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Welcome 
and 
facilitator 
insights

What drives my interest in this topic?

What has been my journey in retail 
and the role I play today?

What you can expect of me?

What are my expectations of you?



KEY CONCEPTS
The following concepts will form the foundation of the knowledge you will gain 

within this unit 

Social Media Trends & 
Strategy

Social Media platforms

Content Planning & Tips



1. SOCIAL MEDIA TRENDS & STRATEGY



Social Media Trends in Australia

18 million social media users in Australia

Facebook is still the most utilised social media 
platform (16 million active users). 

Instagram sits at 9 million active users.

99% of users access social media regularly from their 
mobile phones

33% of users in Australia will turn to social media to 
gather information about a brand before they buy

How much time are you spending on your phone per day? 
(HINT: See Settings Screen time hours & %)



Optimising social strategies –
what is the business value?

67% of business attribute improved customer engagement to 
social media activities

41% attribute sales/revenue directly to their social media activity

39% measure ROI through Social Media Engagement Metrics



Social Commerce for Retailers
There is a distinct difference between Social Media 

and Social Commerce.

SOCIAL MEDIA

• The range of tools that allow 
people to communicate easily 
via the internet to share and 
connect

SOCIAL COMMERCE

• Effective employment of these social 
media tools to generate conversions 
and maximise sales. It is about using 
social media to facilitate commerce

Social Media Optimises The Reach Of: 
ADVERTISING

WORD OF MOUTH
CUSTOMER SERVICE

PR



Social Media as Digital Word of Mouth

90% of customers 
trust peer 

recommendations

83% of online 
shoppers will 

share information 
about their 
purchase

The number of 
UGC creators will 
reach 114 million 

globally

75% of Australians 
call on social media 

for opinions on 
brands

User Generated Content (UGC) facilitates social commerce



Managing purchase interactions
The way we interact with our customers online has a dramatic impact on their 
conversion to sale and connection with the store.
CONSIDER THE FOLLOWING SOCIAL MEDIA POINTS TO CONNECT  TO YOUR CUSTOMER.

Social recommendations

Influencer interactions

Product information and Pricing

Ratings and reviews

Social shopping links to purchase

Location based marketing

Visual tools - Augmented reality, Videos and imagery

Post purchase research 

Customer Service



What’s working 
and what’s not

Who is engaging 
with you

Which networks 
your target 

audience is most 
active on

How your strategy 
compares to the 

competition 
and/or your peers

Review current Social Media

If you’re already using social media, 
take a step back and look at:



ACTIVITY – Social strategy success
Workshop Activity

1. Describe your social media 
experiences to the person next to you

2. What do you mainly use it for?

3. What social media do you think your 
customers currently use? 

4. What social media do your 
competitors use?



Who is you target market 
customer?  

Some profile question prompters….



Who are your social media customerw? 
What do you know about them? 

[Persona name] [Persona name] [Persona name]

Example job title(s) [What sort of job titles would this persona 
have? List them here]

Needs(s) [What would they be looking to do with, or 
get out of your product/service/business?]

Pain Point(s) [What is their number one challenge (that 
you can solve for them?]

Prefered social 
network(s)

[What social media platform does this 
person use most often, i.e. where is the 
best place to connect with them?]

Unique Characteristic [XXX]

Budget (for your 
product/service) $[XXX]

[Other characteristic, 
e.g. age, sex, location, 
etc.]

[XXX]

[Other characteristic] [XXX]

Fill in the blanks for your business – Give your customer groups a fun name! 



2. SOCIAL MEDIA PLATFORMS



Understanding the Algorithm
• Interest: Your social media feed isn't only based 

on who you follow, it's also based on the 
accounts and types of posts you've liked 
historically.

• What you see in your feed is a combination of all 
of your social media behaviours. The accounts 
you interact with the most, the people you are 
tagged in photos with, and of course, the type of 
posts that you like and comment on. It's also 
based on what you’ve said with your phone in 
close vicinity (your apps settings)

• This is why consistently showing up on social 
media is so important.

• It sends positive signals to the algorithm - and 
gives your audience more opportunities to 
interact with your content.



Understanding the Algorithm

• Following – How many people do you follow on 
social media, the more you follow, the more 
Facebook/Instagram have options to choose.

• Also remove inactive or fake followers, they harm 
your ranking

• Social media platforms want the user to have the 
most positive experience they can by showing the 
user information that they feel is relevant to them.

• We'll never fully understand  the science around it 
but what we know is that it's super important that 
you are posting content relevant to your audience.



• People whose content you like
• People/Businesses you search for
• People you know or message
• Share the love of other small local 

businesses (refer, shout out!)

Understanding the Algorithm
• Relationship: The Algorithm wants to prioritise posts from your friends, 

family and accounts that you care about
• So in order for Facebook and Instagram to show you what you want, the 

algorithm uses your interactions to piece together who is closest to you.
• Timeliness: Not  only does the algorithm pay attention to how many likes 

and comments your lnstagram post gets, but it also looks at how long ago 
the photo was posted .

• The algorithm cares about when you posted, because it always want s to  
serve your audience the latest, most interesting posts.

• How do you know what time to post?   Knowing and understanding your 
target audience and their behaviours is key here!





Promote Your Business 
Locally

Ensure you select a BUSINESS not personal account  - far more tools
Add your business location to your Page
Before you can promote locally, you'll need to tell people where to go.

Go to your Business Page and select Settings.
On the left menu, select About.
In the right corner, select Edit Page Info.
Fill out the address information and close the window.



Optimising your results from 
Facebook

• Posts -Photos, videos, events, polls and more. When you 
post to your Page, your post also gets distributed via News 
Feed and may reach a larger audience.

• Stories -Interactive photos and videos that are visible to 
your audience for 24 hours. People can watch Facebook 
Stories at the top of their Facebook News Feed or Facebook 
Messenger.

• Messenger. Gives you the opportunity to connect 
privately with your audience. Respond quickly and 
consistently to earn trust and foster loyalty.



Keep it short 
with clear call to 
actions

The easier it is 
for your fans to 
read, the more 
likely they are to 
respond

Facebook best practice

3



Ways to Get the Best out 
of Facebook

Respond quickly and thank fans – genuine recognition goes a long way

Don’t “like” your own posts but do “like” others comments

Incentivise the sharing of content to start the viral movement

Reward fans for tagging your facebook page on a post

Offer exclusive content and promotions

Integrate into other facets of your online presence, to your website





How to start on Instagram
1. Download and launch the Instagram app
Install (iOS from the App Store, Android from Google Play store or Windows 
Phone from the Windows Phone Store). Tap to open it.

2. Let us know who you are
Tap Sign Up, then enter your email address and tap Next, or tap Log in with 
Facebook to sign up with your Facebook account.

3. Set up a free Business account
Within the app, find settings, then scroll down to Switch to professional account 
and choose Business. Once you have a business account, you can add pertinent 
business information such as your email address, business address or a phone 
number.

4. Post and follow users
Start posting content that you'd like potential followers to see using relevant 
hashtags, and start following similar accounts.



How to start on Instagram
BUSINESS PROFILE
• Include useful, relevant information about 

your business
• Encourage people to learn more about you 

with a complete profile that includes a 
description of the business and a profile 
photo that communicates your brand.
• Once you've set up your business account, it's 

a good idea to complete your profile as soon 
as possible. To do this, go to your Instagram 
profile and tap on the Edit Profile button. 
From there, you can add a profile picture, 
website link, bio, business category, contact 
options and a call-to-action button.



The importance of #HASHTAGS
• What are they for? – SEARCHING
• Its one of the best ways to get discovered by 

new audiences, more engagement and followers
• Research keywords (check how many being used 

if over 200,000 probably too general) – Niche is 
better
• Key hastags (keywords/phrases) that describe 

your business, industry, products, services, 
customers, inspiration. eg:#fashionshoesbrunswick
and add to the post
• Note: There are some banned hashtags 

(Instagram rules on certain offensive words)

DO: Try to build a list of 50 alternative keywords/phrases for your products/services





YouTube

People are watching 2 billion videos a day on YouTube

52% of users visit YouTube at least once a week

An average user spends 15 minutes a day on YouTube

You tube videos are easily embedded into facebook and linked through 
twitter

An effective way to encourage the sharing of content and drive twitter 
followers, facebook fans, brand recognition and importantly sales!



YouTube - uses

PROMOTION/ADVERTISING

CONSUMER FEEDBACK

ENGAGEMENT

PRODUCT EDUCATION/TRAINING

Many people prefer to watch a video than 
read content



1. Sign into your company's Google account. If you use Gmail for your business 
email, you'll use the same username and password for your YouTube account 
that you use for Gmail. Alternatively, you can create a new Google account 
that you use solely for YouTube business purposes.

2. Once signed in, visit YouTube's homepage. Double-check that you're signed 
into the appropriate business account (Not your personal YouTube account).

3. Click on your Google account's avatar. You'll find this in the top right corner. 
It's a small circle containing your picture (or your company's logo if you've set 
that as your email address's picture).

4. Click on "Your channel." This option will appear in the dropdown menu that 
displays when you click your avatar. It's the top option in the icons.

5. Choose "use a business or other name." You'll need to select this option to get 
started with a business YouTube account. Then enter your company's name.

6. Click "Create." Then, voila! You have a business YouTube account.
7. Film your first video – Your story, demonstrate your products etc!

Create your retail 
business YouTube account



Snapchat – Short quick images and text 
that has a very short life span, disappears 
instantly once viewed. Also a younger audience. 

TikTok – Used by younger customers and 
brands, Short videos that use of humour, 
dance, singing. Can be useful for sharing. 

Other Social Media Platforms 
to consider…

Pinterest - A great visual inspiration “pinboard” to 
share ideas, images, new ranges, visual merchandising, 
product uses (great for food, home and fashion



Twitter – A “current news” 
platform, good for updates, opinions, 
events etc. Short statements work best 
and some imagery. 

LinkedIn – Useful for Professional 
networking and industry connections, company 
announcements, PR, events, news, resource, 
employment opportunities etc 

Other Social Media Platforms 
to consider…



3. CONTENT PLANNING & TIPS



Awareness: When the customer 
first learns about a business or 
product.
Consideration: When the 
customer becomes interested in 
a business or product.
Conversion: When the customer 
decides to buy a product or 
service.

Customer Journey

Thoughts….Your marketing efforts are meant to help move your target audience along this 
journey. Marketers often refer to this process as a funnel. 
The term "funnel" is used because the number of prospective customers gets smaller as they 
move from awareness to conversion.
Even if you selected your target audience well, not everyone will become your customer. 
Not everyone who's aware of your product will consider buying it, and not everyone who 
considers buying it will. 
Maybe they already chose to do business with a competitor, or maybe the time just isn't right



How to use Social Media 
in the Customer Journey

Awareness
At the awareness stage of the customer journey, you want to reach as 
many people in your target audience as possible. Focus on imagery of 
your products and services that will prompt people to pause and learn 
more. You can also include general information about your business, and 
basic descriptions of your products or services.

Consideration
Once people are aware of your business, you want to focus more on the 
specific benefits of your products and services. This is a good moment to 
talk about how your products and services differ from those of 
competitors, since customers may be comparing brands.

Conversion
Finally, at the conversion stage, you want messages that remove the final 
hurdle to purchase. For example, promotions and special offers that 
prompt your customers to act now.



Business objective Social media goal Metric(s)

Grow the brand
Awareness
(these metrics illuminate your current 
and potential audience)

Followers, shares, etc.

Turn customers into advocates
Engagement
(these metrics show how audiences are interacting 
with your content)

Comments, likes, @mentions, etc.

Drive leads 
and sales

Conversions
(these metrics demonstrate the effectiveness of your 
social engagement)

Website clicks, email signups, etc.

Improve 
customer retention

Consumer
(these metrics reflect how active customers think 
and feel about your brand)

Testimonials, social media sentiment, average 
response time (for social customer 
service/support) etc.

Social Media Business Goals 
& Metrics 

Fill in your own Objectives and goals!



What is your story?
• The business started because of you – Why?
• What was your vision?
• What is the personality of the business/owner?
• Describing words – fun ,corporate, relaxed, 

expert, inspired etc
• What are my business objectives?
• Who is my audience?
• What makes my business unique? (Why should 

people buy from you?)
• How do you want your customers to feel about 

your business?  
• What is your Hook? – interesting fun facts!



CONTENT: What they see, read, watch and hear
Producing content, is a great way to connect with a new 
audience, create community, and market our product 
strategically.
We already know much about what content we need to 
create:
We generally know what content types our audience 

likes 
We also know the channels our audience are likely on
Now we need to look at how to create consistent, clear 
and concise content that connects with our audience on 
a regular basis.

CONNECTION: What they feel, learn and understand
CALL TO ACTION: What they are asked to do to move 
them along the journey

Social media content planning



DO: Brainstorm some ideas (also with your team) that you could consider for the 
next month to create content in each of these pillars



Building Content Ideas 
from Trends
Create a collection of posts from businesses in your industry to track trends

Save posts to stay aware of trends in your industry. For example, if you're a 
hairstylist, you can save cutting-edge styles from industry leaders and see how looks 
change over time.

You may want to save:
• Stylistic trends, such as product shots, behind-the-scenes footage, testimonials or reposts.
• Topic trends that are relevant to your industry, such as any current news or community 

events.
• Hashtag trends that relate to your audience or industry.



COLLECT CONTENT – photos, jokes, stories, 

products, customers, employees, facts, 

memes
SERIES - quote series / photo series / 
podcast / blog articles
TOPICS - lifestyle motivation / sustainable 
practises
FORMAT - text on picture / original 
editorials / audio / copy 
DESCRIPTION - describe each 
product/promo type in detail
CHANNELS - instagram / facebook etc

Content planning



Build community through 
posts, stories and messages

Share relevant content that's relevant to your audience so 
they are more likely to interact with it. 

Prompt conversations by asking questions. You can seek 
feedback on your products and services to learn from your 
customers and keep them satisfied.

Poll your audience. Create polls or contests for your 
audience. That way, you can learn about their preferences, 
such as which colour or service is their favourite



Pre- Scheduling Content

Saves time
Game changer
Plan content out (a month at a 
time and load all the week at once)
Facebook pages Manager App 
(Creator studio)

Can be edited anytime

Unplanned spontaneous content 
can still be added if an 
opportunity happens

It’s important to plan when you are 
going to post and if you can, pre-
schedule your posting so it is all 
organised without too much hassle.

How?
Make your own brand content 
calendar on a spreadsheet         
(see handout)

OR use scheduling software
https://buffer.com/
https://www.canva.com/planner
https://sproutsocial.com/
https://signupnow.hootsuite.com/



SOCIAL NETWORK
 

(MONTH/DAY/YEAR) TIME (EST) CONTENT TYPE TOPIC EVENT SOCIAL COPY (to be filled in 3 days before publishing) LINK NOTES (e.g., specific images, etc.)
WEEK 1:   

FACEBOOK  NEW  CONTENT POST  Easter  
CURATED CONTENT
PRODUCT SHOT
LIVE VIDEO
PROMOTION

INSTAGRAM STORY
ORIGINAL IMAGE
CURATED CONTENT

WEEK 2:   
FACEBOOK NEW  CONTENT POST School Holidays

CURATED CONTENT
PRODUCT SHOT
LIVE VIDEO
PROMOTION

INSTAGRAM STORY
ORIGINAL IMAGE
CURATED CONTENT

WEEK 3:  
FACEBOOK NEW  CONTENT POST Mothers Day

CURATED CONTENT
PRODUCT SHOT
LIVE VIDEO
PROMOTION

Social Media Content Calendar



1.Share daily or at least 2-3 times a week
2.Respond to as many comments as quickly as you can
3.Know the art of the hashtag for each channel
4.Entertain, inform first. Sell second
5.Use first person plural when talking about your company 

brand (We, Us)
6.Don’t Like your own post
7.Don’t post or tag photos of fans, customers, or employees 

without permission
8.Don’t tag people or pages that aren’t relevant to your post
9.Encourage but Don’t directly ask for Likes, Comments, or 

Shares
10. Shout out other local businesses or community initiatives

Social media engagement tips



Social Media - Customer Service

Address customer support issues.
• If you see a comment that you'd like to 

address privately, such as an order or 
customer support issue, you can move the 
conversation to Direct Messenger. 

• For example, you could respond to the 
comment with, "Thank you for asking this 
question. Please check your DMs (direct 
messages) for our response."

Address negative comments.
If you see a negative comment, you can:
• Acknowledge the negative comment.
• Apologise if it is appropriate.
• Solve the problem privately in Direct 

Messenger.



Social Media Tips

Be clear on Social Media strategy

Listen & Shape Conversations

Experiment 

Offer Real Value

Accept Mistakes



Your feedback, thoughts and 
questions

Let’s conclude with a general discussion 
and share thoughts and feedback.

What are you going to take 
back to your business?

Please complete feedback form at
www.retailinstitute.org.au/frs
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