replies, 
like a yes or no answer. It wasn’t helpful, it wasn’t fi t for 
purpose, and something had to change.

Justin Clarke

And this was refl ected in the almost apathetical approach to delivering good 
customer service that Justin found when he started working for Transport for 
Greater Manchester. 

That organisation is responsible for Metrolink who actually have the largest tram 
network in Europe. It serves 45 million passengers on over 120 trams and eight 
lines. His role was to look at their communication from a top-level long-term 
perspective. And he quickly discovered that the body had a terrible reputation for 
their social media.

Justin said it took 18 months of hard work to set it right. But in doing so they went 
from zero to hero in the process. 

Delivering acceptable customer service through social media1



108
publicsectormarketingpros.com

The Fix

In fact, Justin got called up by senior executives to explain just why Metrolink’s 
service was now giving 5,500 apologies this year (an average of 18 per day). But 
instead of apologising himself, Jason instead told the board that he was proud 

We ended up becoming an industry leading social customer 
service - benchmarked against 15 diff erent transport operators, 
including Virgin Trains, so that’s a big one. We had industry leading 
response times, response rates, a much friendlier, chatty, personal 
tone. We talk to people like humans. Full of personality, a little bit 
cheeky with a bit of Manc humour. Sometimes it crossed the line. 
Sometimes we had to peel it back. But, for me, that’s always the 
best place to be. And we said sorry a hell of a lot. We went from 
an accountant that never owned up to anything to just apologizing 
for everything that was going wrong in Manchester.

Justin Clarke

I walked in the room and said, “This is amazing. Isn’t this brilliant?” 
They looked at me like I was a bit of an alien. But the reality 
behind this is my team managing Twitter might be 19-year-
olds, they’re doing a job. That job is to talk to people on a digital 
platform. They cannot control what happens on a transport 
network. If a tree falls on the line, if snow covers the line, if some 
vandals smash a tram up and it’s taken out of service, they can’t 
do anything about that.

What they can do is manage the response when people 
complain. When people’s journeys are impacted, we can say 
sorry, we can help them out.

Justin Clarke
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The Fix

On a practical level Justin and his team help bring about this change through 
creating new play-books, training agendas, recruiting new people and new 
systems. But he also talked about how none of that would have worked without a 
human-centric philosophy.

The best way I can explain this is through a Tweet 
that I saw, which I then used in every training session. 
It was from a lady who said, “I’ve just got to the platform. 
I’ve forgotten my purse. I need to get on the tram or I’m 
going to get in trouble at work.” How did we respond in 
the past? We said, “Sorry, our policy is you need a ticket.” 
That was it. She replied, we ignored her.

So, I said to the team, “This is a Twitter profi le you’re 
interacting with. Forget that. Think of the human. Think of 
the lady who’s behind that Tweet. She might be a mother. 
She might’ve woken up late. She’s running around the 
house trying to get the kids together. She’s dropped them 
off  at nursery. She’s got to the tram platform. She has no 
wallet in her bag. What we say next time is, “Fine. These 
things happen. Jump on the tram.” 

Fundamentally, it’s about human connection. We get 
so focused on putting these metrics in reports. We 
send them around our organisation. People become 
numbers on a chart. We get happy when they go up, 
we’re sad when they go down. Be we’re here to serve 
people. That’s why we all get out of bed in the morning. 
That’s what our organisations do.

Justin Clarke
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The Fix

And for Justin it’s about instilling that approach with his community managers. He 
developed a play-book with this simple message on the cover so they can carry 
on their roles better:

You are not a social media robot. You are a human doing a job helping other 
humans. 

And they refer to this play-book to guide them through every interaction they 
make. It has helped them respond to serious Tweets around someone falling 
ill on the line, to more light-hearted humorous ones to Tweeting through tragic 
circumstance during the Manchester Arena Attack.

Instilling the human connection into posts2
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Takeaways & Learnings

Key Takeaways

Empower your people. Give them full responsibility of the accounts 
they’re managing. They are not just doing a job they are providing a 
service to people. 

1

It’s called social customer service for a reason. So don’t be afraid to 
use proven social media techniques to build the reputation of your 
organisation one Tweet or clever Instagram caption at a time. 

2

75% of people Tweeting organisations don’t even get a response. 
So respond to as many people as you can, as quickly as you can. 

3

Over time, people will appreciate it. They’ll start to 
come to you for answers. They’ll start to tell their 
friends, their family, “Go to this account. They’re nice 
people. They’ll get back to you. They’ll help you.”

Justin Clarke

Justin has 3 key takeaways around good community management: 
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transmitted by any means, electronic, mechanical, photocopying, recording 
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Disclaimer

Every eff ort has been made to make this book as complete, current and as 

accurate as possible, given the speed of social media change. The information 

present is ’as is’ and the author and editor shall have neither liability nor 

responsibility to any person or entity with respect to any loss or damages arising 

from the information contained in this book.
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