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Introduction 
 

Bundaberg Regional Council has developed this Information and Communication Strategy and 
Action Plan (the Strategy) in order to set out: 

• how we currently communicate with different audiences; and 
• how we intend to improve our ways of communicating with staff and with people outside 

the organisation. 
 

The Strategy will be used mainly as an internal document for Council staff, but customers and 
outside organisations will be able to access a copy from Council’s website. The Strategy is an 
important document, because it commits us to: 

• improving how we communicate; and 
• adopting a common approach to communication right across Bundaberg Regional Council. 

 
The Strategy covers both information and communication: 

• information-giving happens when we provide facts or knowledge to individuals or groups of 
people; 

• communication is a two-way process. 
 

Council is an information provider, but we also must receive and process information in order to 
carry out our work in a satisfactory way. Successful communication involves many elements, 
including listening to customers, consultation with the public and other stakeholders, and inter-
department work. 
 
This strategy is necessary to make the best use of the communication mechanisms which have 
become available through changing technology. 
 
Trends which have led to the strategy’s development include: 

• Research shows that current generations like to receive their messages electronically. 
People are constantly “logging on” during the day to see what is happening. 

• Online technology is increasingly popular for people to communicate with organisations 
and have organisations communicate with them. The technology allows for more two-way 
conversations, rather than informing people in a one-way conversation. 

• Newspapers are suffering declining circulation; so, it is important that Council looks at 
other ways of communicating with its community. 

• Utilising online technology will enable Council to have more immediate effectiveness in 
responding to negative and incorrect media. 

• Where Council is aware of potential controversial media, technology enables it to prepare 
responses which can be quickly distributed to online users. 
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• Feedback from the community which was undertaken during the preparation of Bundaberg 
Region 2031 and Council’s annual customer surveys identified that people wanted Council 
to engage with them more. 

 
Communication is about getting the message out about what we are doing. It is also about 
making sure we listen to our customers, to guide the ongoing development of the organisation; 
only that way can we be sure we are responding to real needs. 
 
This Strategy is designed to be read and used alongside the Corporate Style Guide, which 
outlines a standard approach to areas such as the use of the Council logo, the format of 
documents, and grammar. Using the Corporate Style Guide will improve our corporate branding 
and will help us to promote a consistent public image. 
 
 
Background 
 
Local authorities in Queensland perform a wide range of functions on behalf of the Community. 
Their activities include both regulatory functions and service provision in essential areas. They 
also provide leadership in local governance. 
 
The nature of local authority business is constantly developing as new needs emerge in response 
to changes within the community and by other spheres of Government. Managing these changes 
successfully requires co-ordinated communication. In addition, quality information management is 
essential for all local authorities, in order to ensure appropriate service delivery, coherent 
planning, evidence-based policy-making, customer satisfaction, value for money and access to 
resources. In recent years, communication issues have come to the forefront of local authority 
activity because of: 

• the growth of information and communication technologies; 
• the focus on improving customer service; 
• changes in performance assessment; 
• increasing ethnic diversity among customers; and 
• greater awareness of the need for accessible communication for people with disabilities 

and people who have language or literacy difficulties. 
 
Bundaberg Regional Council’s Communication Strategy aims to reflect these changes in 
Community and how it does business. 
 
 
Council’s Commitment to Communication 
 
Bundaberg Regional Council recognises the importance of good communication as a central 
element in the delivery of every function.  Council’s Bundaberg Region 2031 and Corporate Plan 
2009-2014 identifies the development of a Communication Strategy as a specific action.  
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Council’s mission statement asserts “to connect, unite and inspire our communities, through open 
transparent effective leadership and efficient management practices”. This also applies to how 
we communicate the organisation’s message and how we receive information from other 
sources. Clear communication is essential for effective working arrangements with other 
agencies, Councillors, communities, citizens and staff, and all other parties interested in issues 
relevant to the region. 
 

How have we communicated in the past 
 
In the past, the most frequently used communications tools Council has relied upon are an 
assortment of those listed below. 
 
Tool Description How effective have they been? 

Media releases Used to inform local and metropolitan 
media about council-related 
announcements, events and issues. 

Media releases are constantly 
picked up by local media outlets, 
and this has assisted in increasing 
awareness of Council within the 
broader community. 

Press 
conferences/briefin
gs 

Used to brief media on issues where 
there is likely to be significant press 
interest. 
 

Generally well attended by media. 

Media alerts 
 

A brief description of an event which 
may be of interest to the media. 
 

Have good responses through 
media outlets. 

Speeches 
 

Usually issued by the Mayor, 
Councillors or CEO for launches and 
opening events. 

Have proved a good way of raising 
the profile of Councillors and 
Council staff. 
 

Interviews 
 

One-on-one interviews focusing on a 
specific issue, announcement or 
achievement. 

Have played a major role in raising 
the profile of council events and 
activities. 

Council sponsored 
community 
newsletter 
 

Issued on a regular basis to selected 
households in the Bundaberg Region 

Has proved an effective way of 
getting Council messages to 
residents and assisting community 
groups in promoting their events. 

Bundaberg 
Regional Council 
website 
 

Updated regularly with information, 
mainly about council services, events 
and news. 

Website statistics show that the 
site receives an average of 30,667 
hits per week. 

Community notice 
boards 
 

Used to promote Council events and 
programs and items of interest. 
Updated on a fortnightly basis. 

Good method of value-adding to 
the marketing and communication 
of events and activities. 
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Tool Description How effective have they been? 

Signage and flags 
 

Signage, including static and mobile, 
is located around city advertising 
Council facilities and events. 

Constantly mentioned in event 
surveys as a way people heard 
about an activity. 
 

Promotional mail 
 

Letters sent each year not currently 
measured. Letters received by the 
council each year is more than 
22,000. 

A traditional, but sound way, of 
reaching audiences for which we 
have existing databases e.g. water 
usage advice. 

Emails – Measured 
via CEO 
 

An average of 900 emails received 
each month. An average of 650 
emails sent each month. 
 

An effective way of reaching 
audiences and allowing people to 
communicate with Councillors and 
Council Officers. 

Phone calls 
 

Currently, more than 100,000 calls 
are received by Council’s Call Centre 
each year. This does not take into 
account staff contacted directly. The 
measure for outgoing calls averages 
about 31,975 per month. 

A traditional, but sound way, of 
communicating with people. 

Around the Region 
 

This bi-monthly column appears in 
the Local & Regional Newspapers. 
 

Minimal impact but another way of 
ensuring messages are conveyed 
to the community. 

Documents and 
records 

Council documents, such as the 
Corporate Plan and Annual Report, 
are available for viewing at Council 
Libraries, Service Centres, 
Neighbourhood Centres and website. 

Required under legislation. 

Advertising 
 

Council regularly advertises in all 
local newspapers, as well as radio 
stations and television networks. 

Some advertising is required by 
legislation. Other forms of 
advertising are useful, but 
sometimes expensive ways of 
getting messages out there. 

Marketing material 
 

Using flyers, posters, etc, to promote 
awareness of Council activities and 
events 
 

Frequently mentioned in surveys 
as one of the main ways in which 
people learn about Council 
activities and events. 

Specific newsletters 
 

Several Council Sections offer 
newsletters to their target groups, 
including Sport and Recreation, 
HACC, Meals on Wheels, Roads and 
Drainage, Neighbourhood Centres 
and Community Services. 

Effective way of engaging target 
groups through providing specific 
information. 

Community based 
newsletters 

Council provides relevant information 
to Community Groups so that they 
can include in their own newsletter 

Minimal impact but another way of 
ensuring messages are conveyed 
to the community. 
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Situation analysis 
 
Council currently has a number of ad-hoc social media sites operating with limited or no policy or 
strategy guidelines. They are primarily used to promote events in various areas, such as youth 
services, and general Council events. 
 
Current Facebook pages administered by Council staff include: 

 Bundaberg Regional Council; 

 Library Services; 

 Bundaberg Region Events; 

 Bundaberg Regional Art Gallery (BRAG);  

 Moncrieff Entertainment Centre; 

 Business Bundaberg; 

 Youth Development; 

 Bundaberg Region Disaster Management;  

 Childers Festival; and  

 The Media and Communications Coordinator, the Office of Economic Development and 
Library to name just a few who issue regular E Newsletters. 

 
 
What are other Councils doing? 
 
Many Councils, mainly those based in metropolitan areas, have already utilised some of the 
social communications methods which are available. 
 
Discussions held with these Councils can be summarised as: 

 It is important that proper resourcing is put into place as users expect quick responses 
(within two working days) to their queries; 

 Staff policies must be written and promoted so all staff are aware of the protocol behind 
using social media; 

 Using some of the social media tools can present risks in what things are written in the 
public domain, although they can be quickly deleted if necessary; and 

 When usage guidelines are established, such as forum participation, etc, these are 
generally well followed. 
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How will Council provide timely responses? 
 
Currently, members of the public can post customer requests: 

 In person at any Council Customer Service Centre; 

 By phoning Council’s Call Centre or relevant Council Officer; 

 By writing to Council or relevant Council Officer; 

 By emailing the relevant Council Officer; 

 By emailing ceo@bundaberg.qld.gov.au which is widely promoted on Council’s website, 
with the emails being directed to Council’s Records Section before being distributed to the 
relevant Officer who is expected to respond within 10 working days. 

 
The future approach: 

 All the above avenues for feedback will be maintained. 

 The communication strategy opens up more opportunities for the public to correspond with 
Council, with most of it appearing in a public domain which means others can see the 
request and Council’s response. 

 All correspondence received via the Bundaberg Regional Council Facebook page will be 
viewed each business day by the Communications Officers. 

 Communications Officers will be responsible for providing a response within two (2) 
business days, which will give them the opportunity to gather the correct information and 
post a response. 

 All responses should come through a member of the Communications Team to ensure 
consistency of message. 

 Should it require a follow up by another Officer, a customer service request (CRM) will be 
created and directed from the Communications Officer to the relevant Officer using the 
Authority system. 

 If a response or issue is considered more immediate, it will also be posted to the relevant 
General Manager for their attention and action. 

 
 
Social Media 
 
Social media, and the associated Web 2.0 of two-way communication and online interaction, are 
rapidly involving and may include (though not be limited to): 

 Social networking sites (e.g. Facebook & Twitter); 

 Video and photo sharing websites (e.g. Flickr, Youtube); 

 Blogs, including organisational/corporate blogs and personal blogs; 
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 Forums, discussion boards and groups (e.g. Google groups, Whirlpool); 

 Wikis (e.g. Wikipedia); 

 Vod and podcasting; and 

 Email and instant messaging. 
 
Social media is a powerful two-way channel of communication enabling one to one or one to 
many conversations. It can be used alongside traditional communication activities and should be 
integrated into Council’s strategic communications. 
 
 
Some international comparisons and trends  
 
A recent survey of 78 Councils in the United Kingdom (UK) found that: 

 97% of Councils were using Twitter;  

 93% were using Facebook;  

 63% were using YouTube;  

 48% used Flickr; and  

 28% used blogs (Spurrell 2012).  
 
The survey also found that: 

 The most popular ways of using social media were posting news stories and information 
(96%) and promoting specific events and campaigns (90%). 

 While 41% of authorities monitored forums and blogs, only 28% actively engaged in them. 

 More than two-thirds of authorities claim to use social media for both one-way and two-
way communications while a quarter admit to using it for just one-way communication. 

 Only 9% of Councils said they used social media solely for two-way communications. 
 
 
How would we implement the strategy? 
 
A marketing campaign would be necessary. This would be supported by media coverage about 
what Council is undertaking. The social mechanisms outlined in this strategy will play a vital role. 
Many of them have a flow-on effect in that Council can play a proactive role by inviting people to 
become a part of the online community, and then by asking those people to invite others. 
 
Council’s website would be altered with a strip banner asking people: ‘Do you wish to join our 
online community?’ By selecting this banner, people will be given the option to receive Council’s 
Twitter messages, register to receive publications by email, ‘Like’ Council’s Facebook page etc. 
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Marketing material produced for all Council events would include a promotional line about the 
online community and encourage people to go to the relevant website for more information. 
 
Over time, this will lead to a change of culture where people know the website as the main 
source of information and this will lead to cost benefits due to a smaller number of printed 
materials having to be produced. 
 
Advertise on the back of envelopes Council currently sends out so the recipient will be aware of 
the online community presence. 
 
 
Social Media Goals and Objectives 
 

1. Establish and maintain a proactive social media presence. 
2. Initiate social media presence with Facebook and Twitter page/s. 
3. Develop strategies to build email subscribers lists and then promote social media sites. 
4. Develop guidelines and procedures for the production and use of any social media sites 

associated with Bundaberg Regional Council. 
5. Utilise social media to communicate clearly and consistently to each of our audiences. 

5.1. Incorporate a Social Media component into Communications Plan procedure. 
5.2. Incorporate Social Media into the Community Engagement Framework. 

6. Increase positive perception of Council. 
6.1. Allocate staff responsible for maintaining and responding to various social media 

channels. 
6.2. Incorporate social media responsibility into job descriptions. 
6.3. Communicate a range of information in a timely manner. 
6.4. Ensure timely response to enquiries posed via social media. 

7. Strengthen partnership with the community. 
7.1. Engage social media avenues to encourage two-way dialogue with the community. 

 
 

Accessing Council’s Social Media domains 
 
Council’s webpage at www.bundaberg.qld.gov.au will host Council’s doorway to its Social Media 
engagement with a clearly identified header or footer prominently linking to the stand alone Social 
Media page. 
 

http://www.bundaberg.qld.gov.au/
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Promoted as the “Connect with Council” avenue, the Social Media page will be a dedicated 
resource page hosting links to Council’s four (4) platforms of social media engagement. 
 
The four (4) social media platforms are: 

1. Facebook; 
2. Blogs; 
3. Twitter; and 
4. YouTube. 

 
Facebook 
This dedicated social media resource page – Connect with Council – will display links to all 
Council Facebook pages. This will allow the community to have easy access to viewing posts 
from Events, Library, Moncrieff Entertainment Centre, Sport & Recreation, Tourism and the Arts.  
 
Facebook is Council’s current platform and is a key promotional and engagement area with staff 
dedicated to its maintenance and ensuring its relevance. 
 
Blogs 
A blog is a discussion or informational site consisting of discrete entries (posts) typically 
displayed in reverse chronological order (the most recent post appears first). Although not a 
requirement, most good quality blogs are interactive, allowing visitors to leave comments and 
even message each other, and it is this interactivity that distinguishes them from other static 
websites. In that sense, blogging can be seen as a form of social networking. Indeed, bloggers 
do not only produce content to post on their blogs, but also build social relations with their 
readers and other bloggers. 
 
Many blogs provide commentary on a particular subject and provides the ability of readers to 
leave comments in an interactive format. Blogs will provide an avenue for direct engagement 
between Councillors, key staff and all stakeholders and will enable immediate response to issues 
either raised by Council or by stakeholders.  
 
Councillors and staff will be provided with instructions in the use of blogs with a rotational system 
put in place to ensure all Councillors and staff have the opportunity to participate in promoting 
Council messages and answering stakeholder enquiries.  
 
Blogs are also the ideal platform to engage and discuss Council issues that are misunderstood 
and to clarify Council’s levels of responsibility where an issue may cross department boundaries. 
Blogs will have picture and video attachments and links as well as links to material relevant to 
comments posted. 
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Twitter 
The use of a Twitter account will allow quick updates to specific groups regarding rapidly 
emerging stories or events. Like the blogs, it is interactive allowing people to send and read text 
messages of up to 140 characters.  The Communications Strategy and Action Plan will detail the 
introduction and rollout of Twitter messaging. 
 
YouTube 
YouTube is a video sharing website that allows people to upload videos for people to view. To 
upload a video to YouTube does require Council to be registered. Unregistered stakeholders will 
be able to view the video.  
 
Stakeholders and website visitors are demanding more visually exciting content to Council’s 
website and YouTube postings can achieve this outcome. Pertinent video content – each no 
more than two to three minutes in duration – will be developed as an ongoing resource for a 
video library. The use of YouTube material for issues including events presentation such as 
Chinese New Year; the Childers Festival and a regular Mayor’s Message will assist Council in 
achieving its Corporate Information and Communication Strategy.  
 
 
Digital Services and Social Media Advisory Group 
 
With numerous Facebook pages, webpages and e-newsletters right across the structure of 
Council, coupled with Council’s internal and external handling of documentation, it will be 
imperative to involve stakeholders participating in these aspects of Council. The Digital Services 
and Social Media Advisory Group will have the responsibility of overseeing the implementation of 
the Corporate Information and Communication Strategy 
 
The advisory group should be a team that draws its membership from each department of 
Council and would consist of at least two (2) Councillors, a representative from each department, 
a representative from Information Systems and Corporate Communications Officer.  
 
The role of the Advisory Group will be to review, on a regular basis, Council listed websites to 
determine the number of social media accounts to be allowed, establish a protocol for 
administering accounts and the right to terminate inappropriate or poorly maintained sites. 
 
 
Communication Control – Media 
 
Bundaberg Regional Council has adopted an open and honest approach to communication with 
members of the public and the media. The media help us to communicate our messages, so we 
need to maintain positive relationships with journalists and to respect the function they perform in 
society. 
 
To ensure timely communication responses are prepared and posted requires gaining timely 
responses from the Mayor, Councillors and Management.  
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The following are examples of requests for interview or information: 
(a) a media interview; 
(b) commenting on a proposed media release; and  
(c) being available to provide information to Communications. This can be quite challenging at 

times as it requires the Stakeholder Engagement Office to coordinate responses from a 
number of people within the organisation.  

 
In dealing with each of these circumstances the Stakeholder Engagement Office will use the 
following criteria: 

 For all Strategic projects or economic initiatives the Mayor will be the initial contact point 
within Council. Strategic projects or economic initiatives is determined by the Mayor and 
would cover projects or initiatives that have a broad community concern, significant 
economic benefit or a Federal or State Government outcome for the region. 

 If a Councillor is required for a media interview that Councillor (usually the portfolio 
Councillor) will be contacted by e-mail, phone and text message. Media will be advised 
that every endeavour has been made to contact the required Councillor. Rather than 
failing to provide an opportunity for media comment, the media will be informed that the 
interview or subsequent comments will defer to either the Divisional Councillor or Mayor. 
At times it may require a General Manager or Senior Officer to comment. 

 The issuing of media releases will be controlled by the Stakeholder Engagement Office. 
The draft release is forwarded to the Portfolio Councillor and the relevant officer 
responsible for the “area” of the quote. As Councillors will realise, the Stakeholder 
Engagement Office formulates quotes it feels may be appropriate to the situation but these 
are for the portfolio Councillor to review and edit.  
Once changes have been received and the release prepared to submit to media, the 
release is then forwarded to all Councillors. It is accepted there may be times where a 
Councillor other than the Portfolio Councillor would advise of changes to the release. Any 
changes to the media release will require the Councillor to seek approval from the Portfolio 
Councillor before changes are made.  
All finalised Media Releases will be available for release within two (2) hours of the 
Portfolio Councillor receiving the media release for comment. The portfolio Councillor will 
be contacted by email, phone and text message when the release is forwarded to them for 
approval. If the subject matter of the release is of a critical nature then additional efforts 
will be made to contact the Councillor. However, once a reasonable period of time has 
passed, the release will be forwarded to the Chief Executive Officer and Mayor for 
comment prior to release. 
Most times it is imperative that the Stakeholder Engagement Office seeks an officer’s view 
regarding the substance of a media release. Where clarifications or a specific view is 
required the Stakeholder Engagement Office will endeavour to gain the Officer’s 
perspective. If this is not available or another Officer cannot provide the information, the 
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response will need to come from the portfolio or divisional Councillor. Again, if the 
Councillors are not available then comment will defer to the Mayor or Chief Executive 
Office. 
 

Responding to media reports 
 
There are times when media publish incomplete or conflicting media items which can cause 
community concern or confusion.  This has the potential to create anxiety within the community 
and have reputational damage to Council, Councillors and Officers.  
 

Council needs to have its strategies formed and clearly defined to respond where appropriate. A 
hierarchical approach is required when conflicting material is broadcast by media. 

Newspapers and other publications 
 
Once identified that a conflicting media story has happened, it should be raised immediately with 
Council’s Principal Corporate Communications Officer. The Communications Officer will liaise 
with the Mayor and Chief Executive Officer regarding the appropriate response. That response is 
to include the use of phone contact, e-mail, website comment or Letter to the Editor. 
 
Council holds a view that the requested correction should be proportional to the gravity of the 
error. 
 
Electronic media (including online material). 
 
Identify that an error has occurred. Obtain a copy of the material in question from either radio or 
television station. As with the strategy for print media errors, the Mayor and Chief Executive 
Officer will be contacted and consulted by the Communications Officer regarding an appropriate 
response. 

 
 

Social Media and Online Engagement 
 
Until recently, the internet was used primarily in the context of a one-way conversation, a 
broadcast of information. The movement toward Web 2.0 principles has changed the way the 
internet is used allowing users to create and spread content.  
 
http://www.qld.gov.au/web/social-media/policy-guidelines/guidelines/documents/social-media-
guideline.pdf  
 
Establishing official social media sites creates an expectation of an ongoing dialogue and 
engagement with Council. Before establishing social media sites, Council should assign 
appropriate resources in preparation for the continuing relationship expectations of the 

http://www.qld.gov.au/web/social-media/policy-guidelines/guidelines/documents/social-media-guideline.pdf
http://www.qld.gov.au/web/social-media/policy-guidelines/guidelines/documents/social-media-guideline.pdf
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community. Officers with access to official social media sites should be appropriately skilled in 
the use of social media and briefed on their roles and responsibilities. 
 
The immediacy with which social media content is distributed challenges hierarchical approval 
methods and it is recommended that social media officers be appointed with delegated authority 
to represent the Department and supported by appropriate reporting and escalation processes. 
 
Officers representing Council through official social media sites must comply with the Code of 
Conduct and be made aware how the Code is relevant in an online context. 
 
Using social media successfully requires successful relationship management. Successful 
relationship management requires a consistent approach in the way in which Council conducts 
itself through its social media sites. This means having an understanding of Council’s reputation, 
always presenting the same persona and using a consistent voice when speaking on behalf of 
Council. When multiple officers are representing a department through the same account, it is 
advisable that they share an understanding of Council’s reputation online and adhere to a 
common style guide while representing Council. 
 
Consideration should be given to the potential issues and discussions that may arise when 
engaging with the community through official social media sites. Officers representing Council 
should be equipped with the knowledge, skills and understanding of their role in representing 
Council. Officers should be provided with appropriate training in areas such as social media, 
media relations, code of conduct, privacy, defamation law and intellectual property as the subject 
matter expertise and delegated authority necessary to represent Council in that field. 
 
 
Managing expectations 
 
When considering the establishment of a social media presence Council should define the ways 
in which it will and will not be used. For example, if an account will be used to respond to 
individuals who contribute messages consider:  

 how will this be managed outside of business hours;  

 what expectation does this raise and how will they be managed?  

 will you respond to all messages? If not, how does that affect the relationship with others 
who observe that?  

 if an account is not used to respond to individuals, how will this impact upon the credibility 
of the account, and how can this be managed? 

 
Be clear with those using the presence through both actions and statements. Some things to 
consider in managing expectations include: 

 be timely and consistent with responses; 
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 where individual responses on the social media presence are not made, develop standard 
responses directing people to other channels such as a phone number, complaints 
process, contact us page or feedback form; 

 develop standard responses supporting moderation, for example: ‘Posts containing 
offensive language are deleted as they breach the terms and conditions of this service. 
View the terms and conditions’; 

 use account settings that limit the opportunities for contributors to submit offensive 
materials, such as preventing the posting of images, video or hyperlinks; and 

 develop customised disclaimers or terms and conditions accessible from the social media 
presence. 

 
 
Responding within Social Media 
 
Responding to others within social media is an official communication from Council, and the 
choice to respond should be based on deliberate decision making that considers the expectations 
of users of the service as well as the risks associated with individual instances and issues. 
 
In addition to considering the risk of responding, Council should also consider the risks of not 
responding. Social media is an interactive channel, and users’ initial expectations may be high in 
terms of responsive access to Council via social media. Whilst through statements and actions 
these expectations can be mitigated to some degree, the emergence of a significant issue on a 
social media presence is an opportunity to engage early and directly with those already talking 
about it to deliver messages that can clarify and diffuse. 
 
Council’s media staff work a 8.15 am to 4.45 pm business day and therefore there will be times 
where a response maybe needed outside of these times. Initially, the social media sites will be 
monitored only between 8.15 am and 4.45 pm business days. At all other times the post will be 
monitored the next business day. 
 
 
Moderation 
 
Council has a responsibility to moderate content or messages submitted through social media 
applications to protect against issues like offensive language and behaviour that may breach 
service terms and conditions or the law. 
 
Council also have a responsibility to ensure social media is used genuinely, meaning that where 
users are enabled to publish content or comments they should not be edited where valid criticism 
or an alternate point of view (e.g. political or ideological) is expressed. 
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What are the risks involved? 
 
Risks Likelihood Consequence Rating Mitigation Action 

Adverse comments are 
made about Councillors or 
Council Staff in the public 
domain using social 
media. 

Possible Major Moderate, 
but could 
be high 
depending 
on the 
comments 
made. 

Forums will be 
moderated to view 
comments before 
they can be posted. 
Any comments 
considered 
derogatory will be 
removed from public 
viewing. 

Staff do not respond to 
comments within the 
timeframe promised. 

Possible Moderate Moderate Full staff training on 
their role and the 
expectations upon 
them will be given 
before the strategy 
goes ‘live’. 

The popularity of the 
communications methods 
means staff are inundated 
with customer requests and 
feedback but do not have 
the resources to deal with 
this. 

Possible Moderate Moderate Continual monitoring 
using the measures 
outlined will act as a 
gauge of resourcing 
levels. Full staff 
training will be given 
so staff are aware of 
what the response 
expectations are. 

Council footage or online 
materials are ‘doctored’ to 
present the Councillors or 
Council Staff in an 
unfavourable light. 

Unlikely Minor Low Constant monitoring 
of the way Council’s 
communication 
messages are used 
will occur and legal 
action taken if it is 
defamatory or 
misused. 
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Risks Likelihood Consequence Rating Mitigation Action 

Criticism from ratepayers 
and residents that the 
strategy is a waste of 
money. 

Possible Minor Low The communication 
strategy is an 
important way of 
enabling residents to 
become more 
engaged with 
Council and any 
costs would be 
outweighed by 
benefits. 
 There is poor take-up of the 

new communication 
methods. 

Possible Minor Low Measures would be 
put in place to 
ensure resources 
are allocated to 
support the areas 
they are needed 
most. 

Raising the community’s 
expectations, and 
potentially not being able to 
meet its concerns. 

Possible Moderate Low Council needs to 
have well developed 
policies in place and 
ensure they also 
understand the 
community’s 
expectations prior to 
launching a social 
media presence. 

Loss of Control over 
content resulting in 
reputation damage to 
Council. 

Possible Moderate Moderate Appropriate policies 
and procedures in 
place. 

 
What measures will be used to ensure it is working? 
 
It is important to examine the methods we are using on a regular basis to determine their 
effectiveness or otherwise. 
 
There are many ways to evaluate but some of these include: 

 The number of hits on Council websites; 

 The number of people who join our online communications network; 

 The number of times Council appears on Google using online measuring tools; 
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 The number and nature of survey responses we receive, including the online 
responses versus hard copy; 

 Community survey results; 

 Media clips; 

 Number of phone calls inquiring about particular issues; 

 The  number of submissions received about items which we communicate with our 
community; 

 The number of people who attend focus groups and events; and 

 Editorial space versus advertising rate. 
 
These measures and their use in the strategy are outlined in detail under the Communications 
Strategy Timeline. 
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Communications Strategy Timeline 
 

Tool Description Implementation Cost Responsible area 
Twitter As deemed appropriate by the 

communications adviser, messages would 
be sent out alerting people to events and 
other items of interest. In most instances, 
further information would be available on 
Council’s website and the Twitter message 
would provide a link to this. 
In the case of an emergency, Twitter would 
be used as a way of updating people about 
the situation. 

2013-2014 financial 
year 

Nil over life of 
strategy. 

Communications. 

Facebook Bundaberg Regional Council Facebook 
page established, featuring Media Releases 
and used to promote council events through 
a network of ‘Likers’. 
We have implemented an RSS feed so all 
Media Releases are now automatically 
displayed on Facebook with a link back to 
Council’s website. 

December 2010 Nil over life of 
strategy. 

Communications. 

Student web 
pages 

Dedicated web pages would be put on 
Bundaberg Regional Council site with 
information relevant to primary school-
children. 

2012-2013 financial 
year 

$1,000 in first year, 
$200 each year 
thereafter. 

Communications and 
early years. 
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Tool Description Implementation Cost Responsible area 
You Tube Young people with an interest in film-

making would be employed on a casual 
basis to film social marketing messages.  
A regular Mayoral message would also be 
broadcast monthly by the Communications 
Team.  
As determined appropriate by the 
communications adviser, other messages 
would be filmed and broadcast. 

2014-2015 financial 
year 

Allow $10,000 each 
year. 

Communications and 
youth services. 

Blogs Provide an avenue for direct engagement 
between Councillors, key staff and all 
stakeholders. Blogs will enable immediate 
response to issues either raised by Council 
or by stakeholders. 

2015-2016 financial 
year 

Allow $10,000 each 
year. 

Communications and 
youth services. 

Co-operative 
agreement 
with TAFE 
and 
universities 

Existing email networks in the Bundaberg 
TAFE and Central Queensland University 
will be used to promote Council activities, 
particularly those aimed at young people. 

2013-2014 financial 
year 

Nil. Communications and 
youth services. 

School 
newsletter 
information 
for students 

Information would be provided to schools 
for inclusion in their newsletter about 
things happening in the Bundaberg Region 
community, such as the progress of 
projects, events and developments in the 
council. This was identified by children as 
a desired approach in research undertaken 
as part of the children’s summit. 

2013-2014 financial 
year 

Nil. Early years and 
communications. 
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Tool Description Implementation Cost Responsible area 
Rates notice 
brochure 

A document which would be distributed 
with rates notices outlining what Council 
spends rates on – your rates at work 
concept. 
 

2013-2014 financial 
year 

$2,000 each year. Finance and 
communications. 

Online 
forums 

Residents will be invited to take part in an 
online forum where they can discuss their 
thoughts on a proposed Council project, 
give input into the Council planning 
process, etc. 

2013-2014 financial 
year 

Allow $15,000 for first 
year, $7,500 in 
following years. 

Residents are invited to 
take part in an online 
forum where they can 
discuss their thoughts 
on a proposed Council 
project, give input into 
the council planning 
process, etc. 

Community 
survey 

The survey would be reinstated to take 
place every second year, however a 
review of the questions would be required 
to ensure they were relevant. 

2012-2013 financial 
year 

$10,000 Community planning 
and Corporate 
Applications. 

Bundaberg 
Regional 
Council 
website 

Currently exists but industry advice is that 
websites should be updated at least every 
five years. Last updated in 2012. This 
would include major revamp of layout and 
other relevant information. 

2015-2016 financial 
year 

$25,000. Communications and 
Corporate Applications. 

 


