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We're DS. A team of destination specialists setting y
new standards for destination branding, marketing

and management. We're all about transforming A
places, destinations and experiences so they thrive.
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Strategy & Impact
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Brand, Marketing &
Campaigns




WELCOME

Today's session is all about setting the scene. This is the first in our social media
masterclass series, and has been designed to spark ideas, highlight key concepts, and
kick off some useful discussions - no matter where you're at in your social media
journey.

BEN ANDREWS

« 10 years experience working in destination
marketing with a focus on organic social media

« With the help of the digital team, currently
manage 8 client accounts across 32 channels

« Bit of a numbers guy - metrics that matter




DON'T FORGET YOUR PERSONA

Having a single persona keeps content focussed and consistent, making it easier to
create content and posts that truly resonate with your ideal audience.
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TODAY’S SESSION







WHAT PLATFORMS DO YOU
USE?

POLL >> DISGUSS




WHAT THEY ARE G

§

« Broad reach « Visually strong content « Long-form video, tutorials, o Viral reach - FYP

« Sharing news, articles, and o Partnerships and storytelling, and vlogs « Short, snappy video
long-form posts collaborations « SEO - videos often rank in content

« Targeted advertising with « Visual storytelling Google search « Creative editing tools and
rich audience data « Building trust through music integration

« Driving engaged consistent, valuable

audiences to websites content



PERGEPTIONS




POST TYPE

Priority

Facebook

Instagram

TikTok

HIGH

Single image

Reel (portrait video)

Video (portrait)

Video (landscape)

Multiple image/
carousel

Multiple image/
carousel

Multiple image / carousel

Reel (portrait video)

Single image

Video (landscape)

Link Story
Album Live
Share Reel (comment)
Video

Text

Video (portrait)

Carousel



USAGE: AUSTRALIAN’S
SPEND 90HRS PER MONTH
ON SOCIAL MEDIA

POLL >> DISCUSS




AUSSIE USAGE

Average hours per month
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A 4

17

Source: AdNews



WHAT PLATFORM SHOULD
MY BUSINESS BE ON?

It's not about choosing one, two or all platforms -
it's about choosing how you create content and
what you want to achieve.
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CHALLENGE1+ =

CHALLENGE 1.

A 4
Review the top Post Types for each Open a new channel - Facebook,
platform. Instagram, YouTube or TikTok.
ldentify higher priority post types that you Publish 2 posts between now and the next
can increase on your channels. masterclass.
Post 2-3 high priority post types and Monitor performance.

compare performance to your other posts.






WHAT ARE YOU TRYING TO
AGHIEVE ON SOCIAL MEDIA?

POLL >> DISCUSS



VILLAGE
FRAMERS

Village Framers is a small framing business
located in Brighton, Victoria.
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Owner Clinton describes his experience creating
content for social media and the result.
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VILLAGE
FRAMEHS =




VILLAGE
FRAMERS

T month

31 pieces of content across 2 channels
915,000 views

8,000 new followers




FUNNEL

TOP OF FUNNEL

Awareness

BOTTOM OF
FUNNEL

Conversion/

Sales

Increased visibility of brand through captivating
content.

Continue to feed our new audience engaging
content - educational pieces, blogs, stories,
opportunities to respond (Q&A).

Call to action to purchase product, create
packages for your audience.



START AT THE TOP
OF THE FUNNEL

While most businesses ultimately want sales (bottom of funnel), the best results
come from starting at the top. Algorithms are getting better at surfacing content
that drives conversions, but awareness and engagement still lay the foundation.

Building trust and interest early on creates the momentum that leads to action.
Focus on creating content that pulls people in, then guide them toward the sale.

Followers want value. Entertainment. Education. Access. Identity. Something
that makes their feed better by having you in it.
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GASE STUDY:
BLUEYS GELLARS

A small bottleshop in a coastal village on the
mid north coast.

Increase foot traffic to the cellars and change its
perception of an expensive boutique bottleshop.

Focus on Top of Funnel and increasing overall
visibility and awareness through a change in
content style.

Delivered content that leveraged its greatest
asset - its location and its community. Once

visibility and engagements were established,
Introduce bottom of funnel conversion posts.

Increased sales of wine (6 and 12), positive WOM
through store and online (tags and reviews),
iIncreased foot traffic in store outside of holiday
period.




GCHALLENGE 2.

Top of Funnel content:

Create and publish 2-3 posts which are not about
selling your product or service.

Think entertainment, education, access (behind the
scenes). Something that makes their feed better by

having you in it.

Measure performance and compare to bottom of
funnel / sales heavy posts.

§






GREATING GONTENT
WITH PURPOSE

Knowing what content to post can feel overwhelming. Trends
change fast, and it's easy to feel like every platform wants

something different. But here's the good news: your audience
will show you what's working. You just need to know where to

looK.
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TOP PERFORMING
POST




WHAT SOCIAL MEDIA METRICS
ARE IMPORTANT?

POLL >> DISGUSS




SOGIAL MEDIA
ENGAGEMENT METRICS

2020
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SOCIAL MEDIA
ENGAGEMENT METRICS
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SOCIAL MEDIA ENGAGEMENT METRICS [ :

Saves Low High Saves have become a strong indicator of content value and relevance, signaling to
algorithms that users find the content worth revisiting.

Shares Medium High Shares are now critical for organic reach and virality. Content that is widely shared
indicates resonance with audiences, prompting algorithms to boost its visibility.

Comments High High Comments continue to reflect active engagement and community interaction. In-
depth discussions and feedback in comments are valuable for understanding
audience sentiment and fostering relationships.

Direct Messages Low Medium-High DMs have emerged as a significant engagement metric, indicating personal
interest and fostering one-on-one interactions. Brands are leveraging DMs for
customer service and personalized marketing.

Likes High ‘ Medium While likes are still a measure of approval, their importance has diminished as
platforms focus more on metrics that indicate deeper engagement, such as saves
and shares.

Follower Growth High ‘ Low Follower count is now considered a vanity metric, with less emphasis placed on

quantity and more on the quality of content and the resulting engagement.

Reach High High While once an indicator of high engagement, reach can now signify that platforms
deam content worthy of distribution to audiences outside your following.

Views Low-Med High Introduced to all post types and viewable to audiences, views now carry great
social proof that content is resonating with an audience.



GHALLENGE 3.

Find your top 5 performing posts in 2024. Hint: Use
Meta Business Suite Insights.

Choose one post to duplicate and repost - be sure
to update any timely information.

Review results of the post.
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VERTICAL VIDEQ:
THE NON-NEGOTIABLE FORMAT

People are watching with sound off, scrolling fast, and swiping
vertically. So meet them where they are.



HOW OFTEN DO YOU POST
VERTICAL VIDEO?

POLL >> DISCUSS




WHY IT MATTERS

It's the most important content format right now. Why?
Because it's the content format every platform surfaces to

new audiences.

Reels, TikToks, Shorts - they're all built on interest-based
algorithms, and all can reach non-followers. That's how you

grow.

If you want brand awareness, vertical video is the vehicle. You
can (and should) make carousels and static posts, but they're
for retention and engagement. Growth? That comes from

video.




YOU GAN POST THE ¢
SAME VIDEOS EVERYWHERE

This Is where people overcomplicate things. You can post the
exact same short-form vertical video on Instagram, TIKToKk, -

YouTube Shorts and Facebook Reels. .

O®REC

Will there be moments where certain content pops faster on
one platform? Sure. But the core idea still travels. People use
all the apps. Nobody becomes a wildly different human when
they switch from Instagram to TikTok. Good content works
across the board.




IF YOU HAVE THE CONTENT, @
WHY NOT USE IT?

Most brands already make Reels or TikToks. Why not post
those same videos to Facebook Reels and YouTube Shorts?

Why not get extra reach and build a presence with literally zero
extra production cost? The lift is minimal. Post the video. See
what happens. There is zero downside to trying.




WHAT ARE YOUR BIGGEST
BARRIERS TO GREATING
VERTICAL VIDEO?

POLL >> DISGUSS




CHALLENGE 4.

Those who post vertical video:

Find a vertical video you have published on
a single platform.

Repost it on to another social media
account.

Don't have another account? Start one.

Measure results, especially views and
reach.

CHALLENGE4+

§

Those who don’t post vertical video:

Create and upload 2-3 vertical video
pPOSts.

Ensure posts are published to at least two
of your channels.

N
y

Only have one channel? Start another one.

Measure results, especially views and
reach.



RECAP

Consider the platforms you currently use - could you add more?

What post types are you utilising? Do you have an even spread?
What are you ultimately trying to achieve on social media?

Are you focussing too much on Bottom of Funnel sales and neglecting Top of
Funnel awareness?

Are you measuring your performance?
Are you optimising your posts based on performance metrics?

Are you producing/publishing video content?

Can you look for ways to extend the reach of your videos by sharing them on
multiple platforms?
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GHALLENGES: ¢

« Review the top Post Types for each platform. « Open a new channel - Facebook, Instagram,
. Identify higher priority post types that you can YouTube or TikTok.

increase. e Publish 2 posts between now and the next
« Post 2-3 high priority post types and compare masterclass.

performance to your other posts. - Monitor performance.

e Create and publish 2-3 posts which are not about selling your product or service.

e Think entertainment, education, access (behind the scenes). Something that makes their feed better by
having you in it.

« Measure performance and compare to bottom of funnel / sales heavy posts.

o Find your top 5 performing posts in 2024. Hint: Use Meta Business Suite Insights.
Choose one post to duplicate and repost - be sure to update any timely information.
o Review results of the post.

Those who publish vertical video: Those who do not publish vertical video
o Find a vertical video you have published on a single o Create and upload 2-3 vertical video posts.
platform. e Ensure posts are published to at least two of your
o Repost it on to another social media account. channels.
« Don't have another account? Start one. o Only have one channel? Start another one.

o Measure results, especially views and reach. o Measure results, especially views and reach.






MASTERGLASS #2

Review of Masterclass #1 Challenges

Content plans and schedules

Content - created, commissioned, user generated and partnerships

Community Management

Participant topics
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Sydney
Suite 4A4, 410 Elizabeth St
Surry Hills NSW 2010

QUESTIONS

Ben Andrews
Head of Digital BA
Experience

E: ben@destinationstore.com.au
M: 0407 252 991
W: destinationstore.com.au

DESTINATION STORE
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