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Problem
solved



You're a business leader or talented marketer planning 

FY 21/22. You know about digital, but would like to make it

worth it.

Times, while better than 2020, are still tough. Customers are

won online and offline. The problem is figuring out the right mix,

pitch and budget. 

To add to the confusion; marketing strategy is prefixed with

'digital' or 'social media'. Tactics across Instagram, TikTok and

LinkedIn, are depleting you and your budget. 

And then there are the online 

opportunities accelerated by COVID-19.

Yeah; some days are a lot. 

 

The problem

 

Let's get on with it

xx
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The market



We are in a challenging period

both socially and economically.

This coming period, while better

than 2020, will be tough.

Plato was right: necessity is

indeed the mother of invention.

The result of the COVID-19

crisis, is the tremendous growth

of digital. Online customer

experience, remote working and

operations are being impacted.

This is a time of opportunity for

business leaders and talented

marketers. 

What's going on



How capitalise in this context:

1. New competitors and suppliers

are entering the market, powered

by a network economy.

Restructuring your organisation,

outsourcing or rethinking your

existing relationships can reduce

costs and increase impact.

2. Online is not optional. If you are

not putting your best foot forward

online, you are leaving a gap for

your competitors to eat your lunch.

3. Grow out of market. If they can

come in, you can go out. What

growth strategies do you have in

place in new markets?



How Long & Co is responding to market opportunities:

The network economy is paving the way for indie agencies

like Long & Co to take on the big agencies.

We proudly bring together talent that are hard to get or

pay for full-time.
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Digital BS



You are a boss or a marketing

leader looking to grow in 21/22.

But marketing isn't enough; you

need a digital or social media

marketer. 

No you don't. You need a great

human who knows how to get

the right attention, be liked and

entice people to buy. 

Yes, you need someone who

understands digital and social

tactics. But don't let gimmicks

get in the way of lasting results.

Do's and don'ts:

Let's call BS on buzz



Do: Ask what strategic challenges

the business is facing.

Don't: Fall for the 'digital first'

thinking. Customer first, solutions

second. 

Do: Pay to play. 

Don't: Be naive in thinking organic

is enough. Your competitors are

growing off your underinvestment.

Do: Take three steps back from

social media marketing. Objectives,

positioning and budget first.

Don't: Get confused about

marketing stunts like Chipotle's

#Boorito Challenge on TikTok. It's

hard to think of better marketing

than Apple's 'Think Different'.



How Long & Co thinks about marketing:

All marketing is about change. You are in one place and

you want to go to another place. Work with the right talent

to get you there.

    



03
Digital is big



It will keep growing. 

I’m increasingly getting

contacted by established firms

with limited or no presence on

the internet. 

Don't get me wrong. They all

have websites. But nothing that

gets Google's attention, let alone  

invites their customers to buy.

Inconsistent socials. Organic

posts by people without access

to the right strategy or budget.

No campaigns, nurture flows or

conversions. To these people I

say: Would you buy the stuff you

put out?

Digital in 21/22



Gone are the days of organic reach.

(Well almost: LinkedIn, TikTok, 

 Clubhouse and App Store are still good

options). 

We have to pay to grow our customer

base. Targeting, budget and quality

content. Rinse and repeat.

Digital is still only half of most

companies' ad spend. 

Outdoor, PR and events adds to a

holistic strategy.

Audio, such as podcasts, builds your

brand on-the-go.

Find out how much to spend on

advertising right here.

The right budget 

https://www.longandco.com.au/publication/how-much-to-spend-on-advertising/
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What's hot



Think holistically.

If you are new, you need credibility.

The right presentation is everything.

Invest in your website, the right

content and brand associations.

If you are established, you need to

remain relevant. Start a podcast,

use Tik Tok, surprise customers with

a letter.

If you have a growth problem, you

need to solve it. Your growth is likely

to come from existing customers

first. Start a club, earn attention on

social, create a strong offer and pull

people into a converting landing

page. Nurture and scale.

The right mix



Emerging social media juggernaut

Club House is worth paying

attention to.

Why? Because they have gamified

participation. Not everyone are in

the club, and that's what makes it

so enticing.

Club House is essentially a house

with loads of different

conversations. You can listen in to

Elon Musk talk with an intimate

group about the future of

toothpaste. Its built on audio which

is convenient for on-the-go.

I'm not spending  a ton of time on it,

but I do admire the exclusivity play.

What about Club House?



Marketers love cookies: snippets of

code that allows us to follow people

around the internet.

Not all cookies are the same. Third

party cookies help advertisers track

individuals online. Darned if you don't

see an ad for waterproof tents the day

after visiting a camping brand online. 

Google will in 2022 phase out third-

party cookies. This is both to protect

people's privacy and make more money

offering Google specific tools.

Implications? Time to earn people's

trust by inviting them to opt-in. And

stop stalking people like a creep while

they enjoy their Sunday paper.

Google kills third-party
cookies in 2022



Small is big. 

It’s tempting to think of social media as

TV advertising. After all, it’s on the

internet isn’t it – so hypothetically we

could be reaching everybody. 

Don’t think like that. If we aim to reach

everybody, this means we have to

deliver something average, right? 

With social media, small is big. A small

collection of the right followers can

build big results. Just think of Apple.

They used to make 1,000 people sit

through a two-hour PR session. 

They knew they could do

that, because their small tribe of

followers would spread the word

globally. 

Power in small



Tips to scale:

1. Publish content. Most days. 

2. Comment on posts. Thoughtfully.

3. DM Insta and LinkedIn, don't sell.

4. Send emails that add value.

5. Start a podcast.  

6. Join someone else's podcast. 

7. Learn from Club House and Tik Tok.

8. Be a good person and corporation.

9. Timing. Be patient and do the work.



Your followers are 60%
more likely to buy from you

This is a busy world we live in. People buy from those they like

and trust. If they follow you on social, they’re 60% more

likely to buy. Makes sense when we think of it right? 

They’re already aware (the first step) and now you are building

trust with them. 

I’m still surprised that more companies are not seeing the

importance of building relationships using social media. 

That’s where a lot of the pre-purchase

process happens. If you’re not there, you are nowhere.
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Innovate



Storytelling: In a market where most people

have understood the game is storytelling,

the next frontier is great stories. Bring it

on.

Video: No one wants to watch a 3 minute

corporate message. IG Reels are a great

format to get you thinking like a Tik Toker. 

Instagram highlights: are

the elevator pitch of your business. 

Make them work for you.

LinkedIn: is an opportunity to join a

buzzing conversation in a value adding

way.

Stories: Are a way to bring your audience

closer to you. Use videos, either live or

pre-recorded, to add value to your

audience.

What works now



The goal of this report is to put you on your path to become a

growth business and digital native in FY 21/22. 

Your word means a ton to me. If this added value, tell your

friends:

Long & Co is an alternative to big agencies. Talent is leaving

their buildings in Sydney and Newcastle. Im the conductor

bringing them together, powered by vision and technology.

Hello Long & Co.

Cat xx

Thank you

Cathrine Long
Director
—
m. 0417 103 833
1/113 King Street
Newcastle NSW
—
Instagram|LinkedIn 
—
longandco.com.au 

http://www.longandco.com.au/


Long & Co is a small indie

alternative to a big agency.

Check out our latest work here.

http://www.longandco.com.au/work

