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Purpose: o compare [he Projects Collective against its biggest competito

My Fiji Store Vs,

Aim: lo analyse each of their websites, social medias (Facebook and iy
Instagram) and their product range - highlighting the qood and the bad. ;‘@E
SWOT analysis: on The Projects Collective's website, social media and ‘)’r, . ‘\‘:

product range MY FIJI STORE
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* Background Information
e Market comparisons
* [oogle dearch
* Website Analysis + Recommendations
e Social Media Audit (Instagram and Facebook) + Recommendations

o SWOT Analysis - a summary
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The Projects Collective My Fiji Store

o The Projects Collective (TPS) first opened its sgp and caspace in-~— & My Fiji Store (MFS) is an anine qilt store and delivery service
Korolevu Fiji in April 208, who operate both in-store and online. based in Nadi near Nadi International Airport, started in 2076

o (ombined the idea of selling Pacific artisans” products such as gifts ~—» They offer souvenirs and products all created by Fijian Crafters and

(weddings too] and provide a space to socialise and create. Artisans, also offering wedding gifts and website designing

The main challenge is..

o My Fiji Store’s technological advantage - website designing and primarily being online
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Note: Data collected on Aug 2020

- The Projects Collective My Fii Store

In-store: Qver /0 brands (claimed on Insts bio) 2 listed brands.
Number of Brands Online: (estimated count) over 40 brands. - [ of which TPC also sells: Bula Katiki, Bula Buddies, Dilo Up, fiji Spice

(lueen, Kana Vinaka, Sharon Light Books and Tui's Gang.

Al Fjian-made. Mainly women's dlothing and accessories. Children's books Al Fijian-made. Markets more on their food, children's toys/books and art

Product Range and toys. Also, body care, homeware, men's clothing and gifs. products - popular seling items?
Also, accessories, home décor, clothing efc
In-store: the community, tourists and creators! No clear audience as they sell a variety of items. Also markets for
Audience Online: More for women, then kids and men. Targels weddings and events  weddings and personal events.

for personal delivery etc

Prce range in AUDY) §6.15 {coin purse) to §265 (hammock) - Also, prices varies depending on §728 (bookmark) to §355.72 (customized hamper) - And, prices varies

personal/customized tems depending on personal/customized items.

Other services Mesting rooms and desk space bookings. Website designs

** Pricing: MFS prices are higher than TPC - way out of free shipping (+ near airport) as it is already included on price, which can add up
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& fijian stores online

myfijistore.coms ... ~

Fiji Souvenirs Online Store — Shop Gifts & Hampers

Fiji Souvenirs, Gifts & Hampers¢ shop online)All products are Fiji-made. We ship worldwide
and within Fiji. Browse Gift Hampers, Baskets & Boxes, Books, ...

Coll
mwm,.m G the projects collective

www.theprojectsfiji.com ~

The Projects Collective Fiji: Home
fijian made, locally produced gifts, souveniers, clothing, jewellery and artisan wares, carefully
curated from fijian and pacific island wares, fiji made, made in fiji, ...

Key Paints:

* search for 'Hijian stores online’ - My fiji store appears on

the 1 page whilst TPC was on the 6" page.

 Title: Coffee shop - diferent to Facebook Shopping &
etail’

dugqestion:

* (aption content: Use key words such as to
store'/'shop'/gifts" - especially ‘ONLINE" - to increase
change of 1PC to be seen on this results page.

* Reviews: increasing reviews may boost the position of [PL
on the results page.




My Fiji Store Webdite

Homepage: bright and fun yet calming

Format/Layout:

o Uses small sections covering most of the page with fun borders on

text

Includes: background, blog, reviews, what's hot selections.

Shop online’ centered = invitation and displays their popular
products.

Search engine: reliable, quick and easy - user-friendly

ffers: free shipping (emphasised always), occasional discounts ec

Performance:

* Smooth animations - easy scrolling and quick access to products

Account: a way for advertising and knowing number of customers,

Vo v ot 1IN

COMPANY

About Us

Craftors & Artrans
Terrns & Cenditions
Webnze Desien

BEAUTIFUL Gifids,
SOUVENLRS & HAMPERS

FROM - THE LU SEANDS
(B : Ve -

Lkg G v

SERVICE

My Account
Cantact Us

CRDERS & RETURNS

Payments
Shipping
Returrm

st‘yi.J;-'.' ore

FOLLOW US
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OUR STORY
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My Fij'v Store.

1

Tone: short and informative (e.q instructions)

o Text: filters are capitalised. Uses different colours for dividing e.g
shades of brown

* Makes bold/turquaise text stand out for attention

* {Jse of short sentences and paragraph for each fopic

dtore section: uses every available space.

Format: follows the clear, blue relaxing beach theme.

e Extension: shows all brands and cateqories for quick access

* Faulty ‘ifts' main extension - does not show all brands fully as
too long of a fist

e Each row has 4 products, 60 products per page

e Product display: full image of product - different sizes, and

no brand labeling shown.
Content: every opportunity to click on a product.
* Thoughtful categorisation - alphabetical category/brand lists

* Top and bottom banner to advertise a cateqory or brand.

e Various changeable currencies: GBF, AUD, CON, [1S..




Product in detail- it's all in the images and description.
Format/Content:

* Uniform, spaced out paragraphs and summary section - highlight important info and easy

to read : Q’

o {Jse of bold text and capital letters to section each part

My Fiji Store Webrite pm—

o Most products have more than one image - qives customers a variety of angles and

information
FLI SLPEEE QUEEN
* Description: copied and/or expanded from the artisan's description < c" U0 590 - o t08
(‘as of 090820 qoogle)

Functionaltty:

5 ree bl st W g g

* Includes back/next buttons -  [ittle sneak-peek of other products (according to results/cateqory/brand etc).
o Product details appear instantly; no need to scroll necessarily
Findings:

*  Brand connection: Like lui's Gang's website - buying their books sends the customers onto MFS website - increase

chances of sales.



The Projecty Collective Websike [wunt

Home Page: Professional looking and Personal, ' - v @

Format/Layout
* Unique green/brown forestry theme - reflects with their physical store surroundings/location

* Includes: logo, slogans, aims, message, opening hours, gallery, weddings, map and finks to shop

section. et
o Offers: emal sign up for voucher, seasonal discounts efc : I 3 = —
Performance: web browser and mobile phone friendly: Limited animations ‘1" Ht T jE*_/T:J 3 |
SUGESETIONS | |

* Colour scheme: of the business' sign, making it more fun/creative.

* (rganise and Priortise:

*  (hange up of logo posttion (mare for store section) as seen on the example. T WU N
o

* ook at the grder of information on Home Page. Consider an 'About us' section.

o Page Links:

o Note: 'Fiji made products link error? - finked to a single product

*  uick links" - could be introduced closer at the top of home as well. Popular products



T‘W/ P I'O(,wt)) COM"W@ we‘a))d'e Shop section: simple, formal and user-friendly

Format/Content:

* ogo followed by products below: 3 products per row, 21 products per load.

o By Cafegory * Logo: Think about using it for advertising other products or minimise.

Shop By Brands

iRkt * Product display: Clear, uniformed square-filled image with animation and

quick-view (something MFS don't have)

‘Shop' tab- uses extensions - easy access (act as a flter)

=,

* (onsider further extensions to show all brands/category for short-cut

* "Shop by Brands': 8 main brands - it be qreat to st all other brands to
continue that faster/easier access for the web-users

VTR
N

| —
Quck View

n. Flter: breat usel Even better o have it on the ‘all products’ page - something

FLISPICE QUEEN Buda Baby

& - e MFS does not provide
] - Quick view: User-friendly - works well, no need to go on another page
e o PRieR it * (0uld add a lttle description above view more details - to increase interest
NAME 2.4 by having better understanding of the product shown.




The Projects Collective Webite . %

Hora | A Producn / BIMEY & 12

Product in detail: sectioned and covers page well,
Format/Content:

BIMBY &

seperates - BIMEBY & ROY Subkn
suparates
$27.85 .

o Provides images and (at times short and) simple descriptions - try to use brands descriptions

s quide-lines but BE CAREFUL!

o i Fonu jewellery: ‘See Size Guide Above’ - but not provided anywhere on the product page

*  (heck for speling mistakes on some of the products descriptions.

Cuantity

* Social media links - used to promote specific products. Great ideal

o Return & Refund Policy, Delivery info and Currency: shown in some products but not all -
can be misleading of what can be returned or not etc. Technical error?

FETURN S REFUND POLICY

* Solution: provide its gwn page for easy access via bottom section of page ‘quick link' and wil

provide extra room for product detalls U e, s iy bt & e s g
Functionality: s sty
o Previous/Next: Good transition but repetitive scrolling down to fully view the product. Also includes a zoom option. ot o
* Solution: minimise logo size - for less scrolling or try to keep page stationary - tarting view ‘Home/.... ~ Next"
* urrency option (on multiple tabs) - always returns back to AUDS - which may become inconvenient if looking at t v

Curh Lk

various products to compare. 3o, it be great 1 it stays the same throughout the website use. e 00

Houry £30am « ye i OF



The Projecty Colfective Webpite

Weddings: Love the personal message!

* Check for speling and grammar mistakes

* (onsider using a larger text or bolder text for an

easier read.

o hotng o wiad

ﬁm?g eﬁuw't'w h}eddw,?' 96{15»‘
Whiethwr yons 0 Faetrn, et party LAgh, QYOOI or Lndeuntads @i pi Pave Chasen ths cuy
besatifud iy serkding, why not inchude an stda nnad 1ante of seracien for your Sriende wed gamts

ballery: Love the videol
* Blog-like page - flows nicely
* Maybe add a title and subtitles in each

section.

* A change of colour background when photos

are enlarge - as text can be hard to see

Space Booking: unique to MFy|
e ‘Stationary' did you mean ‘stationery?

o Maybe include some images of the

meeting/desk space - to give the customer 3

view and it willfill the space more.




E-cormumerce |mporfamd

for customers to receve & 100% refund

NOTE This dees rot include swirmwear and
uncenvear
DELIVERY INFO

The Projects Collective uses COP o daliver
door-to-doce arcund Fiji

There 12 85 Flat Rate fae.
CURRENCY

FLEASE NOTE:

Al Prices on the Websita arg in Australian Dollars
(AUD}
Al Prices in Stere are i Fijan Dollaes (FID)

Geoods can be raturned within 43hrs to The Projects
Collective, Coral Coast, Fiji Islands via COP delivary

qoods

FECTS
o -

HE
B/ DY
RETURN & REFUND POLICY ‘7E,T}:‘ JE

Options:
Keeping it on product detail page:
o Make sure that it is displayed in each

product page - can be misleading
Creating ‘Shipping & Return’ quick
link:

o A hetter solution - faster/easier access

and in much more detail.



Webhite Hedpjaol Links

* Favicon: add your logo on your search tab:
https.//favicon o/ tutorials/what-is-a-favicon/

£5 Fiji Online Sho: X Shop for Unig. X

o t0 Key words research: https.//anrefs com/blog/keyword-research/



https://favicon.io/tutorials/what-is-a-favicon/
https://ahrefs.com/blog/keyword-research/

dociaf Media Audit

Instagram and Facebook



Format/Content: High quality and uniformed posts. "” F%‘/ 5".0"0/ A |Mfuﬁpm

Theme: (ool bright blue beacbes arjd Warm sunsels - purpose of fargeting tourists i Aug 00
for beach lovers and travelers’ inspirations.

o Hasn' changed since June 2016 - maybe  lost of interest as traction declines
Type of posts:

* (ccasion/event-related - such as Christmas, Independence day, sports events,
wedding events etc.

o Stories: messy includes products, trips and other stores
* Slideshows: to promate its products (5 posts since Nov 2013).
* (nly 2 posted videos: a promotional competition and environment

Source of posts: Uther Instagram users such as travelers, locals and employees - who
are all qiven credits

Frequency: From Jan-June 2020 around 4-5 posts per month but increase posts in

July 2070 of 71 photos - maybe a strateqy to increase activity and bring sales during ot
Covid-19 2 |

3 d Y
Books Malamala... Fiji Food Ocean life PoParadise Art J U ﬂ e 201 6



& mytijistare » Folow
o i

mytijistors 55l busk & @
- Bsallngaloha

#fiji afijinlands #=ailing #paredise
Nplckyouwrisland gisianchopping
#islarddlife Bynciting Sboating ¥yacht
Nyachtie Btrovwel Suxplors
#wanderiust Sluwrytravel
Eypvirvandetrauniog 20 mevitactyle

oQv W

50 likes

myfijistore Foillow
Fil

myfijistore Our nowest Children's
ook 'Fi Baat', online maw In auwr
Books section, s a unigue story and
INustrations, Fig-Baat is the story of
an Bryear-oid boy who 5 fram
Australia. His Murm is mdan-Fijisn,
and hig Dad is Scottish. He
accompanies his mathar oa a frip to
Fiji 10 68 his Nons (grandiather} foc
Christmas

It Is ghmit Intar-nenaratinnal

Qv A

22 likes

My Fiji Store
Fiji Artisans Online store « &4

The best Fiji-made products, gifts & hampers & @
Free Shipping Worldwide e »- Delivery in Fiji g8
myfijistore.com

My Fiji Store’s atagram
Tone: from simple to full-pack informative descriptions

Bio: 'best and 'free shipping' - clear message of what the store offers. Emojis used as dividers in between
each point

Casualfjokey: uses emojis throughout
* Short gne-line description {usually on beach posts - seen more recently) or ending a long para

e (uestions - start a conversation and increase interactions with followers.

Informative:

* Some posts are formal and straight to the point of advertising their products - writing a concise
description

*  Educational: Fijan to English translations, and background/definition to some products.

Hashtags: on all posts

o Commonly: #ij, #myfijstore #travel, plus anything else related to the post. Usually more than 1)
hashtags.

* Don't recommend too many as overtime ot that effective (see recent posts shows likes has decreased).

beolocation: used in each post - expands marketing its business as always different



Traction: a fluctuation of likes and comments. "” F%‘/ 5".0"0/ » 'Mfuﬁrm

Most liked photo posted in August 208 of an island with over

700 ]ikQS. ‘»“ 445 2 myfijistore [IEZN B2 -
: : 242 posts 1,566 followers 363 following
Until now (Aug 2020), the post that gets the most tractions are XS wyiistore
_— Fyv Fiji ArtlsaniOnlme store w4 ) g
nigh-quality images of beaches and sunsets et o i og

myfijistore.com

Slow traction decline: since Uct 2077 i two posts of the same
product displayed (/-year difference) have different traction,

o between Jan-July 2070 average 44 likes (of 48 posts) and 10

or less comments.

Interaction:

o myfijistore - easily tagged to other posts.
o lWebsite link in bio for easy access to online store

Almast all comments are liked by MFS, and any questions are
replied to - even if repeated on the same post - persondl
customer service.




Ww Projecty Collective s lmfag,rmw

Format/Content: Relaxing to fun times!

Theme: About the People + Products - use 4 variation of hgh t and warm toned colours. hug 100
Type of posts:

* Frequent post of customers, employees, friends and family alongside their products - = il
this shows how 1PC values their community both instore and online.

o Stories: (kind of) messy - includes tour of store (which is great], outings and

products. Some IDEAS:

* Rearmange better - to look more appealing
* {Jse as a platform to promate your best selling and new arrival products - for clear
and easy access

*  Slideshows: occasional use to display products/services
o Videos: first vid Aug 2020
Frequency: Jan-July 2020) have an average of / posts per month.

o TR o Apnl 2018
* 5 -..'- ?".' -
" L

BEER TAS... KUKl Temesiatr.., BIMBIES HENS NiG.., Ekamacer.. Cleaning ...



The Projects Collective [Fiji]
Fil's ethical artisans  shop over 70 brands

Vi i Tone: Bold, bulky and personal,

Shop « Eat « Drink « Brewery Tours/ beer tastings [or buy online = )
www.theprojectsfiji.com

Fun/lively/imaginative: use of emois throughout
T o Have a sense of of the store's atmosphere

Announcer:

o {se of capital letters for big announcements and special occasions. Very effectivel

Blog style: mast of TPC's posts include chunky descriptions

o With personal messages
* [nformative: simple and concise
Hashtags: mast common #theprojectsfiji and related to post

* Works best when it relates to a celebrated day inter{nationally)

beolocation: mainly store location - qreat marketing



Collectives hptagram

Traction:

High traction:

* Diveaways and competitions - through DMs and tagged comments; bringing new followers/customers
* Also posts of peaple bring more likes than other posts - suggesting followers like the more personal touch.

Posts (Jan-July 2020} expected {on average) is 104 likes (out of 44 posts] - Likes and comments are higher
Interaction: compared to MFS,

* lWebsite and address linked in bio - for easy access of information.

* {reat Listener: always values what customers wants through posting
for brand ideas

* (ood at replying to comments but some missed opportunity

theprojectsfiji N B -

263 posts 3,533 followers 265 following

* 1o ncrease online customer service - be constantly checking for

comments (even if they are from past posts|

The Projects Collective [Fiji]
Fijs ethical artisans _ shop over 70 brands
Visit our ul bar

.° Shop « Eat « Drink « Brewery Tours/ beer tastings [or buy online =)
@ ecoconsclousfiji - R REDR A

breat use of #theprojectsfii - tagged onto ofher posts.




Ny Fij'v Store » Facebook

v
e [ feadn
D \ N yof 13 pacom
| - My Fiji Store [r—p—
- %, sonFiiGtare - (39 khop & Shop ow 0R00- 1700
Pryat 1 Retpd T - WinY
Fhotos Mo = s ke © Mossagn Q "
@ My Fiji Store Suva City
3 = yutlwiley M DEL @ O My Fil Saoee 0 0 Bl
i [T )

Badal W' gt IS OFF sl Ar), Chiocotatn an Geemtang cants
Vil unsl 18t Atareh. Use Coupan Codn YUART iy

Suva Oft box delvered soday with 3 hanc-wntien nate, featuring can
Mumceos macorocrs wnd Simcare e & AS Chocoiste 4 # sheppe
*Trank you' The box was recetyed an hout 3go! Ny friend wos
vy Ndpy With 11 st shared it with his collesgesn *
Crdered by a custamet in New Zealand for dedivery in Suva, 2's
really nice when we get local gelivery orders, feels good to create
IN bewss tor Fii residonts &F

"

Data collected on 12 Aug 2020

Format/Content:

 imple bio: about them and what they offer

* Cover photo: high quality image of products (from a 2077 pos).
Types of Posts:

* Includes both Instagram posts and mare specifically 8 content such shared posts,
multiple images and links

* Displays more product deals on here - suggesting they are using their higher followings
to promate more discounts

Products: they are shared and liked more compared to the scenic view posts

* Descriptions: they do not include hashtags - more about the personal message/ad
Page tabs: organized by what customers may look for more

Interaction:
o Best social platform with nearly 10k followers

* Reviews: All positive. (ften replied/liked by MES as wel as shared on FB posts

o Main interaction with other local brands, customers and partners through sharing



Format/Content: "’M P" 0, th Cocmfwe A FMOOk/

” morepr.i s Collective Fiji

Bio: Simple and inviting

"h;'v:m::ﬂscm““n" s And now for the SECOND of cur bithday gn rum-. ! This gorgoeous

* Shopping & retal" Great cateqorizing business for its instore/online IR e 3“'“7’. e
deive, for a staycation or heading back home, we have you coverad u folow pm.pacitic ) coll pa on your woy to

o IDEA: include other categories - ie 'qift shop" especially if searched by locals TPC may rank e, oo o o v s opn hwesene | J:J:J oo v ity e o |

. B = Is open for acom, snd C ¢ 1 S8rving up the ccl'cnl n' c“:hn: "w 1th us. .A s«l:v.\ovu o

higher when searched. ;”,."wi’f;‘;’;?.';i“,lﬁi'giif ey i b 6 W e
whare you will find us, just down the Beachouss drivewsy tomerds
. . . . ) the ocean fsupportsmalluiness swupporticosl etijrmade A -
* High quality slideshow cover photos - Great way to showcase the variety of services. Fcncoss Bveccecy Muandves ki Mo : 3 e

* Suggestion: could include other social media links ie Instagram in bio

Type of Posts:

o Usually the same s its Instagram posts - with the same descriptions

Competition posts - a good way to increase following on this platform.

o DEA: Use Instaqram stories/posts to bring followers on your FB page. @ TN i o
L] L'alut:;l‘ulc-;n' :?stc?;r ;.m:ﬂ'v: =
boutique, catefar & co-warking space

O Buy onlire! Shop « Tat « Driek +

Interaction:

ol 1,783 pacplo ke the

£2 1,832 pacplo follow this

Lower following than Mry and TPC's Instagram account O mensiecteinnin
© 1 jmwsthepmipctan com

Al positive/reliable reliable reviews: It would be qreat if they are liked/replied S~

O Price rangs - £
Some comments are left unanswered - if answered may increase customer satisfactions. & s
e
;)B-CQ-‘OW
& Srossinga reta Atcat  Services  Photos Mo = ol Lice Q




swor ANALYS!S

*  Represented by Bula Bride as an option fo *  (ontains all the necessary layout,/information for @ Greater variety of brands
services on their website. online store. *  Having both a physical and online store.
STRENGTHS ~» Have a strong community both online/in-~~® Wix.com platform - easy customisation with great ~*Price: Staying true to value - could be highlighted
store access to tutorial e.q JouTube. morel
*  Great audience on Instagram - with consistent
posts.
*  Low Facebook platform compared to your own @ Format/Content i space usage, spelling and o Not all products are listed on online store.
Instagram and MES overal social media qrammar mistakes, font sizes, etc.
following {over 12,000 followers). e Position on Google Search - found on 6™ page
A Interaction with customers e.q questions in from searchmq'ﬁjiah stores online’ N
comments o E-commerce essentials e.q FAQs on shipping,

refurns, payments, policies etc.
* (urrency option (on multiple tabs) - automatically

qoes back to AUDS.



swor ANALHS!S

o Great following on Instagram - best/ideal (ffer faster/easier access to products/services by @ Grow your product range such as bringing in
marketing platform i promation (AD) havmq extensions, search engine and filter tabs art-work - as | think it will o so well in your
*  Increase Facebook activity - be more active ie throughout store
increase different content to Instagram. o Provide all brands the platform online o (ffer discount if you spend $§3 to get free
* Work on Prev/Next buttons - when dlicked, the shipping? - attract international customer?
OPPORTUNITIE next product is displayed fully (no need to scrol) -

to make website experience smooth sailing

*  Reorganise homepage - to make it stand-out more
and be more user-friendly.

*  (lick links of bottom of websites

o Missing social platform such as Twitter and * Pricing/Offers of products on the brands actual
Linkedln. websites
e *  Brand connections on other online platiorm such
Tui's Gang



