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1.0 Introduction 

A community management program will play a vital role in building brand awareness, 

generating leads and refining the social media marketing strategy (Digital 360, 2017). This will 

encourage the target market (TM) of Generation Z to engage more with free2go and utilize 

their services. This cohort, known as ‘digital natives’ spend more time on social media than 

any other generation, hence this resource tool is appropriate (Morison, 2016; Sensis Social 

Media Report, 2016). The consumer insight uncovered in (Section 1.0) showed the 

importance of reflecting the TMs values of individualism though diversity. Diversity is 

emphasised on social media with options for co-creation and extended reach bridging cultural 

divides. Therefore, it is ideal to spread the message of this shared brand-consumer value to 

increase engagement encouraging earned media (Solomon, 2017). 

 

2.0 Social Media Strategy 

An engagement strategy has been chosen as a metric used heavily across social media 

channels within the travel and motor industries to connect with consumers, enhance the 

value proposition, and increase organic reach (Track Maven, 2017) Additionally, research 

from Section (1.0) found engagement was low which needs improvement. The aim is to 

enhance the free2go brand personality spreading their message to the TM, specifically 

individuals looking to gain independence by travel and acquiring a driver's licence, to 

support primary product offerings of roadside assistance, travel assistance and discounts. 

Engagement can be defined as increased responsiveness through prolonged periods spent on 

social media to promote a ‘flow state’ whereby consumers become engrossed in the content 

losing track of time (Solomon,2012, p.154). Additionally, likes and shares are a metric and 

According to (Raso, 2016) the highest predictor is comments, as people do not spend time 

commenting unless they are highly engaged). Understanding consumers behaviour plays a 

pivotal role in creating engaging content. With knowledge of the TMs values, adequately 

fulfilling their needs becomes possible, which grows trust, facilitating customer acquisition 

and brand loyalty (Islam and Rahman, 2016; Solomon, Bennett and Previte,2012). This would 

equate to an increase in free2go customer signups with some upgrading to paid services. The 

consumer insight (CI) uncovered from (section 1.0) is: “Generation Z value individualism 

which is only possible through diversity”. Scholars and industry members including Magid 

Associates, a marketing agency, nicknamed them "The Pluralist Generation" (Baghramian, 

and Ingram 2013; Rothman,2014). Pluralists value multiple views over a single approach. 

Diversity is part of their lifestyle and they expect brands to embrace it (Yadav and Rai, 2017). 

Although people of a similar age group can differ, they tend to share similar cultural values. 

According to self-image congruence theory, products are chosen when their attributes match 

aspects of the self (Solomon, 2012.p182), akin to valuing individualism through diversity. In 

order of preference Facebook, YouTube and Instagram are most utilized being image and 

video centric. Therefore, they will be focused upon (Morison, 2016; Roy Morgan, 2017). 
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2.1 Content Pillar 1: Promoting Sustainability 

Research from (Section 1.0) supports the following three content pillars. Since the TM grew 

up when global warming become emphasised, sustainability is valued (Roy Morgan, 2017; 

Southgate, 2017) Sustainability is; “Development which meets the needs of current 

generations, without compromising the ability of future generations to meet their own 

needs.” (United Nations Economic Commission for Europe, (n.d), para,2). This suggests a 

symbiotic relationship between diversity and sustainability since it is both global and local in 

reach, and affects current and successive generations. Moreover, sustainability is a recently 

featured corporate value (free2go, n.d) and a corporate social responsibility and hence an 

appropriate theme (Patyk, Tomski & Zawada, 2015). 

 
2.2 Content Pillar 2: Embracing Family 

The TM value family more than previous generations (Roy Morgan, 2017) having been raised 

by more ethnically diverse families than preceding generations (Social Marketing, n.d). Since 

free2go is a Queensland based company who proudly endorses their local roots with 

community initiatives, this reflects similar family values (free2go,n.d). Family themed content 

is appropriate and consumer recommendations are most trusted worldwide over brand 

advocated advertising (Solomon et al,2012 p,324). Therefore, this content should facilitate 

sharing through family and peers. 

 
2.3 Content Pillar 3: Enhancing Trust 

Enhancing trust is the chosen content pillar for content creation since research suggests the 

TM have less trust in advertising (Southgate and Millward, 2017 Social Media Week,2017) and 

establishing and maintaining trust is essential for engagement and brand loyalty (Ball, Coelho, 

Machas, 2004). Moreover, RACQs corporate vision is to “provide value to members and 

remain a trusted brand” (RACQ, n.d). Since free2go is a subsidiary of RACQ, with consistent 

branding and complimentary services, it is assumed they share this vision. When the free2go 

brand successfully communicates similar values as the TM, trust will increase advancing the 

corporate vision (Solomon et al, 2012). 

Section (1.0) showed 62% of the TM are not yet employed and are thriftier with 64% recently 

spending less (Roy Morgan, 2017). This presents a barrier to entry for upgraded paid 

services, whereas it presents an opportunity to offer services within the free2go program 

assisting youths to gain paid employment. Access to resume writing resources and 

templates as well as videos teaching advanced interviewee skills can be included. This value 

adding will leverage the free2go program as youths may gain employment promptly, 

reducing financial stress and allowing many to pay for upgraded services. Furthermore, 

research asserts that regardless of race or ethnicity enhancing value builds trust, which 

similarly supports diversity (Roy Morgan, 2017). Overall humour appeal is preferred by this 

cohort and is used across content and social media platforms, and research indicates 

humour strengthens the brand-consumer bond further instilling trust (Roy Morgan, 2017; 

Coorey,2016). This is evident on Facebook, as humorous content receives higher 

engagement. 
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3.0 Campaign Calendar 

Google Trends indicates the highest consecutive four weeks of demand for roadside 

assistance, travel and discounts is from 27th December till 24th of January. Therefore, this is 

the monthly campaign calendar period (See Appendix). 

Instagram has one post daily after 3pm which is the optimal time and quantity recommended 

by industry (Social Media Week, 2017) Additionally (Section 1.0) showed no new videos have 

been posted on YouTube since 2015, so weekly travel posts have been included. Since this 

new content will take longer to produce a weekly post is considered adequate. It is important 

to schedule weekly videos at the same day and time, so users know when to expect them to 

increase engagement (O’Neil, 2011). 

Facebook posts are scheduled in afternoons, evenings and weekends as these were reported 

as peak usage times. Since this month is over school holidays increased social media usage is 

expected. Therefore, Facebook as the primary social media requires daily posts as scheduled 

(Social Media Week, 2017). Furthermore, Snapchat was included as research shows it is the 

fourth most popular social media site and is quickly gaining popularity (Roy Morgan, 2017). 
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4.0 Content 1: Facebook 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

(Istock, 2017) 
 
 

“Don’t let this happen to you” is a fear of loss phrase, and a common tactic used for customer 

acquisition (Salesforce, n.d) “Lol”, is a colloquial slang for (laugh) and memes are humours and are 

favoured (Southgate et al; Roy Morgan, 2017). 

 
The right image displays a reliable car resonating with the TMs ideal version of independence to 

enhance trust (Solomon, 2012). Words like “trusted experts” create trust in the perceived service 

providers expertise, and utilitarian value of the service upon their trust levels which fosters brand 

loyalty (Chai, Malhotra and Alpert, 2015). The copy “diverse range” supports diversity and a combi 

van is a unique uncommon car which supports individualism, the CI (Baghramian et al, 2013). 

Facebook is most suitable for memes and creates consistency building trust as consumers are already 

familiar with this type of content on Facebook (free2go). Moreover, the image centric content and 

short copy suits their lower attention span, and visual preferences (Southgate, et al, 2017). 

Are you 16-19 years old? Join free2go for motoring advice by trusted experts and free roadside 
assistance for your first year! Plus, a diverse range of benefits. Stress less, save cash and get on the 
road faster with a reliable car. (trust appeal) (emotional appeal) (thrifty appeal) 
(instant gratification) 

(thrifty appeal) (trust appeal) (call to action) (qualifier) 

(trust appeal) 
We’ve got you covered 

(fear of loss) 
Don’t let this happen to you! Lol 
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5.0 Content 2: Instagram 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

(emotional appeal: trust) (qualifier) (Call to action) 
Don’t worry we’ve got you covered. 16-19-year old? Join free2go for free and get your first year of 
roadside assistance free! (thrifty appeal). 

(Istock, 2017) 

This image suggests if the TM are out with friends and their car breaks down they can relax, and even 

laugh about the mishap. As free2go roadside assistance will help them get their car started. This high- 

quality photo will appeal to their image centric nature and is appropriate for Instagram, a primarily 

photo sharing platform (Adroll, 2017). The smiling, happy teenagers of a similar age group faciltates 

relatability. Furthermore, there is a strong visual multicultural reference which supports the CI 

enhancing trust by communicating this shared value. The use of short copy with an embedded link to 

sign up to free2go is suitable for the TM and platform (Adroll, 2017). 

Furthermore, “reward power” may be attained through positive reinforcement by social approval 

from the use of a popular brand slogan “We’ve got you covered” Additionally, increasing trust through 

this phrase and consistency of brand message (Solomon, 2012, p324). 

https://www.free2go.com.au/
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6.0 Content 3: YouTube Travel Video Series 
 

 
(You Tube, 2017) 

A series of short spoofs can be added on YouTube informing the TM with travel tips. Free2go product 

offerings will be indorsed including travel insurance as advertised on their website (free2go n.d). A 

‘soft sell approach’ is preferred and should be used offering free membership signup for 16-19-year 

olds, and a 20% discount on travel insurance to encourage uptake. This service satisfies utilitarian 

needs as (Section 1.0) proved 69% of the TM are risk averse, and prefer to be well insured (Roy 

Morgan, 2017). However, videos will have a humous and playful tone which are vital components to 

elicit a ‘flow state’ for higher engagement (Solomon, et al, 2012, p154). There is synergy between trust 

and insurance as both are security focused. Moreover, including the popular RACQ slogan of “We’ve 

got you covered” (RACQ, n.d) will enhance trust along with the consistency in brand message 

(Solomon, 2012). 

Including the free2go logo in videos will strengthen brand recall, and bright colourful content will 

attract attention, with popular background music to enhance the desired mood (Solomon et al, 2012, 

p47,51). Furthermore, the CI is highlighted through cultural diversity. Similarly, the characters have 

diverse tastes displayed though different clothing styles and a variety of colours. Yet people are 

enjoying together regardless of differences supporting the TMs preference towards equality and 

inclusion through diversity (Folmsbee, 2017). Additionally, video is very popular and often more 

effective in communicating value quickly, since it is a multisensory experience. Lastly YouTube is 

appropriate being a video sharing platform and the preferred place for viewing videos (Southgate et 

al, 2017; Roy Morgan, 2017). 
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