




Fale Comms Channel Review 

Purpose 

The Fale does not have a unique social media identity and is considering whether there are any benefits to establishing a presence on Facebook, LinkedIn or Twitter. This 
review focuses on the communications capability and activity of the 16 Pacific Public Service Commissions and their leaders to guide decisions on which channels the Fale 
should prioritise or adopt to best reach its Pacific stakeholders in the future.  

Analysis 

NZ 

The NZ Public Service Commission has an established network of communications channels that the Fale has access to. However, engagement with those channels is mostly 
limited to a small number of people within NZ’s public service. Facebook and Twitter posts tend to generate very few ‘likes’ – often single digits. Linkedin performs better, 
as it is more suited to corporate messaging and increasingly used by urban professionals. The Fale has used this channel too, with some success. However, these channels 
are set up for a domestic audience and the content reflects that.  

 
 

Pacific 

Out of scope

Out of scope



Twitter 

No one uses Twitter, as an organisation or individual.  

Recommendations 

The Fale needs to tell its story to two distinct audiences: 

1. New Zealand-based stakeholders, primarily Government partners but also the media and general public 
2. Pacific PSCs and public servants 

These audiences can be split by channels. The simplest, and immediately actionable, option is to use the NZ PSC’s existing social media channels to target audience #1 with 
a focus on Linkedin. The content would be intentionally designed to reflect the Fale’s achievements to its domestic audience.  

FaleOnline and the newsletter remain dedicated to audience #2.  

Social media options for Pacific audience 

There is no obvious benefit for the Fale to put significant time and resource into creating its own unique social media presence right now. It can certainly rule out 
attempting to reach or engage with PPSCs through Twitter or Linkedin, as they are not present on either platform.  

Out of scope
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Out of 
scope

Out of scope

Out of scope

Out of scope



Twitter 

Types of content (over Last 30 days): 

• Media release: 2 
• Social-specific content: 0 
• Appointment: 2 
• Industry/internal award: 1 
• Guidance: 1 
• Shared partner info: 2 
• Directly helping the public: 0 
• Talking about how we help: 0 
• Recruitment: 0 

Total: 8 posts 

Out of scope

Out of scope



Other channels 

Outside of the official PSC social channels: 

• Open Government Partnership Twitter (in use but ad hoc) 
•  
 
 
  

 

 

  

 

 

Out of scope



Public service storytelling considerations 
 

Content strategy goal: Own and amplify the public service story. 

Content strategy objective: Develop a tool-kit to help organisations across the public service create and 
share complementary content in a consistent way. 

Out of scope



Twitter as system-wide curation 

There are also possible changes to how the Commission uses its Twitter account.  

By sharing significantly more system-wide content on the channel,  

This will require tweaking the Commission's Twitter bio slightly, so that people know what to expect if 
they decide to follow. It might also also be worthing trying to get the account verified. 

About 75% of government departments have Twitter accounts, along with nearly 90% of crown agents. 

 

Out of scope

Out of scope



Review of content and channels at PSC 
 

Produced for: Sam Rossiter-Stead, Chief Communications Officer, PSC. 

Author: Seamus Boyer, Principal Digital Communications Specialist. 

Date: 23 March, 2023. 

 

Purpose 

The purpose of this document is to update the Chief Communications Officer on initial thinking about 
the current state – and potential future state – of the organisation's digital content and channels 
approach. 

Out of scope



Approach/actions to discuss 

Primary 

• Focus on building sustainable audiences across all existing channels. Develop channel-specific 
content that our audiences appreciate, in formats they expect. 

• Where agency content is favoured, more value could be created by aggregating and curating 
multiple pieces of content, rather than telling or sharing stories that the agencies themselves 
could be telling (the exception for this would be Twitter, where sharing should be formalised). 

Out of scope

Out of scope

Out of scope











5Content and Channels Strategy

The Public Service Commission is in a unique, 
privileged position to tell the story of New 
Zealand’s Public Service. No one else can or 
will tell that story. This means the organisation’s 
communications team has an opportunity to 
produce important and interesting content 
aimed at multiple audiences. 

The overarching purpose of telling this story is 
to increase awareness and understanding of the 
information, guidance, services, products and 
support available through the Commission and 
other Public Service agencies.

Doing this consistently will help build 
understanding of what the Commission does, 
but also what the Public Service is and how it 
serves New Zealanders, while also promoting 
transparency, and increasing opportunities for 
active citizenship.

That in turn will help build and maintain public 
trust and confidence in the Public Service. The 
Public Service exists to serve New Zealand and 
can only do so if the relationship is informed 
and positive, built on trust, and the public has 
confidence in the system and the services it 
delivers.

If the Commission wants to succeed in 
increasing awareness of the ways it and the 
Public Service serve New Zealanders, it needs 
to broaden its communications to engage more 
often with the wider public through a multi-
channel content strategy that is evidence-based 
and data-driven, but also practicable given the 
resources available.

This means growing audiences across its social 
media channels by creating and sharing more 
content aimed at New Zealanders who have 
limited knowledge of the Public Service, but who 
could benefit from hearing about its work.

The Commission should also take advantage 
of its large external network of government 
agencies to coordinate the telling of a simple, 
unified story of how the Public Service supports 
and serves people and communities across the 
country. The combined follower-count of the 
31 government departments was 1,942,447 at 
February 2023. If you include the social followers 
of Crown Agents, Departmental Agencies, and 
Non-Public Service Departments, the total 
grows to 9,236,450. While that final figure 
is skewed by one large international agent 
(Tourism NZ), the potential Public Service 
audience is still enormous.

In addition, more content should reflect the 
Commission’s bold and far-reaching strategic 
priorities, particularly in areas such as innovation 
and system connectivity. 

To reduce the risk of reliance on external 
channels, the Commission needs to make its 
new system-focused website the hub of this 
strategy – both as a place to house all content, 
but also to direct traffic from search and social 
media.

Finally, this strategy will only be effective if its 
outputs are closely monitored and optimised. All 
content should be driven by insights captured 
over time, and results reported regularly. Only by 
doing this will patterns and anomalies emerge, 
which can then be used to guide effective 
content decision-making.

NB: The Commission has many well-established 
communications protocols and procedures in 
place. This document doesn’t replace this work. A 
list of complementary documents and resources is 
included at the end of this document.

Strategy summary
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At the heart of all good communication lies 
a core narrative – an overarching story that 
ties all the individual parts together. When 
shared consistently and over time, via engaging 
audience-focused content, storytelling can 
produce a whole that is bigger than the sum of 
its parts.

Research tells us that ‘public good’ is a useful 
term to use when we’re talking about the work of 
government, and that means using our content 
to emphasise the long-term, public benefits the 
service contributes to.

In lieu of an overarching Commission comms 
strategy narrative, the below key messages, 
drawn from data*, could be used consistently 
across all content.

•	 New Zealand has a trusted and well-
respected Public Service

•	 The Public Service is made up of diverse, 
dedicated people

•	 Public servants work in communities right 
across the country

•	 They are motivated by fairness and 
impartiality, and by a spirit of service

•	 The Public Service works together for the 
long-term public good of New Zealand

In addition, we will use the following hashtags 
on every social media post: #PublicService 
#SpiritOfService #ServingOurPeople.

* See Te Taunaki and Kiwis Count survey results 
on our website for insights underpinning these 
messages.

Key messages

How we create
How the Commission creates content is just 
as important as what it creates. With a small 
comms team, this means always creating content 
with longevity in mind, and avoiding ‘one and 
done’ content whenever possible. 

The majority of content shared on external 
channels should also be ‘evergreen’ – reflecting 
core information already on the website, as well 
as content assets published on the news page. 

This means about 80 percent of all channel 
output will be based on evergreen content, 
which leaves about one post in five for updates, 
reactive content, or other time-sensitive 
information. This is a significant shift from the 
Commission’s traditional way of operating.

What we create
Our content can be broken into four parts:

1.	 Content that builds on existing and BAU 
material from the Commission (50%)

2.	 Content that is educational (20%)

3.	 Content that tells a unified Public Service 
story (20%)

4.	 Content that highlights the strategic 
priorities of the Public Service (10%)

Content approach
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Guiding principles of content creation

1. Be generous
All content should give genuine value to the 
target audience. This means thinking about 
audiences and delivery at the start of the 
communications planning process, rather than 
once the content has already been created. We 
must be relentlessly interesting, and content 
should seek to solve problems our audience 
has. All parts of our content – headlines, intros, 
images - need to be created with the needs and 
interests of our audiences in mind.

2. Be efficient
There is already a lot of content on the 
website, it should be mined for opportunities. 
This includes elections guidance, long-term 
insights, and other reports the Commission has 
commissioned and published. All news hub 
content should be created with longevity in 
mind. That means thinking about content not 
as one-offs, but as permanent content assets 
with multiple ways to promote. One-off content 
should largely be confined to media releases.

3.Be self-sufficient 
Where possible, we should produce content that 
does not rely on external parties. Liaising with 
busy comms advisors can be time-consuming 
and frustrating. While the Commission is part 
of – and has a privileged position within – the 
Commission, it has a relatively small comms 
team, serving a number of business units. The 
general position should be to create content that 
leverages off – rather than relies on – external 
agencies.

4. Be disciplined
Consistency is the key to building audiences 
and improving engagement online. This includes 
consistency of publishing and delivery, but also 
of brand and messaging. Don’t do random stuff. 
Always ask, is this content on strategy? And 
use the content checklist. The main thing is to 
give the strategy a chance to work. To do that 
we must be consistent and relentless, but also 
patient.













20 Te Kawa Mataaho Public Service Commission

Individual tactics will be developed with 
the comms team once the strategic content 
approach is confirmed. Ideas so far are in this 
document: Content tactics

Organic versus paid
The starting point for all tactical activity is 
always organic promotion and interaction. 
Advertising and paid promotion of posts should 
only be used in rare situations, for specific 
projects, and where there is a clear business 
need to broaden the Commission’s reach. 
Permission from the Chief Communications 
Officer is required to authorize any digital 
advertising or social media paid promotion.

Tactics

Data collection for its own sake, or only for 
the sake of reporting, isn’t very valuable. The 
main reason we should consistently record and 
analyse data is to improve our performance.

Data can be used at three points in the content 
process: 

Before – to guide the meaningful creation of 
useful content, based on what New Zealanders 
are searching. This takes away some of the guess 
work when coming up with content.

During - for proof, to back up claims, and to use 
as a storytelling device (i.e. infographic).

After – to see what worked, what didn’t, and 
to help you work out why. After you’ve been 
collecting data for a while you start to see 
patterns – and anomalies – that you will never 
see if you don’t.  

Three core areas to measure
1. Volume (of interactions)

•	 Total web page views
•	 Total news page views
•	 Total web users
•	 Total web users using mobile (+ percentage)
•	 Social media reach (per channel plus 

combined, not impressions)
•	 Social media followers (per channel plus 

combined)

Analytics and reporting
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2. Value (of interactions)

•	 Total social media engagement (likes + 
comments + shares – per channel and 
combined)

•	 Time on page
•	 Time on site
•	 Total engaged sessions (web)
•	 Engagement rate (web)
•	 Total return website users

3. Impact (of interactions)

•	 New social media followers (per channel 
plus combined)

•	 Total link clicks (per channel plus combined)
•	 Total new web users
•	 Sign-ups (if applicable)

In addition, ongoing analysis is needed to 
monitor how users are getting to the site (what 
channels, number of sessions from social 
referrals), where they’re landing, what they 
look at (page views), how they navigate the site 
(including sessions with search, search terms), 
and what device they are using. 

How we’ll collect data
We’ll use Google Analytics to monitor and 
collect data, and Google Looker Studio to 
display the key info in a simple-to-follow 
dashboard. See this doc for set-up options: 
Google Looker Studio

Social media data will be captured either in-
platform, or by using a social media management 
tool (see recommendations). All data will 
be transferred monthly to a spreadsheet 
(you can find it here 2023 Web and Social 
Media databank.xlsx) so that we have greater 
ownership of our ongoing insights. Having our 
own data bank also allows us to cut, arrange and 
present the data in different ways. 

Frequency of reporting
The above numbers will be collated monthly, in 
arrears, at the start of each month. They should 
be finalised no later than the first week of the 
new month, and shared with the comms team, 
including Chief Communications Officer, in 
a summarised version which includes the key 
actionable insights.

In addition, and depending on resource, 
12-weekly reporting could also be considered. 
This helps to reduce the impact of seasonality or 
spikes caused by exceptional events.

Evaluating performance
The success of this strategy will – and should – 
be judged on increasing the volume, value and 
impact indicators as mentioned above. But the 
month-to-month performance of the comms 
team should not be judged by these alone, due 
to the number of external and seasonal factors 
that can influence these indicators.

Instead, the Commission’s comms team should 
be assessed more on how closely it executes the 
strategy – namely, whether it consistently meets 
monthly goals that we know positively influence 
key outcomes.

It is recommended that once the strategy has 
been adopted, a small group of lead measures 
are introduced. These should include an agreed 
number of weekly/monthly content assets to be 
published, as well as an agreed number of social 
posts to be published per channel.  

In this way, the overall success of the strategy 
can be assessed on the performance of the 
content (lag measures), but also by whether the 
comms team regularly meets its publishing goals 
(lead measures).
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Does the content have a clear business 
purpose and relate to the Commission’s 
role and function – or that of the public 
service?

Is it consistent with the principles and 
values of the Commission

Is it on strategy? 

•	 Is this content right for this channel?
•	 Is this content right for this audience?
•	 Is my intro audience focused?
•	 Is my key message clear?
•	 Are the tone and language correct?

Will I be okay with absolutely anyone 
seeing this?

Is it social SEO optimised?

•	 Does it include appropriate key words 
in the article?

•	 Does it include appropriate key words 
in the image alt text?

•	 Have I included our hashtags?

Is it accessible?

•	 Does it include appropriate alt text?
•	 Does it link to accessible webpages/

documents?
•	 Are my hasthags in camel case?

How many times have I already posted 
something today?

Am I posting at the right time?

Are the spelling and grammar correct?

Am I using plain language?

Is the image on brand?

Is the image high enough quality?

Have I included a call to action?

Does it link back to our website?

Is the URL correct and active?

Does it need to be signed off by anyone?

Am I posting from the right account?

Posting checklist
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•	 Style Guide, 2020
•	 Social Media Policy, May 2022
•	 Engaging with us on social media
•	 Guidance for public servants’ official use of 

social media

Existing guidance















X/Twitter 2024
# of posts Engagement Followers New followers

January 17 82 704 0
February 19 113 705 1
March 12 125 709 4
April 13 179 717 8
May 9 121 718 1
June 1 3 718 0
July 0 0 711 -7
August 1 7 711 0
September 1 6 711 0
October 2 11 691 -20
November 0 0 691 0
December 0 0 691 0
TOTAL 75 644

X audience data and platform metrics



X/Twitter 2023
Month # of posts Engagements Followers New followers
January 0 1 682 -2
February 14 29 680 8
March 7 10 690 10
April 6 41 695 7
May 6 65 696 0
June 4 28 702 5
July 16 167 702 0
August 20 147 703 1
September 16 85 703 0
October 19 109 699 -4
November 21 212 698 -1
December 8 10 706 8
TOTAL 137 904




