
Welcome

Thank You, 
Sponsors,



Breathe



Agenda

5:30 pm Registration
6:00 pm Welcome
6:10 pm            Message from Host
6:20 pm   Workshop
7:15 pm Wrap-Up &
  Lucky Door Prizes This event is made possible 

by the members of



OR EMAIL: 

sendmeslides@
buylocalsunshinecoast.com.au

SCAN QR CODE
for all the links.

You will be added to our newsletter. Getting our weekly networking guide | 
weekly guide to the weekend | invites and offers from Buy Local Sunshine Coast

You can unsubscribe anytime































Networking Activity

1. INTRODUCE 
YOURSELF

2. CONNECT ON 
LINKEDIN



B U Y  L O C A L  S U N S H I N E  C O A S T

Luke Hawley
Chief Executive Officer

Connect. Grow. Thrive.
A community-powered growth platform helping Sunshine Coast 
businesses be seen, be trusted and be chosen — together rather than 
alone.

20 years in marketing 7.5 years at Procter & Gamble

Marketing lecturer, UniSC Host, Local Networking Nights

QR CODE
Let’s connect
buylocalsunshinecoast.com.au   ·   0439 767 618







Welcome

Thank You, 
Sponsors,



Dr Karen Sutherland

W O R K S H O P



What makes a story 
transmedia?

STORY

CHANNELS

PARTICIPATION

A brand story your preferred customers can follow.

Each channel adds something new.

Your preferred customers can contribute to the story.



What you need to know 
to do transmedia well

YOUR AUDIENCE

CHANNELS

STORYTELLING

Understand your preferred customers’ problems, 
needs, habits, lifestyle etc. 

The communication channels and features of 
greatest relevance to your preferred customers. 

How to tell a decent story that resonates with your 
preferred customers. 

A GOAL What exactly are you aiming to achieve with this 
campaign? Begin with the end in mind. 



AI can help 
with all of 
these things...



This is what we will do today

01
Understand 
the audience

02
Develop a 
compelling 
story

03
Carve it up 
across relevant 
channels with 
each making a 
unique 
contribution

We will build this together using a business from the room.

04
Invite your 
preferred 
customer to 
participate



Meet our
volunteer 
business

01 What do you offer?

02 Who is your preferred 
customer?

03 What should this
campaign achieve?

04 Which channels do
you already use?



01
Get AI to create a persona of 
your preferred customer.L I V E  D E M O

Understanding 
your audience.

Create one audience persona for [BUSINESS], which offers 
[PRODUCT/SERVICE] to [CUSTOMERS]. 
Our campaign goal is [GOAL].
Include:
Needs and motivations
Frustrations and buying concerns
Stories and information they would value
Channels they use
What would encourage them to participate

Avoid stereotypes and do not make up info. 
Keep it under 500 words and cite sources.

We’ll use the agreed persona to guide the campaign’s story, channels, 
visuals and audience participation.



02
Which story gives customers a reason
to care?L I V E  D E M O

Choose our story

Using our agreed audience persona and business details, 
develop two distinct campaign stories and generate one 
storyboard image comparing them.

Give each story a title and its own row of five illustrated scenes:
• Meet the character and their world
• Something sparks a challenge
• The challenge grows
• A turning point changes things
• A satisfying outcome

Use short captions and a consistent visual style. 
Make both stories relevant to our audience and campaign 
goal.

Ask us which story we want to develop, then wait.



L I V E  D E M O

Carve it up across relevant channels with 
each making a unique contribution

03
Build across 
channels

Using our chosen story and agreed audience persona, generate a visual 
campaign map showing how the story unfolds across three relevant 
channels.

For each channel, show:
• The part of the story it tells
• The format, such as a short video, image or article
• The new detail or perspective it contributes

Prioritise channels the business already uses. Give each channel a distinct 
contribution rather than repeating the same content.

Use illustrated panels, short captions and connecting arrows. 

Make each piece understandable on its own while encouraging people to 
explore the wider story.



LIVE DEMO

Let the audience 
contribute

Invite your preferred 
customer to participate
Using our agreed audience persona, chosen story and 
channel map, suggest two simple ways to invite our 
preferred customer to help shape or extend the story.

For each, show:
• What we would ask them to contribute
• Why they would want to take part
• Which channel we would use
• How their contribution would influence what happens 

next

Keep participation easy and realistic for this business.

Ask us to choose an option, then wait.



LIVE DEMO

Contd.
Let the audience 
contribute

Invite your preferred 
customer to participate
Using our agreed audience persona, chosen story and 
channel map, create one example of campaign content 
inviting our preferred customer to participate.

Choose one channel from our campaign and produce the 
content itself in a suitable format. 

Speak directly to the persona’s needs and motivations, with a 
clear, easy action and a reason to participate.

Research the client’s official website and social media to 
identify their brand voice, visual style and colours. 

Apply these to the content.



We started with a goal 
then used AI to...

01
Understand 
the audience

02
Develop a 
compelling story

03
Carve it up across 
relevant channels 
with each making a 
unique contribution

04
Invite your 
preferred 
customer to 
participate









Dr Karen Sutherland



UPCOMING EVENTS



Missed an event?



UPCOMING 2027 EVENTS
sponsorship opportunities available

FEB 2027 MAR 2027 APR 2027
Chris Beard Candice Harvey Ben Wright

















Google Review 
Share your experience with others

Search “local networking nights sunshine coast”
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