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Executive Summary 
 

NB - the documents contained in this folder offer high level strategic planning only. 

Granular detail regarding operations will be developed as we learn about our team’s skills and 

capacity 

 

Our mission -  

To employ best practice communications techniques and develop media channels which build and 

engage The Australian Democrats community. 

 

Our methods -  

1. Using the best available tools and methods for aggregating news and data 

2. Building community through all available free communications channels 



3. Building a communications culture that is true to The Australian Democrats Vision 

4. Building a thriving communications community in line with The Australian Democrats 

values 

5. Being useful to the community  

6. Filling informational gaps in the community 

7. Delivering best available information in the most enjoyable forms possible 

8. Creating a communications and informational ‘refuge’ - a safe, trusted space - for 

Australians during a terrifying time 

9. Leveraging the knowledge and lessons from other successful, comparable movements 

while acknowledging the need to modify methodologies for our specific circumstances 

10. Harnessing the power of bi- and multi-directional communications for these purposes 

 

Our media - 

1. Internal news aggregation 

2. Outbound newsletters 

3. Podcasts 

4. Podcast clips 

5. Cross platform videos 

6. Cross platform video clips 

7. Platform-native videos (ie Tik Tok) 

8. Memes 

9. Music 

10. Photographs 

11. Organic social media interaction 

12. Scheduled (organic/unpaid) social media 

13. Social media community building (FB groups, Reddit communities, Youtube, Linkedin 

etc) 

14. Graphic art 

15. Merchandise  

16. Humorous blog posts 

17. Serious blog posts 

 

Our platforms -  

1. Nation Builder 

2. Youtube 

3. PodBean (or other podcasting service) 

4. Linkedin 

5. Facebook 

6. Wikipedia 

7. Twitter 

8. Instagram 

9. Tik Tok 

10. Snapchat 

11. Reddit 



12. Pinterest (useful for SEO) 

 

Our competitive advantage - 

1. Messaging and operational discipline 

2. Rigorous quantitative and qualitative analyses of the data from these platforms 

3. Developing unpaid partnerships with influential people on social media who share our 

values 

4. Studying and learning from the successes and mistakes of others - both here and overseas 

5. Our values -  

a) Valuing evidence and the scientific method 

b) Decency 

c) Creativity 

d) Transparency 

e) Humour  

f) Irreverence 

g) Generosity 

h) Inclusion  

i) Authenticity 

j) Cooperation and teamwork 

 

Our Mission and Direction 
 

Australians are terrified right now. They are searching for leadership and community during an 

unprecedented crisis. We are in a unique position to deliver these to the Australian people. 

The Australian Democrats’ political brand is remembered fondly in the electorate and is synonymous 

with integrity and authenticity. 

We are also a reinvented party that is modern, attuned to, and able to manage, the vertiginous pace 

of change both at home and globally. 

We are building a movement which seeks to transform this country. We seek compassionate 

government, informed by the scientific method. In order to do this, we must employ best practice 

communications methodologies, fill informational gaps, and build community.  

 

We must do this in a way that maximises enjoyment for people consuming and creating our 

information. Fun, humour, and irreverence are key. 

Communications must be viewed not as ornamental or an afterthought. 

Indeed, it is integral to the very existence of this party as a viable political force in Australia. 

We must eschew the temptation to view the growth phase of our party as solely a numbers game. 

Raw numbers, while attractive for quantifying progress, cannot in themselves provide the necessary 

foundation for an emerging movement. 



Instead, our focus at the outset must be on developing our culture and identity, and in so doing, 

building community. In turn, this must be informed by our values as articulated in the Little Book of 

#AusDem.  

The members of the community we are building must be able to envisage themselves as 

stakeholders in this project - as being part of something bigger than themselves: engaged 

contributors to this nation’s future. 

If we are successful in doing this, the numbers will naturally follow. 

There has never been more at stake - for Australia, and for the wider world. The Australian 

Democrats can be a beacon for others, demonstrating the enormous value and utility of good 

political conduct. 

This group therefore enjoys enormous privilege and responsibility: we have a once in a lifetime 

opportunity - and an obligation to our fellow Australians - to get this right. 

We must therefore run our communications with a single aim: to build a community dedicated to 

delivering evidence-based decency via rigorous research, creativity, humour, and messaging 

discipline. 

We will need focus, commitment, team work, and clear internal communications.  

This is a big task with a lot of moving parts; but if we all carry some of the load, we have a chance to 

change the course of this nation’s history. 

  



Our Media Operations Plan: OVERVIEW 

NEWS AGGREGATION & THE IMPORTANCE OF EDITORIAL DIRECTION 

 

This is a maximal plan for our organic digital offerings. As it stands, we may not have sufficient 

personnel to be across every platform to begin with; however, finding such people should be a 

priority. 

This must happen before we move on to hard copy and/or paid media. 

This is because organic digital offers exceptional audience visibility and data that can be 

quantitatively and qualitatively analysed.  

This will save money, time, and other resources and allow maximum ‘bang for buck’ when we have 

sufficient data to prosecute a paid campaign properly. 

Similarly, social media influencers are important; however, at the outset, we must seek those 

influencers who are already aligned with our values so closely that they will be prepared to engage 

with us pro bono.  

Again, once we have sufficient audience visibility, we will be in a far better position to allocate 

resources to this if necessary. 

Message discipline is the single most important pillar of any communications strategy. 

Without it, parties and movements undermine themselves - often fatally.  

We have seen examples, such as the Rudd-Gillard-Rudd fiasco, and the Liberal leadership turmoil, in 

which individual ambition trumped the good of the party, manifesting in multiple communications 

disasters. 

Creativity and fun are also crucial: these are integral to building a movement which people will want 

to join. To this end, autonomy in developing content will be vital.  

Before any messaging associated with The Australian Democrats goes out to the wider public, 

however, it is imperative that it be approved by Editorial in order to ensure messaging and values 

congruence. 

 

THE INTERNAL NEWS FEED 

Without timely, accurate information, we will not be in a  position to understand the environment in 

which we are operating, nor will we be able to produce the necessary content for our campaign. 

We must also be collectively in possession of the same suite of facts, so that there is no time wasted 

in ‘catch up’ or miscommunication due to incomplete information. 

The deluge of information via news sources and other media, poses a number of challenges. In order 

to keep up with such enormous volumes and such a fast moving target, I strongly recommend the 

implementation of the ‘distributed newsroom’ model. Two such proof-of-concept ‘newsrooms’ have 

already been successfully deployed, comprising academics and news junkies. 

 



In this model, a private Facebook group is set up and members post relevant news items (from 

impeccable sources only) as they find them - crowdsourcing aggregation and when necessary, fact 

checking. A moderator will be needed to curate this feed, including deleting duplicate items. 

This news feed will be at the heart of all communications activity and will result in an internal 

newsletter, aggregating and summarising the key stories. 

This information will then make its way into all further communications content - outbound 

newsletters, podcasts, videos, memes, and other offerings. 

THE EXTERNAL NEWS AND DISCUSSION GROUPS 

Facebook, Reddit, Youtube, and Linkedin all offer a suite of tools for effective, durable, and 

potentially viral community building. 

Facebook’s demographics skew older, while Reddit is the preserve of younger people, often steeped 

in geek culture. Linkedin will be crucial for reaching out to business, corporate, and other large 

organisations. 

Moderating such discussion groups requires a very particular skill set and must be done by people 

who are a match with the platform’s demographics. 

Training and assistance for moderators will be available. 

OTHER SOCIAL MEDIA - 

We will need people to manage the official Australian Democrats social media accounts across the 

various platforms. 

These account managers will work closely with Editorial to ensure message consistency. 

The tone of engagement must match the platform, and where possible, those tasked with engaging 

on a particular platform should match the platform’s demographics, or at the very least, be familiar 

with its specific communications culture and conventions. 

Because these accounts will be representing the entire party, it is imperative that the following be 

avoided -  

• . Beefs/flame wars/nasty arguments 

• . mis- or disinformation 

• . opinions that are not authorised by the party 

• . humour that comes at the expense of a particular group or segment of the population (with 

the exception of politicians or people clearly abusing positions of power) 

• . racism, sexism, trans/homophobia, religious discrimination 

• . engaging with trolls and bots 

 

WIKIPEDIA  

Wikipedia is one of the most powerful communications tools at our disposal. It is increasingly 

authoritative and crucial for SEO. 

It is also the go-to resource for many in the electorate when an election is called. 

 



Someone familiar with Wikipedia conventions will ideally lead a team that will develop a strategy for 

editing and contributing to relevant Wikipedia entries dealing with key Australian political issues. 

Keep in mind that the major parties often keep an eye on entries relevant to them and will attempt 

to delete or modify unflattering content. 

It is therefore imperative that our Wikipedia team maintain a watch on this content. 

DIRT UNITS 

Dirt units are an unfortunate reality in modern political communications.  

With the advent of social media, the scope for creating problematic content has grown 

exponentially. 

Once something is posted on the internet, it has the potential to live forever. 

Deletion in no way ensures that content is wiped, as screenshots and other archiving methods are 

regularly deployed. 

The major parties’ dirt units are dedicated to uncovering old, problematic content which the author 

has often forgotten about. This has the potential to do untold damage. 

For this reason, anyone posting any content online with any connection to The Australian Democrats 

must be extremely cautious and wherever possible, have it approved by Editorial. 

PERSONNEL REQUIRED -  

 

• . Editorial 

• . Internal news group moderator 

• . Aggregator 

• . Internal newsletter editor 

• . Internal newsletter distribution 

• . Facebook news/discussion group creator/moderator (must also keep the accompanying FB 

page up to date. Familiarity with FB advertising a plus) 

• . Reddit news/discussion group creator/moderator 

• . Official Twitter account manager 

• . Official Instagram account manager 

• . Official Linkedin account manager 

• . Official Youtube account manager 

• . Official Tik Tok account manager 

• . Official Pinterest account manager 

• . Wikipedia account manager 

• . Wikipedia team. 

 

  



OUR MEDIA OPERATIONS PLAN: PODCASTS, VIDEOS, NEWSLETTERS & BLOGS 

 

Where possible, content should be sufficiently flexible to work across the largest number of 

platforms possible. 

For example, podcasts should be videoed concurrently in order to maximise the ways in which 

people can consume that content. 

All longer form content must be divided into discrete, short segments that can act as stand-alone 

pieces of content. 

Of course, there will be exceptions: some people may produce shorter videos that may not be 

suitable for podcasts or other repurposing. There will be certain types of content that are more 

suited to specific platforms, such as Tik Tok. Memes are similarly likely to be discrete items, although 

these can be used for promotional purposes for our podcasts and may accompany our blog posts. 

We envisage two regular podcasts/videos, and one occasional podcast/video - 

•  The Keeping The Bastards Honest political analysis and humour podcast (regular) 

• . The ‘What If, Australia?’ podcast examining novel approaches to policy challenges, as well 

as innovation in business, science, and healthcare (regular) 

• . The Rare Event podcast (to be named later) - dealing with historic moments as they 

happen, such as the AFP raids on journalists, or the rolling of a Prime Minister (occasional) 

Transcription of this content is also important,for SEO purposes and because many people prefer to 

read text rather than watch video or listen to audio.  

While AI takes a lot of the hard labour out of transcription, there will need to be human oversight to 

ensure the transcriptions’ accuracy. 

We must ensure that platforms match form and content. As well as ensuring best practice use of 

mechanisms like hashtags, this also means that form and content of - for example –  

• a Tik Tok (or Snapchat) video should be humorous and reflect Tik Tok’s youthful user base. 

• . Instagram and Pinterest content must be beautiful and/or funny. 

• . Pinterest must also be aesthetically pleasing and be optimised for SEO purposes 

. Twitter content must be rigorous, pithy/funny (and evidence based) 

• . Facebook content should skew older and focus on community building and more emotive 

content (although also evidence based) 

• . Reddit content MUST be developed by someone familiar with the mores of Reddit/geek 

culture 

• . Email newsletters should be conversational and friendly, but more fact-based and 

authoritative than briefer social media content 

• . Blog posts should be divided - one section should be humorous and irreverent, and the 

other should be detailed and highbrow. 

. There will need to be publisher oversight of blog writing to maximise SEO 

All hard copy and/or paid communications must be left for the future, after we have aggregated and 

analysed all organic digital audience data. Hard copy/paid is expensive and does not offer a good 

return on investment without extensive and exhaustive research. 



Personnel required -  

 

• . Three or four podcast/video hosts 

• . Transcription oversight 

• . audio production/editing 

• . video production/editing 

• . social media scheduler 

• . social media engagement people for as many of the platforms as possible 

• . blog writing (humorous) 

• . blog writing (serious) 

• . blog master 

• . graphic design/art 

• . music production 

• . Outbound newsletter writer/editor 

  



OUR MEDIA OPERATIONS PLAN: MEMES 

Memes are a crucial weapon in the political communications arsenal. 

We have seen them used to devastating effect in recent elections here, in the US and the UK. 

The lessons from these tell us that more than anything, memes are a volume game - the more of 

them (assuming they conform with our values and mission), the better. 

Memes’ efficacy lie in the speed and efficiency of their message delivery. 

They do not need sophisticated graphic design or art. They do not need to be works of genius. They 

do need to be prolific. 

Memes are extraordinarily valuable not just in their capacity to persuade, but in offering 

engagement insights. 

Memes work best when they are a pure distillation of a profound sentiment, marrying an 

unexpected image with brief text.  

In many circumstances, if humour can be added, that makes it all the more effective. 

Memes only work when there is a match between form/content and the target audience.  

Memes that appeal to one demographic will often have the opposite of the desired effect on 

another. Many young people will identify with stories of parents sending kids lame memes, while 

many older people will often be completely baffled by memes which appeal to younger people. 

Memes are at their most useful when they are - 

• . a distillation of a strong sentiment in pithy form 

• . assisting in formation of a group identity 

• . identifying a problematic ‘other’ - in our case, people in positions of power who do not act 

in the best interests of all Australians 

Formation of ‘in groups’ and ‘out groups’ is crucial throughout communications and is particularly 

well suited to memes.  

For certain audiences we must replace traditional out groups (minorities, women etc) with an out 

group that is characterised by its abuse of power. In colloquial terms, we must always be kicking up, 

not punching down.  

And we must do this in the simplest, clearest way possible. 

Within a target audience, it’s advisable to have a mix of subject matter in memes, beyond just 

politics, in order to maximise relationship building and trust with the community. 

Invitations and competitions to create memes are an extremely useful way to accelerate this 

engagement and ‘in group’ building. 

Serious mismatch of tone with audience is, however, potentially disastrous. For example, Boomers 

generally will not be suited to overly sardonic or ironic memes, while younger generations will be 

repelled by emotive memes which would very much appeal to older people. 

These are, of course gross demographic generalisations. There are many Boomers with excellent 

new-media literacy and a love of ironic and sardonic humour.  



There are many younger people who embrace emotive content or who are not overly media literate; 

however, we are forced to make certain demographic generalisations in order to triage our efforts 

and resources. 

Certain exceptions will of course apply. Boomers on #auspol Twitter are often extremely savvy, and 

lovers of sardonic content (though they are unlikely to appreciate certain pop cultural references) 

Any older person using Tik Tok or Snapchat can be assumed to be exceptional and should be treated 

no differently from younger users of these platforms. 

The ‘natural’ social media habitat for older Australians, however, tends to be Facebook. 

Our meme creators will be the backbone of our long term comms effort. Churning out memes for 

the following audiences, our creators will be tasked with examining which memes gain traction, and 

learning what best resonates with our community. 

Demographics and Targeting 

There will be much crossover for a lot of content. Gens X and Y often share pop culture references, 

for example. And the demographic divisions mentioned below will also have crossovers. For 

example, Baby Boomers who also fall into the categories of ‘women’ and ‘teachers’ and the 

subculture of ‘geeks’. 

Such targeting will be extremely important as various news issues arise. 

For example, recently many older female teachers expressed extreme concern that they were being 

used as ‘cannon fodder’ and ‘glorified babysitters’ - that they were being exposed to unacceptable 

Coronavirus risk in providing care for the children of essential services workers. 

Memes that target this group with empathy, and elegantly express frustration on their behalf, have 

a good chance of going viral.  

Similarly, nurses at private hospitals in NSW are currently being stood down as elective surgery is 

cancelled. Memes articulating their concerns are also potentially powerful. 

These sorts of memes should express the deepest sentiments of the target audience. Whether this is 

done with humour or with emotion (or both) depends on the nature of the audience. 

All memes MUST - 

• . be approved by Editorial before being sent out 

• . have clear, but unobtrusive Australian Democrats branding and website address at the 

bottom right hand corner of the meme. 

 

The key generational demographics for meme targeting are - 

• . Baby Boomers (born before the 60s) 

• . Gen X (born before the 80s) 

• . Gen Y (born before the mid 90s) 

• . Millennials (born before 2000) 

• . Gen Z (older teens should be targeted as many will be voting for the first time at the next 

election) 

 



The key occupations we are targeting are - 

• . sole traders 

• . tradies 

• . teachers 

• . nurses 

• . doctors 

• . people working in the rural sector 

• . other essential services workers 

• . stay at home mothers/fathers 

• . uni students 

• . creatives 

• . marketing people 

• . business leaders 

• . public servants 

• . admin workers 

• . retail workers 

• . blue collar workers 

 

The key niche/subculture demographics for targeting are - 

• . Techbro 

• . Geek 

• . Geekgirl 

• . Various ‘stans’ 

• . Film geeks 

• . Political junkies.  

• . Environmentalists 

• . Fashion tragics 

• . Hipsters (sorry, but this is unavoidable) 

• . Design obsessives 

• . Wine snobs 

• . Foodies 

• . Science-lovers/Skeptics 

• . Religious people 

 

Personnel required - 

 

• . At least two meme creators - preferably from different demographics 

• . Meme engagement analyst 

  



OUR MEDIA OPERATIONS PLAN: ROLES AND PERSONNEL REQUIRED 

 

. Editorial -  

Oversees all outward facing content, directs strategy 

 

. Internal news group moderator 

Oversees the group, eliminates all duplicate posts, flags problematic content to Editorial 

 

. News aggregator 

Aggregates the stories from the news group daily with brief summaries so all news can be skimmed 

 

. Internal newsletter editor 

Collates all the aggregated stories, helps with the summaries, and publishes in internal newsletter 

 

. Internal newsletter distribution 

Ensures the newsletter is distributed to every Comms Team member. 

 

. Facebook news/discussion group moderator (may need more than one person) 

As with the internal news group, must ensure that bullies, bots, and trolls are managed, must 

engage with community, must develop relationships with community members, must ensure 

disinformation is deleted, grow the community, post Australian Democrats memes,  

 

. Reddit news/discussion group moderator 

As with the Facebook news/discussion group 

 

. Official Twitter account manager 

Post regularly throughout the day interesting/relevant news items from impeccable sources, retweet 

good tweets, compose original pithy tweets, post Australian Democrats memes, engage with key 

people in #auspol Twitter - degree of autonomy but must be overseen by Editorial. Grow the 

following 

 

. Official Linkedin account manager 

Post regularly (throughout the week) interesting/relevant news items from impeccable sources, 

opinion/analysis, position The Australian Democrats as the natural home for business, engage with 

key people - degree of autonomy but must be overseen by Editorial. Grow the following 

 

. Official Youtube account manager 



Post all original Australian Democrats content, curate and share synergistic content that does not 

breach copyright, moderate comments or switch them off if they become unmanageable. Find and 

engage with key people aligning with our values on Youtube. Grow the following 

 

. Official Instagram account manager 

Post relevant images along Twitter guidelines, post Australian Democrats memes, develop 

relationships with community via engagement, develop relationships with key influencers who align 

with our values via engagement. Grow the following 

 

. Official Pinterest account manager 

As with Instagram, must understand basics re Pinterest SEO 

 

. Official Tik Tok account manager 

Create humorous videos that align with the platform’s culture, engage as with other platforms and 

grow following 

 

. Three or four podcast/video hosts 

Plan and develop discrete podcast/video segments that form a show, deliver the podcast/video 

 

. Transcription oversight 

Overseeing and checking the accuracy of AI transcriptions of the podcasts so that they are ready to 

be uploaded as blog posts 

 

. audio and video production/editing 

Editing the podcasts/videos, creating discrete clips from the longer form 

 

. social media scheduler 

Schedule content across platforms 

 

. social media engagement people for as many of the platforms as possible 

Drive engagement, post content aligning with our mission and values, including memes 

 

. blog writing (humorous) 

 

. blog writing (serious) 

 



. blog publisher 

Publish posts and maintain the blog, SEO 

 

. graphic design/art 

Create designs/art that can be used for merch, blog content, and memes 

 

. music production 

Create political music that aligns with our mission, values and builds community 

 

. Outbound newsletter writer/editor 

Create a news digest aligning with our mission and values for people to consume - preferably as a 

replacement for commercial media offerings - target audience = everyone not A/B demographic 

 

. At least two meme creators - preferably from different demographics 

 

. Meme engagement analyst 

Analyses likes/comments/shares of memes, creates a database of memes and engagement so we 

can see at a glance what is working and what isn’t 

 

. Social media engagement analyst 

Create reports on our engagement across platforms, identify content that succeeds in community 

building and content that fails 

 

. Engagement database manager 

Create a database of social media accounts that have meaningful interactions with us 

 


