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This presentation

Effective government campaigns require a story, 
emotion, OASIS, digital listening, a united approach and 

nudges for public good



This presentation is also about

1 The core and essential elements of 
campaigns

2 Some European history …

3 …. some science 

4 Seven trends for government 
campaigns

5 The future – and some reading 



Rational and emotional impact



The power of communication

Effective public communication 
campaigns improves, saves and 
enriches lives

Campaign Principles: everything is 
a conversation



Campaigns in practice: Road Safety



Science vs mysticism



Foundations of Communication 



Science and communication

Communication: 

“The imparting or exchanging of information by speaking, 
writing, or using some other medium”

Campaigns: 

“A planned sequence of communication that makes use of all 
appropriate channels to achieve defined outcomes in a specific 

timeframe by influencing the decision makers who will allow 
success”

Communication Science

“The systematic study of the exchange of information
through observation and experiment to improve its application for 

public good”



Elements of Science



Importance of communications in 
progression of science

John Newland’s 1866 table

Mendeleev’s 1869 periodic 
table of elements



Elements of communication science
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Application of science



The GCS approach

• Performance culture

• Reinforce good behaviour 

• Share the successes 

• A learning programme

• Professional challenge 

ONE PLAN, ONE STORY,

80 CAMPAIGNS, QUARTELY

ASSESSMENT OF IMPACT



Measuring impact

• Media Measurement –
volume and favourability

• Internal Comms – pulse 
surveys of staff & focus 
groups

• Campaign progress –
monthly RAG assessment 
against delivery (things 
done) and impact (change 
in behaviour)

• Digital measurement 
– wealth of free tools

• Need help? Join the GCS



A campaign example: EBOLA

1. Cross government 
working.

2. A human face for public 
service

3. Reassurance

4. Weekly co-ordination

5. Open discussions

6. A grid for delivering 
reassurance and progress 
stories



Online and offline integration

7 trends

Sources: TNS/Google Global Connected Consumer Study 2014

With the rise of multi-

screening, messages and 

campaigns should 

integrate seamlessly 

across offline and online 

media.

1



7 trends

Using digital technology 

to tell stories in layers 

can build greater 

understanding over 

time.

Storytelling and layered messaging
2



7 trends

Ensuring that content is 

relevant, personalised 

and delivered in real, or 

at the right time to 

generate maximum 

interest.

Relevance – right time and real time 3



7 trends

Increasing impact and 

generating social 

proof by making 

content shareable and 

‘bite-sized’. 

Shareable and snackable content

4



7 trends

Harnessing the impact 

of online partners and 

influencers like 

YouTube vloggers to 

build reach and trust.

Digital influencers
5



6 Emotional connection

7 trends

6

Using the power of 

storytelling to create an 

engaging emotional 

connection with 

audiences.



7 trends

Using campaigns with a 

social cause to mobilise 

audiences, and bring 

them together for a 

common cause.

6 Brand purpose
7



7 trends

6 CARE - A handy acronym to take away with you



Future of Public Service Comms

1. Apply big data.

2. Build our understanding of 
behavioural science. 

3. Develop a new relationship with 
our audiences.

4. Create a structure and content 
of messages that builds trust.

5. Build responsive media centres. 
Make algorithms your friend.

6. Prioritise new technology, but 
be wary of fads.

7. Identify, develop and retain 
‘talent’.



Modern Comms Operating Model

• Audience at the centre of 
your communication

• Smaller, more professional 
teams

• Four elements: Strategy, 
media/campaigns; internal 
and engagement

• One government approach

• Importance of professional 
skills



Further Reading 

• Social Marketing Jeff 
Fench

• Small BiG, Robert Cialdini

• Campaign It! Alan Barnard

• The GCS website 
https://gcs.civilservice.gov.
uk



What you should have learnt…

1. Communications is more 
science than art

2. A united government approach 
to communications is essential

3. Campaigns need to reach the 
heart as well as the head

4. Put people who represent the 
audience at the centre of all 
your activity.

5. It’s all about the quality of the 
conversation



IT’S THE AUDIENCE 
STUPID
The starting question 
is, “who and where 
are your audiences?”. 
Emily Turner , 
CommsCamp 

LISTEN, SPEAK, ACT
“The single biggest 
problem in communication 
is the illusion that it has 
taken place.” 
George Bernard Shaw

NUDGE, DON’T JUDGE
“It is not information per se that 
leads people to make decisions 
but the context in which that 
communication is presented”
Small BiG, Cialdini

CONTENT NEEDS TO BE 
CONCISE AND SHAREABLE
“If you can’t explain it simply, you 
don’t understand it well enough” 

Albert Einstein

PRACTICE
“We are what we repeatedly do. 
Excellence, then, is not an act, 
but a habit.”

Aristotle

THE FUTURE MEANS WE 
HAVE TO PRIORITISE, FASTER, 
“Technology will never be as 
slow as it is today” 

Alex, Nikolay-Kell Google

ADAPT

Einstein

ADAPT
“The measure 
of intelligence 
is the ability to 
change.”
Einstein



alex.aiken@cabinetoffice.gov.uk

@alexanderaiken


