Public sector PR – Mixit Podcast 

Intro

· Who works in the public sector?

· Who knows what a podcast is?

· Has anyone ever listened to a podcast?

What’s podcasting?

Podcast is an MP3 (audio) file that’s made available from a website, accompanied by an RSS feed 

First podcasts emerged 2004
Can be listened to on Ipod, any mp3 player or on a normal computer with speakers. 
BMRB research in 2006 found that nearly 11 million people in the UK own at least one mp3 player (around 20% of population) 

80% of podcasts are “consumed” on computer rather than portable player – would question this

In essence, it’s about creating content (audio or video) for an audience that wants to listen when they want, where they want, and how they want.

Arbitron/Edison Media Research Internet and Multimedia 2007: awareness of the term, "Podcasting," increased from 22% to 37%

Podcast examples

Over past year podcasts have entered the mainstream. It’s difficult these days to find a media organisation that doesn’t provide a podcast. BBC, Telegraph, Guardian.

Show BBC figures. Downloads for many shows in the hundreds of thousands

According to Rajar, 1.9m adults have downloaded a radio programme for listening on the move 


But it’s not just media organisations that are podcasting. The first podcasters were individuals, and individual podcasters still make up by far the majority of podcasts available on the web

Podcasting in the public sector is limited, but there are some examples. 
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Quality and style is variable, but it’s great that some public sector communicators are trying podcasts

INSERT BIT ABOUT PUBLIC SECTOR PODCASTERS HERE, play an excerpt,, inc what podcasting’s not (The audio programme itself usually has a presenter, it’s not an automated machine reader reading out web pages.[ GET A CLIP OF THIS] That’s not podcasting.)

The thing about podcasting is that it is a great communications tool for niches. 

While the big media organisations podcast to a mass audience, the most effective use of podcasting for people here today will be to target niche audiences that weren’t easily accessible using other communications tools.

Who are those niche audiences?

Digital natives (Marc Premsky) – a new generation that has only known digital communications (anyone remember fax machines and typewriters?)

Ofcom: Striking evidence that a new ‘networked generation’ is turning away from television, radio and newspapers in favour of online services , including downloadable content – used on multiple devices such as iPods and mobile phones – and participation in online communities 

Is it only young people?

They’re the largest single group accounting for 29% of users downloading podcasts via iTunes, but also worth noting that 50% of podcast downloaders were actually aged 35-54

About Mixit Podcast

Young people represent a real challenge for many public sector communicators. They are hard-to-reach, marketing-savvy and typically have a lower level of engagement with government/authority than older generations.

The other thing to consider is trust – many studies reflect this. Trust is at an all time low but recommendation by peers remains high as driver of trust, so look to provide content from peer group that can carry your messages

–Only 23% trust government

–Only 22% trust politicians

–Only 20% trust journalists

–Only 14% trust advertising

–But 92% would trust a recommendation from a friend (MORI)

Active and visible involvement by the target audience (community) is important to overcome the trust barrier

In Medway we have 45,000 young people of school age. Over the past couple of years we’ve been trying to improve how we communicate with young people.

Like many local authorities we have a magazine for residents that’s delivered to every home in Medway. When we relaunched the magazine in October 2005 research suggested that there was demand for a YP section in the magazine.

If we’re really honest the young people aren’t among the biggest readers of council magazines – the demand for information about young people in the magazine was more from parents than young people themselves.

That said we were committed to ensuring that our YP information in the council magazine was as relevant to young people as possible. We recruited a team of young writers who run the pages with minimal interference from the communicators. They decide what to write, write and edit the pages themselves. They named the pages “Mixit”.

The research we had done with young people indicated that there was no Medway-specific website providing information for young people, but there was demand for one and web was channel of preference. So in mid-2006 we launched Mixit Online (www.mixitonline.co.uk).

At the time we launched the website we saw it as a starting point in establishing a web presence for communicating with medway’s young people. One of the objectives was to trial new communications tools, such as podcasting and blogging, with the audience that was most likely to be receptive to them.

So what were the objectives for the Mixit podcast:

· Create a new two-way communication channel for YP in Medway

· Engage young people in the creation of the podcast

· Help the organisation learn about podcasting as a comms tool

6 month trial, with one 30min show per month. Marketed on existing YP website, in council magazine and in poster campaign to YP targeted outlets

Produced in-house by council’s Youth Service using standard desktop PC and free software (Audacity), microphone cost £105

Presented by young person, interviews undertaken by YP and member of marketing & PR team. Estimate each episode takes 13-14 hours to research, record, edit etc

Comprises mix of news, music, interview and event information. Try to keep fairly light and accessible. Not too many heavy topics in one bite.

Topics covered in interviews include music (x-factor finalist), transport, YOF winners, global warming
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Results so far:

· downloads – 360-400 per show, mainly in first three weeks

· data is limited – so hard to track penetration among target audience

· comments / feedback emails – 10-ish per show.very few – typical in social media for only a small proportion of engaged users to comment. Suspect this would be less for podcasting because the point of consumption is typically away from a connected PC

· budget committed £340 plus staff time – 13-14 hours per show, researching, recording, editing, uploading

What have we learnt:

· know why you’re doing it and have clear strategic goals

· don’t underestimate the time it takes to produce

· organisational culture needs to be ready for comments, +ve and –ve, having a comment policy helps

· remember public sector responsibilities around accessibility – provide a non-audio alternative (show notes)

· pick the best technology for the job, don’t let IT force you down one way of doing things – technology moves fast – eg problems with itunes listing (typically largest source of traffic for most podcasts)

· work hard on audience engagement, but be prepared for it to be hard work, esp with young people

· need to think carefully about marketing and PR for the podcast – competing for attention among so many other sources

Any questions?

Further resources

