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Acknowledgement of Country

In keeping with the spirit of reconciliation, | acknowledge the Traditional Owners of the
lands where we now stand — and acknowledge that these have always been places of
teaching and learning. | 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 The fastest growing How many

platform is most social media platform il Australian’s claim to

popular in Australia? in Australia? have made a
purchase via S/M?

TikTok Instagram TikTok
Faceboo Snapchat Faceboo
k k

Instagram TikTok Instagram



Connect with us

00060

How to build impactful Social Media

platforms - organically

« Understand which S/M platforms will work * Since commencing with Primary Care Connect, |
best for your sector and build them all at have made the decision to only run an organic S/M
once. For Primary Care Connect, we have strategy. Ads can and will work, but while you are
found that Facebook and LinkedIn, for establishing your S/M and online presence, you need
different reasons, are the most effective in to know what content is really resonating with your
terms of reach and engagement. (We do audience/local community/potential clients. This is
however continue to build our Instagram much more difficult to do if you are running paid

page through Meta Business) content as well.




ow to build impactful Social Media
olatforms - 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.
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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!
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Introducing the Marketing Metrics Funnel



Overarching
Marketing Framework

Marketing Metrics Funnel

Social Media

An effective social « Engagement and reach

- media strategy s Increase male audience

drives traffic to the * Increase audience from wider community (Cobram, Yarrawonga,
website Numurkah, Nathalia, Tatura, Murchison, Nagambie, Seymour)

jﬂ Website

An effective websit . ‘s .
\with the right conte s Unique visitors (new people to our website)

~will drive ror: * Number of overall visits
enguiries and phon = Hits (any time a visitor downloads a page, clicks a hyperlink, views

el a webpage or performs an action on our website)

ing journey

Community and Client Survey

* Where and how did you hear about us?
= Who is PCC?
* Would you use our service?

Phone Calls/Emails/Enquiries

Driving more traffic t
our website through o .
excellent social media « Numbers of enquiries trending up
content will generat
extra new encjuiri

jﬁ

Fsking mew enquirers How did you hear about us?

e th\fm Eﬁg{ﬂ 3;'3[] Record where each caller says they

measure financial heard about us to assist in
effectiveness of th calculating the effectiveness of eag

overall strateg campaign/initiative

Measure
*When the number of calls are tracked, and the financial
“where did you hear about us is recorded”, we effectiveness
can effectively measure the cost per enquiry, and e
cost per acquisition of a new client, which wiill ml-ﬂr:wr
greatly assist us in adapting the comms strategy xmﬁ?um
to ensure we are getting the maximum benefit
for individual campaign costs.

Mapping the consumer decision mak

Cost per enquiry (CPE)

Cost divided by no. of enquiries
Cost per acquisition (CPA)

Cost divided by no. of new clients




Emerging & Current Trends

 The rise of social media search
optiyaisatéonp search engine in the world .

Google, reported that 40% of Gen Z is using
SEARCH TRENDS Q

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!

#tprimarycareconnect #aod

#tcommunityhealth #alcoholandotherdrugs
#tcaringforcommunity #endoverdose




Emerging & Current Trends

* The algorithm has changed - shares rule over likes (and even

IC@Eﬂmﬂﬁn'hs)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!

| am more than happy for you to reach out at anytime!

Shara Scott
Marketing & Communications Coordinator
04776 044 455
SScott@primarycareconnect.com.au
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