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THE BUSINESS OF DOING BUSINESS

This is Session 3 of 4
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Where are we going?

→
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Can we afford it?

→
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Digital Content

Do they get it?

→
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People, Leadership 
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Can we deliver it?



THE BUSINESS OF DOING BUSINESS

Session 1 — you found your direction.
Session 2 — you tested your numbers.

Today is about demand. Your customers.



THE BUSINESS OF DOING BUSINESS

Emcee Welcome

Anthea Stevanovic
Founder, Intelligent Directions



THE BUSINESS OF DOING BUSINESS

TABLE PROMPT

What's harder right now: getting 
customers or keeping them?

INTRODUCE YOURSELF TO YOUR TABLE & DISCUSS



THE BUSINESS OF DOING BUSINESS

CUSTOMERS
Defining who you're actually trying to serve



THE BUSINESS OF DOING BUSINESS

Brand, Customer & Messaging 
Clarity

Carol Liang
Adacy



We should be running ads.

We should really be 
doing email marketing.

We need to create content. 

We need to post more.

We need to fix the website.

We need  
more marketing



You need better marketing.

You don't need 
more marketing.



Do it deliberately.

Do less.



Before you spend another dollar or hour on marketing, ask:

1. What are you trying to change?
2. What do people need to believe?

3. Where does that message need to show up?

THE MARKETING REALIT Y CHECK



1 What are you trying 
to change?

BET TER ENQUIRIES MORE ENQUIRIES

BET TER CONVERSIONLESS PRICE RESISTANCE

LAUNCH SOMETHING NEW

MORE REPEAT CUSTOMERS

CLEARER OFFERSTRONGER REPUTATION



People don't 
know you exist

People aren't 
convinced yet

People don't 
understand 
what you do

The next step is 
too hard

People don't think 
it's for them

The promise 
doesn't match 

the reality

AWARENESS

EXPERIENCE

CONVERSION
UNDERSTANDING

TRUST

RELEVANCE

Not every 
marketing 
problem is an 
awareness 
problem.



Better marketing starts with diagnosis — 
not more activity.

More reach won't fix an unclear offer.

More traffic won't fix a conversion problem.

More polished branding won't fix a poor experience.



Case Study

Northern 
Rivers 
Housing

What are you trying to change?



"Can we have a 
new website?"

THEY ASKED:

"What are we trying 
to change?"

WE ASKED:



The Operational 
Problem

We're getting flooded with 
paper forms

I'm constantly on the phone 
dealing with repair requests

Tenants are walking in 
to pay rent in cash

Website barely works 
on mobile devices

People come to us for 
housing we don't provide 

I don't know where to find 
the information I need 



Who we 
thought the 
audience 
was

People looking for 
housing



Who the 
audience 
actually 
was

Tenants

Staff

Government













But reducing the 
operational pressure 
was the brief.

The website 
was the 
deliverable.

What we are 
trying to change



Before you spend another dollar or hour on marketing, ask:

1. What are you trying to change?

THE MARKETING REALIT Y CHECK



2
Current belief: "They’re expensive."

Needed belief: "They’re worth paying more for because I 
trust them to get it right the first time."

Current belief: "They’re just another provider."

Needed belief: "They’ve solved this time and time 
again. I'm not going to be a test case."

Current belief: "I can deal with this later."

Needed belief: "I'm missing opportunities. Acting now will 
turn the interest I already have into sales."

What do 
people need 
to believe?

NEEDED BELIEF

CURRENT BELIEF



Don’t say it 
louder.

MORE BELIEVABLE

Why should they 
believe you?

Everyone says they care

Everyone says they’re high quality

Everyone says they’re different

Everyone says they have great serviceMAKE IT



Proof might 
include

Relevant experience or qualifications

A guarantee that reduces customer’s risk

A transparent process

Results or before-and-after examples

Customer reviews

PROOF

CLAIM
+

= A BELIEVABLE 
MESSAGE



Case Study

Tamworth 
Family 
Support 
Services

What do people need to believe?

What are you trying to change?



What do people currently believe about TFSS?Q

What do they need to understand before they will engage?Q

What would make the new message credible?Q

Q What concerns or assumptions might be stopping them?



Executive

Management
Satellite staff

Tamworth 
staff

Clients

Partners

Each group 
gave us a 
different 
view.



We need more 
brand visibility

THEY THOUGHT:

Greater visibility 
=/= 

more engagement

WE FOUND:



The organisation supports individuals & 
communities, not just families - across the 
broader region, not only Tamworth.

Seeking support does not mean surrendering 
control, the person’s needs and choices will 
always guide what happens next.

Community services exist and are positive, 
visible and welcoming. Crisis support is 
available and is private, personal and discreet.

What people 
needed to 
believe

Those beliefs 
shaped the new 

identity









Your journey, 
our support.

Your journey, our support.

Children & Family Programs

Housing Help Programs

Youth Programs

Community Support Programs

Groupwork

1800 073 388  •  www.sora.org.au

Sora services the vast expanse of Big Sky 
Country. We strive to create thriving 
communities where everyone has the 
opportunity to reach their full potential.





Before you spend another dollar or hour on marketing, ask:

1. What are you trying to change?
2. What do people need to believe?

THE MARKETING REALIT Y CHECK



3 Where does that message 
need to show up?

"Which channel 
should we be on?" "Where could this 

message influence 
the decision?"

INSTEAD OF:

START WI TH:



Creates 
awareness

Builds 
understanding

 
Builds trust

Helps 
conversion

Reduces risk
Helps people 

find you

SOCIAL POST

SIGNAGE

QUOTE
CASE STUDY

WEBSITE

REVIEW

Your message 
needs to show 
up where 
the decision 
happens.

Different 
touchpoints, 

different jobs



Case Study

Sports 
Aviation 
Federation 
of Australia

What do people need to believe?

Where does that message need to show up?

What are you trying to change?



Facebook

Member  
portal

Physical  
mail

SAFA  
Emails

Instagram

Website

Database  
Emails

?



.....?



X



September October November December January



Light Wind

Hang Glider

Strong Wind

Powered 
Paraglider

Consider landing downwind

• Keeps lines taut

• Wing may fall in front and trap air

• May allow more time to exit harness

Land into wind

• Minimise speed

• Maximise flare

• Exit aircraft quickly

Consider landing into wind

• Wing may kite above you

• Helps reduce landing impact

• Clear lines and separate quickly

Be aware of the motor

• Motor may sink quickly

• Can change buoyancy or angle

• Risk of pulling pilot underwater

Wind & Aircraft 
Considerations for 

Water Landings

Read the full article here

(<6 kn) – PG / PPG

(10+ kn) – PG / PPG

or Weight-Shift Microlight

or Microlight

Types of  
Water Landings

Read the full article here

Open Ocean

Still Water

Beach (Surf)

River

Water landings vary depending on the environment. 

Still water like lakes or dams may appear calm but still requires careful 
control. Rivers introduce fast-moving currents and hidden obstacles, 
while beach or surf landings involve waves, broken water and strong 

currents such as rips. 

In open ocean conditions, swells, wind direction and distance from 
land all add complexity—making preparation and understanding the 

environment critical before attempting a landing.

Water landings are generally unplanned and likely without 
considerable warning – plan, train and be ready with a clear action 

plan for the eventuality that is appropriate for the environment
Tangled lines
High risk of getting tangled in slack lines 
on PG/PPG or HG/WM attachment points/
wires. Harness attachments and lines can also 
become entangled or so tight due to water 
action that it is difficult to remove buckles, etc.

Helmet
A helmet may help protect on water impact 
but can also catch lines and reduce visibility 
when wet or submerged. It may provide slight 
buoyancy if held close to the body.

Harness Design
Harness back protection may provide flotation 
but can also cause the pilot to rotate upside 
down or become entangled in lines. If a 
reserve or wing inflates on the water, it may 
drag the pilot underwater. Wave action may 
cause entanglement or entrapment , including 
beneath hang gliders or microlight wings

Tandem Aircraft
Tandem pilots, consider your passenger. 
Explain what will happen before ditching. Free 
yourself first to better assist the passenger. 
Where possible, help remove key connectors 
before ditching.

Read the full article here

Water Landing 
Common Hazards



Visiting Pilot  
Membership Info Package

Step 1
Join SAFA as a  

Visiting Pilot Member 
(VPM).

Step 2
Provide your Overseas 

licence and ratings (IPPI, 
APPI, or similar) and Flight 

Logs / Logbook copies.

Step 3
Wait until you receive 

confirmation from the SAFA 
Office of membership.

You will be able to check your 
online membership details, 
and it will display your pilot 
number and “Membership 

expires dd-mm-yyyy”.

If you cannot log on –  
you are not yet a member  

(this can take 1-5 days, 
contact the office  

for support).

Step 4
Complete the VPM 
online workbook 

and exam (Moodle).

Step 5
Ensure you get your 

Radio Operator’s Licence 
(if required) or provide 

proof of equivalent.

Step 6
Check the site guide or 

reach out to a local club and 
enjoy Australian flying.

! Remember – once your VPM expires, your 
authorisation to fly in Australia also expires Considerations

Clubs

Before flying anywhere, reach out to the 

local club to find out rules and procedures 

governing the area.

These may include: 
Club membership, site rules, no fly areas, 

no landing zones, specific landowner 

requests, Airspace issues, closed periods, 

persons to contact, etc.

A list of local clubs is linked HERE, or 

can be accessed through the National 

Site Guide. This will also give you a great 

contact to meet new people and fellow 

pilots to enjoy your time flying in Australia.

Membership 
You must be a member of 

SAFA to fly in Australia.

If you have a current 
existing licence in 
another country, 
then you should be 
eligible to apply.

If you are expired 
in your country, you 
are ineligible to 
apply for a Visiting 
Pilot Membership.

Click HERE to join

You can also reach out to 

schools for further support 

and information HERE.

It is compulsory to wear 
a helmet in Australia.

When converging head on  
in clear air 
Both gliders shall give way 
and move to the RIGHT.

Flying along a ridge 
The glider with their RIGHT tip to the ridge has right of way.

When passing on a ridge 
Pass on the inside or turn 
around (if safe to do so).  
Do not pass on the outside  
of the slower wing.

In clear air
The faster glider gives way 
to the slower – passing on 
either side.

When converging in clear air
The glider on the RIGHT has right of way.

When joining a thermal
Join in the same direction and find a space – lower glider has right of way. Do NOT cut in.

When landed
GIVE WAY to approaching 
gliders and move out of  
the way.

When landing
The higher glider gives way 
to the lower.

Absolute Rule
AVOID A COLLISION  

AT ALL COSTS
Do not assume  

right of way

Rules of the air

!

Pass on the 
inside if safe

Turn 
back



Where would 
SAFA's 
messages be 
expected, 
credible & 
useful

MONTHLY EMAILS

CLUBS
MEMBER PUBLICATION

WEBSITE

MEDIA & EXTERNAL CHANNELS

Timely and 
actionable 

information

Longer 
stories

Local 
information

Public-facing 
messages

Permanent and 
searchable 
information



Right message, 
wrong place

does more than just waste effort. 
It can make your problem worse!



Before you 
invest more 
energy into 
marketing...

1. What are we trying to change?
What business result are we trying to create?

2. What do people need to believe?
What do they think now? What do they need to 
understand? And why should they believe us?

3. Where does that message need to 
show up?
Where is the customer making the decision, and what do 
they need at that point?

Ask yourself 
these 3 questions



Do it deliberately.

Do less.



Carol Liang & 

Kate Keys 
Adacy

Get in touch with Carol & 

Kate

kate@adacy.com.au
carol@adacy.com.au
https://www.linkedin.com/in/kate-keys-10676814/



THE BUSINESS OF DOING BUSINESS

Message

Building trust and turning interest into action



THE BUSINESS OF DOING BUSINESS

Digital Experience & 
Customer Journey

Ryan McCann
Founder & Creative Director

Lion & Lamb



Digital Experience & Customer 

Journeys.
Ryan McCann - Founder & Creative Director, Lion & Lamb

Business of Doing Business · Session 3



Every referral ends in 

a search.
That search is the moment your reputation gets tested 
by someone who's never met you.



THE PREVIOUS SESSION ASKED

“Where does that message need 

to show up?”
For most of us - the search. Website, Google listing, Instagram.
The digital experience.



Thoughtful design is the 

fastest proof you’ve got.
They're judging your competence. And in that first moment, the 
only evidence available is how it looks and how it works and how it 
answers a question.



What people actually do in those first seconds



What people actually do in those first seconds

The regional gap



What people actually do in those first seconds

The regional gap

What is design doing?



What people actually do in those first seconds

The regional gap

What is design doing?

Brand matters



WHAT THEY’RE ACTUALLY ASKING

DISCOVER

Do you exist?

CONSIDER

Are you for 
someone like 
me?

DECIDE

What if I get this 
wrong?

STAY

Was it as good 
as they said?



Where does the decision 

happen?
The middle - Are you for me? What if I get this wrong?



BLAZE PROJECTS — COMMERCIAL BUILDER, BYRON BAY

Let the results do the 

talking.

STAGE IN FOCUS //  DECIDE



THE MUMSIE — BABY-WEARING OVERALLS

Sell past the 

hesitation.

STAGE IN FOCUS //  CONSIDER



HAVEN — BYRON BAY

Three buyers. Three 

entries.

STAGE IN FOCUS //  CONSIDER



THE BANGALOW HERALD

It should feel like it’s 

from here.

STAGE IN FOCUS //  STAY



Learn the principles.
Every tool you can use today will be replaced.

A NOTE ON TOOLS AND TECHNOLOGY



Make it easy to say yes.
Your website is a conversation.



THE BUSINESS OF DOING BUSINESS

Ryan McCann
Founder & Creative Director

Lion & Lamb

Get in touch with Ryan

ryan@lionandlamb.com.au
www.linkedin.com/in/ryan-mccann-0b85a7a/



THE BUSINESS OF DOING BUSINESS

Story

Communicating your value clearly and consistently



THE BUSINESS OF DOING BUSINESS

Storytelling & Content That 
Converts

Matt Siegel
Founder & Director

Green Thumb Media



Content isn’t optional.Content isn’t optional.

You don’t get to decide whether your business has content. Only 

whether you made it.



26.2 million
Australians are online. 97% of the country.

21 million
on social media

5h 52m
online every day

1h 14m
a day on TikTok alone

Your customer has already met you before they meet you.



“Half the money I spend on advertising is 
wasted. The trouble is, I don’t know which half.”

- John Wanamaker, department store magnate

You now know which half.
Seven-second drop-offs. Which headline pulled. Whether anyone who watched the whole thing 

ever bought anything.



Samsung P9 Portable SSD
A product made for content creators.

A launch video made with generative AI.

MADE WITH GENERATIVE AI



INSERT VIDEO HERE

Samsung, “P9 Portable SSD”



The video wasn’t the interesting part.

They sold a tool to creative 

professionals with a video arguing 

creative professionals were 

unnecessary.

Samsung survives this. You 
don’t.



And the timing made it worse.

US$50

US$218

June 2023 February 2026

Samsung 990 Pro 1TB

Flash memory prices roughly doubled in a year 

because AI data centres are buying the supply. 

Samsung is the largest maker of that memory on 

earth.

“We used AI to replace you, in an ad 
for a product that AI made 
unaffordable.”



Every piece of content is a 
work sample.
Not a message about how you work. A demonstration of how you 

work.



Dollar Shave Club, March 2012

US$4,500
total budget

1 day
in a warehouse

0
professional actors

DROP IMAGE HERE

still from “Our Blades Are F***ing Great”



Dollar Shave Club, “Our Blades Are F***ing Great”



What four and a half thousand dollars 
bought.

12,000
subscribers in the first 24 hours, 

after a full day of downtime

3.2 million
subscribers by 2016

US$1 billion
paid by Unilever in cash, July 2016

The lesson is not “make a viral video.” The lesson is what sits 
underneath it.



Four steps, and you run them again.

01
IDENTIFY

Your customer’s problem, not 

yours. The question you 

answer eleven times a week 

on the phone.

02
IDEATE

A concept, not a topic. If a 

competitor could put their 

logo on it, you don’t have one 

yet.

03
PRODUCE

Match production value to the 

promise, not the budget. 

Never cut audio, clarity, or the 

first five seconds.

04
EVALUATE

Pick the metric that maps to 

money. Views are vanity. 

Then make the next one 

better.

Piece twelve is better than piece one, and it costs you less to make.



Flow Power, Shoalhaven

DROP IMAGE HERE

still from the Shoalhaven Solar Farm video

$10,000 in

Over $1 million out

Two of Flow Power’s customers told them, 

unprompted, that this video was a key reason they 

signed.

One asset, doing the job while everybody sleeps.



Write your customer’s 
problem in one sentence.
Write your customer’s 
problem in one sentence.

If you can’t write the sentence, you’re not ready to make content. 

You’re ready to do some research.



Matt Siegel
Founder & Director

Green Thumb Media

Get in touch with Matt

matt@greenthumbmedia.com.au

https://www.linkedin.com/in/matt-siegel-gtm/

mailto:matt@greenthumbmedia.com.au


THE BUSINESS OF DOING BUSINESS

Break

15 minutes  |  Light refreshments



THE BUSINESS OF DOING BUSINESS

Let's get a fresh perspective on our 
businesses

A peer-challenge workshop

Work on your own business. Learn from the whole room.



THE BUSINESS OF DOING BUSINESS

Who are you trying to reach?
Your customer is not “everyone”. Choose one customer group, product or service to focus on for the exercises today.

REFLECT

5 minutes  |  Individual

The product, service or audience I am focusing on today is:

Who are they?
Define the customer specifically enough that you can picture a real person or business.

What do they care about?

Think about the problem they are trying to solve, the outcome they want and what may make the 

decision difficult.

Where do they first encounter you?

For example: referral, Google, social media, an event, signage, advertising or direct outreach.

Why might they choose you?

What is genuinely useful, relevant or different about the experience you offer?



THE BUSINESS OF DOING BUSINESS

How do customers experience your business?
Customers form an impression across a series of interactions. Map the journey for the 

customer, product or service you selected.

REFLECT

5 minutes  |  Individual

1 DISCOVER
How do they first become aware of you?

Touchpoints:

What are they trying to understand?

2 CONSIDER

How do they compare you with alternatives?

Touchpoints:

What questions or concerns do they have?

3 DECIDE

What helps them say yes—or causes them to 

stop?

Touchpoints:

What proof or reassurance do they need?

4 STAY

What makes them return, recommend you or 

leave?

Touchpoints:

What experience do you need to reinforce?



Where in this journey are customers 
most likely to lose confidence?



The three-question test
1. What are we trying to change?

2. What do people need to believe?

3. Where does that message need 
to show up?



THE BUSINESS OF DOING BUSINESS

What are we trying to change?

Choose the business result—not the marketing output. “Post more often” is an activity. 

“Generate more suitable enquiries” is a result.

REFLECT

5 minutes  |  Individual

☐ More enquiries or sales

☐ Better-quality enquiries or sales

☐ More repeat customers

☐ Better conversion from existing interest

☐ Less price resistance

☐ A stronger reputation

☐ A clearer offer

☐ A successful launch of a product or service

☐ Something else:



The ONE result I am trying to create is:

Why does this matter now?

What would tell me that it is 
improving?

Pressure test

Is this a business result you can recognise, or 

simply more marketing activity?



THE BUSINESS OF DOING BUSINESS

What do people need to believe?

People act when they believe something important about the problem, the outcome or your ability to help. 

Define the belief shift your marketing needs to support.

REFLECT

What do customers currently think, assume or misunderstand? 

What do they need to understand, trust or value instead?

Why would this belief help create the result from Question 1?

5 minutes  |  Individual



THE BUSINESS OF DOING BUSINESS

What would make it believable?

Choose proof that directly supports the belief, not simply information you 

already have.

☐ Customer reviews or testimonials

☐ Case studies or before-and-after examples

☐ Results, data or specific outcomes

☐ A clear explanation of your process

☐ Qualifications or relevant experience

☐ Demonstrations, samples or trials

☐ Transparent pricing, guarantees or expectations

☐ Something else:



THE BUSINESS OF DOING BUSINESS

REFLECT

5 minutes  |  Individual

Question 3: Where does the message need to show up?

• Website or landing page

• Google/search

• Reviews & testimonials

• Social media

• Advertising

• Email or enquiry follow up

• Quote or proposal

• Sales conversations

• Signage or physical location

• Packaging

• Referral/word of mouth

• Customer onboarding or aftercare

• Something else

Choose the point in the customer journey where the belief is most important—not simply the channel you use most 

often.



THE BUSINESS OF DOING BUSINESS

The most important place for this message is:

What does the customer need to see, hear or experience there?

What is currently missing or getting in the way?

Pressure test

Does this touchpoint occur at the moment the 

customer needs that belief or reassurance?



TEST YOUR THINKING

5 minutes each  |  At your tables

Explain your three answers to another participant. Their job is to help 

you identify gaps, assumptions or ideas that are still too broad.

• Is the result specific enough to guide a decision?

• Does the belief matter to the customer, or mainly to the business?

• Would the proposed proof genuinely support that belief?

• Is the selected touchpoint where the customer most needs the message?

• What assumption still needs to be tested?

• What would make the action smaller, clearer or easier to begin?



TAKE ACTION

5 minutes  |  Individual

One action this week
Choose one specific action you can take this week. It should test an assumption, provide 

proof for the belief you need to build, or improve the most important point in the customer 

journey.

• Ask three customers why they chose you

• Ask one lost prospect what stopped them proceeding.

• Track how your next ten enquiries found you—and why they chose you.

• Replace one vague marketing claim with a specific proof point.

• Add a case study, result or example that supports the belief you need to build.

• Answer a common customer concern at the point where it occurs.

• Clarify what happens immediately after someone enquires.

• Test your key message with three customers before publishing it.

• Improve one specific confidence gap in the customer journey.

Useful Examples:



DISCUSSION

5 minutes  |  At your tables

Share your reflections with your table



THE BUSINESS OF DOING BUSINESS

TABLE SHARE-BACK TO THE GROUP

5 minutes  |  One insight per table

Each table — share your biggest insight.

Not a summary. The one thing that surprised you most.



THE BUSINESS OF DOING BUSINESS

PANEL DISCUSSION

Q&A with all presenters  |  15 minutes

"What's the most common marketing mistake you see in 
SMEs?"



THE BUSINESS OF DOING BUSINESS

LEADERSHIP INSIGHT

A local leadership perspective to finish — because theory only matters if it works in 
real businesses.



THE BUSINESS OF DOING BUSINESS

WHAT THIS MEANS IN PRACTICE



THE BUSINESS OF DOING BUSINESS

1 Start with the result.

Define the business result you need before choosing a marketing activity.

2 Belief needs proof.

Identify what customers need to believe, and what will make it credible.

3 Strengthen the right touchpoint.

Put the message where it matters most in the customer journey.



THE BUSINESS OF DOING BUSINESS

WHAT ARE THREE ACTIONS YOU 
ARE GOING TO TAKE THIS WEEK?



THE BUSINESS OF DOING BUSINESS

Today was about demand. Next session is about delivery.

Your people. Your systems.

Because strategy, numbers and customers only work if your team can execute.



THE BUSINESS OF DOING BUSINESS

NEXT SESSION

Enhancing Business Performance

People, Leadership & Tech

"Can we deliver it?"

You know your customer and your message. Next time, we'll make sure your team, systems and 

culture can deliver it.



THE BUSINESS OF DOING BUSINESS

"Attend one session and gain value. Attend all four and transform how 
your business operates."

Business NSW Northern Rivers

Hosted at Southern Cross University  |  businessnsw.com



SPECIAL THANKS TO OUR SERIES PARTNERS

THANKS TO OUR EVENT PARTNER
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