
BUILDING LIKES AND ENGAGEMENT 

Like growth for 2014 

MASTHEAD LIKES DEC 31, 13 LIKES DEC 31, 14 LIKE YoY GROWTH % 

Sunshine Coast Daily 102,415 125,963 22% 

 

Engagement growth for 2014 

MASTHEAD PAGE ENGAGEMENT 

DEC 31, 13 

PAGE ENGAGEMENT 

DEC 31, 14 

PAGE ENGAGEMENT 

YoY GROWTH % 

Sunshine Coast Daily 63,100 141,346 124% 

 

With 125,963 likes and a page engagement figure of 92,012, 36% of the Sunshine Coast Daily 

Facebook likers are actively engaged, every day. 

In 2014 we saw a 22% growth in likes is an impressive 124% growth in page engagement. 

There were a number of posts that attributed to this increase in likes and significant growth in page 

engagement. 

1. Ensuring that each post creates a conversation  

a. Top five Facebook posts 

2. Weekly Facebook initiatives 

a. Fill in the blank 

b. Thumbs up/thumbs down 

c.  Caption this photo 

d. Photo of the week 

e. Friday Flog It 

f. Other recurring posts 

3. Themed series/campaign  

a. Town Proud 

 

  



1. Ensuring that each post creates a conversation 

Examples: please see separate doc “Top five Facebook posts 2014” 

 

  



2. Weekly Facebook initiatives  

In 2014, APN ARM Social Media Editor Alexia Purcell ran five Facebook initiatives at the same time 

on the same day, each week.  

The idea behind running these initiative at the same time on the same day each week was our 

audience became accustom to when they are running and looked out for them or came to the page 

specifically on that day to participate in that post. 

Each of these initiatives directly engaged the Facebook audience and were a huge success each 

week. 

Four of these initiatives were also used to create 360 content (fill in the blank, photo of the week), 

flush out issues in the community (thumbs up/thumbs down) or invite the Facebook audience to get 

creative (caption this photo). 

These five Facebook initiatives were: 

1. Fill in the blank 

2. Thumbs up/thumbs down 

3. Caption this photo 

4. Photo of the week 

5. Friday Flog It 

 

  



FILL IN THE BLANK 

The fill in the blank post was exactly what it says it was, the Facebook audience was asked to “fill in 

the blank”. 

Each week’s fill in the blank post was usually about something in the region e.g. best place to grab 

and ice cream, worst place for parking, what I love most about where I live etc. with the aim to get 

as many comments from the audience as possible to create a list or content for a follow up story. 

We call this – when a conversation is created on Facebook and the content is used online or for a 

follow-up story in paper – a 360. 

This article written by the Newspaper Works talks about Alexia and her fill in the blank posts: 

http://www.thenewspaperworks.com.au/knowing-your-reader-helps-daily-dominate/  

Routinely, the weekly fill in the blank post was used for a 360. 

One of our most successful local fill in the blank posts would be about favourite restaurants on the 

Sunshine Coast with almost 600 comments: 

 

 

 

 

 

 

 

While this one was a hit with everyone: 

 

This fill in the blank post was adapted to invite people to share their photos, what we call a User 

Generated Content (UGC) post: 

 

 

 

 

Over 100 photos were shared on this post. 

http://www.thenewspaperworks.com.au/knowing-your-reader-helps-daily-dominate/


The photos were then used for a story online: http://www.sunshinecoastdaily.com.au/news/your-

say-best-places-get-hitched-coast/2327097/  

And a gallery online: http://www.sunshinecoastdaily.com.au/photos/love-is-in-the-air/27343/#/0  

And the story and a selection of photos were published in paper: 

 

  

http://www.sunshinecoastdaily.com.au/news/your-say-best-places-get-hitched-coast/2327097/
http://www.sunshinecoastdaily.com.au/news/your-say-best-places-get-hitched-coast/2327097/
http://www.sunshinecoastdaily.com.au/photos/love-is-in-the-air/27343/#/0


THUMBS UP/THUMBS DOWN 

Thumbs up/thumbs down was a weekly post that invited the Facebook audience to comment on the 

post and share something good, by giving it a thumbs up or share something bad, with a thumbs 

down. 

Each week, for 52 weeks, this post consistently received 50 or more comments. 

 

The comments on post would be looked at for possible story ideas. Thumbs up or thumbs down, the 

comments on this post either highlighted something good in the community or revealed a 

community issue. 

Often, based on a comment, a follow-up story would be done or a follow-up post would be made, 

fleshing the issue out further on the Facebook page. 

This is one example of this:  

 

 

 

 

 

 

  



CAPTION THIS PHOTO 

Every Sunday afternoon, Alexia published a photo inviting the Facebook audience to caption it. 

Almost all the photos were of animals and while the Sunshine Coast Daily didn’t reproduce the 

photo in print, a couple of other APN ARM daily publications – namely The Gympie Times and The 

Daily Examiner – published the photo and the best caption in paper each week. 

This was one of the most successful caption this photo posts:  

 

 

 

 

 

 

 

 

 

 

  



PHOTO OF THE WEEK 

During the week, Sunshine Coast Daily Facebook likers would share their photos to the Facebook 

page. 

Each Monday, Alexia would put all of these photos into a gallery and invite the Facebook audience to 

vote for their favourite by liking that photo. 

The photo with the most likes the following Monday would be made the page’s cover image and 

would run in the paper that week. 

This photo gallery – Photos of the week June 23-29 

(https://www.facebook.com/media/set/?set=a.10152106951167261.1073741879.25762067260) 

was one of our most successful POTW photo galleries reaching 89,856 people and had more people 

talking about it than any other post that month (June 2014). 

This is one of the winning photographs that ran in the paper: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Usually this picture was run on page three and the photographer contacted by a journalist to write 

an accompanying story.  

https://www.facebook.com/media/set/?set=a.10152106951167261.1073741879.25762067260


 

FRIDAY FLOG IT 

Friday Flog It was a weekly initiative that engaged the audience by inviting them to list an item they 

had for sale on the post. But unlike the other weekly initiatives, this post promoted APN ARM’s 

commercial product, FINDA. 

FINDA is APN ARM’s classified brand. 

Each week Alexia drafted a post that used a shareable photo and invited people to list an item they 

had for sale and then encouraged them to go to finda.com.au to see other items listed for sale. 

 

As a result, in 2014 the referral traffic to Finda from Facebook increased by 10.64%. 

  



OTHER RECURRING POSTS 

These are examples of some of the other recurring posts Alexia ran during 2014 that attributed to 

increasing the likes and page engagement on the Sunshine Coast Daily Facebook page. 

Your conversation 

Once a week a post ran asking for people to suggest topics or questions they would like to discuss on 

the Facebook page. 

These topics and questions were then used as separate posts on the Facebook page during the 

week. 

 

 

 

 

 

 

Friday fun 

Each week, this post (on a Friday) was one of three posts: 

1. Ask the next friend 

 

2. Story thread 

 

  



3. Random question 

  



3.  Themed series/campaign 

TOWN PROUD 

The concept of the social media component of the Town Proud campaign was to directly involve the 

Sunshine Coast Daily Facebook page audience by capitalizing on their relationships with businesses 

on the Sunshine Coast. 

To do this, each day for the month of November, the likers of the Sunshine Coast Daily Facebook 

page were invited to nominate (comment) a business and then vote (like a nomination/comment) 

for their favourite business in a different town. 

At 2pm, the 10 nominations/comments with the most likes made up the top 10 list. The following 

day, this list ran in the Sunshine Coast Daily. 

Over 30 days, the posts covered all the towns, suburbs and communities on the Sunshine Coast over 

30 days. 

The objectives of this component of the Town Proud campaign was to increase awareness of the 

campaign on social media, engage the Sunshine Coast Daily Facebook audience through inviting 

them to nominate businesses, create unique content for in-paper and online, increase Sunshine 

Coast Daily Facebook likes and page engagement, increase referral traffic to the Sunshine Coast Daily 

website from the Sunshine Coast Daily Facebook page and increase Sunshine Coast Daily paper sales. 

OBJECTIVE 

There were seven objectives of this social media campaign: 

1. To create awareness of the Town Proud campaign 

2. To engage the Facebook community  

3. To create unique content  

4. To increase likes 

5. To increase page engagement 

6. To increase referral traffic to the website 

7. To increase paper sales 

1. To create awareness of the Town Proud campaign 

Through content testing, we know posting commercial content –  such as straight promotional or 

marketing posts – has a detrimental effect on our Facebook pages. It decreases engagement and can 

result in a loss of likes.  

So when it came to creating awareness of the Town Proud campaign, Alexia developed the Facebook 

component that invited the Sunshine Coast Daily Facebook likers to nominate businesses and then 

vote for businesses in each of the towns. 

This approach ensured each post created a conversation and engaged the Facebook audience while 

creating awareness of the Town Proud campaign. 



2. To engage the Facebook community 

Facebook is a place where people interact with friends, family and things they care about. 

Our aim is to provide a range of content to engage our Facebook audiences. 

It is paramount that everything we post to Facebook engages our audience whether it be with a 

conversation or/and a shareable item. 

During the Town Proud campaign, our objective was to engage the Facebook community by 

capitialising on their relationship with businesses on the Sunshine Coast by inviting them to 

nominate a business for that town. 

3. To create unique content  

Lists such as these top 10 create unique and timeless content that can be used in our papers or 

online. 

One of the objectives of the social media component of the Town Proud campaign was to create this 

unique and timeless content but also, because the Sunshine Coast Daily Facebook audience had 

created this content, we knew they would have a connection with it and ultimately buy the paper for 

the list and share the Facebook post.  

4. To increase likes 

As with any Facebook campaign, one of our objectives was to increase the Sunshine Coast Daily 

Facebook page’s likes. 

In the past, we have run Facebook promotions with CPC (cost per click) Facebook ad spend to drive 

likes to the Facebook page hosting the competition. But we had no allocated CPC for this campaign. 

As you will see from the results (further on) we met this objective. And interestingly, this organic 

campaign was more successful in increasing likes than any of our paid Facebook promotions. 

5. To increase page engagement 

The Sunshine Coast Daily Facebook audience is highly engaged.  

It was important that the campaign maintained and increased this level of engagement.  

We knew through the mechanism of this component of the Town Proud campaign, the Sunshine 

Coast Daily Facebook likers would be engaged as it related to each of them on a local and personal 

level. 

6. To increase referral traffic to the website 

We know that by creating a conversation on an item on one of our websites on Facebook, we can 

increase referral traffic to the website. From June 2012 to June 2013, referral traffic from Facebook 

to our websites increased by 70% because we change our method of posting to this. 

It was important the social media component of the Town Proud campaign increased referral traffic 

to the Sunshine Coast Daily website to ensure a 360 across our assets (Facebook, in-paper and 

online) was maintained. 

7. To increase paper sales 



From the beginning, the main aim of the Town Proud campaign was to drive paper sales. 

So it was important the social media component of the campaign assisted this objective. This was 

done by running two Facebook posts, both with a line about the list running in-paper. 

The post invited people to nominate and vote for the businesses and included the line: “…and the 

list will run in tomorrow’s paper.” 

EXECUTION 

It started with this post, introducing the campaign: 

 

Each day, at 6am a post like this was published: 

 

This was our most successful post with 154 likes, 813 comments and 135 shares. 



RESULTS 

1. To create awareness of the Town Proud campaign 

Objective:  to raise awareness of the Town Proud campaign.  

Result:  

 On Facebook, the nomination posts and top 10 business list posts reached a total 618,940 

unique people.  

2. To engage the Facebook community  

Objective: to engage the Facebook community by capitialising on their relationship with businesses 

on the Sunshine Coast by inviting them to nominate a business for that town. 

Result:  

A total (on posts) 

 Likes = 1664 

 Comments = 7176 

 Shares = 1649 

3. To create unique content 

Objective: to create unique content. 

Result: the top 10 lists created unique, timeless content for in-paper/online that the Sunshine Coast 

Daily Facebook likers had an association with. 

4. To increase likes 

Objective: to increase likes. 

Result: likes increased by an average of 100 likes a day with a total of 2,905 new likes recorded 

during the campaign, an increase of 1.9%.  

5. To increase the page engagement figure 

Objective: to the increase page engagement figure. 

Result: the page engagement figure in November was the highest of any month in 2014 with 

159,821 engaged. This was an increase of 70.8% and 28% of the Facebook page likers were engaged 

during the month long campaign.  

6. To increase referral traffic to the website 

Objective: to increase referral traffic to the Sunshine Coast Daily website 

(www.sunshinecoastdaily.com.au) 

Result: referral traffic to the Sunshine Coast Daily website by 132% (when compared to referral 

traffic data for November 2013). Total number of people referred to the Sunshine Coast Daily 

website from Facebook in November 2014 was 399,418.  



7. To increase paper sales 

Objective: to increase paper sales of the Sunshine Coast Daily. 

Result: circulation figures show there was a spike in paper sales during the Town Proud campaign. 

More than a 1000 extra papers were sold during the four week campaign. 

 


