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EMD 
conference –  
Social media 
best practice 



Source: Global Web Index, September 2017 

59% of New Zealand Car Owners use 
social media more than 30 mins a day 

(~20% spend more than 2hrs a day). 



social Media Use and 
engagement 



•  61% – Clicked the like button 
•  46% – Watched a video 
•  42% – Read an article 
•  39% – Logged in to see what was going on 
•  27% – Visited a company, brand or products Facebook page 

What are they doing on 
Facebook? 

Source: Global Web Index, September 2017. Time period: last 3 months 



•  38% – watched a music video 
•  32% – watched a tutorial video 
•  29% – watched a film trailer 
•  27% – watched a TV show or clip 
•  23% – watched a news clip or story 

What are they doing on 
YouTube? 

Source: Global Web Index, September 2017. Time period: last 3 months 



SAVE TIME WASTE TIME 



But above all they are 
looking for value 

Entertainment 

Utility 

Participatory 

+ 

+ 

X 

Relevance 
Adapted from Global Web Index, NZ, Wave 3 Q2 2017 





Think Mobile 
first 

Our audience are viewing our 
content primarily on mobile.  
 
With the majority of users 
preferring to look at a mobile 
screen in portrait we should 
look to create more portrait first 
content. 

6% 94% 

Source:  https://medium.com/@subsign/vertical-vs-horizontal-video-2ed0a76a02ce 



Paid Media is crucial 

Organic posts 
achieved only 8% of 
the reach achieved 
through paid media 
 
And organic reach is 
in decline: 2-6% 
reach this year 
versus 2-10% 

Source:  VW NZ social page, last 2 months 



Delivering social across the CDJ 
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Delivering social across the CDJ 
Emotive video, gifs, 
cinemagraphs, 
stories, & imagery etc 
driving desire 

Asking questions, 
reading comments, 
defining needs 

Infographics, tips 
and tricks, handy 
information, add-ons 
and value add 

Showing off 
their new cars 

Facebook 
#hivemind 

Contact details, 
reviews and lead 

generation ads 

Carousel and lead gen 
ads, promoted pins, 
Snapchat discover, 

messenger bot 
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Facebook – Primary channel for creating desire and leads. Multiple in platform advertising 
opportunities. Can automate retargeting + leverage 1st party data 
 

YouTube – 2nd largest search engine. Opportunity to target individuals who have a propensity to 
purchase through True-view and Bumper Pre-rolls 
 

Instagram – Visual platform for inspiration and passions. Like Facebook is used for creating desire 
and, to a lesser extent, leads. Multiple advertising opportunities 
 

LinkedIn – Professional platform but successful for automotive launches especially for 
commercial vehicle. Multiple advertising opportunities 
 

Pinterest – Female orientated platform for passions and projects. Used for storing and sharing 
information. Limited advertising opportunities 
 

Snapchat – Younger audience platform. Opportunity to inspire and excite this audience. Paid for 
opportunities through Snap Ads, Filters and Lenses. And through Snapchat discover. 
 

FB Messenger – The number 1 messaging app in NZ. Opportunity to do in app advertising, drive 
engagement to your messenger and include ads in conversations 

Using the channels effectively 



Driving awareness, 
loyalty and after sales 



Driving Leads 



Customer research 



•  Custom lists = Target ads/content to your existing audience database/ web visitors/
app usage  

•  Look-a-Likes = Target ads/content to individuals who’s online behaviour and interests 
mirror your existing audience 

•  Interests = Target ads/content to individuals with specific interests 
•  Retargeting = Target ads/content at individuals who have already engaged with your 

existing content which allows for Sequential story telling 
•  Others = Demographic, job title, employers, language, page likes, location history 

Facebook targeting 



Community 
management -   
Remember 
They are 
social 
platforms 



VW NZ social  



Giltrap Audi social 



https://vimeo.com/77633372 



https://www.youtube.com/watch?v=WxU-F0zzRlA 



The bots are coming 



1.  Be visual and keep text to a minimum 
2.  Quality trumps quantity 
3.  Add value – entertainment, participation and utility 
4.  Maintain a consistent Tone of Voice and Look and Feel 
5.  Use targeted Paid Media to engage your audience (FCB can advise 

on the best approaches) 
6.  Use custom lists, retargeting and sequential storytelling to move 

your audiences down the customer journey 
7.  Listen to your audience and act accordingly 

7 Key takeaways 


