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It is in the interest of governments to 

communicate effectively about the work they do… 

governments benefit from developing and 

maintaining effective communication capacity with 

citizens, to better take stock of their needs and 

preferences, and to foster a more deliberative 

public space for multi-stakeholder participation.

Source: The Contribution of Government Communication Capacity to Achieving Good Governance 
Outcomes – The George Washington University Institute for Public Diplomacy and Global Communication & 

CommGAP, The World Bank’s Communication for Government and Accountability Programme (2009)
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Edelman is pleased to have been selected to develop this report on behalf of the Our Public 

Service 2020 Action 4 Project Team, and to provide analysis of the international landscape of 

government communications. Our network of 65 offices worldwide has allowed us to gain direct 

access to government communicators, and gain insights into the strategies, practices and 

processes of central government and the wider public sector in the countries outlined. To 

complement this international analysis, our deep expertise in communications strategy places us 

in a position to provide insight and counsel in relation to the current and future communications 

activities undertaken by the Irish Government, and wider agencies. 

It is clear that significant work is underway to improve the effectiveness of Government 

communication in Ireland, and some positive actions have already been taken in this regard. The 

very fact that analysis of the activities of other jurisdictions is taking place is a welcome move in 

relation to benchmarking, and a clear demonstration of the desire to continuously improve. What 

is clear from our conversations is that there is enthusiasm, commitment, and will to deliver on the 

aims of Our Public Service 2020 and broader policy, to ensure that the communications function 

is as effective as it can be. Where Edelman can assist is in bringing experience of public sector 

communications, and an in-depth understanding of audience behaviours, perceptions and 

engagement needs.

Many of the communications teams within the jurisdictions examined as part of this review are 

implementing improvement policies, and evolving their communications strategies. However, our 

analysis shows that no jurisdiction has successfully addressed all of the challenges. The 

landscape of communications is constantly evolving, which can create uncertainty: where a story 

is told, and how it is told, is as important as what is said. Organisations need to seek their 

audiences’ attention - to earn it by going to where they consume their information, sharing 

content that is not only relevant, but has meaning, and resonates. 

What is required is a core strategy that provides sufficient flexibility for implementation at 

departmental and agency level. Ireland is doing well in many areas, and is on course to have 

significant improvements completed as part of a coherent strategy in the near future. Key 

additional actions, some of which require investment but many of which are resource-light, are 

recommended. 

This report is intended as a benchmark for comparison, and to spur consideration of additional 

potential actions that can be implemented. We trust it meets the brief, and remain available to 

discuss further, as required.  
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As the world’s largest independent communications marketing firm, Edelman has a global network 

of sixty-five offices, supported by affiliates in a number of markets. We bring the benefit of a global 

network, and 67 years of experience in advising some of the world’s largest public and private 

sector organisations on their communications strategies, as well as deep expertise of how to best 

earn audience attention in a constantly changing environment. Through our study of reputation 

and trust for the past two decades, The Edelman Trust Barometer, we know what drives authentic 

connections; what supports organisations and brands to resonate with their stakeholders; and 

what audiences across the globe are seeking from media, business, the NGO sector, as well as 

from government. 

To inform this review, Edelman’s team of public affairs consultants in Ireland has engaged 

colleagues in the key jurisdictions of Canada, the United Kingdom, New Zealand, Estonia and the 

Netherlands, to seek their insights on government communications approaches in these 

jurisdictions. With the support of our colleagues, we spoke to representatives from: the Privy 

Council Office, Canada; No. 10 Downing Street, the United Kingdom; Public Information and 

Communication Office, Netherlands; the Government Communications Unit, Estonia; and, the 

State Services Commission, New Zealand, along with a number of expert academics and 

communication professionals in the relevant markets.

Our review includes information garnered directly from government employees and spokespeople 

within the identified jurisdictions, as well as indirect external perspectives from academics, 

Edelman consultants and desk-research. Focused on the key areas of streamlining, capacity 

building and co-ordination and collaboration, it aims to provide a detailed picture of the structures 

and processes in these markets, and, more importantly, the rationale for chosen structures. It 

examines the benefits of these approaches, lessons learned and accounts of the lived experience 

of those developing and implementing communications strategies.

Furthermore, the mostly qualitative nature of this research led to a number of anecdotes being 

shared, included as case studies throughout, that can aid strategy development in the context of 

the Irish market.
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Methodology
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M E T H O D O L O G Y

With a global network of 65 offices and affiliates, Edelman has scope to engage with 

communications professionals in key markets worldwide. Many of our colleagues in Canada, the 

United Kingdom, the Netherlands, and in affiliate organisations in Estonia and New Zealand, have 

either been retained by governments to work on communications programmes, or have 

relationships in place with key individuals in those markets. Therefore, the Edelman network was 

an important component of the research process underpinning this report.

The research undertaken in this review has been largely qualitative – i.e. interviews with 

individuals in core markets. This was supported by desk-based research to review key academic 

reports, influencing theories and media coverage, among other content.

The detailed process was as follows:

Step 1 - Objective Agreement: Having engaged with the project team, (relevant individuals 

within the Department of An Taoiseach and Department of Public Expenditure and Reform) in 

relation to the overall strategic aim of the review, the focus areas were agreed. It was clear that 

there were a number of priority areas, aligned to Our Public Service 2020, including: evidence-

based policy; streamlining communications; capacity-building; and, collaboration/coordination 

across broad government communications teams. It was agreed that these topics would 

constitute the primary focus areas for examination in the review, forming the basis of analysis in 

the markets identified.

Step 2 – Market Selection: Having agreed the key markets and focus areas for research, 

Edelman then examined potential markets in which to conduct research. Following desk-based 

scoping research, and with agreement from the project team, the following markets were 

identified for examination: New Zealand; the Netherlands; Canada; Estonia; and, the United 

Kingdom. These markets were considered to be at varying levels of advancement in the 

communications processes, with ambitions that related to: digital communication, Estonia and 

the Netherlands, strong processes, Canada and the United Kingdom; and, social engagement 

New Zealand.

Step 3 – Interview Preparation: The next step was to identify interviewees and agree a base 

questionnaire with the project team to guide conversations. Edelman engaged its global 

network, seeking 3-5 relevant individuals per market who would be willing to discuss their views 

and experiences. A ‘base’ questionnaire was agreed with the project team with questions 

developed per priority area, which would inform all interviews. Should the nature of the interview 

mean that specific questions could not be addressed, for time restriction purposes for example, 

as many as possible would be posed. 
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Sample questions include:

• How do government departments/agencies interact with the central communications function?

• Is there a review process within the central communications function prior to an individual 

Department communicating a policy?

• Are there formal collaboration/coordination processes in place?

• Is your approach to communications strategy outcomes-based? If so, what prompted you to 

take this approach?

• Do you have criteria in place to ensure value for money for a communications campaign?

• Have you a method of evaluating the method of communicating a policy in a specific way? 

• What are the skills that you consider when recruiting/ training communications professionals?

• Has specialist training for civil servants been established? If so, what?

• Have you initiated any efforts to streamline communications across government 

departments/ministries/agencies/offices? What does this involve? 

• Is there a single identity for Government communications? What is the extent of this?

Step 4 – Stakeholder Engagement: Over a six-week period, Edelman engaged with individuals 

in the five key markets, and conducted interviews with those identified, to ascertain their views. 

Individuals contacted included government officials, Heads of Communications, Departmental 

Press Officers, Spokespeople, and government agency communications’ officials. Individual 

experience in this cohort of interviewees varied from private sector backgrounds to journalism, 

and public service backgrounds, providing a range of views across the focus areas, and 

numerous useful anecdotes and examples.

Step 5 – Collate Findings: Upon completion of interviews, Edelman then collated findings, 

sharing regular updates with the project team throughout. Findings were organised in line with 

the focus areas of evidence-based policy; streamlining communications; capacity-building; and, 

collaboration/coordination, with case studies developed in tandem.

Step 6 – Develop Recommendations: Having conducted the interviews, as well as engaging 

with the project team, Edelman identified a number of opportunity areas for government 

communications at an Irish level. Lessons learned from other markets meant that 

recommendations could be developed in an Irish context. These are included on page 78 of this 

document.
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As mentioned previously, our qualitative research in the five key jurisdictions has demonstrated 

that Ireland is well-advanced in several areas, in particular; streamlining, capacity building and co-

ordination and collaboration. This report will demonstrate that the area requiring increased 

attention and investment is that of evidence-based communication, through a focus on 

measurement at all stages of a communications campaign, as well as clear linkages between 

policy-development, insight and communication.

There are demonstrable benefits in pursuing an evidence-based approach to communications. 

What remains at issue is how separate jurisdictions can implement such a strategy in the context 

of local political factors, and the willingness to invest finances in the kind of research and 

measurement tools that yield best results. In addition, an evidence-based approach cannot itself 

be effective unless the required communications structures are in place, and there is broad based 

official and political buy-in. Taking an evidence-based approach to communications is a key 

recommendation of the Edelman review, along areas as follows: 

Evidence-based Design

To ensure value for money for communications campaigns, this report recommends the 

creation of a bespoke measurement tool accessible to all Government communications 

professionals. Such a tool could be unique to the Irish system, or could be based off models 

used in other markets, e.g. the CASI tool in the Netherlands, (Appendix 1 page 90), or the 

OASIS model in the United Kingdom, (Appendix 2 page 94). We note the implementation of 

the 3-month Beta test of a Government Communications Analytical Framework is underway in 

Ireland, and we welcome this move to evidence-based design.

Insights make for stronger policy and stronger policy communication. Therefore, we 

recommend the use of continuous public opinion polling to inform strategy. Many 

jurisdictions make this information available to the general public and it is recommended that it 

is published on the gov.ie website, as appropriate.

To increase efficacy, and to set clear and defined best practice throughout the Government 

communications profession, this report recommends the introduction of social media 

guidelines. Such guidelines should encourage communicators to be nimble, and respond to 

communications campaigns in real time. The performance of all social media campaigns 

should be actively monitored, with spend adjusted accordingly. GIS is currently developing best 

practice guidance documents on social media, as well as a range of other communications 

topics, including event management, press office management, metrics and analytics, and 

crisis management, 
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Development of a case study on effective good communications practices. As such, we 

propose the implementation of a pilot campaign using a specific measurement tool to 

provide data on the benefit and impact of  improved communications. 

Streamlining

The Irish Government is well advanced in the area of streamlining. This report recommends 

continuing this course and suggests that, in pursuing the national branding agenda, some 

consideration be given to developing the National Narrative. We note that GIS is currently 

working to establish an online repository for sharing resources across Government 

Departments. A case study on developing a National Narrative for Estonia is detailed on page

32.

Consideration should be given to streamlining Departmental and Agency online presence 

through design and format of Government websites. This could be achieved through 

collaboration with Departments and agencies, which would enrich the quality of the content, 

while increasing buy-in across Government communication functions. GIS report that this is 

being rolled out to Government Bodies and Agencies at present.

Collaboration

To facilitate and encourage the sharing of best practice, experience and insight, this report 

recommends the implementation of an annual Government communications professionals’ 

networking and learning event. Setting a clear agenda, bringing in external expertise and 

requesting best practice submissions in advance would encourage a spirit of cooperation and 

collaboration.

Utilising digital methods to increase efficacy and ensure collaboration is a key recommendation 

of this report. We recommend the introduction of an intranet site, accessible to Government 

communicators, with a personnel search function, an area for sharing case studies and best 

practice, and an accessible inter-departmental calendar of events.

All interviewees highlighted the importance of human interaction in embedding collaboration 

and coordination throughout the government communication system, many pointing to its 

supreme importance over systems and processes. This report recommends continuing to 

utilise the communications network in place, arranging regular meetings with strategic 

agendas. 
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The Netherlands takes a novel approach to ensure the highest quality and transparency in 

government communications. Here, government ministries and oversight bodies adhere to 

eleven principles of communication, (page 67), which predominantly apply to public 

information initiatives, press briefings, and official communication on behalf of members of the 

government. Consideration should be given to enshrining principles of government 

communication, or values associated with working as a government communicator, to ensure 

that the public feels a broad trust in official statements and other central government 

communications. 

Capacity Building 

To enhance the education systems in place in the Public Service at present, this report 

recommends a partnership with a suitable third level institution, with a view to creating 

ongoing educational opportunities for communication practitioners in the Public Service, while 

staying connected to best practice in this area. Further suggestions in this regard are available 

on page 85.

The UK No.10 secondment scheme brings expertise in-house to No.10, acting as a point of 

contact for the department from which they came. This is expanded on in greater detail on 

page 62. A secondment scheme would work well in the Irish context, as it would strengthen 

personal ties, offer an opportunity to enhance professional skills, and foster a culture of 

collaboration and collegiality across the board. 
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Canada blazes a trail in terms of their communications expertise, with a strong training culture, 

as well as significant focus on measurement and evidence-based design:

Canada has a School of Public Service, which provides training to public servants. 

The Communications Community Office coordinates policy, and advocates for the 

communications function and its value at a wider government level. 

Following the Gomery Inquiry, the Canadians took the opportunity to embed a culture of 

measurement as best practice, and a priority for all. 

The Netherlands took the decision to visit Canada over ten years ago, to understand and learn 

from the communications practices in place. As such, the Netherlands is strong on creating 

strategic government communications campaigns with defined goals:

Individual Ministers are responsible for their own communication campaigns. 

To filter policy objectives from the outset, the Netherland’s team has created the CASI 

instrument to measure policy objectives, understand what the communications objective is and 

how it can be achieved.

The United Kingdom is particularly strong on process, with systems developed over many years 

to assess and plan communications’ activity, and to ensure buy-in and coordination across the 

public service:

Importance is placed on of quality and expert capability across the broad government 

communications network. 

There is a network of point persons from each government department within central 

communications to ensure buy-in from departments. Further information can be found on page 

62.

Estonia has demonstrated effectiveness in the areas of streamlining government 

communications and collaboration:

The Estonian Government has developed a ‘core story’ for Estonia over the last decade. This 

national narrative aims to engender pride among the public and private sector. 

A repository of images and logos aligned to the Estonian visual identity is available online for 

those who wish to utilise visuals when presenting the national story. This has been helpful to 

create a sense of ownership and pride across government ministries and agencies.
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Capacity-building is a focus in Estonia, with little hesitation about making external 

appointments for communications roles as required, e.g. journalism, media. However, knowing 

whether this impacts long-term capacity and maintaining knowledge-base across the public 

service communications team is a challenge, with turnover high in these roles. 

It appears that New Zealand is somewhat less advanced than the other markets reviewed. In 

terms of the broad communications network structure, processes, systems and measurement, a 

more ad hoc approach seems to be taken. However interviewees were keen to point to a strong 

focus on public service excellence, which motivates personnel, and drives commitment and 

quality in approach:

A new Public Service Code is in development and, in terms of recognition of employees’ 

efforts, Public Service Awards take place in New Zealand to encourage, inspire and motivate 

staff.
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Government communication is focused on 

informing, advocating, persuading and engaging

citizens. The ability to ‘push out’ information is 

necessary, albeit deeply insufficient. The 

willingness and ability to speak with citizens

must be coupled with a willingness to listen to 

them, incorporate their needs and preferences 

into the policy process, and engage local patterns 

of influence and trusted sources of information.

Source: The future of government communications– WPP The Leaders Report (2018)
www.govtpracticewpp.com/~/media/wppgov/leadersreport/the_leaders_report_.pdf
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C O M M U N I C A T I O N S  C O N T E X T

In a noisy communications environment in which scepticism is rife, and audiences are unsure of 

the source of information, in order to resonate with their audiences, brands are now focused on 

capturing attention, as well as demonstrating their core purposes in society. (Edelman Earned 

Brand)1. Lessons to be learned from this approach include earning the public’s attention, and 

persuading them of the role of communication in Government policy.

Our Public Service 2020 notes the need for Government communications to both engage and 

communicate with citizens. Many of the interviewees of this review recognise that there is a role 

for government communications that moves beyond ‘informational’ – people want to know why. In 

an age of transparency, audiences, broadly speaking, expect to know what the Government is 

planning, why they are planning it, and to be consulted in policy-development.

For that reason, government communications teams in many jurisdictions (United Kingdom, 

including Scotland) are publishing Strategic Communications Plans on an annual basis with a 

view to gaining greater understanding and advocacy among practitioners. Moving beyond a focus 

on providing information moves government communications into the realm of communications 

strategy, which also requires persuasion. One report stated that “the primary functions of 

government communication are informing, advocating/persuading (for policies and reforms) and 

engaging citizens”.2

However, some of the interviewees were of the view that if it becomes a job of persuasion, 

government communications then takes on a more ‘political’ role. This approach not only raises 

ethical concerns, but belies the impartial nature of public service communications, which in some, 

(more extreme), instances, has resulted in public outcry. 3 One way to ensure efficacy of open 

government reforms in Ireland, as recommended by this report, is through the utilisation of a pilot 

campaign, as a means to test new practices and procedures further detailed on page 80. 

By its nature, government communications is the communication of the Programme for 

government, developed by the government of the day – it is not wholly neutral and it does require 

explanation. Therefore, the rationale for policy-decisions, and the why of particular approaches, is 

an important part of engaging citizens through communication. 

1 Edelman Earned Brand 2018: Brands Take A Stand. Retrieved from https://www.edelman.com/sites/g/files/aatuss191/files/2018-

10/2018_Edelman_Earned_Brand_Global_Report.pdf

2 Communication for Governance and Accountability Program (CommGAP), World Bank. (2011).

The Contribution of Government Communication Capacity to Achieving Good Governance Outcomes . 

http://siteresources.worldbank.org/EXTGOVACC/Resources/BriefGovCommCapacity.pdf

3 Gomery, J. H. (2005). Who is responsible? Commission of Inquiry into the Sponsorship Program & 

Advertising activities. Ottawa - Ontario: Privy Council
4 Paul, C., Lindley-French, J., & Yorke, C. (2011). Strategic Communications and National Strategy. A Chatham House Report.

https://www.chathamhouse.org/sites/default/files/public/Research/International%20Security/r0911stratcomms.pdf
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Rather than being limited to a semi-detached supporting role of communicating a separate and 

inflexible national strategy, strategic communications should be seen as an enabler of national 

strategy.

Government communications teams must consider not only how best to present information, but 

how best to reach their audiences, and most critically, to capture their attention and perspectives. 

Considered and deliberate engagement, at all stages of the policy development and 

communications process, truly engages citizens. Embedding this type of strategic 

communications culture across government communications requires leadership from decision-

makers, and understanding that linking communications into all aspects of policy-making is crucial 

in order that government communications effectively functions.

As noted in “The Contribution of Government Communication Capacity to Achieving Good 

Governance Outcomes”, government communication has several ethical dimensions including: to 

provide useful and relevant information; to listen to citizens and stakeholder groups; to 

continuously learn from interactions with citizens and stakeholders; to communicate with 

professionalism; to be trustful and to illuminate issues; and, add value to public discussion. 

Government communication involves not only sending out persuasive messages to the public, but 

also explaining working policies, creating awareness of the rights of citizens, and developing 

mechanisms that enable two-way communication between citizens and government. Getting 

political ‘buy in’ from leaders, who may perceive communicating with the public a risk, requires 

“demonstrating the contribution of government communication to improved government 

...outcomes.” 2

It is clear from our review that ‘buy-in’ to a culture of communication at all levels of government 

must be the priority. This requires a mindset that communications is not an ‘extra’ add-on, but it is 

core to policy and the broader system of government. It requires demonstration of impact, not 

necessarily on a relatively binary ‘value-for-money’ level, but on a citizen engagement basis. It 

includes investment in tools, training and professional-development, and openness to learning 

from other sectors, including business. It expects commitment by all involved to internal 

engagement and networking. It means developing content that is truly engaging, that people want 

to give time to, and that they care about – and the only way that government communicators will 

know what people care about, is if they measure it.

On that basis, this report makes a number of key recommendations for the Irish Government 

communications team, which are detailed further on page 78 of this document.
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C O M M U N I C A T I O N S  C O N T E X T

Trust and Governments

In a changed media environment, scepticism has increased, traditional structures are questioned, 

and the origin of information is being blurred. It is vital that governments, media, NGOs and 

private sector organisations keep trust to the forefront as they seek to engage their 

audiences. Edelman has been measuring trust in these sectors for the past nineteen years, 

among a cohort of 33,000 people in 27 countries.

In Ireland, the findings of the Edelman Trust Barometer 2019 demonstrate that the system of 

Government is trusted by 38% of people, with female respondents being less trusting than male 

respondents at 34%. 48% of the mass population feel that ‘the system is failing them’.5 Journalists 

are the least trusted spokespeople, with government officials the second least trusted. Crucially, it 

demonstrated that the trust ‘gap’ between ‘informed’ respondents and the ‘mass’ general public 

has increased dramatically, with a 7-point gap between these cohorts. The ‘mass public’ feels 

disenfranchised, disengaged, and all stakeholders, including government, have a job of work to do 

to bridge this trust gap. This includes using insight-based approaches, asking the public what 

concerns them, responding to those concerns and demonstrating impact. Therefore, 

measurement at all stages of policy development is key. This creates an opportunity for 

Government Communications teams to show the value of communications, and to prioritise public 

engagement not just in policy-development, but in implementation.

Measuring Impact

The evidence-based approach to securing more successful outcomes has its roots in medicine, 

when there came about a determined effort to move away from a dependence on individual and 

anecdotal experience to an approach based on relevant data, research and previous outcomes. It 

became mainstream in medicine in the early nineties, and has since migrated to almost every 

professional sphere.

Communications, in all its forms, suits an evidence-based approach, including Public Service and 

Government Communications. However, deploying this approach without taking account of 

political and societal nuances is to ignore some realities, and create an unrealistic expectation of 

what it can ultimately deliver.

Political communication is not conducted in a laboratory environment. Political communicators try 

and fail, and try and succeed, in the public eye. The public expectation bar is higher when it 

comes to the Public Service than any other sector. Success, which comes in the form of high
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levels of awareness, clarity, and engagement, is seen as a reasonable expectation, which is 

entirely understandable given that it is the citizens’ money that is being spent. The argument on 

the efficacy of an evidence-based approach is over, but matching ambition with investment 

remains a key challenge. Measuring impact effectively is not possible in the absence of 

investment.

Earning Attention

It is no longer enough to simply inform – organisations that are communicating need to earn their 

audiences attention. As set out previously, there are some theoretical tensions between the 

informational and the persuasive, as to whether the latter delves into the political. Independent of 

these tensions, there is no question that government communication – whether persuasive or 

informational – must earn attention, be authentic, and resonate. There are learnings to be gleaned 

from how brands communicate with their audiences.

The 2018 Edelman Earned Brand 1 study demonstrates that the most effective content is that 

which doesn’t just interrupt, but engages audiences. It shows that just 19% of people agreed that 

a brand communication ‘interrupted their attention’; whereas 81% agreed that it engaged their 

attention– 36% had it pointed out to them as part of conversation and 45% noticed it and decided 

it was worth paying attention to. The lesson from this is that government communicators can, and 

should, act like brands recognising that simply interrupting attention will not break through and 

engage audiences. What is much more powerful is great content, shared across channels, and 

shared by advocates and supporters.

Where Culture meets Communications

The cultural context in a country has a significant impact on communications – how to engage 

citizens; where to engage citizens; what citizens expect from the system; and, whether they see 

themselves as having a stake in the country’s future. 6 Carol Kinsey Gorman outlines, in the 

following extract from Forbes Magazine, how Edward Hall’s high and low context culture theory 

can impact communications and how citizens are engaged in that regard: 7 

“Every aspect of global communication is influenced by cultural differences. Even the choice of 

medium used to communicate may have cultural overtones. For example, it has been noted that 

industrialized nations rely heavily on electronic technology and emphasize written messages over 

oral or face-to-face communication. Certainly the United States, Canada, the UK and Germany 

exemplify this trend. But Japan, which has access to the latest technologies, still relies more on 

face-to-face communications than on the written mode. The determining factor in medium 
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5 Edelman Trust Barometer 2019: Global Report. Retrieved from https://www.edelman.com/sites/g/files/aatuss191/files/2019-

02/2019_Edelman_Trust_Barometer_Global_Report.pdf

6  Beer, J. E. (2019, February 26]). Communicating Across Cultures - High and Low Context. Retrieved from Culture at Work : http://www.culture-at-

work.com/highlow.html

7  Kinsey Gorman, C. (2011, November 28). How Culture Controls Communication. Retrieved from Forbes: 

https://www.forbes.com/sites/carolkinseygoman/2011/11/28/how-culture-controls-communication/#5e87c42c263b

https://www.edelman.com/sites/g/files/aatuss191/files/2019-02/2019_Edelman_Trust_Barometer_Global_Report.pdf
http://www.culture-at-work.com/highlow.html
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preference may not be the degree of industrialization, but rather whether the country falls into 

a high-context or low-context culture. High-context cultures (Mediterranean, Slav, Central 

European, Latin American, African, Arab, Asian, American-Indian) leave much of the message 

unspecified – to be understood through context, nonverbal cues, and between-the-lines 

interpretation of what is actually said. By contrast, low-context cultures (most of the Germanic and 

English-speaking countries) expect messages to be explicit and specific. The former are looking 

for meaning and understanding in what is not said – in body language, in silences and pauses, 

and in relationships and empathy. The latter place emphasis on sending and receiving accurate 

messages directly, and by being precise with spoken or written words.”
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Delivering an ambitious change programme focused on incorporating evidence, analysis, data and 

ensuring value for money into the design of, decisions on, and application of Government 

communications throughout the profession. Government communicators can now see that 

evidence must underpin all decision making and rationale of all aspects of Government 

communications work. 

To ensure that this happens, this report will recommend a number of actions to underpin a nimble 

and agile professional communications network throughout Irish government. As we reflect on the 

case studies detailed in this report, it appears that Ireland is already on track to begin delivering 

an enthusiastic and resourceful communications programme.

The Government Information Service has blazed a trail in commencing an ambitious work 

programme. At present, GIS is facilitating a 3-month Beta test of “Government Communications 

Analytical Framework”. This Framework is intended to be a supportive tool for communicators 

across the Irish Public and Civil Service, with the ultimate aim of developing an interactive 

approach to improving the design and delivery of Government communications. As well as this, 

the Framework will embed a focus on achieving value for public funds, and optimal use of 

resources through demonstrating the impact and value of Government Communication in 

supporting policy outcomes and strategic development. This review recommends the 

development of a bespoke communications measurement tool on page 79, and we look forward 

to the review of the Beta phase in June 2019, with the full roll out of the Framework throughout the 

400-strong professional network expected by the end of 2019.

The Government Communications Network, which continues to grow in number, acts as a focal 

point for capacity building in the Government Information Service. The network meets monthly, to 

discuss a strategic agenda with clear and defined actions. To provide these professionals, and the 

general public, with high quality communications expertise, GIS introduced bespoke training 

courses in June 2019. Approximately 40 staff across the Civil and Public Service are currently 

taking part in a course on Mobile Journalism. Further training modules are in the design process, 

and we look forward to seeing the impact of these courses throughout the network. 

While formal education is pivotal to the continued professional development of Government 

communicators, GIS has recognised the value of creating bespoke career paths for 

communicators. This is evidenced through the recent appointment of Heads of Communications 

at senior levels (Principal Officer) across 13 Government Departments.
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Heads of Communication meet monthly to share Government communications best practice, and 

discuss solutions to challenges faced by the profession. Such a formal structure is welcome, and 

follows a pattern found in Canada, the UK, the Netherlands, Estonia and the organic group in New 

Zealand. Recruitment of communications staff at all grades is also ongoing, including the 

specification of roles. The first competition launched in May 2019, with GIS oversight.

We welcome the GIS development of best practice guidance documents on social media, a key 

recommendation of this report, (page 80). GIS is also developing best practice in the areas of 

press office management, metrics and analytics, event management, campaigns, video and 

photography, using the Government of Ireland identity, and crisis management. 

On streamlining, the Irish Government is well advanced, and this report recommends the 

continued roll out of the unified Government visual identity to all Government Departments, and 

we note that it is now being rolled out to Government Bodies and Agencies based on an agreed 

set of criteria. GIS is also working to establish an online repository for sharing resources, and 

rolling out same across Government Departments. 

Without doubt, Ireland is on course to achieve best practice in Government communications, and 

we hope that the detailed findings and recommendations of this report facilitate the continuation of 

Ireland’s communications network in this regard. 
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Detailed Country Reports
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E S T O N I A

Overview

Estonia was included in this review, given its strong focus on digital and citizen engagement 

through online platforms. As noted by one respondent, “the only things you cannot do in Estonia 

online are get married, give birth, or die”, suggesting that e-engagement runs to the core of 

society, and is fundamental, particularly to citizen engagement with Government services. 10 This 

strong focus on e-Government creates opportunity to identify benefits and challenges, and to 

consider how or if such an approach could be adopted in relation to Government communications 

in Ireland. 

Overall Structure

With 11 Ministries, 23 administrative bodies, four inspectorates, as well as numerous State 

agencies, security and emergency services, central government structures in Estonia are similar 

to that of Ireland, with local government having municipal, city and town structure. Central 

government communications are the responsibility of the Government Communication Unit, the 

purpose of which is ‘to provide citizens with information about Government actions, policies and 

objectives as well as reasoning them’. 11

Collaboration and Coordination

While the Government Communication Unit has an information role in relation to other 

Communications functions across Government, there are clear delineations in relation to its 

responsibility. According to the Government Communication Unit’s role description –

“The head of every government body is responsible for planning, organizing and evaluating the 

agency’s communications and is the primary spokesperson for his or her agency. The head of the 

agency (Ministry) is responsible for creating a position of communications specialist or 

communications unit. The need for communication must be taken into consideration in planning 

personnel and budget issues at the government body.” 11 

10 Arnaud Castaignet, Head of PR, eResidency Programme. 
11 https://www.valitsus.ee/en/government-communication
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This is confirmed by an interview in which the interviewee stated that preparing draft strategic 

development plans, tending to crisis situations and managing EU affairs is a role for their own 

Department, was part of their remit.12 The relationship between the Departments and the central 

communications function was described as ‘ad hoc’ and that while the Government 

Communication Unit does encourage streamlining, each Agency is ‘independent’ and “if 

something is happening in their own Department, they do their own communications plan by 

themselves”. 12 Therefore, there are no specific written timelines/processes for agreeing 

campaigns and their delivery in the Estonian market.

However, it is clear that there are general ‘rules’, albeit not hard and fast, in relation to informing 

central government. As the interviewee stated “if something bigger is going on, you know to share 

the information”. 12 It appears that the warm relationship between the Government Communication 

Unit and each Agency is influential in relation to the functioning of overall Government 

communications. For example, once a fortnight, leaders of the Communications Functions in 

various Agencies gather at the Government Communication Unit to discuss ongoing activities, 

policy issues and upcoming announcements – while day-to-day engagement is mostly through 

email, the physical gathering was described by an interviewee as an important meeting to 

understand each other and their priorities, and to ensure that agencies work well together –

“nobody is afraid to ask” questions of each other, and there is a strong culture of collegiality. 12

A further activity which aligns the entire Government communication network on announcements, 

activity and messaging is the fact that every Thursday, a press conference takes place following 

the sessions of the Government (Cabinet meetings) involving the Prime Minister and two or three 

key Government Ministers, detailing the decisions and resolutions that have been adopted at the 

session. As a rule, journalists put questions to the members of the Government at the press 

briefings held after each session. Transcripts of press conferences are published by the 

Government Communication Unit (in Estonian). 11

12 Senior Official, Government Communications Unit, Estonia. 
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Evidence-based design

While there does not appear to be any formal measurement structure or evidence-based 

approach in use in Government communications in Estonia (given the ad hoc nature of the inter-

Agency engagement), it does appear that citizen engagement is a strong priority, as a result of 

Estonia’s digital focus - one interviewee stated that “a lot of work is done” in engaging citizens. 13

A specific Government programme – eResidency – a programme to attract international business 

to establish in Estonia, was identified as strong in citizen-engagement; utilising blog-posts 

(Medium), social channels (Twitter and Facebook), newsletters and the identification of sectoral 

‘champions’ to act as advocates to engage citizens and a broader stakeholder community. 

Dedicated community managers are employed to carry out this work.

In general, private sector input to policy appears to be to the fore, as evidenced in the 

development of the national Narrative (see Case Study 1), and it was stated that the culture of 

private sector engagement is generally very strong. For example, a key action in Estonia’s 

narrative of ‘digital-first’, is an information-gathering meeting with the start-up community which 

takes place at the Office of the Prime Minister on a monthly basis.

In terms of the measurement of policy communication, as one interview put it – “watching how 

people react is a difficult thing to measure”. 12 This interviewee suggested that channel choice can 

have a key impact on measurement (easier to measure social and advertising, for example, 

whereas ‘traditional’ media can be more challenging to gauge). 

Direct-to-citizen contact was highlighted as a key driver of citizen-engagement in many instances, 

with an example provided of significant change to the Estonian taxation system, as follows:

“The taxation system in Estonia changed last year so that citizens had to calculate their different 

allowances, and the Estonian Government chose to communicate directly with citizens following 

media commentary that citizens did not know what the change meant. People were writing to 

newspapers saying ‘I don’t know what is going to happen’.

13 Communication Spokesperson, e-Estonia Briefing Centre. 
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Rather than relying on media campaigns, the Government wanted to show that it is available to its 

citizens, to help them in every way. During that time [Revenue] started to send emails and letters 

to people who they knew were not understanding the change to outline and explain what was now 

required of them.

The outcome of this direct communication neutralised commentary and led to a significant 

reduction in media coverage on this topic. There was a lot of fear amongst government that this 

would cause an issue as there will be an election at the beginning of March. There was fear that in 

February people would be angry about this change, but it has not come up as an issue. Estonians 

feel that the government talks to them and has explained the changes directly to them. Even if 

they have to pay money back [as part of the policy issue], the people understand why that is.”

– Senior Official, Government Communications Unit

Capacity-Building

Overall guidance for communications personnel in Estonia is set out in a Communications 

Handbook, which acts as an induction handbook, including information on core values, general 

principles, information on the media, crisis communications, social media, internal 

communications, press briefings and more. This is a general document to allow for flexibility in 

implementation, but has core information included. The Estonian team took guidance from the 

United Kingdom in developing such a handbook. 14

In terms of career-pathing, training and talent-attraction, it was reported in an interview that there 

is a “high turnaround” of communications professionals within the whole of Government, and there 

is some focus on hiring external personnel, from the private sector or journalism field in many 

instances, and even from other jurisdictions. 12 There was no comment in relation to whether this 

external hiring may be a factor in the “high turnaround”, but it is a possibility.

In relation to training, there isn’t a specific training function at the Communications Unit, but there 

is an appreciation that each Agency needs to understand the workings of Government, and to be 

able to discuss policy developments under the bailiwick of other Agencies, “at least minimally”. 12

In relation to skills-development in areas such as digital, creative, communications generally 

(writing, press engagement, etc.), this is a matter for each Agency and appears to be ad hoc also.
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Case study one: Developing 

Brand Estonia
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E S T O N I A :  C A S E  S T U D Y  O N E  – D E V E L O P I N G  B R A N D  E S T O N I A

Estonia’s staging of the Eurovision Song Contest in 2002 resulted in a focus on national identity –

how was the country presenting itself, and how was it perceived? As a result, a national branding 

programme, with the support of external consultants, was initiated. This programme resulted in 

the launch of a new Estonian brand - Brand Estonia, which had the slogan: Welcome to Estonia: 

Positively Transforming 15 While this project was considered an important driver of national identity 

and started a key conversation about how Estonia was positioned, there was some criticism in 

terms of overall project cost, and whether sufficient stakeholder engagement had taken place to 

ascertain the views of the public. 16

See commentary: Elite level respondents were overwhelmingly supportive of Brand Estonia, 

viewing it as an appropriate campaign for promoting the country. However, the media narratives 

concerning Brand Estonia were less than positive, and the public level respondents interviewed 

for this study were overwhelmingly critical of the campaign. 16

This ‘nation branding’ work was further progressed in 2008 when Enterprise Estonia conducted 

interviews with opinion leaders and experts to identify a more representative national story for 

Estonia. An advisory working group was set up that met regularly to exchange ideas and included 

experts in the fields of tourism, exports, foreign investments, education, and living environment. 

The result of this activity was the launch in 2010 of Introduce Estonia with an updated tagline –

Positively Surprising, and a complementary toolbox - a suite of marketing tools for business users.

17 This toolbox was intended to give stakeholders, in the public and private sectors ‘one-stop 

access’ to key information about Estonia. It includes a website with Estonian stories and symbols, 

as well as a photo and film database for stakeholders to ‘represent their home country’. 17

From 2011 onwards, the Estonian narrative continued to gain traction with further consultation in 

2014 and 2015, led by Enterprise Estonia, even including a national competition to design a new 

visual identity of the country. Despite receiving 650 entries, none was considered sufficient, and 

surveys showed that use of existing branding was at just around 4%.

15 Jordan, P. (2014). Nation Branding: A Tool for Nationalism? Journal of Baltic Studies, 283-303.
16 Jordan, P. (2014). The Modern Fairy Tale: Nation Branding, National Identity and the Eurovision Song Contest in Estonia. University of Tartu Press. 
17 Mandmets, L. (2010). The story of creating Brand Estonia. Retrieved from https://vm.ee/sites/default/files/content-editors/Leitti_Mandmets_0.pdf 
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Therefore in 2016 an Estonian Design Team was established, made up of a core team of ten 

design professionals. This team’s work led to the launch in 2017 of a new official gateway page –

which focuses on three core themes; digital society, a clean environment an un-spoilt nature and 

smart people.

https://brand.estonia.ee/ is essentially a toolkit, containing useful thoughts, tips and tools for 

everyone who wants to share something about Estonia with the world – mainly useful for tourism 

and the public sector. 18 On the basis of discussion with our interviewees, Brand Estonia is 

considered a very useful resource and has significant ‘buy-in’ from public and private sector alike. 

Despite a number of attempts, it appears that after years of iterations and consultations, the 

Estonian brand is now reflective of the lived reality, and that there is finally a broad consensus. 

There are lessons for the Irish approach - as has been noted in relation to nation branding - what 

has been crucial is the process of branding, the debates, discussions, brainstorming, co-operation 

of different disciplines rather than the outcome. 19

18 Invest in Estonia: A place for independent minds: Estonia's new brand concept https://investinestonia.com/a-place-for-independent-minds-estonias-new-
brand-concept/    
19 Szondi, G. (2007, February 28). The role and challenges of country branding in transition countries: The Central and Eastern European experience. 
Retrieved from https://link.springer.com/article/10.1057/palgrave.pb.6000044 
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Communications personnel networks are great, but they 

have to be strategic… there is no point in meeting up and 

going ‘round the houses’ to find out what everyone is 

doing on a monthly basis. 

It has to be within a strategic context, with all team 

members focused on a collective aim.

Source:

Senior Government Spokesperson, New Zealand Government Department
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Overview

New Zealand was selected for review as a result of its political and cultural similarity to Ireland, as 

well as having a similar population size. Having engaged with senior civil servants as part of the 

process, it has become clear that while the value of a strong focus on communications is 

recognised in New Zealand, the level of progress in this regard within the public sector is less so, 

and indeed, perhaps less advanced than in Ireland. 

Operational decisions are generally communicated by the public service and specific Government 

policy announcements are managed through the Office of the Prime Minister, who coordinates the 

policy priorities of all Government Departments. 

As our interviewees informed us, in the late 1980s/ early 1990s, the public sector looked to the 

private sector to build business accountability into the public sector. Although this made a lot of 

improvements to the manner in which Government agencies operated at the time, it diminished 

cross-sector collaboration. The State Services Commission is currently undergoing a process of 

improving that. 

In terms of the place of the public sector in New Zealand society, it appears that the notion of 

public service is valued, and that there is a strong culture of public service excellence and quality 

within the public sector itself. Our discussions with the State Services Commission (SSC) yielded 

information in relation to a Public Service Code which is in the process of being updated, and a 

strong focus on a culture of motivation and support within the public sector – all of which has an 

impact on communications and how Government policy is communicated. 

In relation to motivation (and incentivisation) and in terms of trust in the public sector, the Colmar 

Brunton Public Sector Reputation Index 2018 20  demonstrates that 41% of New Zealanders trust 

the Government and just 8% ‘distrust’ it. Those positive trust levels belie the perceived levels of 

progress at Communications function level in terms of engagement and process. 
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Regardless of concerns in relation to both, our research has demonstrated that there is a strong 

focus on quality information, and on measurement, which, along with a focus on the notion of 

public service, through the revamped Public Service Code, could be considered influential in these 

trust levels. Furthermore, the Index is a novel, albeit external, method of evaluating public sector 

performance in that it benchmarks each Department/Ministry/Agency (45 in total) across four 

pillars which contribute to reputation – leadership and success, fairness, social responsibility, and 

trust. The Fire and Emergency Service New Zealand took the top spot for the third year running, 

with the Met Service and Tourism New Zealand joining for the first time this year. This suggests 

that a focus on depoliticised, straight-forward information is valued, which was also confirmed in 

our interviews. 

Overall Structure

Similarly-structured to Ireland, New Zealand’s system of Government consists of central 

government and local government. Government Communications are led by the Strategy, 

Governance and Engagement Group, at the Department of Prime Minister and Cabinet, and 

administered through individual Departments – a similar structure to that of Ireland. 21

Collaboration and Coordination

Engagement between Departments is relatively ad hoc and not overly systematic. There are some 

regular network meetings in place, but these are not particularly strategic and are viewed more as 

update meetings. It was noted that other functions such as Finance and HR have a greater focus 

on governance and integration, with communications considered as a ‘nice to have’ rather than a 

critical function. As a result, there is, as per one interviewee, ‘a lack of understanding of the role of 

communications and challenges with integration.’ 22

The State Services Commission is the oversight body for the entire public service. Comprised of 

33 Government departments, the Commission makes up the core public service in New Zealand, 

influencing core agencies from justice and health, at a national and district level. The Commission 

is comprised of approximately 120 staff and its functions are on recruitment of Chief Executives

20 https://www.colmarbrunton.co.nz/opinion-does-our-public-sector-measure-up/ 
21 https://dpmc.govt.nz/our-business-units/strategy-governance-engagement-group 
22 Communications and Engagement Spokesperson at the  Accident Compensation Corporation New Zealand (ACC) 
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across government agencies and leading inquires, should there be a question around integrity of 

public service. 23 The Commission is also expanding its capabilities into system improvement with 

the aim of making the system work collaboratively through the dissemination of values and 

principles, with a particular view to improving relations with the Maori community. 23

As well as this, the Commission has made a push towards rewards and recognition in recent 

years. The Commission is leading events and spearheading awards to recognise the 

achievements of public servants. This has been formalised into the ‘Spirit of Service’ awards. 

A grassroots communications network has developed overtime, with the Head of Communications 

for the State Services Commission chairing a network of public sector communications monthly. 

These network meetings offer communications professionals an opportunity to share their 

experiences and best practice. The network also invites guest speakers, from time to time.

The move to increase collaboration throughout the public service has come at a moment where 

the New Zealand public sector is increasingly dealing with issues that cut across government 

agencies, issues such as climate change, housing and child poverty. There is a lot of collaboration 

ongoing on developing specific policy to solve these specific issues – however this collaboration is 

ad hoc. As New Zealand reorients itself to deal with these cross-departmental issues, formal 

structures may be introduced in time. 

Capacity-Building

There is a focus on bringing in external private sector expertise, but there is no formal training 

across Departments, which can be challenging for new hires. It was described as the ‘luck of the 

draw’ as to whether new hires are provided training, and it was noted that those who are curious 

or self-taught will be those that are most successful. 

Communications teams tend to be comprised of former journalists and ex-press secretaries. The 

public service employ people who have communications experience, however they do not receive

23 Communications and Engagement Spokesperson, State Services Commission
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any further training or skills development.  This has led to a feeling among public service 

professionals that you will only get ‘so far’ unless you are highly motivated and curious, with one 

interviewee from the States Service Commission summarising this as “a problem in a constantly 

changing world”. 23

Communications Measurement

One interviewee stated that the use of digital measurement tools in communications has helped 

the communications teams to demonstrate the value of their work and the impact of campaigns. 22

However, there was a lack of specificity in relation to key tools utilised or approaches taken, and 

we understand measurement and evidence-based policy to be relatively ad hoc in terms of 

communications measurement in particular. 24

Use of Digital

However, more broadly in relation to digital, as part of  a Unified Public Service Programme (to put 

people at the centre of service-design and decision making) led by the State Services 

Commission, a New Zealand Government Digital Strategy has been advanced to ensure that 

‘information-driven insights are reshaping services and policies, and adding public and private 

value and to house all citizens’ services in the one location. 25 Progress has been made in relation 

to services such as online passport renewal, and guidance is available for all Departments and 

Agencies that are working on improving their digital presences and access. The focus of this 

Strategy in the future is to ensure buy-in across Government, to align on focus areas and to build 

digital capabilities across Departments. 25

Evidence-based design

As expected based on the previous points, New Zealand is well-advanced in relation to citizen-

centred and evidence-based policy-design. The Government has introduced a programme – The 

Policy Project – to ‘build a high-performing policy system that supports and enables good 

government decision-making’. Hosted by the Department of Prime Minister and Cabinet, it was 

developed in 2014 to respond to a number of challenges, not least that ‘our policy advice is 

sometimes short on evidence, and poorly informed by the needs of users and by evaluation or 

feedback on what has worked (or not)’. 27

24 Media Advisor Spokesperson, State Services Commission 
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Led by a Policy Project Network of managers across the civil service, the aim is to build ‘a high 

performing policy ‘profession’ that provides a core function of government, attracts top talent, 

provides foundation training and professional development, identifies and grows policy leaders, 

and has a capacity to deploy capability to where it is needed most’. 27

With a Head of Policy Profession in place, the group is working to lead improvements across 

‘supply and demand’ sides of policy-development, examining behavioral insights, developing 

frameworks in areas such as skills and quality, and keeping stakeholders and the public engaged 

through ‘conversation trackers’ from events and meetings to summarise what was achieved. 28

This idea of effective policy is also evidenced in the citizen-engagement focus of the New Zealand 

Government as evidenced in the Wellbeing Budget and the Living Standards Framework whereby 

Government has commenced the process of introducing ‘wellbeing measures’ to reach higher 

living standards for all citizens. 29 30

The Treasury began developing the Living Standards Framework in 2011 and this framework is 

underpinned by the four capitals – financial/ physical capital, natural capital, social capital and 

human capital – all of which are interlinked and constantly evolving. Together, they impact directly 

on the wellbeing of New Zealanders and the Government hope that by placing the individual at the 

centre of the policy making process they can achieve “real success for New Zealanders”. 

This Living Standards Framework is a measurement tool used within the Treasury to view and 

compare indicators of wellbeing. The Government has promised to measure and report against 

these indicators to show a more holistic measure of success as a country, utilising a Dashboard to 

chart progress.

Budget 2018, dubbed Foundations for the Future, set out measures to begin a process of being 

responsible, not just fiscally, but socially and environmentally, to enable New Zealanders to build 

better lives in the decades to come. The first Wellbeing Budget will be announced in 2019 and will 

measure and report against a broader set of indicators to show a more rounded measure of 

success, as a country and as a Government 31. This will be supported by Budget processes that
25 https://www.digital.govt.nz/digital-government/nz-digital-transformation/discovery-changes-needed-to-enable-digital-transformation-of-government/  
26 https://www.digital.govt.nz/digital-government/strategy/  
27 https://dpmc.govt.nz/sites/default/files/2017-03/policyproject-narrative-feb2015.pdf 
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facilitate evidence-based decisions and deliver the Government's objectives in a cost-effective 

way. While it has faced some media criticism and scepticism 32, the continual focus on measuring, 

updating and engaging, will clearly be a core focus in Government communications to support its 

launch later this year.

Streamlining Communications 

In terms of streamlined communications, a website similar to merrionstreet.ie exists called 

‘Beehive’ 33 which houses all Government news updates and information about Departments and 

policy in the one area 23. 

In relation to a consistent visual identity, the all of government brand of New Zealand has been 

designed for use by State Services organisations, to make these services more visible and 

identifiable for New Zealanders and to develop and promote trust through the clear identification of 

government initiatives and services. Three logos were developed to enable citizens to identify 

government communications, all of which have a common font and curved stylising. It is the 

discretion of individual agencies to decide which brand signature best suits their requirement. 34

This brand identity must be used on all advertising campaigns, publications and project-related 

signage and websites unless an exemption has been granted. Agencies also have the option of 

using the brand signature on stationery and other miscellaneous branded items, should they so 

wish. 

28 https://dpmc.govt.nz/sites/default/files/2017-03/conversation-tracker-policy-capability-leads-workshop-21-feb-17.pdf  
29 https://www.budget.govt.nz/budget/2018/economic-fiscal-outlook/budget-2019-focus-on-wellbeing.htm  
30 https://treasury.govt.nz/information-and-services/nz-economy/living-standards 
31 https://www.budget.govt.nz/budget/2018/economic-fiscal-outlook/budget-2019-focus-on-wellbeing.htm    
32 https://www.radionz.co.nz/news/political/382877/govt-s-wellbeing-budget-labelled-nonsense 
33 https://www.beehive.govt.nz/ 
34 http://www.ssc.govt.nz/govt-brand 42



You cannot sit in a boardroom in Ottawa and come up 

with a solution for Canadians and then include a 

communications plan that you think will work. Canadians 

have to participate. This changes the nature of your work. 

It means you have to be at the table with the policy-

makers and with the programme designers. You have to 

be integral to those conversations with Canadians about 

things that affect them... all of those things now are two-

way conversations with Canadians.

Source:

Remarks by Michael Wernick, Clerk of the Privy Council, at a Communications Community Office Learning Days event, February 14th
2019 – https://www.canada.ca/en/privy-council/news/2019/02/remarks-by-michael-wernick-clerk-of-the-privy-council-at-a-

communications-community-offices-learning-days-event.html
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Overview

Canada was selected as part of this review, given its cultural similarity to Ireland, as well as the 

fact that as it is also a Common Law jurisdiction. According to the 2019 Edelman Trust Barometer, 

trust is growing in Canadian society. General trust in Canada is up 7% to 56%, while trust in 

Government is growing – 53% of Canadians have trust in the Government. From our research, it 

is clear that the Canadian Government is relatively advanced in relation to its communications 

planning and implementation, and thus, there are best-practice lessons to be garnered for the Irish 

market.

Overall Structure

The system of Government in Canada is structured somewhat similarly to Ireland, albeit on a 

much larger scale, with three tiers – Federal, Provincial and Municipal (which can also be divided 

into regions). For the purposes of this review, we focus on Federal Government communications.

From a communications perspective, the Privy Council Office is responsible for the priorities of 

Government, best practice in issue management and defining media protocols, all with the aim of 

supporting the day to day work of the Office of the Prime Minister. The Office of the Prime Minister 

is responsible for the delivery of the Programme for Government and Strategic Policy Direction. In 

addition, each Department has its own communications function.

Collaboration and Coordination

To facilitate coordination and collaboration, a monthly Head of Communications meeting is 

scheduled, where each Department is represented by their Head of Communication and is led by 

Ken MacKillop, Assistant Secretary to the Cabinet, Communications and Consultations, Privy 

Council Office at Government of Canada, who participated in this review. At these meetings, 

updates on central communications strategy are discussed, before moving to monthly updates 

and best practice examples from relevant Departments. 
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Supplementary to this formal monthly meeting, there are strong relationships between 

Government Ministries, with regular phone and email communication between offices on issues. 

“Ground-rules” on collaboration exist but are sufficiently flexible to allow for change as required –

“the current Government has given Ministries the flexibility to deal with communications in a 

decentralised manner”. 35

Further, there is a Communication Calendar which details all Ministerial announcements and 

which is populated by individual Departments, to provide visibility and coherency across 

announcements. The key benefit of this system appears to be a clear set of announcements that 

aligns to the overall communications strategy. Of course, flexibility is required and should the 

Prime Minister’s office direct that an amendment is required, the system is sufficiently flexible to 

allow change.

Capacity-Building

Career-pathing and skills-development are an important focus of the Canadian Government’s 

communications function, which can be as a result of previous challenges in terms of best practice 

as follows:

In 2004, The Gomery Commission of Inquiry into the Sponsorship Program and Advertising 

Activities was a watershed moment in Canadian Government communications 35 – it was 

established to investigate allegations of corruption in relation to Government advertising activities 

in Quebec, as a conversation in relation to Quebecois independence was ongoing. The 

Commission deliberated for a period of two years and delivered a report of wrongdoing, which 

was a seminal moment for Government communications activities and had an influence on 

process and procedure in that regard in the years that followed.35

Since then, there has been a strong focus on the professionalisation of Government 

Communications. In fact, for over twenty years, the Canadian Government communications 

function has had professional communicators in Government, when a communications community 

of best practice was formed.
35 Ken MacKillop, Assistant Secretary to the Cabinet, Communications and Consultations, Privy Council Office at Government of Canada 
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Today, a Communications Community Office exists to support recruitment and retention, enhance 

career-development, and advocate for the Communications Function at Government level. On an 

annual basis, communicators across the Federal Government and more broadly at provincial and 

municipal level, gather at the Annual Learning Day (held over two days this year36) which is 

attended by as many communicators as possible to learn from guest speakers and hear case 

studies on best practice, including in relation to digital, data, inclusivity in language, career-

development and so on.

Communications teams in the Canadian Government possess a wide variety of skills including 

economics, data mining, advertising and marketing, and they actively recruit straight from 

University (journalism, digital, communications) as well as from the private sector. Within the 

Government Communications team at the Office of the Prime Minister there are specific ‘Best 

Practice’ teams, all of whom have a direct line into the central communications function. Best 

Practice teams include: Speechwriting; Public Opinion Research; Social Media; Consultation and 

Public Engagement; Advertising and Marketing and Measuring communications.

Evidence-based design

Insights and measurement are also of significant importance in Canada, possibly relating to the 

Gomery Inquiry as mentioned previously, and how the Canadian Government communications 

team embeds robust research requirements into communications practices.

In terms of the early stages of communications campaigns and policy-development, given the size 

and diversity of the population of Canada, there is a direct research budget to carry out surveys 

and focus groups across the country annually. In order to capture current and relevant public 

opinion in real time, there are 500 surveys issued a week, including random digit dialling. 37 This 

method of ongoing public consultation emboldens the Government with a sense of confidence in 

where citizens are, on a given policy issue, and informs conversations and decisions regarding 

how and when to communicate to their citizens. It was noted, however, that not all Ministries and 

Departments “leverage the data available to them”, which is likely due to the size of the 

communications profession across all Government Departments and the pressures on individuals’ 

time. 37

36 https://www.canada.ca/en/privy-council/services/communications-community-office/learning-days-2019.html 47
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As Prof. Alex Marland, Memorial University of Newfoundland told us, the Canadian government 

communications team are also using digital methods to ensure that their message is reaching 

their target audience. In particular, social media influencers have been employed by the Canadian 

government and government agencies to target specific demographics. Recent campaigns include 

an awareness campaign about the dangers of opioid misuse where the Public Health Agency of 

Canada paid social influencers to raise awareness about this topic. 38

In relation to process for selecting and prioritising policy announcements, a method exists for 

reviewing all campaigns above $10 million in value. However, it is not solely a dollar value 

question and the team ascertains whether the announcements relate to overall policy priorities 

and whether the Prime Minister has a specific interest in certain announcements.

Throughout, and post-campaign, social media measurement is particularly valuable and best 

practice experts within the Government Communications team, utilise real-time analysis including 

on tone and sentiment and assess if a shift in approach is required. Furthermore, they support 

social engagement with paid promotion spend, which is key to reach audiences.

In relation to measurement of advertising, the Advertising Campaign Evaluation Tool (ACET), 

created in 2002, is a key component used by the communications professionals in the Canadian 

Government to evaluate post-campaign outcomes for advertising campaigns exceeding $1 million 

in media spend. See Case Study 3, page 53 for further information.

37 Laura Wesley, Executive Director, Public Engagement and Marketing, Privy Council   Office at Government of Canada
38 https://www.cbc.ca/news/politics/online-influencers-youtube-trudeau-1.4965417
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The default position of government, no matter which 

political party happens to be in government …should be 

transparency. 

More than that, the default should also be proactive 

disclosure, so that information is available before people 

even ask for it.

Source:
Alex Marland. Reaching Canadians with Effective Government Advertising - Report of the Standing Committee on Government 

Operations and Estimates, Tom Lukiwiski, Chair, December 2017, 42nd parliament 
http://www.ourcommons.ca/Content/Committee/421/OGGO/Reports/RP9298336/oggorp12/oggorp12-e.pdf
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Case study two: Capacity 

Building in the Public Service
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The Canada School of Public Service is the common learning service provider for the Public 

Service of Canada. The school was introduced through legislation in 2004 and is mandated to 

provide a range of learning opportunities to build capacity and excellence within the public service 

in Canada. The School has a single strategic outcome: “Public servants have the common 

knowledge and the leadership and management competencies they require to fulfil their 

responsibilities in serving Canadians.” 38 By achieving this strategic outcome, the School provides 

long-term benefits for Canadians by ensuring that employees of the Public Service across Canada 

have the requisite knowledge and competencies to serve citizens with excellence.

There are four streams in place to support this outcome including; foundational learning, 

organisational leadership development, public sector management innovation and internal 

services. The School provides long-term benefits for Canadians ensuring that emerging leaders 

are highly-skilled and globally-minded having had access to coaching, training and development 

skills to help build and reinforce their leadership skills, enabling them to serve the needs of elected 

officials effectively. The School publishes an annual report outlining a summary of its performance 

with indicators including total financial resources, spent across the four educational streams, and 

the participant outcomes funded by this. 

Courses in the School of Public Service include – ‘Understanding and Applying Strategic 

Communications’, ‘Writing for the Web’, ‘Public Consultations and Citizen Engagement’, among 

others. However, it appears that more specific communications courses are unavailable and 

perhaps are provided by private sector consultancies or the Communications Community Office. 39

To complement the work of the School of Public Service, and in order to advance leadership, build 

knowledge within the private sector and encourage collaboration with Canadian universities, the 

Public Servant-in-Residence Programme (PSIR) was introduced in the Canadian public service. 

This programme places public servants of a certain grade in Canadian Universities where they 

can conduct research and/or teach in areas linked to their departmental objectives and the 

broader public service priorities. 40

39 https://www.csps-efpc.gc.ca/Catalogue/index-eng.aspx
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Placement duration varies on a case-by-case basis - some choose to carry out micro-assignments 

of one to five months, while others opt to undertake long assignments of six months to two years. 

This opportunity can be undertaken on either a full or part time basis.  

The PSIR provides the public service with access to leading academic thinkers and is an 

opportunity to build on their knowledge and expertise while working on key challenges and 

opportunities facing the public service. The Universities also benefit from this programme as it 

enables them to gain access to senior practitioners who have experience in implementing policy in 

practice. It also enhances their academic expertise in public management and public policy.

A further initiative for communications professionals in the Canadian Government is the 

Communications Community Office. This office is a network for communications professionals 

that hosts an annual “Communications Community Office Learning Days”. Framed by a different 

theme every year, this two-day event brings together communication communities of practice 

throughout the Canadian public service, to network, to partake in practical workshops and listen to 

and learn from guest speakers. To facilitate those who are unable to travel, a Webcast service is 

available. Participants who register for the Webcast option can take part in workshops and listen 

to speakers in certain rooms. 

An Awards Programme for Government Communicators also exists – The Communications 

Awards of Excellence – to recognise excellent work in strategic communication and citizen 

engagement. Categories relate to overall excellence in communications and service to 

Canadians, collaboration and partnerships, vision and insight, internal and regional 

communications. 41

The aim of these initiatives is to develop and nurture the strengths of individual public servants 

through smart practices and innovative behaviors, which make a real and tangible difference to 

public service employees, and therefore to the citizens of Canada.

40 https://www.csps-efpc.gc.ca/psir/index-eng.aspx 
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Case study three: Measurement 

pre, post and during campaigns
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C AMP AIG NS

Measurement is a key focus of Canadian Government Communications in terms of both policy-

development, and policy communication. In order to ensure that Canadian Government policies 

and programmes reflect the desires of citizens, public opinion research is continually carried out 

by the Government. This ongoing research enhances the policy making process and there is a 

formal budget in place to carry out surveys and conduct focus groups sessions across Canada on 

a regular basis.

The responsibility of Departmental Heads of Communications, through this research the 

Government engages with Canadians, listening to their comments and queries. The Government 

view this research as essential to participatory democracy as it strengthening the ties and 

understanding between Canadians and their public service.

Given the size of the country, a comprehensive approach is taken when carrying out this research. 

Our interviewee informed us that there are approximately 500 surveys issued per week across 

Canada. 35 Methods for collecting these insights include online research panels, virtual or in-

person focus groups, in-depth or intercept interviews, as well as telephone, mail, and online 

surveys - this is separate to the public consultation process for policy-development.

Individual Departments are responsible for the management, research content and overall quality 

of the research produced. The Treasury Board of Canada Secretariat sets the policies relating to 

carrying out this research, and oversees compliance with same, and the Privy Council Office 

performs a central role in terms of the leadership and strategic direction of the research. A full list 

of standards when carrying out this research is available online. An annual report on public 

opinion data is then published at the end of the fiscal year. This report gives an overview of the 

data and trends throughout the year. As all public opinion data must be published, it ensures 

transparency in the collection of public opinion data and reduces the potential for data-

manipulation.
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In relation to advertising evaluation, to ensure value for money for Canadian tax payers, an 

evaluation of all advertising campaigns exceeding $1 million in media buy must be carried out. 

The Advertising Campaign Evaluation Tool (ACET) was developed for this purpose, and it is a 

requirement within the Communications Policy of the Government of Canada and its related 

Procedures. 43

The ACET was created in 2002 following a Cabinet Directive identifying the need for a standard 

advertising evaluation approach across Departments. The main objectives of this were to bring 

rigour and consistency to the evaluation of Government of Canada advertising campaigns, to set 

up a database of all evaluations and to develop norms on metrics such as aided recall against 

which campaigns can be evaluated. The ACET methodology was modernised in September 2016 

and now includes two elements: a baseline survey conducted prior to ads being run in the media 

and a post-campaign survey conducted after ads have been run in the media using a standard set 

of questions to allow comparisons and establish benchmarks.

Both surveys are conducted online using the same panel with a separate sample of n=2,000 adult 

Canadians. The baseline survey duration is approximately seven minutes, while the post-

campaign survey duration is approximately ten minutes. Prior to the 2016 refresh, surveys were 

conducted by telephone. With the new online approach, multimedia elements can be used as 

prompts, and respondents are asked to view the advertisement (video / banner) and listen to the 

audio clips (radio ads) rather than describing it.

The refreshed online approach has advantages, including that telephone interviewing is up to 50% 

more cost-effective, post-campaign data metrics are measured against a baseline and it is easier 

to reach low-incidence populations. However, disadvantages include that no recall benchmark can 

be established, and it provides an incomplete overview of the Canadian population as only 

approx. 87% of Canadians have internet access, with only a portion of these people active on 

online panels. 37

The ACET is a key component used when evaluating advertising campaigns in Canada and 

coupled with ongoing measurement of public opinion, forms part of a deliberate focus on 

measurement in Canadian Government communications.

43 https://www.tbs-sct.gc.ca/pol/doc-eng.aspx?id=30683 
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We use polling really heavily. No. 10 has a series of 

polling experts, they will be out every week, all around 

the country focus grouping and polling, telling us what 

the political priorities of the people are. 

That does influence policy making and how we talk 

about it. It is really evidence based. 

Source:
No. 10 Downing Street Spokesperson
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Overview

The United Kingdom’s Government Communication Service is well-known for its approach to

strategy, planning, and coordination. Communication is one of the four main pillars of the

government structure in the UK alongside legislation, regulation and taxation. Each of the

countries reviewed mentioned the United Kingdom as a market that is well-progressed and is an

example of best practice internationally. For this reason, as well as its proximity and similarity to

Ireland, it was selected as part of this review. The 2019 Edelman Trust Barometer revealed a

record trust gap between the informed and the mass public. Interestingly, 6 in 10 Britons believe

Government doesn’t listen to “people like them”. In this context, Government communicators have

much work to do.

Overall Structure

The United Kingdom’s communications function structure is similar to that of Ireland, with the

Government Communications Service (GSC) housed in the Cabinet Office, but also spanning the

Office of the Prime Minister. The service is led by Executive Director Alex Aiken, who has been a

thought-leader on Government and public service communications, since his appointment five

years ago. Alex and his team have a strong focus on professionalisation, and are responsible for

the development of the Government communications strategy, in coordination with No.10 and

Government Departments. Communications roles in this jurisdiction include press officers,

government news-planners, digital and content professionals and management of the rapid

response unit, with each Department having a Head of News in place.

Collaboration and Coordination

With a ‘science vs. art’ approach to Government Communications in the UK, process and systems

are hugely important to the effective delivery of the communications strategy. A communications

plan is developed collaboratively each year 44 and is made available to the public. This plan sets

the agenda for the year ahead.
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In terms of team structure and coordination, we understand that No. 10’s communications team

acts as a central coordinator, with a press office team of 28 that mirrors the whole of Government

in terms of focus areas. e.g. Home Affairs, Health etc. Our interviewee stated that there is a focus

on recruiting the best candidates from across Government Departments to join the No.10 Press

Office, which delivers real benefit in terms of engagement and relationship-building. See Case

Study 4, page 62 for further information on this structure.

In terms of practical collaboration, on a monthly basis, the Heads of News in the Departments

meet at a session chaired by No. 10 where there is a specific agenda. Attendees discuss handling

media questions, writing skills, recruitment issues, and so on. Day-to-day engagement is led by

No. 10, acting as coordinator and sharing updates with Departments on a regular basis. Every

morning, the No. 10 team reviews the top four stories of the day, and sends an email update to all

Departments with the details of same and the narrative that should be used on a given issue.

Our interviewee stated that one of the factors driving the success of Government communications

is that the engagement between No. 10 and Government Departments is” “two-way” and that

rather than “solely pushing information out” , No. 10 both shares and receives key information. 45

In terms of planning announcements, news management is carried out through a network of ‘grid

planners’, each of whom inputs to a three to six-month grid, setting out upcoming announcements.

Each Department then applies by way of an application form to No.10, setting out the rationale for

a policy announcement and No. 10 reviews to ascertain if it fits with the overall news management

grid. This process is effective in terms of planning and visibility, but flexibility is required, for

example, if an issue breaks. Constant communication between No.10 and the Departments

facilitates this flexibility. Grid planners also meet weekly to discuss what is happening across

Departments and to ascertain whether any changes to plans are required.

44 https://gcs.civilservice.gov.uk/wp-content/uploads/2018/04/6.4333_CO_Gov-Comms-Plan_2018-19_WEB_FINAL_v2.pdf
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Capacity-Building

There is a strong focus on the professionalisation of Government communications in the UK, with 

a Head of Profession in place – one interviewee stated that this is critical to the profession’s 

behaviour. Military principles are applied, including  team work, mission command and leadership 

by veto. Therefore, each Department/agency has team structures in place which are designed to 

meet their Departmental priorities. 46

Departments’/Agencies’ strategic communications must be:

• Aligned to the delivery of HM Government priorities; 

• Planned to the Government Communication Service best practice standards; 

• Focused on audience understanding;

• Evaluated to demonstrate value and capture future insight; and

• Integrated with all other communication.

From a skills perspective, the types of skills required on a communications team can vary. For 

example, given the level of complexity of the policy issues that arise in the Treasury, the 

communications team is made up of policy officials, trained economists and communications 

professionals. Training programmes are in place, delivered by members of the Government 

Communications Service, for key skills such as; strategic communications, writing skills, creative 

campaigns and so on. An introductory course Introduction to Government Communications is 

available for anyone new to government communications. This course focuses on familiarising 

participants with the OASIS model of communications measurement as well as introducing 

participants to the modern communications operating model. 

External appointments are made, advertising for less senior roles in particular, but in general, 

there is a strong focus on Departmental expertise and internal career-pathing. A talent-pipeline 

programme exists in the Government Communications Service to support individuals in 

progressing towards ‘Head of Communications’ roles in particular.

43 No. 10 Downing Street Spokesperson     
46 https://gcs.civilservice.gov.uk/wp-content/uploads/2018/10/Strategic-Communications-guide.pdf 60
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Evidence-based design

From marketing through to the press office function, the UK’s Government Communications 

function insists on evidence-based strategy. Using the GSC Evaluation Guide, communicators are 

required to assess the value of their campaign to the economy . For example, the “Made in the 

Royal Navy” communications campaign can show that the cost of the campaign per applicant to 

the Navy is £2,000. 47

Before developing a new communications campaign, Government communications professionals 

must carry out robust research to understand the target audience and identify the potential 

communications impact. This can be achieved through commissioning research, or evaluating 

existing research e.g. ONS and YouGov statistics.  

Clear objectives must then be set and identified through evidence based KPIs including SMART 

(specific, measurable, attainable, relevant and timely) objectives and the completion of an OASIS 

evaluation. 

Streamlining

The UK communications team has clear guidelines in place to ensure government organisations 

can adopt the government identity system, and how it should be applied. Led by ‘Branding’ at No 

10 and Cabinet Office Communications, this system was designed to provide a cost-effective and 

consistent approach to branding government departments and agencies and consists of three key 

elements – a colour line, a symbol and the department or organisation name. A guideline booklet 

outlining parameters for use of visual identity, and visual examples of same can be found at this 

link: 

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/

362346/hmg_identity_system_guidelines_2012.pdf

47 https://gcs.civilservice.gov.uk/wp-content/.../Comms-hub-session-1-Royal-Navy.pptx
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Case study four: The No.10 

Structure 
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The United Kingdom has a novel approach to capacity-building which builds internal expertise and

strengthens the communications network across Departments. It allows personnel from

Government Departments to experience working at the heart of Government communications in

No.10, developing relationships, strengthening inter-Departmental ties, and expanding people’s

expertise in communications strategy – development and implementation.

A secondment process exists whereby Departments are asked to nominate members of the

communications function to work in No. 10’s team, for approximately two years. Departments feel

that providing their staff members the opportunity to experience working in No. 10 is a positive

measure as it provides them the opportunity to build their own strategic relationships, and

seconded employees generally return to the Department they came from. It also means that each

Department has a “point person” in No. 10 who can advance the Department’s cause, act as a

day-to-day contact and support on policy announcements and so on. As our interviewee put it:

“Departments feel it’s good to let people go to No.10 and have an ally there.”

A sample structure is as follows, with some experts spanning a number of Departments.
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There is also a month-long secondment programme in place, for certain grades (SIO/HEO –

Senior Press Officer), who can apply to work at No.10 for one month, based on the news desk.

Feedback is largely positive, with participants gaining important knowledge, building relationships

and developing skills, which are then integrated into their work in their respective Departments.

External appointments are also made, with junior positions tending to be the positions externally

advertised most frequently by GCS. No.10 tends to recruit internally, since it requires candidates

who have greater levels of experience in Government. There is also an internal talent pipeline

within the GCS, with staff being offered various training programmes designed to assist their

development and advancement towards more senior communications roles.

The professional background of people in each of the communications teams varies. In the

Treasury, for example, approximately half of the communications team is comprised of former

policy officials and trained economists, with the remainder being communications specialists.

Given the variety of team structures across Departments, it is important to ensure that there is

adequate training in place for all staff members. Examples of training programmes include

strategic communications, writing skills and so on. For teams with a more specialist focus, it is

generally thought to be helpful to have a mix of disciplines on the team.
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Overview

The structure of Government communications in the Netherlands resembles that found in the Irish

context. There are 12 Ministries and each Ministry has a central Department for Communication.

The Office of Public and Communication Service in the Ministry of General Affairs feeds into this

process, as it is the Ministry responsible for Government policy, planning, information and the

Dutch Royal House. Trust in Government is relatively high in the Netherlands at 54% according to

the 2019 Edelman Trust Barometer.

Overall Structure

The Government Information Service (RVD) is part of the Ministry of General Affairs and

implements general central government communications policy. The RVD is responsible for

media relations for the Prime Minister and Government, providing information on general

government policy, the Prime Minister and the Ministry of General Affairs. They also manage

media relations and information concerning members of the Royal House.

All Ministries have their own central communications or information Departments, whose tasks

include maintaining relations with and informing the media, providing communications advice,

carrying out public opinion surveys and coordinating Ministry communications.

The Information Council (VoRa) is an advisory board, comprising of senior civil servants, and is

the main consultative body on government communications. Its members are the Directors of

Ministry communications Departments, and the Council is chaired by the Director-General of the

RVD.

The Ministry for General Affairs’ Public Information and Communications Service (DPC) helps 

central government communicate with the public and communications advisers, media specialists, 

campaign managers and researchers work together with the Ministries to ensure that central 

government communicates effectively. The Public Information and Communications Service 

responds to questions from both Ministries and members of the public. Members of the public can 

ask questions via phone, email, Twitter or WhatsApp.
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Collaboration and Coordination

The structure outlined above provides for ease of coordination and collaboration, with key

responsibilities divided clearly across Government. In addition to this, there are 11 principles of

government communication used by government communications professionals in the

Netherlands to ensure efficacy of government communications, which apply to public information

initiatives, press briefings and official communications on behalf of members of the government. 48

1. The right to communication. Actively disseminating information to the public is a right

enshrined into the constitution and the purpose of government communication is to enable

citizens to optimally fulfil their role as citizens, Dutch nationals and consumers.

2. Recognisable. To avoid engaging in veiled influencing, government communication should be

labelled as such. Clarity about the source of communication fosters trust and transparency,

and the public has a right to this information.

3. Government communication is about policy and organisation. Government communication

must be focused on communicating policy or legislative updates. It must not be designed to

showcase a Government Minister or Department Official in a positive manner.

4. Active communication. The government must ensure that it actively explains its policy and the

purpose of same to the broadest possible audience. Communication is a policy instrument in

the same way that legislation and grants are. Even when a given policy is in planning stages,

it is necessary to reflect on how it will eventually be communicated to the public.

5. Communication reflects policy phase. Information should be comprehensive, timely and

tailored to the audience which communicators are addressing. It must always mention the

status of the information within the policy process.

48 https://www.government.nl/topics/government-communications/documents/directives/2017/03/01/the-principles-of-government-communication 
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6. Interactive policy preparation. In principle, members of the public must be given the opportunity

to express their opinion on every proposed policy at an early stage in the process. It must be clear

in all instances how the inputs of the public fit into the overall decision-making process, and how

this will influence outcomes.

7. Available and responsive. Having a right to communication implies that the government is

available and responsive. ‘Responsive’ means that the government deals swiftly and appropriately

with requests, complaints, and so on from the public.

8. Adequate and accurate. Central government communication must be accurate and contain

ample information to enable interested stakeholders to consider their opinion about current and

potential policy.

9. Accessible, comprehensible and appropriate. Messages should be tailored to their target

audience, wherever possible and necessary, and the same message can be conveyed in various

ways and through various channels. The key is to find an optimal mix of media and tones, that

reflect the experiences of the public.

10. Proportionality. Central government must observe the principle of proportionality when dealing

with topics that are controversial and/or the subject of public debate.

11. No involvement in party politics. Central government communication should be kept separate

from the interests of political parties. Notwithstanding this, occasions may arise where Ministers or

State Secretaries may be accompanied by government spokespeople at party political events. In

such cases, strict agreements must be made between government spokespeople and party

spokespeople about communication duties, with the relevant responsibilities clearly identified.

Upholding these principles ensures that the public has broad trust in official statements and other

central government communication.
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Collaboration and coordination of government communications professionals is also facilitated by

an intranet. The Public Information and Communication Service team use this internal community

homepage (see screenshot below) to keep abreast of communications best practice, and to act as

a directory of relevant communications professionals. 3,000 communication professionals have

access to this site, which is organised under topics such as; “share your knowledge”, “who is who”

and “agenda”.
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Evidence-based design

As all markets have already expressed, Erik den Hoedt, Director of the Public Information and

Communication Office, from the Netherlands reiterated, that it is very difficult to measure

communication outcomes. Although each Ministry is responsible for individual campaigns, there is

a process in place to filter policy objectives. 49

The CASI tool is the instrument used at the start of communication campaigns to measure policy

objectives, to understand what the communications objective is and to outline how this objective

can be achieved. This comprehensive list of questions and prompts ensures that there is a clear

communications strategy in place from the beginning. We have attached this tool as an appendix

for your reference (page 94).

In addition, surveys are carried out before a campaign begins and draft policy is tested on focus

groups. “Everything is researched in advance to ensure that there is robust evidence to take the

path chosen.” 49 There is an annual budget of €200,000 for this in the office of Public and

Communication Service (Ministry of General Affairs), while other Ministries have larger budgets

than this.

For campaigns with a budget of more than €150,000, the Ministry of General Affairs provides a

report of the effectiveness of these campaigns to Parliament. They also compile an annual report

outlining the media spending and communications effect of campaigns for the year. Accountability

for the effectiveness of individual campaigns is the responsibility of the Ministry involved.49

National governments conduct campaigns to inform citizens or encourage a desired behaviour.

Campaigns are created to complement awareness of subsidies, regulations and enforcement, or

to achieve policy objectives.

Media spending is focused on campaigns with TV broadcast, campaigns without TV broadcast,

other information campaigns, small campaigns with budget of less than €150,000 and separate

communications messages.

49 Erik den Hoedt, Director of Public the Public Information and Communication Office, Netherlands
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Evaluations are mandatory for mass media campaigns aimed at the general public on behalf of

the central government. These are conducted through a target group survey before and after the

campaign to isolate the effect of the campaign. The aforementioned annual report sent to the

Parliament compares information on campaigns in a current year, and compares this with the

media spend over the last five years. In 2017, the Netherlands’ Public Information and

Communication Service team found that campaigns with a broadcast element reached the desired

group and left citizens with a lasting memory of the campaign. The team always tries to

understand what is the most important channel for the campaign and allocates spending in line

with this.

Streamlining Communications

Our interviewee tells us that the decision to streamline Government communications happened

approximately 10 years ago. 49 Dutch Officials travelled to Canada to learn about their experiences

in unifying the Government identity there. Following this, a steering group was commenced to

make a business case for the benefits of unifying the Government identity which found that it

would be cheaper to have a streamlined Government visual identity.

Central government letters, websites and campaigns use the central government’s distinctive logo

and visual identity. All government organisations that fall under direct ministerial responsibility use

the central government logo and visual identity. This includes ministries and agencies. The army,

air force, navy and Royal Military and Border Police do not use the central government visual

identity. They have their own emblems and colour schemes.

Only central government bodies may use the central government’s logo and visual identity. 50

The main tool for communication by the Dutch Government is the website although the main

channel for reaching the general public in terms of political impact is media relations. Press

releases combined with press conferences remain important, whilst some ministries also focus on

advertising when there is a need to inform the public about new rules, or when campaigns are

launched to enhance understanding of the political system. The Public Information and

Communications Office also uses advertising agencies for specific projects from time to time, and

the Office acts as an intermediary between a ministry and an agency because of its greater

experience of in this area.
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“The Netherlands stands against burglars”

The Ministry for Justice and Security in the Netherlands faced a challenge over the last number of

years. On average, a burglary occurs every 10 minutes in the Netherlands, yet people can be

careless regards prevention. 57% of people think that the chance of a burglary in their home is

small, while only 37% actually consider burglary as something that might happen to them. The

Ministry of Justice and Security began running communications campaigns at the end of the year

(the most likely time for burglaries to occur) annually, starting in 2014, for three years. However,

the decrease in burglaries during and shortly after the campaign is barely greater than the annual

average number of burglaries. This represented a challenge for the communications team. The

Ministry of Justice and Security were therefore tasked with developing a new end-of-year

campaign to influence behaviour.

For 2017, the campaign focused on a 3-in-1 strategy to ensure that citizens identified with the

people in the advertisement, to motivate them to change their behaviour and to facilitate them in

changing their behaviour. The campaign asked citizens to close their windows, leave a light on

and ensure their door was locked to avoid a burglary.

Citizens are inattentive. To combat this, a three-pronged psychological insight was the starting

point of a new strategy – identification, motivation, facilitation. At the core of this 3-in-1 strategy

was to seek to connect with citizens, their reality, their experience and their limits. The target

audience, Dutch citizens, had to feel that they were being addressed in the campaign and realise

that a burglary could happen to them, and importantly, that burglaries could be prevented through

simple measures. In achieving the delivery of these messages, the communications team

understood that the warning must invoke self-recognition, the risk must be small, and the solution

must be made accessible.
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1. There is only a threat if you really think that something will really happen to you

(identification).

Research shows that people don’t feel attracted by information campaigns if they do not

recognise themselves in them. The 2014 campaign used big houses and unrealistic

circumstances, which did not resonate with “ordinary people in ordinary houses” – the

target audience of the campaign. This identification insight was used to ensure that the

campaign would appeal to all.

People know the threat (burglary) exists, but don’t think it will happen to them. To

increase the chance of prevention behaviour, the campaign plays up the identification

factor. The trigger for behavioural change in this case is that people can recognise

themselves in the use of ordinary homes and ordinary people going about their ordinary

day. If viewers identify with this, it makes them more alert and positive with regard to

prevention.

Therefore recognisable houses, streets, people, children, and situations mirror the social

environment and “normal life” of the target audience. Actors are all kinds of “normal

people” who perform daily activities.

2. The smaller the problem, the greater the chance that people will do something about it

(motivation).

People close themselves off to heavy, worrying messages. The consequences of a

burglary are potentially so great that many people would rather not think about it. In

behavioural psychology, this is called negative reinforcement: consciously or

unconsciously wrong behaviour that distracts or drowns out the attention for a possible

large loss.

The greater the problem, the less likely people are to do something about it. This

campaign therefore motivates citizens to change their behaviour with the insight that

thieves mainly select their burglary targets based on the ease at which they can enter.
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The campaign shows that burglary is not rocket science, it is a matter of convenience (for

the thieves) and inattention (of the citizens), and that the simple steps of closing windows,

leaving a light on and locking a door can help avoid it from happening.

The commercial starts with a quick series of everyday and funny images of different

homes. The text reads “Big, small, old, new, detached or in a row, burglars don’t look at

how you live, but how easily they can come in.” The tone is light and not dramatic, which

makes the problem feel less serious.

3. If people think they can’t handle it, they don’t adjust their behaviour (facilitation).

As well as informing people about the risks, the campaign must provide people with

simple tools to increase their confidence in solving the problem themselves.

If people think that the solution is a chore, it is paralysing, and they do not adjust their

behaviour. That is why the campaign aims to show that it is very easy for everyone to take

simple actions by: locking the door, closing the windows and keeping a light on.

The second half of the commercial reassures people, reminding them that it is very easy

to take measures to prevent burglary. The text is repeated all the time, it almost looks like

a mantra: “That's why you should always close windows, switch on the light and lock the

door. Windows closed, lights on and door locked. Windows closed, lights on and door

locked. Close, on, locked. Even if you just go out the door. "

The positive, light hearted tone of “ordinary people doing ordinary things” plays a role in

keeping everything in perspective without weakening the message. The actors are

depicted as having to get used to implementing the prevention measures (windows

closed, lights on, doors locked). That makes it accessible and human.
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In addition to employing psychology techniques in the campaign messaging, the use of the CASI

tool identified the most strategic method of reaching their target audiences. The advertisement

was present at the moments where people signal that they will be leaving the home. As the aim of

the communications campaign is to reach someone at home and not when someone is already

gone, the following sites which people view when planning to leave home were chosen:

• Online cinema reservations portals;

• 9292 public transport information at the weekends;

• Rain radar in the evenings and at the weekends;

• Koopzondagen.net – a website which shows what shops may be open on a Sunday.

The message was adapted to the activity, for example at the online cinema reservations it read

“Before you leave home, don’t forget: windows closed, lights on and door locked”.

The following media outlets were deployed - television, display banners, Facebook ads, online

videos, radio ads and Spotify. The entire campaign was made up of paid media almost

exclusively, and a toolkit was also developed with materials that the municipalities could use. In

the campaign period, €380,000 of radio and television broadcasting time was purchased.

The campaign ultimately achieved its goal and for the first time, the fall in the number of home

burglaries during the campaign was convincingly greater than the annual average. There was a

large increase in knowledge, attitude and behavioural intention on (almost) all fronts. Knowledge

of locking your door increased from 19% (in 2014) to 27% (in 2017), knowledge of keeping

windows closed increased from 16% to 26%, and knowledge of keeping a light on increased from

12% to 50%.

Attitude towards locking your door increased from 52% to 53%, attitude towards keeping windows

closed increased from 28% to 40%, and attitude towards leaving a light on increased from 24% to

40%.

There was a marked change from the earlier campaigns, as no negative emotions were used, it

could be easily understood by all, it was timeless and there was no stereotyping.
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Behavioural attention was also impacted. The intention to keep your door locked remained the

same at 81%, the intention to keep windows closed increased from 66% to 77% and the intention

to leave a light on increased from 45% to 64%.

This has finally (and demonstrably) ensured that the behavioural barrier has been broken.

The impact and rigour of this campaign earned an Effie Award in 2018 the pre-eminent award in

the marketing and advertising industry which recognises any and all forms of marketing

communication that contribute to a brand's success.

This case study offers many lessons to the Irish context. The public can be difficult to reach,

particularly given the level of branding and messaging ‘noise’ we are all exposed to every day.

This campaign is a unique example of the benefits of tailoring messages to reach people at the

specific moment of behaviour. Similarly, this is a unique example of audience identification. The

Government met their audience at the precise moment before the behaviour should take place.

This approach earned attention, and enabled citizens to hear the message and feel its relevance

to them.
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1. The creation of a bespoke measurement tool

This review of communication practices across markets has proven the need to have a robust 

measurement tool in place, across Government Departments and agencies, to highlight the 

efficacy of communication campaigns. Two examples of best practice in this area are the CASI 

tool, as utilised in the Netherlands, and the OASIS method, preferred by those in the United 

Kingdom. Both are comprehensive guides for communicators, enabling them to build their 

communications objectives, narrow their target audience, and finalise the most effective 

channels to reach their audience.

This report recommends the development of a bespoke measurement tool to be used by all 

government communicators to assess the merit of investing in information and awareness 

campaigns, prior to launch. In this regard, we look forward to the review of the Beta phase of 

the Government Communications Analytical Framework in June.

As evidenced through “The Netherlands Stands Against Burglars” case study (page 72), for 

campaigns to have maximum impact, they must be creative and push the envelope. Digital 

market experts estimate that we see anywhere between 4,000 and 10,000 advertisements 

every day. The onus is on government communicators to be strategic and original when 

communicating and connecting with their audiences, ensuring that their message is resonating.

2. Ongoing public opinion polling

A key learning from the Canadian experience is that the ongoing public opinion on a variety of 

issues can lead to better policy decisions being made, and increases the efficacy of 

communications with the general public. Therefore, this report recommends the implementation 

of ongoing public opinion polling and the creation of a database, comprised of insights into 

audience thinking. Such a database should be harnessed to devise bespoke campaigns, which 

can garner a greater reach, and provide a better impact.

From an Irish context, existing surveys and polling results can provide a certain level of data, 

which communicators can use. However, to ensure that communicators and policy makers can 

speak with a degree of certainty, continuous surveying on a range of societal and economic 

issues should be introduced, and utilised to optimise the efficacy of campaigns. This data 

should then be housed on the gov.ie landing page to ensure that it is easily accessible to 

citizens, policy makers and public representatives.
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As evidenced in the Canadian experience, transparency of data will be vital to avoiding this move 

becoming a political risk, (page 54). The more attention that is given to transparency of this 

information, the harder it would become to manipulate the information for political advantage. If we 

accept that evidence-based campaigns work, then we must base our campaigns on solid and 

regularly updated surveys and research. 

3.  Social media guidelines

All markets are welcoming the move to communication through social media, as it enables 

communicators to reach their audience at a peer-to-peer level. Some markets, such as 

Canada, are utilising social media in a similar way to business, through the employment of social 

media influencers. For example, the Department of Health in Canada have recently employed a 

social media influencer to raise awareness among her followers about the dangers of opioid 

misuse, (page 48).

Social media is rapidly becoming the most important medium through which governments can 

communicate with their citizens. Although mainstream media outlets, such as print and broadcast, 

will always remain vitally important to the dissemination of government information, (and remain 

the most trusted information medium at 62% according to the Edelman Trust Barometer 2019), 

the potential reach of social media must be utilised by government communicators – with 

awareness that trust levels in social media are low, at 27%. This report would recommend 

investing in and creating a social media structure that is nimble and agile. Such a structure would 

have the capability to respond to communication campaigns in real time, adjusting spend and 

monitoring performance to enhance reach.

At present, GIS is developing a set of best practice guidance documentation, which will outline the 

approach that should be taken by Government communicators when using this medium. The use 

of social media requires a clear and defined policy, so that all communicators understand their 

responsibilities and the parameters of it’s use. This report recommends the implementation of a 

policy to underpin the future use of social media to manage communication campaigns in real 

time, and to compliment the best practice guidelines.  

4. Implementation of a pilot campaign

In order to prove the efficacy of these measures, this report recommends utilising a pilot 

campaign. We have identified a number of upcoming/current campaigns which could be used as 

an ideal testing ground for some of the processes that underpin the evidence-based approach:
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- Proposed introduction of the carbon tax;

- General health campaigns; and,

- The environment and climate change. 

It is important to note that the campaign or issue selected must have a clear mission to enhance 

public awareness, without seeking to influence the outcome. If this criteria is adhered to, it will 

ensure that the pilot will be as close to a laboratory environment as can be accessed in public 

affairs, and that all government communication departments and functions would also benefit from 

the learnings that emerge. 

These campaigns should be resourced appropriately to ensure a full road test of the evidence-

based approach to communications, utilising as many research and measurement tools as 

possible.

Carrying out deep and wide qualitative and quantitative research ahead of the selected campaign 

will get a clear measurement of the levels of awareness, understanding, and attitudes among 

members of the public.

Communicators should ensure consistent monitoring throughout the campaign, measuring the 

effectiveness of the campaign, and its messaging, in real time. Active measurement of online 

sentiment during the campaign will help to identify the messages that are resonating and those 

that are not.

Repeat the process of measurement after the campaign to assess the campaigns’ efficacy. The 

findings should then be collated, and used to create a value for money argument, when seeking 

approval for the appropriate level of investment in an evidence-based approach to 

communications in the Public Service.
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5. Developing the national narrative

Ireland is on the correct course in terms of streamlining. To continue to add value to this process, 

this report recommends the consideration of a ‘National Narrative’ as exemplified in Estonia, 

(page 32). Although the level of uniformity that applies in Estonia, where there is an obligation that 

only specific images and language are used by government departments and agencies, may not 

be culturally accepted here, this report recommends the streamlining of messages associated with 

‘Ireland’.

We recommend that in pursing the national branding agenda, some level of ongoing change and 

originality be maintained in the verbal and visual language. Otherwise, accusations of ‘sameness’ 

could be levelled. This does not extend to logos, but applies to the supporting materials regarding 

national communication, where messaging and imagery needs to be aligned to context and 

context changes.

Engaging with Government Departments and Agencies for their views and suggestions on site 

functionality and images on the website re-design would not only increase buy-in across 

Government communication functions, but would also enrich the quality of the content.

6. Increasing online presence

Streamlining branding through the coalescence of websites is well progressed through gov.ie, 

with the Departments of Taoiseach, Public Expenditure and Reform, Finance, and Rural and 

Community Development already transitioned to the central gov.ie site. GIS are currently 

continuing with the roll out of this single, unified Government identify to all Government 

Departments, and to Bodies and Agencies, based on agreed criteria. 

Currently, web design styles and website formats vary greatly across Departments and Agencies. 

Having an agreed web design style guide and format for each of the Departments to follow would 

help in this regard, ensuring that members of the public instantly know when they arrive on a 

Government website, based on its format, functionality and overall design.
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7. An annual government communications conference

The Canadians represent the largest employer of government communicators from the markets 

interviewed. One method they use to share best practice and expertise throughout the profession 

is an annual communications conference. Communications professionals gather for a two-day 

event to network and share interesting campaigns. Guest speakers are invited to give 

masterclasses on certain communications topics, and individual departments and agencies are 

invited to present on recent campaigns. Colleagues who are unavailable to attend can connect 

via video links at the venue.

This report recommends the commencement of such an annual event to share best practice, and 

foster a community spirit throughout the communications profession.

8. Introduction of an intranet system

One effective example for sharing information, and encouraging cross-department and agency 

collaboration, is the Dutch intranet system. Their system has a landing page that is simple and 

easy to navigate, and contains an easy search bar function to find colleagues.

This report suggests the introduction of a similar intranet system which could be used to enhance 

effective collaboration across the profession. Suggested topics for inclusion are as follows:

- An ‘employee directory’ with names, titles and contact details, enabling those working in 

government communications to find colleagues, either for collaboration on projects or for the 

sharing of information. These profiles should be well-populated and regularly updated. Such a 

feature should include an organigram of the government communications professionals' 

network;

- A ‘news’ function where updates can be announced to colleagues;

- A ‘best practice’ section, where colleagues can upload interesting case studies;

- A ‘blog’ section where communications professionals can offer their insights on the latest 

trends and updates in the communications sphere. Contribution to such a space should be 

voluntary and actively encouraged;

- An inter-departmental communications calendar, to ensure colleagues are abreast of upcoming 

announcements, and to enable cross-Department collaboration when possible.
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A key learning of this report is the value of maintaining personal links between Departments and 

agencies. Human interaction is as important as systems and processes, and we would expect 

such an intranet to foster greater human interaction, and act as a vehicle to encourage regular 

informal coffees, lunches and social interactions to better strengthen the links between the units.

9. Utilising the network groups

We have seen the benefit of strategic network meetings in all markets with each taking different 

approaches. In Canada, (page 45), we see a focus on strategic progress through a monthly Head 

of Communications network meeting chaired by the Head of the Privy Council Office. Estonia hold 

fortnightly Leader of Communication meetings to coordinate on policy announcements and 

discuss strategy, (page 29). The UK are well advanced in ensuring efficient collaboration through 

the use of grid planners to align on policy announcements, (page 59), and tailored network 

meetings to enhance specific communicators needs e.g. monthly Heads of News meetings, (page 

59). In New Zealand, we see these networks building over time, meetings are viewed for updates, 

rather than setting strategy, (page 38). This report suggests that an intranet could facilitate the 

sharing of such information and updates, leaving more time for formal strategy setting and 

implementation.

From the experiences of these markets, it is clear that Ireland should continue to utilise the public 

service communications network, and ensure that it is effective, strategic, and that meetings have 

a clear purpose, outcome and action, in line with GIS progress in this regard. This type of 

collaboration, where the successes are shared and acknowledged, can go a long way towards 

strengthening interdepartmental relationships.

10. The principles of government communication

Setting values or principles that reflect the culture of an organisation is a useful way of ensuring 

an organisation is working effectively, and is aligned towards the achievement of common goals.

For example, this report has detailed the 11 Principles of Government Communication

adopted in the Netherlands, (page 67). The purpose of these principles is to ensure that 

communicators centre the citizen, and are clear in their role to foster an understanding of 

government policy and decisions. While setting such principles is an effective method of ensuring 

an organisation is aligned in their values, lessons can also be learned from the private sector.
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This report also offers the Edelman values for consideration in this regard, due to its relevance for 

communications professions:

• The Relentless Pursuit of Excellence: Bringing out the best of ourselves and partners to 

our clients;

• The Freedom to be Constantly Curious: Tenacious and thorough approach that 

drives creativity and growth for clients and ourselves;

• The Courage to do the Right Thing: Trusted and resilient partner for clients, colleagues 

and communities;

• The Commitment to Positively Impact Society: Performing our work with an 

environmental conscience, and a sense of tolerance, fairness and equality.

11. Partnership with a third-level institution

All markets reported the benefit of gleaning insights and expertise from as many sources as 

possible. As such, this report recommends that the Irish Government partner with suitable third-

level institutions, with a view to creating ongoing educational opportunities for communication 

practitioners in the Public Service, while staying connected to best practice in the area.

Collaborating in a formalised way would further position communications as a key element of 

policy-making, and would ensure that Government communications teams are being provided with 

the most up-to-date tools and training required to effectively carry out their roles. In addition, 

offering custom, tailored online courses, which could be completed remotely, would enhance the 

ongoing learning and development across the profession.

There is also an opportunity to collaborate with these institutions through the creation of a 

coherent internship scheme, which adds value to the government communications function, and 

benefits interns. This would also act as a form of advocacy development, in that participants will 

move into the professional world with an understanding of government communications, and the 

conditions in which it operates.

The UK Government Communications apparatus maintains close ties with the British Army 

educational institutions, based on the belief that they have a shared purpose, and both are subject 

to different, but specific, restrictions. There are learnings for government communicators from the 

Defence Forces. We would recommend that the internal education model of the Military College in 

the Curragh be studied and replicated.
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12. Introduction of a secondment programme

As demonstrated throughout the report, human interaction is just as important to collaboration as 

the processes and systems in place. In order to put human interaction at the centre, this report 

suggests the introduction of a secondment programme, similar to the approach taken by No. 10 in 

the UK, (highlighted on page 62 of the report). The novel approach of bringing expertise in-house 

to No.10 could be an effective method of enhancing Government communications in Ireland.

Such a secondment process would underpin the high standard required of communications 

professionals throughout the Government service, while also building relationships and supporting 

inter-Departmental engagement.

This report recommends that the GIS team consider the development of a secondment 

process, whereby communications professionals from various Departments are brought in-house 

to the GIS team on a time-limited secondment, if appropriate. These seconded individuals could 

then act as a point of contact for their parent Department, ensuring the effective sharing of 

information.

Furthermore, such a structure would ensure that personal links between Departments are 

maintained. When the individuals return to their Department, at the conclusion of the secondment, 

they will be able to explain processes to their colleagues, identify key points of contact for specific 

information, and will be able to ensure the continued close contact between the Department and 

the Government Information Service, as necessary. In addition, the individual will have had the 

experience of working across various issues and initiatives, and will have learned transferable 

skills.

This knowledge sharing exercise will enhance the awareness and understanding that each 

Government Department or Agency will have of each other's work, and it will further foster a 

culture of collaboration and collegiality across the board.
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The CASI instrument 

The Netherlands
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The CASI (Communication Activation Strategy Instrument) was developed to enable 

communication professionals to build a strategy to help communications influence the behaviour 

of citizens. By using this tool, communicators can develop a promising communication strategy 

based on a policy challenge.

CASI was developed by the Public and Communication Department (DPC) of the Ministry of 

General Affairs, in collaboration with the Cross-media Communication Lectorate in the Public 

Domain (PubLab) and the Amsterdam School of Communication Research / ASCoR, University of 

Amsterdam. The worksheet asks professionals to consider behaviour objectives and is laid out as 

follows: 

Step 1 Translate the policy objective to the behavioural objective

a) Whose behaviour are you trying to change? Is this group divided into segments?

b) What do we need to know about current behaviour (facts and numbers)? In what situation 

does the behaviour mainly occur (where and when)?

c) What is the desired behaviour? Is it a once off or a lasting change? Where should the desired 

behaviour take place? What is the critical moment in which the target group (consciously or 

unconsciously) makes the choice to exhibit the desired behaviour)?

d) Summarize the behavioural goal for your communication by filling in the following sentence: 

instead of feeling _________ I want them to feel ________.

e) Where is the behaviour shown

f) When is this behaviour shown?

2.   Target group analysis

a) To what extent is the current behaviour habit or tendency? What are the advantages and 

disadvantages of it – current and desired behaviour and what does the target group know 

about this?

• Social environment – who is in the social environment and the current and desired 

behaviour of the target audience? And how?

• Physical environment?

• The target audience?
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b) Behavioural journey – what is the behavioural journey of your target audience? Describe the

current behaviour of this using this timeline:

• What do people do before the behaviour?

• What do people notice during the behaviour?

• What are the consequences of the behaviour? What has the person achieved?

• Which behavioural determinants provide the most chances of changing behaviour?

Indicate which interventions you want to use for this strategy and why they are likely to

help?

c) Make a top three of the main behavioural determinants and substantiate the choice, explain

which behavioural determinants influence and how you respond to them in order to achieve your

goal?

Examples:

• Social environment

• Emotions and associations

• Physical environment

• Self image

• Capability

• Habits and customs

• Attitude

• Intention

• Knowledge

3. Strategy choice

a) Choose which strategy suits your target group best

• Emotion and inclusion

• Social influence

• Facilitate and reinforce behaviour

• Motivate

Discuss how you want to use this strategy.
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b) Summary strategy

• What is the chosen behavioural goal?

• Which strategy do you use?

• How do you implement this strategy?

4. Performance

a) Action perspectives

b) Behavioural journey

• Opportunities for communication for behavior: what person sees / reads / hears

• Opportunities for communication during behavior: what person sees / reads / hears

• Opportunities for communication after the behavior: what does your persona see / read

/ hear?

c) Resources and channels

Fill in the table with suitable means and channels to communicate with and describe how you can

use them. Think of paid, owned and earned.
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The OASIS method 
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