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THE USE OF SOCIAL MEDIA BY INDIGENOUS AUSTRALIAN BUSINESSES Stephen Ryan-Harvey MBA BPPM (hons) Deakin University Department of Business and Innovation, State Government of Victoria



The use of social media platforms such as Facebook and Twitter has grown in popularity among businesses in recent years. This paper reports on the emerging findings of a doctoral research project examining the use of social media by Australian Indigenous-owned businesses and entrepreneurs. Facebook is the dominant social media platform among Indigenous Australian Entrepreneurs who are primarily using the social network to promote and market their business. For many it is becoming an important element of an integrated marketing strategy. Keywords: Indigenous Entrepreneurship, Social Media, Facebook, Twitter
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INTRODUCTION



This paper reports on the emerging findings of a Deakin University doctoral research project examining the use of social media by Australian Indigenous-owned businesses and entrepreneurs1.



The use of social media platforms such as Facebook, Twitter and YouTube has grown in popularity among businesses in recent years. A global survey of 13,185 businesses show that the majority of businesses in all markets are planning to increase their use of social media (Grant Thorton 2012). Latin American and BRIC countries lead the world in current use of social media. Table 1: Business Use of Social Media (Percentage of Businesses) Country Global Latin America



Currently use 43% 53%



Planning to increase use 61% 78%



50%



64%



47%



60%



47%



56%



45%



75%



40%



55%



39%



72%



35%



66%



(Argentina, Brazil, Chile, Mexico)



BRIC (Brazil, Russia, India and China)



North America (Canada, United States)



Asia Pacific (Australia, Hong Kong, India, Japan, China (mainland), Malaysia, New Zealand, Philippines, Singapore, Taiwan, Thailand, Vietnam)



ASEAN (Malaysia, Philippines, Singapore, Thailand, Vietnam)



G7 (Canada, France, Germany, Italy, Japan, United Kingdom, United States)



Nordic (Denmark, Finland, Sweden)



EU (Belgium, Denmark, Finland, France, Germany, Greece, Ireland, Italy, Netherlands, Poland, Spain, Sweden, United Kingdom)



adapted from (Grant Thorton 2012:29) A survey by Citibank (2012) of 749 small business owners in the United States, conducted in January 2012, found 41 per cent had used online social media platforms such as LinkedIn, Twitter and Facebook to market their business within the previous twelve months. This
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In this paper Indigenous Australians is a collective term used when referring to Aboriginal and Torres Strait Islander Australians.
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compares with 19 per cent of those survey surveyed in 2010 (Citibank 2010) and 36 per cent of those surveyed in 2011 (Citibank 2011).



Australian surveys that report the use of social media by Australian businesses have varying results. An Optus (2010) survey of 340 Australian small and medium-sized enterprises (SMEs) found 28 per cent actively using social media and a further 16 per cent planning to be active within 12 months. A Sensis survey of 1944 Australian businesses found that 25 per cent of medium business and 14 per cent of small businesses have a social media presence, compared with the 50 per cent of large firms that have established a presence. Of the Australian respondents to the global Grant Thornton survey 44.9 per cent engage with stakeholders on social media.



Indigenous entrepreneurs are also engaging online with social media. The Canadian Council of Aboriginal Business 2011 Aboriginal Business Survey of 1095 First Nations, Métis and Inuit small business owners found 19 per cent of Canadian Aboriginal businesses using social media.



This paper explores the use of social media by Indigenous-owned businesses and Indigenous entrepreneurs in Australia by examining the social media presences of 100 Australian Indigenous-owned commercial businesses. This paper will specifically examine the use of two of the most popular social platforms: the social network Facebook; and micro-blogging platform Twitter. The next section will discuss how small businesses can use Facebook, and Twitter for their business. The Following sections will then discuss emerging results from the content analysis of the 100 Australian Indigenous Businesses and possible implications for Indigenous businesses, Indigenous entrepreneurship and the role of governments in supporting Indigenous entrepreneurship.



SMALL BUSINESS USE OF SOCIAL MEDIA



Facebook Facebook is the leading social platform and it is also where the majority of businesses who utilise social media currently choose to engage. Facebook is a social network that enables members to connect and communicate with friends, family and organizations (including
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businesses). As of December 2011 Facebook reported that it had 845 million monthly active users (Facebook 2012a).



Businesses can use Facebook a number of ways to benefit their business: by establishing a presence with a “Page”; by purchasing targeted advertisements; and by developing or using third party apps (applications).



Businesses owners with personal Facebook accounts can establish a public presence for their business on Facebook by creating a ‘Page’. A page is a public profile that lets businesses (as well as organizations, non-profits, artists brands and public figures) connect with the Facebook community. When a Facebook user ‘likes’ a page (by pressing a like button) they see updates from that page in their own Facebook news feed. When a Facebook user likes or comments on a page post, that activity can also be shared with their friends, therefore increasing the page’s exposure on the network (Facebook 2012b). A basic Facebook Page acts as a business directory listing where companies can include a description of their business and provide contact details. Pages can be customized with logos and include galleries of photos and videos. Pages are interactive, enabling businesses to develop relationships and communicate with customers. For example, a retail business can post details of a new product (or range of products) to promote the product and to seek feedback from Facebook users. The post will appear on the news feed of those users who have ‘liked’ the page of the business. These people then have the option to either comment on the product, or to click that they like the post. Comments and likes are then broadcast to that user’s Facebook friends, appearing in their new feeds, if their account settings allow.



Businesses can enhance their Pages with third party apps that add functionality. For example, businesses can use third party apps to create an online store, enabling customers to purchase the business’ products from within Facebook. Musicians can use third party apps that allow Facebook users to preview music and to purchase albums and tracks (either within Facebook or by linking to other online music services such as iTunes). Businesses can also develop their own apps on the Facebook platform using Facebook’s APIs (Application Programming Interface). Advertising on Facebook can be targeted to very specific segments according to a user’s location and their interests. A small business such as a women’s footwear retail store could 4



choose to have their adverts appear only to women within a specified age range, within 16 kilometers of a location, and who have also indicated that they like shoes. Another example would be a wedding reception venue that targets their adverts to people within a geographic location who have also indicated they are engaged.



Figure 1 illustrates these examples using the location of this Conference, Wellington New Zealand. On 24 March 2012 Facebook reported that an advert targeting Facebook users within 16 kilometers of Wellington and who have changed their relationship status to engaged within the last six months would have an estimated reach of 1740 people.



Figure 1: Advert Targetting



Businesses are either charged for the number of times the advert appears or for the number of times the advert is clicked. The costs of Facebook advertising campaigns can be controlled by setting daily or lifetime budgets.



Twitter Twitter is a micro-blogging platform that allows users to create posts, called Tweets, using up to 140 characters (including spaces). The limiting of the characters in a Tweet has contributed to Twitter’s popularity on mobile devices such as smartphones and tablets, however Twitter is available on all web enabled devices and computers. Tweets can contain links to images, videos or web URLs and can include the users location (Twitter 2012c). In March 2012 Twitter reported that it had 140 million active users creating 340 Million Tweets a day (Twitter 2012b). Tweets, are public and available to anyone. Twitter users can subscribe the messages of other Twitter users by following their Twitter accounts. Followers receive every the public messages of those that they follow on Twitter in their timeline (a feed of all the accounts they have subscribed to) (Twitter 2012d).



Businesses can use Twitter to share information and promote their business and its products and services. It can also be used to “gather market intelligence” and to build relationships 5



with existing and potential customers (Twitter 2012d). Unlike Facebook, a business profile on Twitter is limited to the following features: Name; Location; Website; Bio (in less than 160 characters); and Picture (Maximum size 700k. JPG, GIF or PNG).



Businesses can use Twitter to broadcast details of promotions and product launches to their followers. An example of a promotion might be a café that tweets about a special offer where a key word in the Tweet when mentioned in store leads to a discount on tea or coffee (Figure 2). Figure 2: Example of a Tweet Promotion



source: (Twitter 2012a) A retail business might tweet about the release of new stock in store and include a link to a photo of the new product. In this way Twitter can be used to drive online traffic to their website or other social presences such as the Facebook Page where perhaps products are available for purchase online. Figure 3 shows a clothing business that is integrating its use of Facebook and Twitter to promote new stock for sale on their online store. The business shared a link to their online store by creating a post on their Facebook Page and the post is broadcast on Twitter. The Tweet appears in the timeline of those following their Twitter. Some of these followers may be advocates for the business and can Retweet the message to all their own followers. The message about the sale would then to reach an ever larger audience larger audience. Figure 3: Example of a Tweet to Drive Traffic to an Online Store



Informal and personalised relationships can be established with your customers via Twitter as they provide feedback on products and services as seen in Figure 4.
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Figure 4: Interacting with Customers on Twitter



source: (Twitter 2012a)



CONTENT ANALYSIS OF AUSTRALIAN INDIGENOUS BUSINESSES USING SOCIAL MEDIA



Data from this section are taken from the first stage of a Deakin University doctoral research project, undertaken by the author to fulfil requirements of a Doctor of Business Administration. Stage one involved the identification and analysis of the public online and social media presences of Indigenous businesses in Australia. Indigenous businesses were identified from the business listings of: state government industry departments; Indigenous Business Australia; regional Aboriginal chambers of commerce; and Aboriginal and Torres Strait Islander business and services directory, Inguides. The websites of these businesses were reviewed to identify any links to social media presences and social media platforms were searched for presences of the businesses listed in Indigenous business directories.



Indigenous Australian businesses were found to be using a range of social media sites and services. The research project focussed on identifying businesses with presences on the following sites: Facebook (social network); MySpace (social network) Google+ (social network)
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Twitter (social micro-blog service); YouTube (social video sharing); Vimeo: (social video sharing); Flickr (social photo sharing); and ReverbNation (social music sharing); The project also searched to identify Indigenous businesses with blogs and businesses that are using blogging software and services to host their web presence.



117 Indigenous enterprises were found using social media. 17 of these enterprises were determined to be out of scope because they are not independent commercial businesses (many Indigenous business directories list non-profit organisations alongside commercial businesses).



Use of Facebook by Indigenous Australian Businesses



The popularity of Facebook among Indigenous Australian entrepreneurs who use social media clear. Eighty-nine per cent of Indigenous Australian businesses that have been identified using social media have chosen to established a presence on Facebook. For those using Facebook, 14.6% did not have a standalone website, suggesting that some businesses are either choosing not to have standalone web presence or that Facebook may be a convenient and easy to configure alternative.



Analysis of the walls of the businesses identified on Facebook shows that Indigenous Australian businesses are primarily using the social network to promote and market their business (75.2%). Networking with other businesses was observed on 33.7 per cent of walls and 44.9 per cent had linked their profile to other Indigenous business and Indigenous organisations or were engaging with other Indigenous businesses and organisations via Facebook. Use of third-party apps for e-commerce was limited amongst the sample with just three instances (3.4%) of businesses with a Facebook store.



The Facebook walls of the 89 businesses were analysed and positive comments were observed in the posts on 66.3 per cent of the Facebook walls. Businesses received positive comments in the form of praise for their business in general and for specific products and
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services promoted on Facebook. An example of a business receiving positive comments is a graphic design business that posted some images of their designs in a gallery and later someone left the comment “mad mad thats so good i love these designs”. Figure 5: Example of a positive comment on Facebook



In addition to 13 people indicating that they like the design gallery an additional person indicates that they like the positive comment. In a separate post another person makes another positive comment “deadly designs guys, good luck” This is displayed in Figures 5 and 6. Figure 6: Example of a positive comment on Facebook



9



There were instances of negative comments observed or feedback on just 3 walls (3.4%)2. The Facebook walls were also examined for instances of positive comments by the businesses. Fifty-seven per cent of the business made positive comments about their business.



Use of Twitter by Indigenous Australian Businesses Fifty-six per cent of Indigenous Australian businesses that have been identified using social media are using Twitter. Of those that use Twitter most (87.7%) are also on Facebook. Businesses that were identified as having traditional blogs (19 businesses) were also likely to also be micro-blogging on Twitter. Seventeen of the nineteen businesses with blogs also have a presence on Twitter. The businesses using social video sharing (23 businesses) were even more likely to have a Twitter presence with just one business with a presence on YouTube and Vimeo not also having a Twitter presence.



Twitter is used to promote specific products and services by 74.9 per cent of the businesses identified and 73.2 per cent of businesses link their Twitter account to another web presence such as a website. This suggests that Indigenous Australian businesses are using Twitter to drive traffic to their websites or web presences. An example of the use of Twitter to broadcast the publishing of content on other sites is a visual artist who tweets descriptions and links to their content on Facebook, YouTube, their website and to a listing in a business directory.



Indigenous businesses are also using Twitter to express positive statements about their businesses (55.3%) and 26 per cent of businesses on Twitter had positive comments by followers appearing in their Twitter streams.



IMPLICATIONS FOR INDIGENOUS BUSINESSES AND INDIGENOUS ENTREPRENEURSHIP Indigenous Australians compared with non-Indigenous Australians experience disadvantage across a range of social, political and economic indicators including “living standards, life expectancy, education, health and employment” (FAHCSIA 2009:14), and self-employment. Governments in Australia of all levels and political combinations have failed to close the significant gap between Indigenous Australians and non-Indigenous Australians. At the same 2



Facebook users are able to delete posts on their wall so it is possible this accounts for the low number of observed negative comments. This is being explored in stage two of the research project that includes qualitative interviews.
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time there has been a significant imbalance in the parliamentary representation of Indigenous Australians compared with non-Indigenous Australians (Lloyd 2009), particularly at the national level. It was in 2010 that the first Aboriginal Australian was elected to the House of Representatives.



The report of the Commonwealth Parliament House of Representatives Standing Committee on Aboriginal and Torres Strait Islander Affairs (SCOAATSIA) Inquiry into Developing Indigenous enterprises in Australia contends that if the rate of Indigenous participation in small business is increased, there would likely be a “flow on effect of employment and increased economic participation which could help to close the gap between Indigenous and non-Indigenous people” (SCOAATSIA 2008:vii).



The potential for entrepreneurship to contribute to economic development is long established. There has been a “resurgence of academic and political interest in entrepreneurship”(Healey 2007:xi) however the collection of official data on Indigenous Australian businesses in its “infancy” (Hunter 1999:9) and our understanding of the barriers, constraints and success factors for Indigenous Australian businesses is limited to a small number of studies (Foley 2000; Bennett 2005; Foley 2005; Hindle and Lansdowne 2005; Foley 2006; Cardamone 2008). The results of this project will aim to contribute to this emerging but important field of research.



This research project, when complete, will complement the existing literature in the emerging field of Indigenous Entrepreneurship because it examines social media in relation to two of the common elements of successful Indigenous entrepreneurs identified in the successive case studies by Dennis Foley (Foley 2000; Foley 2003; Foley 2005). Denis Foley’s evidence base on Australian Indigenous entrepreneurs has grown out of three key studies of Indigenous businesses. The first study (Foley 2000) of 18 Businesses and 5 in-depth case studies formed the basis of his Masters thesis, another, his PhD study involving 25 Indigenous Australian businesses (and 25 Indigenous Hawaiian Businesses) (Foley 2005) and more recently a Centre for Aboriginal Economic Policy Research (CAEPR) study examining of 50 qualitative case studies of Indigenous Australian Businesses. Literature from Foley’s 2000 study reports on the characteristics of successful Australian entrepreneurs and finds among the successful businesses seven common elements: 11



1. positivity; 2. face; 3. chaos; 4. education and industry experience, 5. networking; 6. immediate family; and 7. discrimination (Foley 2000:59; Foley 2003:139). Positivity was found to be a “core characteristic” (Foley 2000:61) present amongst the successful entrepreneurs and one that also appeared “necessary for success” (Foley 2003:140). Networking by Indigenous entrepreneurs was found to have multiple motivations and benefits for both the entrepreneur and the business. In a later paper that examines the networking attributes of Indigenous entrepreneurs Foley found social networking to be a necessity (Foley 2008). In that particular paper found that business relationships and networking often had a distinct separation from personal social networks.



Social media is changing the way some businesses engage with their customers and social media is also becoming an important element of the integrated marketing strategies of a growing number of businesses. The content analysis of the social media presences of 100 Indigenous Australian businesses shows that social platforms allow entrepreneurs to express their positivity about their business and they also allow customers and other supporters to express positive comments about the entrepreneur and their business.



The impact of social media on business networking will be explored further in the next stage of the project that includes interviews with Indigenous businesses that are using social media. CONCLUSION The early results of this study show that Indigenous-owned businesses in Australia are actively engaging with their customers and with each other using social media.



Some have chosen social media as their sole online presence because of the ease of use of the media. A lack the resources required for more traditional online presences such as a standalone website may be a reason businesses choose social media as their sole online presence.
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However, the majority of businesses are using social media in a sophisticated way as part of an integrated online strategy.



Social media has also raised the profile of successful



Indigenous businesses in Australia.



Facebook is the dominant social media platform among Indigenous Australian Entrepreneurs and they are finding it can be a positive experience for them and their business. There are examples of businesses using social media to share the journey of their business as they develop. Successes are shared and positive reinforcement is provided by fans, friends, family and other businesses. Social media may not be suitable or useful to all Indigenous businesses, but for many it is becoming an important element of an integrated marketing strategy, it facilitates networking with other businesses and stakeholders and contributes to the positivity and confidence of the Indigenous entrepreneur. REFERENCES
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