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Marking Criteria:
 We expect the learners to write minimum one well-expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	Q1: Short Questions:

1) What are seven guidelines for developing your social media plan?

As one embarks on developing a social media marketing plan it is essential to understand that this approach is about connecting with people and developing a network of potential consumers whose engagement in the social space could lead to generating a sale or business.

Seven guidelines suggest the best approach to developing a robust and successful social media marketing plan and these will be described below:

i) Stretch
Marketing in its traditional form has depended on the tried and tested methods of mass marketing using professional content that's generally regarded as unidirectional and the decision of the consumer to buy will largely be dependent on price. Social media marketing is two-way communication though a platform that allows for one-on-one marketing and largely influenced by the level of engagement and interaction with your social media community. 
In order to not waste money using social media platforms to drive traditional marketing approaches it is important to use individuals with the know-how, technology understanding and expertise to drive your campaigns that will help you build a niche community that is responded to your business needs. 
Stretch is achieved through having a deep digital reach through targeted campaigns, interactive tweets and social media posts, blogs that are followed and shared to extend your network. People with the expertise in your specific market or industry will provide much more reach than a generalist.


ii) Build a Community

The intention of building a community is to create a network of followers which could result in passive subconscious marketing of your products and services by your network of followers. Ideally through creating differentiation to your competition your community will be more engaged and willing to share your ideas, products, services and thereby promoting your brand leading to more followers and potential customers.  The trick is to join communities that are relevant to you and to harness the power of the social media interaction. People spend a considerable amount of time in the social network if they are engaged with something that catches their attention and makes them feel part of the community that allows them to share their own thoughts and ideas. A community that you can be an integral part of and lead will bring significant two-way interaction that inevitable leads to people being engaged with your products, services and social network.


iii) Watch out for Social Media Experts
With the reach provided by well-known social media platforms such as Facebook, Twitter, Instagram, Snapchat etc, the evolution of marketing in the social network has become big business. Technology gurus collaborate with marketing experts to provide niche market and target driven social media marketing campaigns at a far lower cost that traditional means. The risks are social media experts that are not experienced in your industry and have not enough experience to drive traffic to your social network or social community.
References and past projects that provide statistical results of their campaigns is a must before considering the experts that will drive your social media campaign. You need someone that has a sustainable business model for social media marketing and can constantly be monitoring and improving your social space to ensure you are constantly engaged with your community and you are as visible in your social network as desired.

iv) Find Your Customers
Market segmentation is one of the critical success factors in promoting your brand and building your business online. A volume of page likes or followers does not necessarily mean promoting your brand but a constantly engaged community that builds long term social media relationships has more chance of success in securing real customers. Experts in social media marketing have developed targeted audiences for your specific market segment and its best to utilize these databases and expertise to target customers with the real interest and spending potential for your offerings.
Search engine optimization, the use of keywords, hash tags, engaging blogs, photos, videos and interesting news that engages your social network will increase visitors to your social network and build your community of followers.
It is important to understand the social media platforms used by your targeted audience and to optimize the use of these to target your specific customers as well as their extended network.

v) Be a Person
People generally respond much better when interacting and being engaged by a real person than a business. You personality and differentiation from others when interacting with your social community will play a vital role in how you increase your social network and stretch this network to your communities’ friends and followers. As an example just liking a post / page without sharing or providing real feedback and engagement will receive less attention than if you express your thoughts, share similar posts, links, photos that demonstrate you are actively participating in a specific social community. 
People in a social network are more prone to follow a person that appears familiar and have common interests than give attention to a product or service advert. Branding in the social space is more successful through one-on-one interaction than the traditional top-down approach.

vi) Follow Others
The social media space is all about two-way interaction. Following others in the social network is important for you to catch up with friends and your community and stay updated with their statuses, photos and videos they post. This poses a further opportunity to seek out potential users and/or social community to target in your social media marketing campaigns.
As an example if you ‘like” a page on Facebook you will be kept up to date with all their posts and it is a way to understand what others are doing different to what you are and can serve as a competitive market analysis and strategy.
One would also follow brands on social media to be able to be informed of promotions, access customer service and other brand content. 

vii) Utilization
When an organization makes the decision to use social media marketing to target business it is essential to establish utilization guidelines that drive the strategies of your campaigns. Organizations may control the administration of their social media space or provide specific target-driven guidelines to all employees authorized to interact with their social media space. Employees’ social space is also a very effective way of extending the reach of your company’s social media page with specific utilization guidelines in place.
So imagine previously when you needed a marketing department to drive the growth of your brand and business you now have an abundance of employees as advocates of your social media marketing campaign.
Some examples of utilization guidelines:
· Employees through the use of correct tags must clearly identify a post that is personal versus one that is related to business
· Sensitive information is protected by a non disclosure agreement that all employees sign
· Dishonorable content is not permitted in social media especially when it relates to race, sex, religion etc.

“It is important for organizations and companies to keep track of what their members and employees are tweeting and posting about especially on issues that pertain to the workplace.” (“5 Terrific examples of Company Social Media Policies,” 2017)


2) What is the meant of value in social media, explain with detail?

Like with all marketing approaches, social media marketing costs can escalate without a defined plan and budget and one that clearly outlines the end-scope and value to be derived from any such campaign.

The return on investment of a social media marketing campaign is regarded as its measure of efficiency. (“A Simple way to Calculate Social Media Return on Investment, 2017”)

The key attributes in calculating the value of your social media marketing is classified as access to your sites, a blog, pay per click and adwords, or a natural search.

Understanding the value of you social media campaign differs by organization and person and is dependent on the specific attributes / outcomes that you consider of value to your organization.

Some of the desired measure of efficiency is considered to be:
· The increase in the no of interactions to a post or campaign that generates potential sales leads.
· The actual number of sales generated for a campaign and technology experts are able to track how keywords or tags were the precursors to a sale. Many social media marketing companies charge anything from 2% to 5% of revenue generated through their SEO or keyword prompts (inbound cost per lead).
· Instances were the organization sees more brand recognition
· In the achievement of strategic goals and objectives

There are numerous commercially over the shelf solutions that can now help you calculate the quantitative RoI of your social media marketing campaign.

Essentially the greatest value of social media and its tools is the ability to interact on-on-one with your followers and community beyond the boundaries of language and distance and build long term relationships.
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