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The Survey

• 54 community engagement specialists across Australia

• 50.9% from government

• 45.3% from private organisations

• 3.8% from non-profit organisations

• Silent Generation, Baby Boomers, Gens X and Y



The Stats



What digital media tools has your company used 

in community engagement?

96.3%

88.9%

31.5%

29.6%

27.8%

18.5%

14.8%

14.8%

9.3%

0.0%

Website

Email

SMS

Forums and discussion boards

Social networking sites

Video / Photo sharing

Blogs

Other

Audio Sharing

None



When have you used digital media tools in 

community engagement?

Responses Grouped by Category

Methodology

26%

Engage

36%

Inform

38%



Approximately how much of your community engagement 

budget is currently used for digital media versus traditional 

communications mediums?

11% to 20%

(9)

1% to 10%

(29)

41% to 60%

(0)
31% to 40%

(2)

More than 60%

(1)

None

(3)
21% to 30%

(4)



Five years ago, approximately how much of your 

community engagement budget used for digital media 

versus traditional communications mediums?



Which communication tools have you reduced 

your use of in the past five years and replaced 

with digital tools?

28.6%

34.7%

16.3%

12.2%
10.2%

44.9%

16.3%

36.7%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Printed brochures 
/ fact sheets

Printed 
newsletters

Phone Face-to-face 
meetings

Public displaysLetters by postPrint advertising None



Do you think community engagement 

practitioners use digital media to cut costs rather 

than to get better results?



Do you think using digital media tools 

disenfranchises certain groups from community 

engagement?



If yes, which groups are disenfranchised?



Do you think Second Life will ótake offô in 

Australia?



Why do you use digital media in community 

engagement?



Key findings

1. Early adapters are cautious, but curious

2. Digital is used primarily for informing

3. Practitioners splash out on digital

4. Snail mail ditched for digital equivalents



Key findings cont.

5. Digital media used to cut costs rather than get 
results

6. Digital media disenfranchises minority groups

7. Digital media: just another tool in the shed

8. The jury is out: will virtual worlds be the next big 
thing?



Lessons learned

• Digital increases reach to stakeholders

• Digital is just another tool in the tool belt

• Digital saves money and sometimes time

• Do not replace face-to-face communication 

with digital


