


What is content marketing?

 Content marketing is a strategic marketing approach focused on
creating and distributing valuable, relevant, and consistent content to
attract and retain a clearly defined audience

« Within the private sector the goal is often to ultimately drive profitable
customer action

 Whereas, within the public sector or NFP space its mainly tied to longer term
awareness of education goals

* Unlike traditional marketing efforts that revolve around direct sales
pitches, content marketing seeks to establish a relationship with
potential customers by offering them something of value beyond just
the products or services being sold

 The goal is to provide content that is useful, educational, entertaining, or
inspiring to the target audience, which can help to build brand credibility and
authority over time



Pros of content marketing

LS || | k__] o 1300 740 252 ﬂ hello@smk.co smk.co o facebook.com/smkapac o @smkapac



By consistently providing valuable content, businesses can establish
themselves as go-to figures or thought leaders in their industry

Helping to build a reputation as a trustworthy and knowledgeable entity, which
can be critical in shaping consumer perception and preference

The trust established through quality content can significantly impact
conversion rates

When end users decide to act or make a decision, the educational content
they've consumed can be a determining factor, making them more likely to
convert



Cost effective economies of scale, over time

« Compared to traditional marketing tactics, content marketing is often
more cost-effective, especially over the long term

* In the early days, content marketing can take time to build up momentum and
a critical mass, but over time effectiveness picks up as business iterate and
optimise

« Content is the fuel for other digital marketing strategies, including email
marketing, social media, and paid campaigns. The content you create can be
packaged across these channels, ensuring a cohesive marketing strategy
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Blog content powers SMK'’s newsletter

Google Demand Gen Campaigns Finally Roll Out Globally | LinkedIn Offers Content Marketing Boost, Upgrades Collaborative Articles | & C
TikTok Parent Company Takes On Canva With CapCut For Business © inbox x
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4 Campaigns

Campaigns
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Content
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Feeding SMK’s org
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you review what's changing.
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[UPDATE] Maximize Your 'Q5° Sales with these TikTok Tips

Are you looking for some fresh ideas for your heliday campaigns to get more value? 4

TikTok's latest marketing guide provides a range of insights and tips to help businesses make the
most of their post-Christmas ‘Q5° promational period (stretching from Christmas to mid-January)
... See more
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Performs well and offers good value results

CAMPAIGN MANAGER
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Cons of content marketing
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Drawbacks and limitations

 Developing a content marketing strategy and producing quality content
takes time

» For content marketing to be effective, it needs to be done consistently.
Producing high-quality content on a regular schedule can be resource-
intensive, and failing to do so can undermine your efforts

« With so many businesses investing in content marketing, the digital landscape
is extremely competitive. Standing out and capturing your audience's attention
Is increasingly challenging

« Creating content that is both high-quality and engaging is demanding
and requires both talent and effort



200m+ orgs on Meta alone. Why follow you?

You So Special-
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Quality content drives attention

Creative is the main driver of the effect of attention on outcomes

This chart shows the impact a
‘typical’ amount of attention (3.27)
has on recall, and how it can vary

Creative is by far the biggest driver of
how hard attention works

Media and format owners can create
attention to advertising, but because
they do not control the creative
cannot be held accountable for
effects in market

Effect of 3.2 attention on recall
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Source: Adweek, Nov 2022
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Earned attention pays off

Caroline Hugonenc, Global VP Insights & Research, Teads, Adweek

“‘Earned attention is far more effective at delivering results than when
attention has been acquired by force. When consumers voluntarily view an ad,
there is a significantly higher impact on brand metrics than ads that have been
forced upon them, whatever the length of time they view the ad for.

The variation between a good creative and bad creative can be as much as
17 percentage points when it comes to brand recall. Moreover, in A/B
testing, optimized ads drove 49% higher attention, on average, than the
original versions of ads

The final key thing to consider when it comes to attention is how relevant ads are
to consumers. It's human nature to engage with information that we find
interesting — whether that’s through engaging creative or contextual relevance”



Image: TimesPro
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Objective: Build a personal brand, establish authority in the field, and
communicate research in an accessible way to both scientific and general
audiences.

Goals

Increase visibility and recognition within the scientific community and among the
general public.

Communicate complex research findings in simple, relatable terms.

Engage with audiences directly, fostering dialogue and interest in the scientist’s
field of work.

Build credibility as an expert and thought leader in a specific scientific area.
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Content marketing plan for individual scientists

* Objective: Build a personal brand, establish authority in the field, and
communicate research in an accessible way to both scientific and general
audiences.

1. Goals

— Increase visibility and recognition within the scientific community and among the
general public.

— Communicate complex research findings in simple, relatable terms.

— Engage with audiences directly, fostering dialogue and interest in the scientist’s
field of work.

— Build credibility as an expert and thought leader in a specific scientific area.
« 2. Target Audiences
— Primary: Fellow scientists, researchers, and professionals in the same field.

— Secondary: Science enthusiasts, students, journalists, and the general public
interested in the topic.



Content marketing plan for individual scientists

3. Content Strategies

Personal Insights and Stories: Share personal reflections on research
challenges, lab work, and breakthroughs to humanise the scientific process.

Behind-the-Scenes Content: Showcase “a day in the life” in the lab, fieldwork, or
conferences to give audiences a peek into the world of scientific research.

Quick Explainers: Break down complex research findings into brief, easily
digestible posts or videos (e.g., “What is CRISPR and why does it matter?”).

Opinions on Current Topics: Share perspectives on trending topics or recent
findings in the field. This can position the scientist as an informed commentator.

Collaboration Highlights: Mention partnerships or projects with other scientists to
showcase a collaborative approach and tag collaborators for expanded reach.



Content marketing plan for individual scientists

« 4, Content Formats

— Social Media Posts: Short updates, links to published work, or visual snippets
(e.g., images of lab work or field research).

— Blog or Medium Articles: Longer-form reflections, deeper dives into research,
and explorations of specific topics.

— Video Content: Short video abstracts, explainers, or Q&As on platforms like
Instagram, TikTok, Douyin or YouTube.

— Live Q&As and Webinars: Host interactive sessions on YouTube, LinkedIn Live,
or Instagram Live, allowing followers to ask questions directly.
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Content marketing plan for individual scientists

e 5. Tactics

— Regular Posting: Aim to post at least 2-3 times per week across platforms,
adjusting frequency based on platform norms (e.g., more frequent on Twitter, less
on LinkedIn or Douyin).

— Engagement and Interaction: Reply to comments, share others' work, and
participate in trending science conversations.

— Use of Hashtags: Use popular science hashtags (#ScienceTwitter, #ResearchLife)
and field-specific tags to increase post visibility.

— Visual Consistency: Use a consistent visual style or theme in graphics or photos
to create brand cohesion.
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Content marketing plan for institutions

* Objective: Showcase the institution’s research impact, support its scientists,
and enhance the institution’s reputation within academia and with the general
public.

« 1. Goals

Build institutional credibility and thought leadership within the scientific community.

Increase awareness of the institution’s research contributions, facilities, and
innovation.

Attract potential research collaborators, students, donors, and funding
organisations.

Support individual scientists in promoting their work through the institution’s
platforms.
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Content marketing plan for institutions

Australian
Academy of
Science



Content marketing plan for institutions

* Objective: Showcase the institution’s research impact, support its scientists,
and enhance the institution’s reputation within academia and with the general
public.

« 1. Goals

Build institutional credibility and thought leadership within the scientific community.

Increase awareness of the institution’s research contributions, facilities, and
innovation.

Attract potential research collaborators, students, donors, and funding
organisations.

Support individual scientists in promoting their work through the institution’s
platforms.

« 2. Target Audiences

Primary: Other research institutions, funding bodies, industry partners, and
scientific professionals.

Secondary: Students, science communicators, journalists, policymakers, and the
general public.



Content marketing plan for institutions

3. Content Strategies

Highlight Research Achievements: Share updates on published studies, awards,
grants, and breakthroughs.

Feature Scientists and Teams: Introduce individual researchers, their work, and
their contributions. Personalise the institution by focusing on the people behind the
science.

Educational Content: Publish explainers on key scientific concepts related to the
institution’s research areas. This could include articles, infographics, or videos.

Social Impact Stories: Showcase how the institution’s research benefits society,
such as improvements in health, technology, or environmental solutions.

Behind-the-Scenes Access: Provide a look inside labs, research facilities, or
fieldwork to engage audiences and demystify scientific research.

Public Engagement Initiatives: Highlight public outreach activities, partnerships,
or citizen science projects that engage the community in research.



Content marketing plan for institutions

4. Content Formats

Press Releases and News Articles: Publish on the institution’s website and
syndicate to news platforms to announce significant milestones or research
findings.

Infographics and Data Visualisations: Use data visualisations to present
complex findings in a digestible format.

Case Studies: Develop case studies detailing specific research projects and their
real-world applications, aimed at stakeholders and potential collaborators.

Video Documentaries and Interviews: Produce short documentaries or
interviews with researchers, which can be shared on platforms like YouTube,
WeChat, and LinkedIn.

Research Summaries and Fact Sheets: Create downloadable summaries or fact
sheets on ongoing projects for easy reference by journalists, students, and
partners.
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Content marketing plan for institutions

5. Platform Recommendations

LinkedIn: For institutional updates, research achievements, partnerships, and
professional networking.

Twitter: Share short, timely updates and links to publications, engage with the
academic community, and use relevant hashtags (#ResearchNews,
#SciencePolicy).

YouTube: Host longer video content, including documentaries, interviews, and
behind-the-scenes footage.

WeChat and Weibo (for Chinese audiences): Share research summaries and
news to reach Chinese-speaking audiences, focusing on public-friendly
explanations.

Institutional Website: Use a dedicated news section or blog to regularly publish
updates, research news, and longer-form articles.



Content marketing plan for institutions

6. Tactics

Content Calendar: Plan content around key events, conferences, and publication
schedules. A content calendar can help ensure a steady flow of content across
platforms.

Cross-Promotion: Use each platform’s unique strengths to support content across
channels. For example, a new study could be announced with a press release on
the website, a visual summary on Twitter, and a video interview on YouTube.

Sponsored Content: Use sponsored posts on LinkedIn or Twitter to reach wider
audiences, particularly when announcing major research breakthroughs.

Audience Engagement: Respond to questions or comments on social media.
Host Q&A sessions or webinars with scientists to discuss new research and involve
the audience.

Analytics and Refinement: Track content performance using tools like Google
Analytics, Twitter Analytics, and LinkedIn Insights. Use metrics to refine content
strategy and focus on what resonates most with each audience.
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Rise of short form video is good and bad

Image Source: Google
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82% of content consumed will be video

'IEEhe rise of 2%

Short-form VideO of media consumed will be video

Today, short-form videos are beginning to drive better performance

and are commanding video watch times. Some of this is owed to the o
pandemic. Consumer familiarity with digital mediums quadrupled

as people were forced to interact with friends, family and brands 0

digitally - and especially through messaging. Naturally, media

consumption shifted from traditional channels and toward online will be short-form video®
video. Today, Reels on Meta platforms receive 190 billion views a day

globally, and more than 2 billion Reels are shared globally every day.”

When it comes to reaching a desired audience, short-form video is a
solid investment. Data from a Nielsen report evaluating the impact
of Reels on marketing campaigns compared to other video formats
found that short-form videos are 76% more effective in terms of
share of impressions compared to long-form videos - campaigns
featuring Reels delivered 20% higher effectiveness compared to
campaigns with other video formats.®

7. Meta 012023 earnings call

B G'WI MAT Q2 2022, Nielsen I1Q, June 2022, Ecommernce Emarketer July 2022, Statistamedia consumption, June 2022,
BMRI's Intel Pack; Deloitte Rick Privacy repart, 2022,

9. Nielsen and Meta, “APAC Syndicated MMM Study,” 2022

Source: Meta, Sept 2023
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TikTok has still changed the game

The Rapid Rise of TikTok

Number of active users of selected social networks
worldwide (in millions)

= fJFacebook =@TikTok =@ Instagram =LIWeChat
= [ LinkedIn & Snapchat = (2 Twitter
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Estimations as of June 2022. Projections from 2023 until 2025.
Source: Statista Advertising & Media Outlook

statista %a
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TikTok’s short form video is dominating attention ,:,

Entertaining content keeps s
users coming back and 89
leaned in

Qur community describes feeling “emergized,
entertalined, motivated, comfortable and confident™
when using TikTok.! 1 9 H

pp sy Cit's the most
entertaining platfarm.” I
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TikTok and chill?

ESTIMATED NUMBER OF MINUTES WATCHED IN 202|
GLOBAL

9.6 TRILLION MINUTES
22.6 TRILLION MINUTES

SOURCES: PROF § ANALYSIS, COMPANY DATA, STATISTA, WALL STREET JOURNAL
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TikTok forced Meta’s hand on video

Mark Zuckerberg, Meta CEO, Feb 2022

“There are two things that | want to call out that are having an impact on our
business.

The first is competition. People have a lot of choices for how they want to
spend their time and apps like TikTok are growing very quickly. And this is
why our focus on Reels is so important over the long-term, as is our work to
make sure that our apps are the best services out there for young adults.”




Instagram pivoted to video

Adam Mosseri -~ & . 4
@maosseri

Changes are coming to video on Instagram §J

At Instagram we're always trying to build new features
that help you get the most out of your experience. Right
now we're focused on four key areas: Creators, Video,
Shopping and Messaging.

oto-sharing

P 1.7M views 1:00/226 )

4:02 AM - Jul 1, 2021 ©)
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Instagram Reels launched in 2020

9:41
Q Search

@ IGTV @ Shop Style Comics TV & Movig
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Instagram Reels has been growing in popularity “-

& emplifi

Evolution of average Instagram Reels usage
Profiles have adopted Reels format to their publishing strategies

1002

B0%%
8 eon
I
& 40%

20%

0%
Q2 2022 Q3 2022 Q4 2022 Q12023 Q2 2023
B Brands W Celebrities B Media B Entertainment Sport
Source: Emplifi data
Date range: 01 April 2022 - 30 June 2023
Sample: 50,543,640 posts published by 132,891 Instagram profiles
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Everyone is mimicking TikTok

The Economist, 21st March 2023

“TikTok’s success has prompted its rivals to reinvent themselves. Meta,
which owns Facebook and Instagram, has turned both apps’ main feeds
into algorithmically sorted “discovery engines” and launched Reels, a
TikTok clone bolted onto Facebook and Instagram.

Similar lookalike products have been created by Pinterest (Watch),
Snapchat (Spotlight), YouTube (Shorts), and even Netflix (Fast Laughs). The
latest TikTok-inspired makeover, announced on March 8th, was by Spotify, a
music-streaming app whose homepage now features video clips that can be
skipped by swiping up.”



Even LinkedIn!

Video and executive influencers are booming on LinkedIn.

— +44% YoY video uploads

— +23% YoY in CEO posts

— +1.4x more engagement with video vs other formats
* Video has become the fastest-growing format on LinkedIn, and executive

leaders are fully embracing it.

 From CEOs and CFOs to CMOs, this trend is also resonating with senior
executives in the education sector and university VCs, who are eager to share
insights and drive innovation.

» Together, these influencers are transforming LinkedIn into a vibrant hub for

knowledge that helps professionals navigate the evolving landscape of the
future of work.



High dwell time content is working well

Performance of post types on Instagram (worldwide)
Median post interactions of brands

0 10 20 30 40 50 60 70

Median post interactions

Source: Emplifi data @
Date Range: 01 January 2023 - 31 December 2023 - .

Sample: 18,591,479 Posts Published by 82,567 Profiles on [nstagram
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Carousels offer more reach

Adam Mosseri, Head of Instagram, September 2024

“Why [do] carousels often get more reach than photos?

Two main reasons. One, multiple pieces of media are going to mean more
interactions with your carousel posts, and more interactions is going to
mean more reach on average. And two, if someone sees your carousel post
but they don’t swipe, we’ll often give that carousel a second chance and
automatically move to that second piece of media for the viewer.”



Carousels now have up to 20 frames

Share more
moments

Add up to 20 photas ar videos in
P oY

oK




Different carousel creative executions

+ Original (8] 4

Portrait E]
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Carousels are even on the rise in email

414 vdn

= Search in mail

Promotions
Top Picks
. Nesti 10:02 AM
Nesti
= Welcome! Get 10% off your first order
© 10% Off - Code NEWBIE10 ":7
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Our best selling socks are on sale hd

: _TE- i
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$12.99 $1599 $9.99 $14.99 $9.99 %1
Talon :
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Instagram still sees a place for photos

Ask me anything

If people keep speaking up will
anything ACTUALLY change or
are we wasting our time?

I. %E'REK A
GOINGTO |

. ALWAYS
" LISTEN TO

| Reply to mosseri...
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Imagery is being reimagined

Adam Mosseri, Head of Instagram, January 2023

‘I think we were overfocused on video in 2022 and pushed ranking too far,
and basically showed too many videos and not enough photos.

We've since balanced, so things like how often someone likes photos versus
videos, and how often someone comments on photos versus videos, are roughly
equal, which is a good sign that things are balanced.”



TikTok Photo Mode launched in 2022

s with my furry friend are the

some of ...See more
J3 Ultra Instinct - adamdevito
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Home
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As did TikTok Stories

What Are TikTok Stories?

TikTok is excited to announce that Stories are officially here. What are Stories? It's a new feature on our platform that allows
you to share videos up to 15 seconds on your profile that disappears after 24 hours.

This new tool is designed to support deeper engagement between you and your audience through a real and authentic look
into your daily life. Stories will provide a home for existing relationships to flourish on TikTok, offering your friends and
followers a more familiar lens into your world.

Therefore, Stories on TikTok bring the creative expression true to platform without thinking too much about content strategy.

How to Use Stories

1. To use this new TikTok feature, click the “+" sign on your home screen on the For You Feed.
2. From there, record Stories content using the Quick camera to capture up to 15 seconds of content per Stories frame.

3. Then you can click “Post to Story” to enable the tool. Content posted to Stories will disappear after 24 hours, inspiring
audiences to check on their favorite creators daily to never miss a thing.

After that, you can see who has watched and interacted with your Story through likes and comments.

How to Watch TikTok Stories

A Stories tag will be added to a user's TikTok video when they have a watchable Story. Stories will also be visible through
creators’ avatars that will be colorfully highlighted when the user has posted Stories. Viocalize your thoughts about TikTok
Stories through liking, commenting, or direct messaging the original creator if you both follow each other.

We're experimenting with Stories globally, and hope to bring the feature to more users in the coming months.

Start sharing your TikTok Stories today and tag us to tell us what you've learned from the #CreatorPortal!
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Social algorithms are evolving to catch TikTok

YOU CAN'T CATCH ME.
I'M THE GINGERBREAD MAN!




Understanding social algorithms
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Emile Mosseri updated his profile picture
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Social media algorithms

« Social media algorithms are complex sets of rules and machine learning
models used by platforms like Facebook, Instagram, LinkedIn, and
TikTok to determine what content each user sees in their feed.

« They play a crucial role in shaping user experience by prioritising posts,
advertisements, and other content, ultimately aiming to maximise user
engagement and retention.

« These algorithms are central to the success of social media platforms, as they
create a personalised experience that encourages users to spend more time
on the platform, engage with content, and return frequently.

 However, the way algorithms work can sometimes feel opaque to users and
marketers alike, raising questions about why certain posts appear over others
and how these systems influence content reach and engagement.



Social content is increasingly recommended

Mark Zuckerberg, Meta CEO, April 2023

“Our investment in recommendations and ranking systems has driven a lot of the
results that we're seeing today across our discovery engine, Reels and ads,
along with surfacing content from friends and family.

Now, more than 20% of content in your Facebook and Instagram feeds are
recommended by Al from people groups or accounts that you don't follow.
Across all of Instagram, that's about 40% of the content that you see.”



Time spent is an essential Al signal

How the Al delivers content to you

We want you to see content that you enjoy and find interesting. To achieve this, the Al
system has models that help it make predictions about content that you'll find most
relevant and valuable. These prediction models use underlying input signals to help
select content that you're most likely to engage with.

that we use in this Al system.

x,

(-} How long you are predicted to spend viewing a post

Signals influencing this prediction include:

* How many posts in the same category you've viewed or clicked

* How many times you've viewed the post and the total time you've spent viewing
posts in similar categories

(7]  How likely you are to scroll past a post rather than engage with it

Signals influencing this prediction include:
* Features about the post, for example, whether it's a video, has a photo oris a
friend's post

* How much time you've spent on similar posts

Source: Meta, Facebook Feed
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Smart copywriting boosts discovery




Insta recently pooh-poohed hashtags

: REALLY.

Vi



Hashtags are a categorisation tool

Adam Mosseri, Head of Instagram, March 2022

“They do help us to understand what a post is about, which means it might
be more likely to show up in a place like a hashtag page, for instance, but in
general, no, | wouldn’t try to think of hashtags as a way to get more distribution.”




In keeping with advised platform best practice

[ id ) creators & - Follow P

ashtag Dos L4
- - ey} creators € Touse or not to use
—/ hashtags? Here's what you need to
Do use hashtags that are relevant know + what you should avoid to get
the most out of adding hashtags to
to the theme of your content. your content o
Do check which hashtags your fans B
already use and follow. @ fregozin @charly.gar -
. . 1h Reply
Do mix well-known and niche
hashtags to broaden your _ ‘ nature_explorer 726 o
discoverability. 4d Reply
-~ Do use specific hashtags so your & [eehlonboy206t Nie ©

fans can easily search for your 4d 1like Reply

mnt&n‘t" Yﬂu Can even GrEEtE S nuravidawellness  @healhenaithin
your owrn!

P

Qv A

. Liked by cuffington and 60,910 others

- Do keep the number of hashtags
between 3-5.

@ Add a comment...

Source: Instagram
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(o)) creators & « Follow e

1
Hashtag R x e | creators & To use or nof to use
~/ hashtags? Here's what you need to
ﬁE Don't use hEIEh‘tEES that have know + what you should avoid to get
. . the most out of adding hashtags to
nothing to do with your content (e.g. your content of
#explnrepage]. Editad - 72 w
- Don't use overly generic hashtags — @ fregozin @charly.gar -
these will make it harder for people 1h Reply
to discover your content due to the
. nature_explorer 726 @ o
volume of other people using the * e ey
hashtags.
@ fashionboy2068 Mice o
- Don't use too many hashtags — 4d 1fke Reply
adding 10-20 hashtags will not help
B’GU EE't additinnal dlﬁtrlbutlﬂn P2 nuravidaweliness  @healherwithin —
Qv N
. Liked by cuffington and 60,910 others

@ Add a comment...

Source: Instagram
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Content + interaction > Hashtags

-r-’u_f-D creators & = Follow

{ =Y creators & To use or nof to use
hashtags? Here's what you need to
know + what you should aveoid to get

the most out of adding hashtags to
ﬂ your content «f
Edited - 72 w
Things to Keep in Mind
@ fregozin @charly.ggr o
The content itself and the way people Th Reply
interact with it can affect distribution i SRR 726 %
more than the hashtag. t 4d Regly
Think of a hashtag as a tool that @ fashionboy2068 Nice ®

provides context about your post and
supports delivering content to people
who are interested in a particular topic.

4d 1hike Reply

&= puravidaweliness  @healhenwithin -

Qv W
. Liked by cuffington and 60,910 others
SEPTERMBER: 20, 2071

@ Add a comment...

Source: Instagram
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Social search engines are gobbling up copy

Prabhakar Raghavan Google Senior VP, Fortune’s Brainstorm Tech
conference, July 2022

“We keep learning, over and over again, that new internet users don’t have the
expectations and the mindset that we have become accustomed to, the queries
they ask are completely different.

These users don’t tend to type in keywords but rather look to discover content in
new, more immersive ways, he said.

In our studies, something like almost 40% of young people, when they’re
looking for a place for lunch, they don’t go to Google Maps or Search. They
go to TikTok or Instagram.”



Google should be OK... for now

- statcounter
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Google bing Yahoo! YANDEX DuckDuckGo Baidu

9237% 357% 131%  0.82%  0.61%  0.58%

Search Engine Market Share Worldwide - October 2022

Search Engine Market Share Worldwide
Oct 2021 - Oct 2022
& I — — — ——— —C o — ——— )
e, C—— 8 s > d 3 "
O Google <O bing Yahoo! <O Baidu <O YANDEX =— Other(dotted)



But, online discovery IS evolving

WARC, Search 3.0 Report, April 2023

“Search marketing is on the cusp of its most consequential transformation since
Google first introduced its sponsored keyword search auction over 20 years ago,
and the more recent introduction of the use of data and algorithms to provide
greater personalisation in search results.

Now a third era of search beckons — one defined as much by image or
video as text, and by artificial intelligence and natural language processing,
in which marketers shift from targeting keywords to targeting intent and
context.

“As consumers pivot away from text-based search towards discovery on
social, generative Al reinvents the search experience, and with the
explosive growth of retail media, the majority of which is search-orientated,
Google’s long-standing market dominance is set to come under
unprecedented pressure,”’ explains Alex Brownsell, Head of Content, WARC.”



Social search is taking off

Where US Adults Start Their Online Product Searches,
Gen Z* vs. Total, Feb 2023
% of respondents

58%
Amazon

56%

walmart.com

TikTok

YouTube

Search engine (e.g.,
Google, Bing)

Instagram

Facebook

|12
3%

Other

[l Genz* ] Total

Note: *ages 18-26
Source: Jungle Scout, "Consumer Trends Report: Q1 2023," March 21, 2023

350182 eMarketer | Insiderintelligence.com
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Social SEO is here to stay

Jeremy Goldman, Insider Intelligence, January 2024

“TikTok’s rising use for search signifies a fundamental shift in how people
find information and engage with content. Its personalized approach, diverse
content, and trustworthiness fuel its rapid growth.

For businesses, TikTok offers a valuable avenue to connect with younger
audiences and become industry authorities.

TikTok's transformation into a search engine isn't a fleeting trend;
businesses and content creators can employ it to remain relevant.

Prioritizing user experience and creative content will likely translate to
success.”



TikTok now reports on Search performance

Traffic to your video via
the for you page vs <

Search insights
search

Dec 20, 2023 - Jan 8, 2024 Last 20 days v

Key metrics (1)

Traffic sources/ )

Impressions Clicks
For You
85.9% 2,397 1,582
Search
— 13.4% CTR Average position
2397 impressions in the last 21 days. See more 66% 3
Other .
<1% Impressions
Personal profile Jon1 j 388
<1% e 338 e
Following ! 291
<1%
Sound 194
<1%
97
0
Dec 20 26 Jan 01 08

Source: Rise at Seven
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Social copy has been trending up for some time

Average Engagement vs. Caption Length
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Source: Mention + Hubspot study, May 2021
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Instagram character limit is 2,200

®
&

Qv

patagonia # « Follow

patagonia # For decades, local Native communities have fought
to defend the Arctic National Wildlife Refuge from oil lobbyists
and politicians in Washington, DC, who've sought to open their
homelands for extraction. And with each year of organizing, the
Gwich'in have witnessed the damaging impacts of a warming
climate on their lands and livelihoods.

Recently, President Biden announced plans to cancel illegal oil
leases that had been granted by the Trump administration. But
with no guarantee of a permanent drilling ban on federal lands,
the Refuge is still at risk.

Stand with local communities in their fight to defend the Refuge.
Submit a public comment before November 7 through the link in
bio to tell President Biden that stronger climate policy and
permanent protections for the Refuge go hand in hand.

Photos: Florian Schulz (@florianschulzvisuals), Austin Siadak
(@austin_siadak), Keri Oberly (@kerioberly)

Edited - 1d

andrsn.pck These are amazing ®
5d 1like Reply

jowannnnn I'm guessing Patagonia will be pushing for RFK Jr
this election cycle instead of Biden. That would be an
improvement.

4d 1like Reply

# Liked by ref1016 and 13,163 others
5 DAYS AGO

@ Add a comment...

v
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ficant improvements have been recorded in our latest public health system data. «

The July to September 2023 data is now available on the Hospital Performance website and shows
a decrease in long-wait times for elective surgery, and an increase in the number of ED patients
seen on time. @

It also reveals an increase in long-stay patient numbers compared to last year.

To help provide mare beds to other patients requiring care, an additional $200 million will be
invested to reduce long-stay patient numbers and support them to receive care in the most
appropriate setting. &

The funding's initiatives will include:

& purchasing private sector aged care beds in local communities

& supporting private nursing homes to care for more patients with complex needs

& enhancing partnerships with the National Disability Insurance Scheme (NDIS)

&) expanding the numbers of staff employed in Aged Care Assessment Teams

& strengthening existing initiatives including the Long-Stay Rapid Response program
&J looking into options to transfer long-stay patients from tertiary hospitals back to rural
hospitals closer to home.

Keen to see the latest performance data? You can find it here:
https://www.performance.health.gld.gov.au/

PUBLIC HEALTHCARE

RECORDS SIGNIFICANT IMPROVEMENTS
SINCE THIS TIME LAST YEAR

40% 16%

decrease in elective more patients underwent
surgerylong wait times: elective surgery.

186k 73%

specialist outpatient of EDpatientswere seen
appointments were on time, a 4% increase
recorded. on last year.

31 comments 1 share

o ~ = ~ o -
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LinkedIn Page posts are a bit limited (700 Char) ,'_

Home My Network Jobs Messaging  No

SMK
5,705 followers

n 13h-®

[UPDATE] Meta Enforces New Limits on Using Generative Al in Political Ads

Meta has introduced new limitations on using its generative Al functionalities in
advertising =}

Political advertisers are now prohibited from employing the latest tools, such as
background creation and image cropping, out of apprehension that they could
amplify the dissemination of false information @

Meta is imposing these restrictions to guarantee sufficient safeguards to address
any potential misapplications of Al tools directly associated with sponsored

promotions.

As we aren't sure of the full implications of this technology as yet, this step by Meta
makes a lot of sense

Get more info here B3 https://Inkd.in/gY5AtAf4

#digitalmarketing #digitalmarketingupdates #metaupdates #meta
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SMKDIGITAL *
ExCELLENCE T

James Fitzgerald

View full profile

James Fitzgerald (He/Him) « You
SMK | Edtech | Founder | Social Media | Digital Marketing | Marketing Capa...
®

The final quarter of the calendar year is usually a social media marketing bunfight.

Organic reach tends to drop as businesses crank up activity, while promotional
costs have traditionally escalated 7. Data company Skai recorded the following
social media ads cost rises in recent years:

2018 Q4 Quarterly increase = 18%
2019 Q4 Quarterly increase = 20%
2020 Q4 Quarterly increase = 28%
2021 Q4 Quarterly increase = 21%

In 2022, social ad costs actually dipped by 5% in G4 %, with markets slowing due
to rocketing inflation, cost of living issues and rising interest rates. However,
advertising markets appear to be stabilising in 2023, with Meta et al. bouncing
back to varying levels & .

While social media investment has been sluggish over the past 12 months,
dropping 4% in Q2, there are bright spots.

Video Ads were up 12%

Product Ads were up 11%

Instagram was up 5%

Awareness and engagement campaigns were up 5%

Within Meta specifically, Meta Advantage+ Shopping Campaigns were up a
whopping 38%!

Meanwhile. on the organic social front. within Meta, Reels and Messaging continue
to provide the best returns for those seeking unpaid social media exposure ®.

At SMK we have an action-packed Q4 agenda with our final round of In-Person
Training Courses launching alongside new Online Digital Strategy
Courses, Marketing Innovation Labs and Technical Labs.

@ Final In-Person Training (IPT) Course of 2023 @

Course: 2024 Social Media Strategy Optimisation, Instagram & TikTok Marketing
Masterclass

View IPT Agenda: https://Inkd.in/gBAmdAqB

T Brisbane: 23rd 24th November

5 Sydney: 27th - 28th November

T Melbourne: 4th — 5th December

= Auckland: 7th - 8th December

Learn how to maximise your social media strategy and unlack marketing gold on
Instagram and TikTok. Boost engagement, create killer video content, increase
organic reach, drive even more ROI with influencer marketing, and explore the

latest social ad innovations.

SMK's industry-leading In-Person Training courses are available in the SMK Digital
Excellence program on Premium and Elite plans for individuals or teams

SMK Team & Individual Membership Plans: https://Inkd.in/g7U_Pqa4

In-Person Training courses can also be purchased individually, early birds can save
$500 until 17th November.

@ New Online Digital Strategy Courses @

Delivered in bite-sized chunks every week, Online Digital Strategy Courses are idesl
for those working from home or juggling 101 marketing balls at onge in the office.

% November 2023

- 2023 Content Marketing Masterclass
- Conversion Rate Optimisation (CRO) Masterclass
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Readability tools: Hemingway

Bold Italic H1 H2 H3 Quote Bullets Numbers Link

Hemingway App makes your writing bold and clear.

The app highlights lengthy, complex sentences and common
errors; if you see a yellow sentence, shorten or split it. If you see a
red highlight, your sentence is so dense and complicated that your
readers will get lost trying to follow its meandering, splitting logic
— try editing this sentence to remove the red.

You can utilize a shorter word in place of a purple one. Mouse over
them for hints.

Adverbs and weakening phrases are helpfully shown in blue. Get rid
of them and pick words with force, perhaps.

Phrases in green have been marked to show passive voice.
You can format your text with the toolbar.

Paste in something you're working on and edit away. Or, click the
Write button and compose something new| ®

Write  Edit

Hemingway

Edilor

Readability

Grade 6
Good

Words: 133

Show More ¥

H adverbs, meeting the goal
of 2 or fewer.

El use of passive voice,
meeting the goal of 2 or fewer.

El phrase has a simpler
alternative.

Kl of 11 sentences is hard to
read.

of 11 sentences is very hard
to read.
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Social algorithm paradigm shift
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TikTok content and engagement




Entertainment, Entertainment, Entertainment

TikTok for Business

“TikTok sits on this path between entertainment and culture, and it's moving
so fast because we connect both incredibly well. People are 20% more likely to
say TikTok is more entertaining than entertainment and social brands.

TikTok's unique ecosystem has also changed how brands can grow their
businesses. On TikTok, brands are not only able move an audience through
the purchase funnel and beyond, they can also build trust and relevancy
through entertainment. And that's because TikTok is a new era of entertainment.
TikTok is many things, all working together to create an engaging and joyful
creative platform.”



Creators must spark joy for the win

TikTok users come to the
platform to unleash their
creativity and experience joy.

¢ On average, 31% of users globally come
to TikTok to lift their spirits.

. 60% of people reported feeling
positive and playful while on TikTok, and
happier after using it.

You can be part of their joy.
¢ Actually, they want you to be ... 39% of

users globally say “lifting spirits” is key in
making purchase decisions.

Source: TikTok
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AU Kantar Brand Lift Study Meta Analysis

TikTok AU
@» Kantar Brand Norms AU

Ad Recall Awareness

Source: Kantar Brand Lift Study Meta Analysis, AU, Jan 2022

Source: TikTok



Entertaining content drives impact

Entertaining content drives impact
across the funnel

Higher
#  brand affinity

Higher
purchase
intent

Higher
likelihood to
recommend

Source: TIKToK Marketing Science Global Entertaining Ads Study iindonesia, Vietnam, Thaland resuits) 2002 condu cted by Marketcast

Source: WARC and TikTok, 2023 WARC
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Reaching new audiences

WARC, When Entertainment Meets Effectiveness, 2023

“Entertainment platforms are among the main drivers and beneficiaries of a shift

towards ‘bubble up’ (versus top down), where culture is being shaped and
disseminated by communities and creators.

Brands can generate new demand and find new customers by participating
in a broader trend or movement, especially with content ads. It amplifies
earned media visibility with higher ad recall on both users and non-users.”



Entertainment drives memorability and action

The effectiveness of content ads

WARC

Advances +3-6%ptsin purchase intent
consumers
down the funnel, (12x above Kantar Global Norms)
increasing brands’ for frequent category users who are
market share mostly using competition
Amplifies
earned media +99% pts +7.1%pts

visibility, with higher
in ad recall for

non-brand users

in ad recall for

ad recall on both
users and brand users

non=users

Higher 1.5 4.7
ROl impact with TikTok 3 X TikTok
Paid + Earned content ads content ads
paid ROAS Paid + Earned
ROAS

Source: TikTok Marketing Science, Content Ads Ad Effectiveness Meta Study [SEA results), 2021, conducted by Kantar

Source: WARC and TikTok, 2023
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Algorithmic evolution

tesla

translate
taylor swift
tommy robins:
tom longboat
trump news
tiger woods
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So long, social graph...

TikTok For Business, September 2021

“Even beyond ads, the way we consume regular content has changed. Tracking
this change on a graph we can clearly see how far we’ve come from passively
consuming traditional broadcast mediums such as TV, print, billboards...etc.

- & Inthe early 2000s, we started becoming active participants in media
consumption; using search engines to proactively look for the content that we
wanted to consume.

- (® Between 2010 and 2020, we shifted to a social graph whereby we
were served content based on the people we follow.

- .. Today, as users, we are in a position of power; seeing the birth of a
content graph that serves based on individual preferences.”



Users favour the content graph

TikTok For Business, September 2021

“This is by far the most successful graph so far. TikTok’s algorithm is built on
this graph and as a result, it is on track to amass a huge following in just 5
years, while the same took other platforms more than a decade to
accomplish*®. Clearly, people love the content-based algorithm!

This propelled TikTok to achieve similar broad reach levels as other platforms.

But the true power of TikTok goes beyond the now commaoditized reach levels
and engagement metrics are consistently on the rise:

- © +22% growth in average daily minutes spent on the platform
- [ +32% growth in average times users open the app

- @ +23% growth in monthly video views in Q1 of 2021 as compared to Q1
2020.”



For further information on:

SMK In-house Training

SMK In-house Ideation/Creative Sessions
SMK Strategic Reviews

SMK CEO & Executive Briefings
Questions regarding the presentation
Anything else

Please ask your trainer
Email questions@smk.co

o 1300 740 252
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