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Acknowledgement of Country
In keeping with the spirit of reconciliation, I acknowledge the Traditional Owners of the 

lands where we now stand – and acknowledge that these have always been places of 
teaching and learning. I wish to pay my respects to their Elders – past, present and 

emerging – and acknowledge the important role Aboriginal and Torres Strait Islander 
people continue to play within the community.



For fun - social media pop quiz

Which social media 
platform is most 
popular in Australia?

TikTok

Faceboo
k

Instagram

The fastest growing 
social media platform 
in Australia?

Instagram

Snapchat

TikTok

How many 
Australian’s claim to 
have made a 
purchase via S/M?

TikTok

Faceboo
k

Instagram



How to build impactful Social Media 
platforms - organically

• Since commencing with Primary Care Connect, I 
have made the decision to only run an organic S/M 
strategy. Ads can and will work, but while you are 
establishing your S/M and online presence, you need 
to know what content is really resonating with your 
audience/local community/potential clients. This is 
much more difficult to do if you are running paid 
content as well.

• Understand which S/M platforms will work 
best for your sector and build them all at 
once. For Primary Care Connect, we have 
found that Facebook and LinkedIn, for 
different reasons, are the most effective in 
terms of reach and engagement. (We do 
however continue to build our Instagram 
page through Meta Business)



How to build impactful Social Media 
platforms - organically

• People respond to people. And people 
choose your organisation based on trust. 
Knowing who is in your organisation, and 
who has used your services, will establish 
trust and you’re more likely to see your S/M 
followers use your service if they know who is 
in it. We need to remember that our 
organisations are microcosms of our broader 
community particularly in a regional setting, 
where, so the saying goes, “everybody knows 
everybody.”

• An effective and organic S/M strategy will 
only work if you expand your audience. PCC 
has an audience of 2,000 followers on 
Facebook, but generates an average weekly 
reach of over 7,000 people. This is because 
we have strategically targeted other local 
pages, service providers and community 
groups/neighbourhood houses to push our 
messaging out there.

KEY TAKE AWAYS
• PEOPLE RESPOND 

TO PEOPLE
• WHAT’S IN IT FOR 

THEM?
• WHO IS IN YOUR 

TEAM/WHAT DO 
THEY DO/WHAT 
DO THEY LIKE? 
GET PERSONAL!

• JOIN AT LEAST 
THREE OTHER 
PAGES 
(COMMUNITY 
GROUPS, 
STAKEHOLDERS) & 
ALWAYS SHARE 
YOUR CONTENT!



Establishing your S/M strategy - Series of 
content

So what do you post, and where do you post it to?
Knowing that people respond to people, and that people establish trust - we developed a number of 
‘series’, where we can ‘bank’ up posts and use Meta Business to schedule.
We actively targeted local pages including the Shepparton Community page, Mooroopna Community 
page, Neighbourhood and Community Houses and this year established connections with Cobram, 
Yarrawonga, Murchison and Violet Town community pages and neighbourhood houses. 
We can now schedule one post that is shared with up to THREE different community pages at a time. 
Increasing our potential reach from 2,000 people to up to 200,000 individuals within the communities 
we are targeting!

What’s On Testimonial Tuesday Wellness Wednesdays Meet OUR team!



WHY EVEN 
WORRY ABOUT 

SOCIAL MEDIA?

HOW WILL THIS 
IMPACT ON 

BRAND 
AWARENESS & 

CLIENT 
INTAKE?
Introducing the Marketing Metrics Funnel



Overarching  

Overarching 
Marketing Framework



Last year, the top search engine in the world 
Google, reported that 40% of Gen Z is using 
social media platforms for search instead of 
Google.

Why this matters to you?
The need for hashtags, especially on Instagram, 
YouTube, LinkedIn and Facebook is now more 
important than ever before. Your hashtags will 
show up in searches so its important to make 
use of them!

Emerging & Current Trends

• The rise of social media search 
optimisation

#primarycareconnect  
#communityhealth
#caringforcommunity

#aod
#alcoholandotherdrugs
#endoverdose

SEARCH TRENDS

KEY TAKE AWAYS

• Social media platforms are the new 
Google for Gen Z

• Your hashtags will help direct users to 
your content when they search - so 
make sure you use them...ALWAYS!



Emerging & Current Trends

• The algorithm has changed - shares rule over likes (and even 
comments)It is official, the CEO of Instagram has officially declared that the algorithm has changed, with both 

Meta and Instagram now placing more weight on posts that are shared, over likes and comments. 
This means that our social media community will grow more significantly if we get more people to 
share our content, rather than focusing on likes and comments.
Why this matters to you?
Taking the time to join public community groups will allow you to post directly to their page (upon 
admin approval), which counts as a share!
On average we try and share 5 out of 7 posts to at least three different pages.



Thank you for having me along to present to you about my 
passion!

I am more than happy for you to reach out at anytime!
Shara Scott

Marketing & Communications Coordinator
0476 044 455

SScott@primarycareconnect.com.au


	Default Section
	Slide 1
	Slide 2: Barwon Health
	Slide 3: Barwon Health
	Slide 4: Barwon Health
	Slide 5: Barwon Health
	Slide 6: Barwon Health
	Slide 7: Barwon Health
	Slide 8: Barwon Health
	Slide 9: Barwon Health
	Slide 10: Barwon Health
	Slide 11: Barwon Health
	Slide 12: Barwon Health
	Slide 13: Barwon Health
	Slide 14: Barwon Health
	Slide 15: Barwon Health
	Slide 16: Clubs 
	Slide 17
	Slide 18
	Slide 19
	Slide 20: How to brew Harm Reduction resources:
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47

	Right Click for Option
	Slide 48: Lesbian, Bisexual and Queer (LBQ) women’s help seeking for alcohol, smoking and vaping: data from the Qsox Study 
	Slide 49: Acknowledgement of Country
	Slide 50: LBQ women & substance use
	Slide 51: Factors influencing help seeking for alcohol and nicotine use 
	Slide 52: e.g. ALICE study LBQ women and alcohol 2013-2015
	Slide 53: The Project
	Slide 54: Project team & funding
	Slide 55: Recruitment
	Slide 56: Methods
	Slide 57
	Slide 58
	Slide 59
	Slide 60: Methods
	Slide 61
	Slide 62: Read More
	Slide 63
	Slide 64: Read more
	Slide 65: Grant, R., Mooney-Somers, J., McNair, R., Pennay, A., Segan, C., Power, J., & Bourne, A. (2025). Psychological, social and cultural influences on smoking among lesbian, bisexual and queer women.   Tobacco Control, tc-2024-059039. https://doi.org
	Slide 66: Help seeking 
	Slide 67: Barriers and enablers to help seeking –  4 themes
	Slide 68: Awareness – of problem, of available supports
	Slide 69: Shame – strong barrier to help seeking ‘embarrassment, guilt, weakness, ‘this isn’t that bad, you can handle it by yourself’ Experiences of HCP not raising AOD use in primary care and in mental health care.   
	Slide 70: Agency – a very strong enabler, and barrier
	Slide 71: Queer agency
	Slide 72: Trust – a requirement and an antidote to shame
	Slide 73: Lessons for healthcare providers and system – beyond LBQT inclusiveness 
	Slide 74: The last word
	Slide 75: Thank you

	Welcome
	Slide 76
	Slide 77: Who am I? and why do I have all of these questions?
	Slide 78: Who did I visit in the UK, USA, Canada, Europe and The Phillipines?
	Slide 79: Drug Usage is Complex, common, legal and illegal. 
	Slide 80: Data and its reliability, its complex…
	Slide 81: Drug Treatment Outcomes, its complex
	Slide 82: Context is key in this complex area
	Slide 83: Drug policy is complex, the more I learn the less I know for sure.
	Slide 84: Legalisation or Not? My conclusion is????

	Search for 3D Models
	Slide 85: Joe Coyte
	Slide 86: Culturally Centered Care: African Youth and Families
	Slide 87
	Slide 88: Cultural and Structural barriers
	Slide 89: The Nas (People) Theory of Care
	Slide 90: The Support Spectrum: Individual, Family, Community, & Beyond
	Slide 91
	Slide 92
	Slide 93:   
	Slide 94: Finishing Strong- Let’s discuss!
	Slide 95


