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About the Project

* The project is funded by the Australia government, Department
of Foreign Affairs and Trade under the Council on Australia
Latin America Relations (COALAR) grant and led by Griffith
University, Australia

* The objectives of the grant are to enhance and strengthen
links between Australia and Latin America, in the priority areas
of business, education, sustainabllity, tourism and cultural
promotion
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Copyright © Catheryn Khoo-Lattimore and Elaine Chiao Ling Yang 2020
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Who Are You?

What's your name?
What do you do?

What is your business about?
Please write it down on paper







Workshop
Introduction

What this workshop
)

« Gaining a holistic understanding of
the theories and digital skills to better
communicate your business to
targeted audience

 Crafting and telling the stories of your
businesses

« Creating an online presence for your
business

« Hands-on activity

What this workshop
IS NOT

« Presenting and promoting any social
media platforms (and the paid ads)

* Providing digital marketing service for
you




Time

Session

9:00 — 9:15
9:15-10:30

10:30-10:50
10:50-11:50
11:50-13:00
13:00-14:00
14:00-15:00
15:00-15:30

15:30-16:00
16:00-16:30
16:30-17:00
17:00-17:30

Introduction, Why Digital Marketing

Co-creating Unique Tourism Experience (UTE)

Morning Tea Break

Co-creating UTE with Collaborators

Communicating UTE in Digital World — Findability and Engagement
Lunch + Setting Up Social Media Pages

Visual Story Telling

Creating Your Virtual Story + Show and Tell

Afternoon Tea Break
Enabling Your Customer
Harnessing the Love (and Hate) -- Review

Where to from Here

The content is designed based on research

— what women told us what they need




Tourism accounts
for 1/3 of all'global
e-commerce activity

82% travel bookings
In 2018 were
completed online

2018 digital travel
sales = $694 billion



Why Digital Marketing?

* South America has the highest % of smartphone users
(94%) in comparison to other mobile devices

« On average, adults look at mobile phone every 12
minutes

* 62% %f Gen Z and millennial consumers want visual
searc

» 52% of travellers expect to be able to communicate with
a travel brand using text/messaging

« Travellers are closer than you think — fir]din? experience
‘happenln,% in-destination (search for “thing to do/eat” +
near me

You have to be online to be seen!




Mobile
technology has
disrupted
consumer
decision making

1

The consumer considers
an initial set of brands,

based on brand perceptions

and exposure to recent
touch points.

@ »

NEED INFORMATION EVALUATION OF PURCHASE POST
RECOGNITION SEARCH ALTERNATIVES DECISIONS PURCHASE
BEHAVIOUR
2

Consumers add or subtract
brands as they evaluate what
they want.

3

Ultimately, the consumer
selects a brand at
the moment of purchase.

Information gathering, shopping

Initial- | Moment
consideration of

set purchase

Ongoing exposuie

4

After purchasing a product or service,
the consumer builds expectations
based on experience to inform the next
decision journey.



If you can’t deliver with your product,
ignore the rest of this presentation.
Focus on that, first. Focus on
improving the experience. /hen
market.



Let’s talk principles

3 Make sure people

1 Have a good
‘ are talking about it

product

2 ‘ Sell it well

~——  —

e (Customer Experience e Optimised Website e Advocacy

e Knowing your customer e Social Channels e Reviews

e Website Content e Search e Inbound links
e Social Content ¢ Online Distribution e Publicity




Selling Tourism Product/Service as

Experience
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ldentifying &
Communicating Unigue
Tourism Experience (UTE)

1. What is a tourism experience?

2. How to move from a product to an
experience?

3. What Is your signature experience?

4. How to tell the story of your signature
experience?



What is a Tourism Experience?

An ‘experience’ is the emotional feeling or personal
achievement your customers expect and gains from
visiting your business.

* Think the outcome rather than process.

« Think unique experience that your guests cannot gain
anywhere else, or that you can do better than anyone
else.

 Focus on your customers, not you or your employees.

* It's about delivering the kinds of surprises they will post
on Facebook or tweet about immediately and still be He
talking about at parties and social gatherings for months
or even years later.




ReviIslIt:

Who Are You?

What's your name? What do you do?
What is your business about?

I'm Elaine. I'm a university lecturer. |
teach tourism management to
undergraduate students.

| pour coffee vs | pour joy




Rewrite your introduction
Include your UTE






Knowing Your Audience

“Marketing involves the interaction and interrelationships
among consumers and producers of goods and
services, through which ideas, products, services and
values are created and exchanged for the mutual
benefits of both groups.” (Weaver & Lawton, 2014, p.
190)

Delivering a good product experience Is
near impossible without knowing your
audience



Tourism Experience is Co-created by
You and Your Customer...

D L ﬁﬁ‘? A A

Intangible Inseparable Heterogenous Perishable Risky/Uncertainty
Experience vs product Production and Every encounter is unique Cannot pre-produce and Purchase prior to
consumption happen store consumption; hence,
simultaneously requires effective

marketing



EXTENDED EXPERIENCE CO - CREATION SPACE

. PRE-TRAVEL 2. ON-SITE-DESTINATION 3. POST-TRAVEL

== T[HJ'RISM E{}NEIJ]-'[ER
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{Other consumers, fans. followers who /

SOCIAL NETWORK
(Friemds and peer wibo c-create with consumer
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Virtual Experience Co-Creation Virtual Expenence Co-Creation I Virtual Experience Co-Creation
Physical Experience Co-Creation |
I
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.Pre-, During

and Post-
Travel



Co-creating Tourism
Experience

1. Pre-travel
« Setting an appealing but realistic expectation
« Selling an experience, not a product

2. On-site destination
. « Meeting expectation and satisfying needs
j * Interaction with the people and places

3. Post-travel
« Materialising memorable experience through
digital posting and sharing
« Soliciting and addressing reviews



Identifying Expectation and Experience

AR S 3

Survey

quick but lacks depth,
goodfor measuring satis
faction

!

Interview

gives depth but time
consuming

9o
‘

-

Focus Group

gives depth, good to
have from time-to-time
but hard to organise

Review

big data analysis or
regular monitoring
(timely and affordable)



Example: Get Wet Surf

. FREECALL SURF SCHOOL: 1800 438 938 L MEEFHEEE . SHBMENPRAE: BENMPDIEBESR . RIPFEH- Blog
' . -~
Expeﬂev@e tife i J |

Howto Surf AboutUs v Lessons+v Testimonials Gallery v Contact Book Now

The Gold Coasts most authentic

Learn to Surf experiencel

Book in with Get Wet Surf School



https://getwetsurf.com/

Morning Tea




Id en t | fyl N g - . Co-advertising
iy Il 4 / collaborators [ 4 . Co-distributing
(I - E ) ¥« Co-create products and
i experiences

Tourism Experience Is Co-created by
You and Other Tourism Organisations




Individual Business as Collaborator

Wellness Tourism

Lolecli . - e.g. Yoga retreat
Yoga |
Studio

Tour Package Y . Food Tourism
- e.g. Hotel + tour - e.g. Picnic in the garden

" Cultural Tourism
- e.g. promoting and selling art works in hotel

—————



Individual Business as Collaborator

Wellness Tourism I\‘&ﬁ \ Food Tourism
- e.g. Yoga on the beach/,/ Studio ! - e.g. Healthy food

Cultural Tourism
- e.g. Exhibition and
sales of artworks in cafe

Cultural Tourism .
- e.g. Walking art tour *



Activity: Speed Networking

1. Line up in 2 rows (participants from the same
business stay on the same row)

2. In a minute, meet the person in front of you and
identify ways you can potentially collaborate

3.  When the bell rings, participants in Row 1 take one
step to the left (the last person move to the front of
the row)




Activity: Identify Your Collaborators

Individual Business Name Contact Comment*
(email, FB, number)

*Status of contact, opportunity to collaborate (why this person, brand extension, action plan)
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WHAT'S ON PLACESTO GO THINGS TO DO PLAN YOUR TRIP TRAVEL BLOG Q

BAROSSA Accommodation  Destinations  Food and drink  Rewardswonder  Thingstodo  Whatson

Destination as

Collaborator

How do you make your
business visible?

Cambourne Boutique

Villzs Mariz Barossa Luxury

Guesthouse Accommodation
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UNCOVERED

Government
as Collaborator

How do you make your
business visible?

Which Gold Coast surf school is
for you?

000 |-~



Government as Collaborator

. MEXIC
b AT

DESTINOS TURISTICOS

ATRACTIVOS TURISTICOS

ESTADIA

ESTADOS

anjo, enla Huasteca Potosing, se
aviloso grupo de cascadas

PAQUETES

N

Puéhté de [')ios‘:

Tamasopo

Ven y recorre cada rincon de
San Luis Potosi...

Tollev a ln

Vioje sencilio dos?

La Huasteca Potosina
mas cerca de Ti...

INICIO

Destinos

AN P, L,

A
s [ODEL

Los mejores Eventos en San Luis
Potosi

V -
wilh 2
Viajemos todos por San
Promociones...

N LUIS POTOSI

)

Informate! Estatus de la Region
Huasteca.

PAQUETES

- San Luis Potosi




Industry/Trade
Association as

Collaborator
Paid advertising

13 1905
m TG e Dy ABCUT v DJGNZSI v SUPRCAT v CONTACT + Search. Q

—
Membership Roadside Assistance  msurance  Banking  Cars &Driving  Travel  Home Assistance

f 7 Membership ' Memberdenefits ’ Dmcounts ' Theme parks and xtractions

Maovies and events Expeniences Azomotive Travel 2nd accommodation Shopping and ifestyle

Plan your day with pre-purchased tickets to the wildest attractions

Enjoy greet sawvings 1o your favourite theme parks and attractions with special RACO prices. From the big 9 thrill rides, animed encounieers and white water fun, expenence 3l the excilement that comes

from the Gresst Barrier Reef o the Gald Coust's heart-pumping playgroend and beyond

Featured offers

Drezamworld Villzge Theme Parks Passes

With 2 12 month unimiled theme park pass to Sea World, Wamer Bros. Movie

Fram world dis=s thril rides to white water fun! Visit Gold Coast's biggest theme
park! World, Wetn'Wid, and Paradise Counlry, the fun is endless.

Grab your Dreamworld Annual Pass for 13 months unlimited entry Grab your Unlimited 4 Park Pass « BONU S movis ticket

Buy Sckets va our portsl and present ot venue Buy tickets via our portal and present at venue




Industry/Trade Association as

Collaborator

& C 0 @ concanaco.com.mx/convenios-de-descuento/
i Aplicaciones G Google (@ Portal ISSSTE - Jubil.. B YouTube Wl (2064 no leidos) -r.. [ (74) Facebook Nueva carpeta €3 Banorte [BJ TALONES DE PAGO
Convenios de descuento AVISO
A todas las Camaras de Comercio
se les recuerda que tienen hasta
el 31 DE MARZO DE 2020 para
[ 1ke Like 0 W © share o | realizar su Asamblea General
o o—
CONCANACO i :
SERVYTUR
MEXICO

CONVENIOS CONCANACO

LE PRESENTAMOS LAS OPCIONES DE HOSPEDAJE CON LAS QUE CONCANACO SERVYTUR
TIENE CONVENIO PARA LA ASISTENCIA A SUS EVENTOS, REUNIONES INSTITUCIONALES
ETC... TODAS SE ENCUENTRAN A NO MAS DE 10 MINUTOS DE DISTANCIA DE LA
CONFEDERACION.

CONSULTA TU REVISTA ACTITUD

w
p_ £ p—
[\ Mision fﬂf(*/faé FIESTA INN. Actlgyg &

cityexpress RAMADA. 6 o0

Barcelé rech—

HOTELS & RESORTS ‘"""" ""'"' GO?IERNO EIPIMPULSAN-

EL'BUEN FIN 2019 |

@ 4 #SomosConcanaco

E [ (ll(u)dEdC dlc \15\]1;1\\/ Hilton EEFOOEIM:!—AN

B % O K

EJQ



Activity: Identify Your Collaborators

Destination/Government | Name Contact Comment
(email, FB, number)




Activity: Identify Your Collaborators

Trade/Industry Name Contact Comment
Association (email, FB, number)




What Have We
Learnt So Far?

v’ Identify your Unique Tourism Experience
(UTE)

v’ Co-create your UTE with your customers

v’ Co-create, co-market, and co-distribute
your unigque tourism experience with your
collaborators




DAILY NEWS |

How do you communicate your UTE?
in the digital world

0
7



What is the most important
success factor in digital marketi

+ Findability!

* Be where your
customers are




G

The world searches on Google. Turn
those searches into customers.

Every month, there are over...

a &l &

5 billion 3 billion 1 billion
searches on Google for restaurants searches for hotels searches for clothing shops
@ i Travellers are closer than you think —
finding experience happening in-
600 million 5 million destination (search for “thing to

searches for hair and beauty salons searches for coffee shops [Ke[e0)i=-1aamNal=r-1 me”)

https://www.qgoogle.com/intl/en au/business/



https://www.google.com/intl/en_au/business/

The most simple and

powerful tool to be found
is free...and easy!

« Google My Business listing
* Why is this important?

* You can control the way your brand

appears when people search for your
business on Google

e OK, let’'s do that now
 Add or claim your business listing



https://support.google.com/business/answer/2911778/

Google My Business:
Other Things You can Do




Claim your business
on TripAdvisor

1. Reach more than 60 million travel
consumers each month

2. Increase your findability and
presence

3. Address reviews

4. Let’s do that now
https://www.tripadvisor.com/Owners



https://www.tripadvisor.com/Owners

Success Factors for Digital Marketing
FEVER

g

FINDABILITY ENGAGEMENT



Engaging

Through
Social Media

Converging platforms with
cross-posting feature

Engage with your customers
Communicate your UTE

Share your latest offers, news,
and updates with story, photos,
and videos

Facebook

Instagram

2 billion users (middle-aged adults) each month

Best suited for small business

Variety of functions for business: marketing,
booking/event, engagement, review

Casual conversational post provides greater success
than sales updates

Ad $ (optional): You set your own budget, as low as
a cup of coffee

1 billion users (youths) each month
Imaged-focused

High quality visuals and relevant hashtags provide
greater success

Ad $ (optional): Can be created in Facebook



« Setting Up Your Facebook
Business Page

* Connect to Instagram Business




Lunch + Setting Up

e Set up business page from FB
(existing/new) account

* Log in Instagram using FB

« Switch to professional account >
business on Instagram (mobile app only)

*Cross-posting is available from Instagram to
Facebook, but limited from Facebook to
Instagram



https://help.instagram.com/502981923235522?ref=fbb_igb_profile
https://www.guidingtech.com/post-facebook-to-instagram/

Success Factors for Digital Marketing
FEVER

g

FINDABILITY ENGAGEMENT VISUAL



What type of Visuals

have you used to
promote your business?

And WNY?



Cover Photo/Video

Profile Picture

c'- Catheryn Home  Create

VisitMexico @

@VisitMexico

Home

Photos

Videos b Like X\ Follow | A4 Share - Send Email @ Send Message

Posts

S Create Post Community See Al
vents

Make sure your PROFILE PICTURE is recognizable (logo, biz name).
Make your cover photo great, aligned with your UTE.
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thecalilehotel Fact holidays are made
for breakfast in bed. #Thelalile

What We Know from #lamesst #Brsoane

Research — People

Use of people to convey personal touch
1.
2.
3.

TR

o 3o

Real people vs models
Experience vs attributes

Body part (e.g. hand or ankle) interacting
with an object perform better than full
person or no person

Seeing a person’s face takes the viewers
out of the picture

::::::

Add a ol



If you owned a
café, which image
would you use?




| §] OResily's Rainforest Retreat CY @ Koaar  tHome  FindFric

ST (e O'Reilly’'s Rainforest Retreat is at O'Reilly's Rainforest Retreat.  ***
2
1 February at 18:15 - Canungra - @

Pristine flows and pools at the hidden wonder of Stairway Falls in Lamington
O'Reilly’s Rainforest Retreat is at O'Reilly's Rainforest Retreat.  *** National Park. ¢« + 7 : IG/finn.rm

17 January at 18:15 - Canungra - @ ; . i . »s 4
ik R #oreillysrainforestretreat #seeaustralia #thisisqueensland #wearegoldcoast

; A K #scenicrim #visitbrisbane #queensland #UnDiscoverAustralia #Travel
Retreat this morning (Macropus parryi). Regram - : #discoveripswich #discovemorthernnsw #discovertamborine #thetweed
|G/photographersdownunder It's not hard to understand why these wallabies

were nicknamed the ‘pretty face wallaby’. Look at that face! #waterfall #waterfalls #waterfallsofinstagram #destinationscenicrim
; #bordertrack #chalahnfalls #lamingtonnationalpark #qgldparks #rockpool

- O'Reilly's Rainforest  #oreillysrainforestretreat #seeaustralia #thisisqueensland #wearegoldcoast srocknosls dstonccokimns Focks satairwavial

m O I O n Retreat #scenicrim #visitbrisbane #queensland #UnDiscoverAustralia #Travel HRERODS RIONECORITIS PTOCKS FAUWAYIALS
= x #discoveripswich #di w #di i - ’

@OReillysRainforestRetre #discoveripswich #discovemorthernnsw #discovertamborine #thetweed e

at #lamingtonnationalpark #qldparks #adventure #goldcoasthinterland #wallaby
#wallabies #whiptailwallaby #igers_scenicrim #igersgoldcoast

We spotted a few of these wonderful Whiptail Wallabies on the way up to the

Home #igersbrisbane

Book Now

Eliciting emotion using

Posts

1. Cute animals

Videos

2. Nature o

Events

Instagram

3. Colour

Community

About

Create a Page

At
O'Reilly’s Rainforest Retreat © send Message O'Reilly’s Rainforest Retreat © Send Message
fotel (it Hotel resort
@©Q Maria Lens, Diane Hunter and 108 others 2 shares

QO Iris Goemans, Renee Nurcombe and 345 others 115 comments 16 shares

oy Like (J comment 2> Share -



COLOR EMOTION GUIDE || Smotions

l BLUE TURQUOISE GREEN YELLOW
C o ()8 e TRANQUILITY, SPIRITUAL, FRESHNESS, BRIGHT, SUNNY,
Mm

© SECURITY, HEALING, ENVIRONMENT, ENERGETIC, WARM,
' H E E QF U L l “ | ‘.y ‘ : 3 > \ — ) v INTEGRITY, PEACE, PROTECTION, NEW, MONEY, HAPPY, PERKY, JOY,
: | l \ t— [ ) K‘ | 1 v LOYALTY, TRUST, SOPHISTICATED FERTILITY, HEALING, INTELLECT
mmms .J !.‘ -' — g | ¥ %) ' INTELLIGENCE EARTH
——

{ COLDNESS, FEAR, ENVY, FEMININITY ENVY, JEALOUSY, IRRESPONSIBLE,
amazon 5, SP1int | Wi

© Payless @ =

PURPLE PINK RED ORANGE

CREATIV

o ROYALTY, NOBILITY, HEALTHY, HAPPY, LOVE, PASSION, COURAGE,
! © SPIRITUALITY, FEMININE, SWEET, ENERGY, POWER, CONFIDENCE,
s et Alohile. LUXURY, AMBITION, COMPASSION, STRENGTH, HEAT, FRIENDLINESS,
sm E N GTH i - WEALTH PLAYFUL DESIRE SUCCESS

e MYSTERY, WEAK, FEMININITY, ANGER, DANGER, IGNORANCE,
MOODINESS IMMATURITY WARNING SLUGGISHNESS
BROWN TAN GOLD SILVER

FRIENDLY, EARTH, DEPENDABLE, WEALTH, WISDOM, GLAMOROUS,

© OUTDOORS, FLEXIBLE, CRISP, PROSPERITY, HIGH TECH,
LONGEVITY, CONSERVATIVE VALUABLE, GRACEFUL, SLEEK
CONSERVATIVE TRADITIONAL

o DOGMATIC, DULL, BORING, EGOTISTICAL, INDECISIVE, DULL,
CONSERVATIVE CONSERVATIVE SELF-RIGHTEQUS NON-COMMITTAL

WHITE GRAY BLACK
GOODNESS, SECURITY, PROTECTION,
© INNOCENCE, RELIABILITY, ELEGANCE,
PURITY, FRESH, INTELLIGENCE, DRAMATIC, CLASSY,
EASY, CLEAN SOLD FORMALITY

o ISOLATION, PRISTINE, GLOOMY, SAD, DEATH, EVIL,




What to
Post?

y

SN

D

Showcase your UTE

Give people ideas of using your
products/services

Show behind-the-scene visuals
Celebrate holidays and milestones
Appreciate customers

Share events, collaborators’ posts
(co-marketing)

Any other ideas?



VISIEMEXICO #  Following
1,787 posts 487k followers 177 following

MExXICco

VisitMexico
Conecta con México
#VisitMéxico mx
visitmexico.com

Combination of different
types of images, featuring
people, emotion and

experience.



Orientation and Ratio

» Shoot/post vertical images and
videos

e Square ratio (1:1) for Instagram
and cross-posting on Facebook

« Smartphones are mostly held
vertically — 90% portrait usage on
5.5 to 6” device (the most popular
size)




How to * Bright, clear, lively and original

create » Crop, edit and adjustment
professional  Filter: The most popular is
- Clarendon, Gingham, Juno
visuals for ’ ’
 Boomerang and short video
f r e ef; * All the above available on

Instagram and Facebook



camposcoffee Let the merry times
roll. #camposchristmas

camposcoffee #camposcoffee
£christmas #coffee #fun

#goodtimes

Engaging
Short Video

Be multisensory.



https://www.instagram.com/p/B6cGNKCHkJe/?utm_source=ig_web_copy_link

Snhapseed

1. Download the app
2. Open an image
2. Go to
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Tune image Details

C:

Rotate Perspective

1L
Tl

Gototools .

Healing HDR-scape

Heall 10 to "heal" blemishes, Y &=

unwanted spots, wrinkles, food stains, and Vitsge  Faing i
photo bombers. ® o

Noir Portrait
@ Tr
Double Text
Exposure
STYLES

Curves

A
m)
Expand
<

Glamour
glow

L

Retrolux

I'::'I
L~d

Head pose

()

Frames

TOOLS

[k

White Crop
balance

® R4
Selective Brush

@ —x

Tonal Drama
contrast
Grunge Black and
white
Lens Blur Vignette
EXPORT
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Go to tools

Lens Blur toblur the background for
professionally looking portrait

.o
-

Tune image

:
( Y
-

v

Details

Rotate Perspective
e 4 aA
Healing HDR-scape
Vintage Grainy film
Noir Portrait
@ TT
Double Text
Exposure
STYLES

Curves White
balance

L) ®
Expand Selective

< €

Glamour Tonal
glow contrast
e R

Retrolux Grunge

A~
S,
Head pose

()

Frames

Lens Blur

TOOLS

O <

Black and
white

O

Vignette

EXPORT
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Where to Get Visuals Online

« Share images from collaborators
* Creative Commons https://search.creativecommons.org/

» Pixabay https://pixabay.com/

» Unsplash https://unsplash.com/

* Google Image Advanced _
https://www.google.com/advanced image search

> Settings > Advanced Search > Usage Rights

Other Resources:

+ Learning more about creative commons licenses
https://creativecommons.org/licenses/

» Other photo banks: https://buffer.com/library/free-images



https://search.creativecommons.org/
https://pixabay.com/
https://unsplash.com/
https://www.google.com/advanced_image_search
https://creativecommons.org/licenses/
https://buffer.com/library/free-images

Virtual Story Telling —
Captions

« Don’t write a big paragraph

 Use @ to mention other businesses or individuals
 Eg @VisitMexico

« Use # to drive relevant traffic to your social site
« Eg #VisitMexico #TasteMexico

» Always include the destination

» Could be a story or question

« Could be funny but must be engaging

* Include Call to Action

» Follow successful accounts and observe their captions




Creating Your Virtual Story

\, 1. Create one post on

Instagram > cross-post to
Facebook

2. The post should include an
Image/video + caption +
@/#tags

You have 15 minutes!






‘b.—**ﬂ& S

Use Instagram as the main tool for
creating and posting visual stories,
and cross-posting to Facebook

Use Facebook to manage business
functions and ads

When to use what?



Afternoon Tea




Success Factors for Digital Marketing
FEVER

6

FINDABILITY ENGAGEMENT VISUAL ENABLER



Navigating Your Facebook

Page Functions

Koalar Training

Page Inbox

Koalar Training
Create Page @username

Home
Posts
Events
Reviews
Videos
Photos
About
Community
Groups

Offers

Visit Ad Centre

Notifications Insights

Koalar Home

Publishing Tools Ad Centre More ~

wh Like X\ Follow # Share

Create B! Live ) Event @ Offer
w Write a post
m Photo/Video o Get messages 'f;‘v Feeling/Activ... eoe

Upcoming Events

* Download Facebook Pages Manager
to manage your page on mobile

Find Friends Create

Edit Page Info a8 Settings B Help ~

+ Add a Button
o No rating yet

0 Page transparency See more

Facebook is showing information to help you better
understand the purpose of a Page. See actions taken by
the people who manage and post content.

9 Page created — 3 February 2020

English (UK) - English (US) - =32 (i&%) +
530 - Espafiol

Privacy - Terms - Advertising - AdChoices [>
Cookies - More ~
Facebook © 2020

Koalar Training

Create Page @username

ADD A BUTTON

4

Post Photo Event

Grow your business

Promote your Page for A$4
Reach more people in Australia

Add Contact Info
Help people find you easily

&

Promote

lilan

[l O



Add Your Team on Page Roles

Setting > Page Roles > Assign/Add Person to Page

Koalar Training Q . Koalar Home Find Friends  Create (y Tools & Settings 11:006 ® & - Qe 79% @
Page Inbox Notifications Insights Publishing Tools More ~ Edit Page Info a Settings |
- Pages Manager Tools < Page Roles
General
General Q
. Page roles Settings . ) 4, Add Person to Page
#' Pagelnfo @ . . o Push Notifications
Messagin diff t role depending that tl d to work
' Gind on. Learn more ’ Sharing Tools Current People
B2 Templates and tabs Q Automated Responses
Post attribution Sections @ Photos Koa!ar Train
Calendar Admin

Notifications Assign a new Page role Jump to Section

Post Drafts

Advanced messaging Page owner Jump to Section |nStagram DISCONNI Pending People

@koalar_training

1 Page roles Existing Page roles Jump to Section

Scheduled Posts Catheryn Khoo-

Lattimore x
Editor

Page Info

People and other Pages

Preferred Page Audience Assign a new Page role Business Tools Edit Page Roles

Authorisations _ Carla Ricaurte Quijano

x
Ty Editor ¢
ot @ Ads Management e

Branded content Can publi

comments
Instagram Fac v gram account is . . y MariSol Alonso

toa e comments, send sages, sync bus @ Appomtments O Banned Users z Editor %
Featured .

W« Crossposting Contacts @ Log Out

Page owner 9
Page Support Inbox - . o

Admins of the Koalar Train business can manage roles and other perr on this Page
S Events Page Options

Koalar Train Give Feedback on This Business

Page management history

More Apps @ Page Visibility

° Ads Manager @ Delete Page

Help and Feedback 1 O &



Automated
Response

 Setting > automated
response > instant reply

 Play with away message,
respond to feedback,
appointment reminders




1056 W [H ® - oW L8I%n 138O @ - oSl 67%
& Choose a Button

Choose the action you would like people to take. This
button will be shown at the top of your Page.

BUY PRODUCTS OR SERVICES

@ Book Now

@ Shop Now

GET IN TOUCH

% Call Now

[>< Contact Us

Enabling Action: =

Add a Button s
4 w >< Send Email
Post Photo Event Promote

MORE OPTIONS
Grow your business
4 @ Use App
Promote your Page for A$4
Reach more people in Australia Play Game
Add Contact Info .
Help people find you easily é} Slgn Up
(»] watch Video
0 @ Learn More

1 @) < [ O <



1056 D - Q9 %81% M

@ Page

Enabling Action: Event

When people are interested in your event, their
friends near the event may also see it in their
News Feed

- Koalar Training
w Create Page @username

ADD A BUTTON

[ N

Post Photo Event Promote

| Grow your business

Promote your Page for A$4
Reach more people in Australia



1056 D - Q9 %81% M

Qﬁ/ Page
Enabling Action: Promote , ““‘

* Boost Your Post/Event or Get More
Bookings are more targeted than Promote
Your Page

« Choose the right audience!!!
- Start small and choose the duration ’ Koalar Training
“Run This Ad on Instagram” function (pa B

ADD A BUTTON

% W
Post Photo Event Promote

| Grow your business

' Promote your Page for A$4
Reach more people in Australia



* This is for people to find you on Google
o Start
« Similar to Facebook Ads

« Speak to a Google Ads Specialist on
(find the local no and time)

Google Ads


https://ads.google.com/home/
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Harnessing the
Love (and Hate)

1. Social media analytics

2. Reviews
3. Social media wellbeing




12:47 ® QN R Tl 73%8 1247 @D QN R Bl 72% m 1247 @ d ® QN R Bl 72% =

? koalar_training & Insights <& Photo

‘ koalar_training

0

rs Following Insights

O
Wy Nametag koalar_training

Saved
romotions m CONTENT ACTIVITY AUDIENCE

*— (Close Friends

@ r— Overview (O

+2 Discover People
2 posts and stories you shared this week
@ Open Facebook +2 vs. Jan 22 - Jan 28

Instagram

Insights

O Qv N

: koalar_training Test
‘ind People to Follow Feed posts ordered by number of times they were seen. ‘ { J . Y '
Ow people and interests y SRR 0 0 0 0

Create Post

Post Insights

care about

Stories 0 0
Profile Visits Reach
v & (O settings () Q 4 - (A Q v -
" @) " @) < " @) < 1 @) <



Facebook

Page Insights

Page  Inbox 3

Followers
Likes

Reach

Page views
Page previews
Actions on Page
Posis

Events

Videos

Stories

People
Messages

Orders

Manage jobs  Notifications ]  Insights

Page summary Last 7 days +

Results from 28 Jan 2020-3 Feb 2020
Mote: Does not include fod
time zone of your ad account

Actions on Page
28 January - 3 February

1

Total actions on Page & 100%

Page Likes

28 January - 3 February

22

Page likes a 1000%

Recommendations
28 January - 3 February

We have insufficient data to show for the

selected time period

Videos

28 January - 3 February

We have insufficient data to show for the

ocolartard Brao mer el

data. Insights activity is reported in the Pacifi

of Elaine Home Create

More + Edit Page Info ll  Settings B  Help -

Export Data £

fime zone. Ads activity is reported in the

B ©Organic [l Paid

Page Views i

28 January - 3 February

Page previews i
28 January - 3 February

91 <

Total Page views & 264% Page previews a 0%

Page InboxfE  Managejobs  Motifications ]  Insights More »

Search # Eaine Home Create

EditPage Info Bl Settings @ Help -

T When your fans are online Post types Top posts from Pages you watch

biE Data shown for a recent one-week period. Insights for the time of day are shown in the Pacific time zone.

Followers
DAYS
Likes o 279 283 218 281 280 286
Reach
Page views
Page previews
Actions on Page TIMES
Posts
Events
Vidzos
Stories
People
Messages

Orders

All posts published

" Create Post

Reach: Organic/Paid | - Post clicks [l Reactions, comments & shares § | o

THS students on a 10-day cruise @
study tour with Royal Caribbean M5

Published Post Type Targeting Reach Engagement Promote
M T THs -
94/(22{2020 L¥ THS PhD candidate Ryan Yung o @ e [
08:33 presenting at #ENTER2020, 7
0410212020 I Tourismis 2 dream-selling sector but P @ a 7 Boost Post
oo:1g —aaa Now to sell tourism dreams? Dr Dung 3

020272020
£:30

1K
45K 108 ] Boost Post



11:46 Q ™= 4 - a0 .l 100% 8 11:47 Q= 4 - SRl 99% A

1145 Q™= 4 - 4% 100% 8

9 .
0 Insights & Posts Insights
=~ . P — -
28 January - 3 February Last 7 days » E \fieozii:i::"g 3P0~ Engagements 33
Post Reach New Page Likes
i} "I would definitely go  Reach 169
to this conferenceb.. _
142 N, 6 Bacnbes EﬂgquMEMS 53
- 46%
We have partnered Reach 126
Posts SEE MORE with one of the best... T

Engagements 43
12 December - s

1 post published in the last 7 days

MOST ENGAGING POSTS We are limiting the ~ Reach

conference to an ex...

9 December

Engagements 359
What the Lonely Reach 95 LLbocanies
Planet says about B... éngagemems 23
3 February - Kuzu Zangpo La, Reach 195
-1“1 December ‘Engagemsme 28 @ @ %ﬂ
Stories SEE 28 DAY SUMMARY Post Photo Event Promote
You wouldn't think Reach 131
we're talking about .. oo oo 47 167

Add a photo or video to your Page's story to Our ;onference_aims Reach 115 % Invite Friends to Like Your Page

engage your audience to reinvigorate tired ... Engagainients 15

4 December )
@ ADD A STORY /i Posts to Page
We are finally Reach 668
ready tf: reveal the ... Engagements 109
P W P 14 November e Posts
°
i Humanising the Reach 0 :l
I @] < 11 @) <

11 @) <

Remember your Facebook Pages Manager?




Other Analytics

« Monitor the performance of your Facebook
ads

« Desktop > Ad Centre
* Mobile > Pages Manager (app)
* Promote > Manage
* Tools > Ads Management
* Mobile > Facebook Ads Manager (app)

* There are other advanced analytics and new
tools being introduced each year

* You can do anything but you don’t have
to do everything!




Facebook Insights Challenge

: Send us a screenshot Don’t send link to
\(/:vgnmtqglz(;% IIhyeOU of your Facebook friends and family, see
Griffith Digital Badge Business Page how your page grows

Insights “organically”




Vary your posts to see what works

Use relevant #tags to increase

H oW {0 exposure and drive traffic

Improve User
Engagement

Create bUZZ f()r E.g. competitions, votes,

events, offers with call to

engagement action




Koalar Training

Create Page @username

Home
Services

Posts

v See more

T

Visit Ad Centre

Koalar Training
S5mins - @

Our talented barista Marisol has been experimenting with new coffee art.
We need your help to name this beautiful cup. ¥+

The most liked name will go into our menu PLUS the post owner will
receive a free week of coffee on us! = = =

Please submit your name in the comment box below. Tag your friends to
like your comment. &2




How to Solicit and
Address Reviews

» Ask for help — tell your customers how
important reviews are for small businesses

« Send a personalised thank you email and
solicit review

» Better, get your customer to like and follow
your page + review whilst visiting your
business

« Offer reward as motivation to review

e.g. show review and get a prize/discount




Martin W.

o

Get Wet Surf School

4.6 JHk kI ssreviews

| did the 2-hours rookie session as | had no experience in surfing at all. Having stayed in
Brisbane, Get Wet was very helpful in providing directions for public transport and even gave an
unplanned pick-up as | had mistakenly disembarked the bus at the wrong bus station. The
surfing lesson itself was good fun with sufficient trainers to look after the group, thus allowing
quick progress and success. All in all very recommendable!

No Response from the owner

(Original) Response from the owner

Hi Martin, thank you so much for taking the time to leave
this fantastic review for us. It really helps a small local
family business like ourselves so we really appreciate it!

(Common) Response from the owner

Thank you for the review.

Every touchpoint is an opportunity to sell

(Revised) Response from the owner

29 days ago

Hi Martin, thank you so much for taking the time to leave
this fantastic review for us. It really helps a small local
family business like ourselves so we really appreciate it!
We have a special full-day program for returning students
to master their surfing skills. Visit our Facebook page for
more information. Hope to see you again soon! — Carla,
Get Wet Surf School




lorinman
San Diego,
California

[4 4 1@ 4

@OOO0) Reviewed 20 August 2019
Really bad tour

Review of: Glow Worm Cave and Natural Bridge Tour from Gold Coast

The brochure for this tour at our hotel said the group would be from 10-12 people. Our group
had 22 people and the experience suffered greatly for this. After getting picked up we went to 6
more hotels picking up more guests. Our guide had trouble finding one of the hotels so the pick
ups took 45 boring minutes. The van had very small crowded seats.

Original Response

Coastal65648779355, Director of Sales at Roo Tour
Group, responded to this review

Responded 12 September 2019

Our brochure doesn't say how many people will be on
board? We have all sizes of coaches from 15 seaters

to 60 Y ] ¢ H ai
LR Your response IS not 1or the complainer

it but for the potential customers
very busy showing them Springbrook National Par

the Natural Arch and the Glow Worm Colony. | actually
find the walk in quite an adventure!! But we are all
different hey. I'm sorry you didn't enjoy your tour. If
you return, do let me know and I'll choose for you next
time!... with JPT's compliments of course!

Revised Response

Mathias, Director of Sales at Roo Tour Group,
responded to this review

Responded 23 August 2019

Hi Lorinman, thank you so much for taking the time to
inform us of the problem. We pride ourselves on great
customer service and are therefore disappointed that
this happened to your group. We have had groups
similar to yours who preferred to travel together in a
larger coach. Based on your feedback, we will ensure
that we communicate with large groups like yours on
your needs and preferences in the future. Your
feedback has helped us to improve, so thank you
again.




—

Review Challenge

‘\

« Compulsory If you want to earn the
Griffith Digital Badge

« Send us 3 screenshots of how you
address reviews (any platform)

® y




Women entrepreneurs:

SO C | al * lack self-confidence in digital competences

M d g « are more likely to experience online bullying,
e |a stalking, trolling, defaming and harassment

Wellbein 0 » can experience burnout from the increasingly

flexible digitalized work and personal lives




Social Media
Wellbeing

« Continue lifelong learning, such as giving
yourself the time to attend this workshop

» Be part of women business network:
encouragement and support from other
women are important

« Drawing line between flexible digitalized
work and personal lives

« Domesticate or “tame” digital tools — make
it work for you!




Network Challenge !

Be part of women business network:
encouragement and support from other women
are important

1. What women business networks do you
already know of?

2. Connect and follow them on social media

3. Send us a screenshot of the network you are
part of







What We Haven'’t
Covered

* Video
« Setting Up a Website

« Facebook/Instagram Advanced
Marketing

 Selling on sharing economy
platforms (e.g. Airbnb)

e LinkedIn




Where to from Here

» Post-workshop survey: tell us what
you need

» Self-led Facebook group to
connect, collaborate and share

« Group photos!




