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The Local Government & the NBN 

Summit will provide the latest information 

on how Australia’s local governments 

need to respond to the roll-out of the 

National Broadband Network – and how 

councils and their communities can take 

advantage of the benefi ts of high-speed 

broadband networks.

This event – co-located with the Australian 

Broadband Communications Summit 

– will feature expert speakers and case 

studies presented by leading councils who 

are implementing strategies and projects 

that ensure their organisation and the local 

community benefi t from the availability of the 

NBN and high-speed broadband.

Presentations will include those from 

councils which have already been part of 

the NBN’s initial roll-out phases – and 

whose advice on how to prepare for the 

NBN will be of exceptional value to other 

local governments.

SPEAKERS WILL INCLUDE:

Duncan Bremner, Stakeholder Relations Advisor, NBN Co.

Doug Hayward, Senior Economic Development Offi cer, Townsville City Council. Townsville 

was selected as one of fi ve fi rst release sites for the NBN roll-out. This presentation will highlight 

the experience of Townsville through this roll-out, the challenges faced by Council and the 

community more broadly and the lessons gained since that time.

Brian Hales, Economic Development Advisor, City of Onkaparinga. Brian will detail how the 

City – part of phase one of the NBN roll-out - has participated in the roll-out and is working to 

ensure its community takes advantage of the NBN’s benefi ts.

Matthew Schultz, Regional Digital Economy Coordinator, Ipswich City Council. This 

presentation will analyse how Ipswich – selected to be part of the second phase of the NBN 

roll-out – is preparing for the roll-out and is working with its community to ensure the City reaps 

the benefi ts of high-speed broadband.

Michael Whereat, Economic Programs Manager, Offi ce of the Digital Economy, Sunshine 

Coast Council. Michael will provide analysis of the council’s leading-edge plan for taking 

advantage of the digital economy, and an update on the operations of the Digital Economy & 

Broadband Alliance of local governments.

 Steve Harrison, Director Business and Economic Development, City of Prospect. Steve will 

detail the council’s award-winning digital economy strategy and how to take advantage of the 

benefi ts of the NBN.

WHO SHOULD ATTEND:

This event will provide vital information for a wide range of local 

government professionals who need to be fully informed of the issues 

and opportunities the National Broadband Network will generate.

These professionals include: 

Senior local government executives who need to ensure a 

whole-of-organisation response to the NBN. 

This event will also provide a valuable opportunity for 

representatives of private industry to become informed of NBN 

roll-out issues at the local government level, and to engage 

and network with key representatives of Australia’s local 

government sector.
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Inside Out

GOVERNING THE IPAD 
GENERATION

W
ITH THE METEORIC rise in 

the popularity of the iPad and 

other mobile devices such as tablet 

computers, iPhone, Blackberry 

and Android smartphones, people are accessing more 

of their information online and on the go. Spoilt for 

choice with rich media Websites, audio podcasts and 

online video, sprawling pages of plain text no longer 

attract the interest of the ‘iPad Generation’.

In the past most government departments 

(Federal, State and Local) would simply put 

information on their Website for people to access. If 

the information wasn’t available or hard to find, one 

would ring the relevant government call or service 

centre. Communication was strictly a one-way street 

with the Government providing information for 

public consumption. 

The game changer in all of this is the social 

web. The popularity of iPads and smartphones is 

at least partly due to how they take advantage of 

social networking, with applications such as Twitter, 

Facebook and Foursquare. No longer is content just to 

consume; users of these devices, the iPad Generation, 

demand to comment on issues and expect engagement.

This is a double-edged sword. Good news spreads 

rapidly as people comment through their social 

networks. This translates to increased traffic to Websites 

and positive commentary as people share information 

with their friends through Twitter and Facebook. 

Conversely, excluding or alienating the public can 

trigger an online and highly visible protest campaign, 

which risks being noticed by mainstream media.

It has been said that Twitter, with its 140-character 

message limitation, is like a cocktail party 

conversation. Making the most of Twitter to reach the 

iPad Generation requires engagement with the public 

in an informal manner or providing links to allow 

Website visitors to tell their own story. 

A really good example of this type of community 

engagement is the AIMIA-award-winning DonateLife 

Website (www.donatelife.gov.au) for the Australian 

Government’s Organ and Tissue Authority, which 

we developed to improve rates of organ and tissue 

donation. On the DonateLife site, we provided 

a direct link to the Department’s Twitter feed (@

donatelifetoday). This allows the public to share their 

experiences and provides a channel for delivering 

updates and links to events, (for example, DonateLife 

Week, which was held in February).

In 2010, the first full year of implementation 

of the Authority’s $151 million package to raise 

donation rates and the new Website’s first year, a 

record 309 deceased Australians donated their organs 

and tissue for transplant – saving or improving the 

lives of 931 others.

Facebook provides a more interactive environment 

free of the constraint of 140 characters. Members of 

the public who choose to engage with Government 

initiatives can 'like' a page and provide detailed 

comments. Again on the DonateLife Website, we 

provided the links to a Facebook page, where there 

are photos, stories and opportunities for people to 

describe how DonateLife has affected them. The 

Facebook page is very popular with over 27,000 likes, 

showing that many people are choosing to engage with 

the initiative.

As well as providing a channel to inform people 

about information on its Website, changes to laws 

or other services, social media provides government 

departments with a barometer to monitor public 

sentiment and to respond to issues.

Government departments require a social media 

strategy to deal with these inevitable issues. In 

many cases, entering into the conversation with an 

appropriate response is a good way of dealing with 

complaints, thus turning a negative situation into a 

positive outcome.

Audio, video and interactivity can significantly 

improve the storytelling experience, adding a level of 

richness to the information that cannot be conveyed 

by text alone. For example, on the Ambulance Victoria 

Website (www.ambulance.vic.gov.au), we developed 

a series of interactive activities to encourage people 

to engage with the site. Especially targeting children, 

the site features games showing kids how to react in an 

emergency, as well as taking them on virtual tours of 

Ambulance Service equipment and vehicles.

The Website also incorporates an extensive rich 

media collection including instructional videos about 

first aid and dramatic rescues. This content can be 

viewed on most smartphones and the iPad and helps 

encourage people to view Ambulance Victoria in 

a more positive light, to not only encourage more 

members, but also to attract new employees to the 

Ambulance Service.

Just like the Ambulance Victoria Website, video 

and audio content is the ideal media to provide 

training, answers to commonly asked questions, 

explanations of procedures and the justification of new 

laws. Taking the site to the next level by providing the 

public with the opportunity to post comments and 

participate in discussions using blogs or Facebook 

becomes even more powerful when built around an 

emotive element such as a video or audio piece that 

people can relate to.

Embracing rich media doesn’t mean a government 

department needs to invest in an in-house television or 

radio station; the cost of video production has dropped 

tremendously in the past three years, thanks to greater 

availability of HD Cameras and the like. As long as 

the content is authentic, focuses on the message and is 

genuine, it will encourage engagement by the public.

My best advice to government organisations is to 

forget the one-way street, as the iPad Generation expects 

interaction and engagement. Have a media strategy 

in place; engage with the public on Twitter, Facebook 

and other social media channels; and use rich media 

such as audio, video and interactive applications where 

appropriate to provide information. Make it easy for the 

public to comment and share the site with their friends. 

Most importantly, anyone planning to interact with the 

iPad Generation must keep it real and be prepared to 

take and manage criticism. 

Simon Julian, General Manager of Reactive, shares his experiences delivering social 
media projects for government agencies.


