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Welcome

Matthew Cassin
CEQO, Catholic Development Fund

CDF. Faith in Action.



Prayer of Acknowledgement

Holy Spirit, we call upon your divine guidance and blessings for our nation and this
gathering today.

As we meet in this room, we express our reverence for the traditional owners of
this land, both past and present, who's deep cultural and spiritual connection
enriches the fabric of our society.

With a focus on solidarity and the common good, may we nurture an environment

of respect and empathy for one another, transcending barriers faced by those
before us.

May our actions be guided by love and deep respect for all, fostering harmony and
unity within our society. Lead us on a path of reconciliation, justice, and mutual
understanding, that promotes the common good and the dignity of every human
person.

Amen
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Workshop Agenda

¢ 2:00 - 2:05 — Welcome (Matthew Cassin)

o 2:05 - 2:10 - Introductions (Kristen Sikora)

« 2:10 - 240 — Communicating our brand, mission & purpose; current strategies,
channels and success stories (open forum)

2:40 — 3:10 — The power of storytelling (Luke Buesnel)

3:10 — 3:15 — Short Break
3:15 — 3:45 — Social media and digital industry insights (Victoria Walker)
3:45 — 3:55 — Open forum: comments/questions/opportunities

3:45 — 4:00 — Summary and close (Kristen Sikora)
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Introducing Luke Buesnel

Story League
https://www.storyleague.com.au/
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The Chauvet cave Egyptians Greek myths The Bible William
paintings in France tell stories and epics Shakespeare

Social media The Internet Network TV Radio Magazines Newspapers
goes public
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THE MOST POWERFUL PERSON IN
THE WORLD IS THE STORYTELLER.

THE STORYTELLER SETS THE VISION,
VALUES AND AGENDA OF AN ENTIRE
GENERATION THAT IS TO COME.

Apple Founder
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ISRAIRCONITENT
FOR THE BEST?

Al CONTENT CREATORS:
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Save you Make editing Can create content
time easier in seconds

It's all about the efficiency gains.
But what about giving your audience a unique experience?
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Jenny Folley
A life dedicated to building communities and supporting business owners
Every entrepreneur knows that battle of turning an idea into a business. Typically, you start werking

from home (maybe even in the garage like Jeff Bezos) but with kids, housework and other
distractions, it's just not a place that allows for focus or future growth.

Seriously, where do you seat new staff members when the team builds? With no corporate black
credit card in your wallet, it's not as if you can spend big on a cold, oversized (and priced) office.
The obvious answer these days is setting-up operation in a coworking space, but there was a time
when this wasn't an option.

You can thank Jenny Folley, Managing Director of @WORKSPACES, for having a heart for small
business and the vision to bring coworking to Australia nearly forty years ago.

From Hong Kong to Brighton: How a work trip started a coworking space

The idea that spurred Jenny's passion for a mere community-based werkspace started in 1985, with her first business, Corporate Executive Offices (CEQ).
After a business trip with her husband to Hong Kong, Jenny saw the value in virtual offices.

“At the time my husband worked in these rudimentary offices,” Jenny shares, talking about her first brush with virtual offices, “they were not very well-
designed, but the idea was there—just a desk or room for your business—-and | thought it would be good to bring it to Australia.”

Jenny saw a gap in the market: she noticed that a lot of people in Melbourne were working from home. She also recognised how expensive commercial
leases were. More often than not, these spaces were renting out more square metres than entrepreneurs needed and tied them to lengthy contracts that
were too rigid for small businesses.

Helping entrepreneurs ease the stress of building their business became Jenny's inspiration. Jenny envisioned them getting out of their garages and into
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Email sequencing Combine two points into emalls for a six-emall campaign




0S) VISWALS
Each point could be a post 1n a swipeable carousel

SO IRUCHRYGEEE Each point could be a short video in a 12-part series
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GOOD STORIES TO USE

IN YOUR MARKETING













STORY IDEAS

Educational

Thought-provoking

Entertainment
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CONTENT STRATEGY

DECIDING ON YOUR END GOAL

UNDERSTANDING YOUR IDEAL CUSTOMERS AND COMPETITORS

BRAINSTORMING AND RESEARCHING CONTENT IDEAS

SETTING THE POSTING SCHEDULE
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Introducing Victoria Walker

WLKR Digital
https://wlkr.digital/
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Social media
insights

QO  WLKR...
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Social media
use in
Australia

APPS & ACTIVE MONTHLY USERS

Facebook: 19mil
Instagram: 10mil
LinkedIn: 6.5mil
Twitter: 5.8mil
Tiktok: 2mil

TIKTOK

Has seen the fastest growth in downloads out of any social
media platform, ever. Early adopter advantage is still an
opportunity for the taking for brands. Downloads were second
to only MyGovlID last year. Aus users spend more time on the
app (avg. 29hrs p/month) than any other country in the world.

BRAND RESEARCH

1 in 3 Australians will visit social media to find information
about brands, before making a purchase decision. On average,
a consumer requires 11 touch points with that brand before
making the final purchase decision.
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Social media
use in
Australia

INSTAGRAM

The second most engaged app after TikTok with an avg. of 8.3
hours of use per month.

82% of Aus users are open to discovering new brands or
products on the app.

89% have 'taken action in the moment' when seeing a product
or service on the app that interested them

REASONS FOR USL

1. Keeping in touch with friends and family (Messenger)
2. Filling spare time

3. News

4.Finding content (mainly videos)

5. Finding inspo for what to do and/or purchase

6. Finding like minded communities



FACEBOOK (INCLUDES
MESSENGER)

e 25-34: 24.2%

e 18-24: 19.2%

e 35-44: 18.3%
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Approx 55:45 female:male
Only 10% of users are active on Facebook,
and not Messenger.

INSTAGRAM

e 25-34: 29.2%
e 18-24: 24.3%
e 35-44: 18.1%

Approx 55:45 females:males




TIKTOK 05

e 18-24: 52.7%
e 25-34: 33.7%
e 35-44: 5.5%

Approx 60:40 males:females

LINKEDIN

e 25-34: 57.3%
e 35-54: 22.7%
e 18-24: 15.7%

Approx 55:45 male:female




Best Practice

THREE RULES TO FOLLOW ACROSS THE BOARD

OPTIMISE FOR
MOBILE

82% of users access on
mobile. Take up as much
‘'screen real estate’ as
possible (vertical
always).

1S IT VALUE
ADDING?

Every piece of content
should be value adding

to your target audience.

INDIRECT
MARKETING

Users should engage
with you because of
valuable content and
user experience across
digital.
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Trends for
23/24

VIDEO

Particularly short form.
AUTHENTICITY

No.1 factor is 'do our values align?"
ADDRESSING SUSTAINABILITY

Show rather than tell. Triple check accuracy.

ACCESSIBILITY

Captions. Alt text. Mindful of emojis. Inclusive language.

USER GENERATED CONTENT (UGC)

Continues to gain popularity and engagement. Less polished.
EMPLOYEE ADVOCACY

Advocacy programs = more brand awareness + job applications
'EDUTAINMENT'

Educational content continues to gain popularity.
INFLUENCERS REMAIN

Watched 13.2 times more than media and brand content.



Multi-channel marketing

EACH DIGITAL CHANNEL SHOULD WORK TOGETHER

@ & @ @ &
SEE AN AD CLICK THROUGH HEAD TO SEE ANOTHER SIGN UP TO
TO PROFILE WEBSITE AD NEWSLETTER

Your brand appears on
their screen for the first
time.

Sparks enough interest for a

profile visit.

Clicks on website to
learn more. UX & Ul are
good enough to leave an

Pixel tracking. This ad
is more detailed about
specific product or

A prompt to sign up for
eDMs appears.

impression. service.
& @ @ &
COMPLETE HEAD TO VIEW IG STORY ENGAGE WITH
PURCHASE WEBSITE CONTENT

CTA to buy or contact
brand works. Purchase
decision made and
completed.

The linked page has
excellent design, copy
and messaging.

Something relevant to
them pops up with a link
to learn more about the

offer.

A post or eDM is
engaged with because
it's valuable. Perhaps

start to follow your
profile.
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Questions?

O




Summary & next steps

CDF. Faith in Action.



Next CDF Workshop

Date: Thursday 16" November 2023
Time: 1:30pm (lunch), 2:00pm — 4:00pm (meeting)
Location: St Patrick’'s Centre

Theme: Business Development and Philanthropy

CDF. Faith in Action. . CDF
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Limited time offer ‘7"-
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+ CDF

9.995..

12-month term investment with
CDF Community Fund

z 4
By opening an account with CDF Community Fund, you af’e saving
for a greater reward than money alone. Help build clas&rboms for
students, churches for growing communities, hospltal wings for the _
sick, aged care homes for the elderly and social service facilities for &

the most vulnerable.

It's a way to save while doing good.

Visit catholicdevelopmentfund.org.au/communityfund/offer

to open an account and for disclosure details, or scan the QR code.
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