DIGITAL

TOP 10 TIPS FOR PIVOTING TO A
DIGITAL STRATEGY
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WE ARE A SOCIAL MEDIA & CONTENT AGENCY
FOR FOOD, FASHION & LIFESTYLE BRANDS



We are a social media and content agency and studio based in
Prahran, Melbourne.

Our team delivers end-to-end social media management for
businesses like yours, including everything from beautiful photography
and videography through to complex paid advertising campaigns and

strategies.

We have a proven track record of helping businesses thrive in the
digital space, with a team who love creating engaging, socially-
optimised content - but also love sinking their teeth into data and
analytics.
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OVERVIEW

Why you need to consider this:
Like most businesses, you've felt the effects of the COVID-19 crisis. Whether it's changes to customer patterns, operations & logistics or even your
entire business model, this ongoing situation has had and continues to have a widespread social and financial impact.
However, now more than ever before, people are spending their time online - whether it’s for work or play - consuming digital content and news.
These online platforms offer a variety of ways to connect & engage with the community.

We are seeing more and more businesses who were once reliant on traditional practices and marketing - pivot towards a digital strategy.

This strategy deck is specifically intended for businesses who have never practiced a ‘digital first’ approach before, to share some of our
top tips and topics you may wish to consider. The information is designed to apply to businesses in both service or product-based

industries.

Objectives for this deck:
° Adapt to the ongoing COVID-19 situation
° Maintain business & existing customers
o Reach new customers

° Diversify your business strategy
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OVERVIEW

So, why this info deck exists...
We hope to help our community with this information & to see as many
local businesses navigate & survive this unprecedented event as possible.
It's a chance for us to share some of our experience and firsthand

knowledge in providing expertise & guidance for digital strategies.

Please keep in mind that the ideas discussed here are general & may not
apply to all businesses. It's essential to stay updated with current

Government guidelines to ensure you're abiding by regulations.

Feel free to get in touch with us for a more customised strategy,

specifically catered to your business or brand.

NB: Images throughout this presentation are a sample of Milkbar Digital’s

content portfolio and purely decorative!




1. WEBSITE

Making sure that your website is fully
functioning is key to successfully building a
presence online.

Have you checked that your website...

v"Is well designed - is it optimised for desktop and mobile

viewing?

<\

Looks professional and on-brand?

<\

Is fully functional - are all the buttons working

DIGITAL

correctly? Does the navigation make sense?

SOOAL MEDIA & DIGITAL CONTENT FOF
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Is trustworthy - has a valid SSL certificate
Has strong SEO-friendly copy

Is up to date

SN NN

Gets straight to the point - does the user know what
you do or offer within 2 seconds of landing on the

homepage?

<\

Has a fast load time

v" Has clear call to actions and easy ways to contact you \
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2. LOGISTICS

Offering products or services online is much different to having a
bricks-and-mortar storefront, so there are a few things to consider
to encourage a smooth buying process for you and your customers!

Consider...

v" How are you accepting payment?
Online, you might not be receiving actual money, but you may want to think about

driving more leads for your database in exchange for your goods or services instead.

v" Do some research and look into the different types of options available, to pick out the
right functionality for you and your business.

For example, take a look at...

e  Stripe
* PayPal
*  Shopify

v" Aim for a single-step check out process.

Remember, customers want quick and easy ways to purchase products or services!




5. ONLINE PAYMENTS

Digital or e-commerce payments can be different to bricks-and-
mortar. Alternatively, if you currently accept credit cards, your
current provider may have options.

Consider...

v" What are you selling?

Are you selling services or goods? Does this differ to your previous offering?

v' Consider the transaction itself...

* How does your customer receive your product or service?

* [fyou're selling a product, have you thought about:
Packaging - does it need to be protected, branded., have you considered cost?

Delivery - what costs will that incur? Who will you ship through?

v'If you're selling a service, have you thought about...
Customer access - will your customer receive a download or subscription link?

If you are hosting services, such as webinars, what software will you require?
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4. LEGAL OBLIGATIONS

As with all aspects of business - both on and offline, you
will have a few legal obligations to meet in order to be
compliant.

Consider...

v" Are you collecting personal information? If so, is it being stored somewhere

secure?

v" You may need to include a Privacy Policy and a Returns & Refunds Policy in

line with the ACCC’s regulations.
v" Do you have contact information in place, including a physical address.

Your customers need to be able to reach you if they have any queries about

their order.

v" Do you need to have a cookie pop-up, letting people know you have a pixel

installed?
v" Are you sending Electronic Direct Mail? If so, your e-mail newsletters must
contain a link to be able to unsubscribe and they must also have a physical

postage address listed.
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5. TRAFFIC DRIVERS

<
So you’ve built your website - but where are the customers? It’s o~ §
one thing to have established your digital presence, but now it’s N
time to consider how you will market it. \ N
Here are a few channels you may wish to explore - by means of ,
upskilling, or seeking partners who are experts in these areas. RS g:gj}& ' >
v" Social Media - both paid and organic (and if so, which channels? Consider where your S | @ZLYA ‘ g
audience is most likely to be found). LA sK}nt{;iC:OD
v" Search Engine Optimisation (SEO) ’"]%gggﬂ \
v" Google AdWords and Search Engine Marketing (SEM) 6?,» ‘ Wm \
v" Display Media and PPC W % | |
v" E-mail Newsletters (Electronic Direct Mail/EDMs) —
v" Traditional marketing
v" Word-of-mouth - don’t underestimate the power of word-of-mouth. Even local
Facebook Groups can be amazing for marketing.
v" Local news and media opportunities
v" Public Relations (PR)

v"Influencer Outreach Marketing




6. SOME OTHER USEFUL TOOLS

There are an array of tools you can use to effectively manage your online presence - do you have all the ones you need?

v"  The Facebook Pixel

The ‘Pixel” is a piece of code that is placed on your website, collecting data that helps you track results (such as conversions) from Facebook ads. This helps you

optimise ads to their highest potential, build better target audiences, and remarket to people who have already been on your website.

v Facebook Product Catalogue for E-Commerce Businesses

Essentially a ‘container’ that holds vital information about your inventory, such as images, prices, product descriptions, and more.

v"  Google Analytics
A free tool you can use to analyse and monitor the behaviour and actions of audiences who land on your website. Create audience funnels, set e-commerce goals
and truly understand the check out process. Where are users going on your website, which pages are most popular, what is your bounce rate, how many new vs.
returning visitors are you seeing, and at which stage are they likely to drop out of the checkout process. Google Analytics is one of the most complex free pieces of

software out there, but luckily for us, there are a lot of great tutorials and explainers online too!
v" You can also create UTM links to really understand where they have come from and the actions they take.
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/7. TALKING SOCIAL

Now, it’s time to consider your presence on social media platforms.
Social media is quite often a user’s first touchpoint of your brand. It’s
also the platform commonly used for engaging with your audiences
through customer service and brand awareness initiatives.

Be sure to...

v

Register your handles

Make sure it’s as close to your business name as possible, so that you're easy to find and
remember.

Consider which platforms are best for your business

Instagram and Facebook are, without a doubt, major players. But, have you considered other
platforms that businesses in your industry thrive in? (Hint: LinkedIn has become a great
platform for B2B businesses, while Pinterest has shown to be a great place for certain e-
commerce businesses. TikTok is an emerging platform for brands with young customers)
Create a Facebook Business Manager

Access and control your Facebook Page, Community Management on Facebook and
Instagram, and Ads all in one place.

Content, content, content!

What will this look like for you?

What do you want your customer and audience to see when they hop onto your page?
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8. PAID SOCIAL

With many businesses hopping online, social media is very much a
“pay to play” environment. Thankfully, it’s also very cost-effective.
Even a small budget can go far.

Being smart and informed about how to maximise your online
advertising budget can still give you great results.

Some things to think about...

v" Ads Manager is where it’s at:
* Do more than hit ‘boost’!
* Put together a series of targeted ad campaigns with specific objectives, such as
Website Visits, Brand Awareness, Post Engagements, and more
* Target a number of specific audiences - split test over time to see which performs
best
*  Experiment with different ad creatives and captions

v Consider a remarketing strategy
Serve specific ads to people who have already visited or taken certain actions on your
website (such as adding products to their cart, viewing your Facebook videos, or

making purchases from specific categories on your website)

v’ Learn what your marketing funnel is
What does your customer’s journey with you look like - from the time they learn about
your brand, to their purchase? And most importantly, how can you nurture that
journey?




9. UNDERSTAND COSTS

Every business, even digital ones, have their costs.

These costs cover a range of things such as the software or apps

needed to run a digital business, your website domain name and

hosting, your CRM system, packaging and delivery costs - and as
we’ve seen, paid marketing, is another cost for businesses going
digital.

That’s why it’s important to learn and understand things like:

*  Your average basket/transaction size

*  Your customer’s lifetime value

*  The number of potential repeat purchases each customer could make
*  Your retention rate

* The cost of acquiring each customer

*  Your most effective marketing channels

Once you understand metrics like this, you can start to work backwards to understand
what types of advertising costs are efficient for you and your business (such as your Cost

Per Click, CPM, Return On Advertising Spend, etc).
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10. PATIENCE

“Going digital” won’t be an overnight fix for
any business, and sadly in our current climate,
some businesses may not have the resources
to see the long term effects.

Ensure you aim to have the longest term view
you possibly can.

Consider what your 3, 6, and 12 month digital marketing
calendar will look like, and be sure to continuously re-evaluate it

as the online space changes and as you start to see results.

The wonderful thing about digital is how quickly we can adapt

and evolve the actions and messages we're putting out there.

Good luck!
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THANK YOU!

We hope that this strategy helps you understand how to get started pivoting towards a digital strategy and

make the most of your online presence.

We've love to help you out some morel!

Please reach out to us with any questions, or for more digital marketing strategy services.

Social media marketing for fashion, food and lifestyle businesses

1 Brenchley Place, Prahran VIC 3181
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