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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. 
	
I.  Describe some signs that usually signify problems for a brand’s social media presence. 

Having a strong social media relationship with a brand’s audience is essential due to the increasing popularity of the use of social media platforms.  It is important to look out for signs of problems for a brand’s social media presence.  Checking Facebook’s Insights analytics weekly will indicate any percentage decrease in Likes, Shares and Comments and any changes in audience demographics and lack of response to different types of posts.  It could be that an embedded video is not getting any response or a link to pictures on the website is not producing traffic.  If targeted customers buying the brand’s products are aged between 35 and 65 there might be a downward trend in sales if the social media audience being engaged is in a different age group. 

Web analytics might indicate a lack of action on the website, users not responding to action buttons ‘learn more’.  If there is a reduced response to content a review of the impact of photos, images, video content is important and an effort to make images more colourful to achieve more impact.

A further indication of a problem is brand visibility where the competition is getting more mentions than the brand in question.  Brand mentions also might be indicating a negative sentiment.  Getting on top of the social media program is important to have a strong relationship with the audience which need to know it is being listened to with a regular response to tweets, comments, complaints. 

A low social media presence might be due to a lack of interaction where brand content is missing from important social media platforms, or the brand’s visibility and communications might be proving inconsistent with the brand’s values by not being brand focused.  


II. How would you turn customers into ambassadors for a brand? 

It is important to identify customers who are brand influencers who mention the brand a lot in their social media communications.  Loyal customers that share positive experiences, experts who run specialist blogs on brand related topics, people involved with events related to the brand and authors who publish on brand related topics on the internet and in social media. 

It is worth encouraging these key fans to become brand ambassadors by developing their positive experience by offering discounts, commenting on their blogs, offering specialist information, trial offers, special updates about product development and by giving credit to those who write about the brand’s topic area. 

Focusing attention on brand ambassadors will help to build the brand.


III.. Describe the method of developing social media guidelines for a brand. 

It is important to set some ground rules for the social media team and employees to follow as guidelines when they interact with internal and external customers on social media.  Guidelines for dealing with customer service questions and responding to tweets on behalf of the brand are essential so that comments are responded to timely that reflect the brand’s values and support the overall social media strategy.  

Attention to referring to followers by name, using correct English, understanding threads of conversation, getting the facts right before responding, use of good English and grammar.  The ground rules apply even when the nature of the business permits a more flexible approach in responding to social media communications. 

Nominated social media employees should be encouraged to provide a professional photo in their profile, keep the brand social in tone, spontaneous and on message when responding to tweets, posting messages on Facebook and answering questions across social media channels.

An administrator should be assigned to manage profile pages on each platform, and an appropriate social media expert to make updates and manage the brand.  There should be a schedule to ensure content is posted consistently and monitoring of activities on each platform carried out weekly.






2:  Discuss the various ways of dealing with negative feedback.

Negative feedback cannot be ignored on social media due to the spontaneous nature of the communications platforms where word spreads fast.  There will be different ways of dealing with negative feedback depending on how customer service orientated the brand is.  Homebase’s Facebook page is busy with customer questions and comments concerning product or delivery issues.  Negative feedback might also take the form of a tweet or series of tweets and comments on social media in response to a brand related event or communication leading to a crisis situation for the brand’s reputation.

In dealing with negative feedback, it is an opportunity for the brand to show it is listening to its customers and desires to solve their issues..  It is seen that Homebase responds swiftly, acknowledges the issue the customer is experiencing, addressing the complainant by first name.  They also take the matter offline by requesting personal contact details so a branch manager can address the issue for them, this helps prevent a negative public chit chat on the issue.  Once resolved, the customer can post/tweet the matter is solved.  

Where the negative feedback is more public directly affecting the brand, a swift response across all social media platforms is necessary where the brand takes responsibility for the issue in the form of an apology detailing action it is taking to resolve the issue and promising status updates will be published until the matter is resolved.  ‘Starbucks’ published its staff retraining program following a brand reputation management problem, other brands have been seen rectifying problems by posting video content showing how they are positively dealing with issues.  In all cases the brand takes responsibility for the problem, apologizes for the public’s inconvenience and hopefully will survive the crisis.

A brand can improve its transparency by not deleting negative posts, unless they contain bad language when they can be hidden.  The public and customers turn to social media because they expect to be listened to, so dealing with negative feedback has become part of the public relationship brands are experiencing with their customers to prove they are a social brand.



3:  Describe the four important elements of a successful social media message? 

To be able to create brand focused messages and communicate effectively over social media, requires in-depth audience research and their use of social media, planning quality content and drawing up a social media strategy in line with business objectives.  This involves the following elements:



1. Two way communication

Marketing is no longer passive, it has to be a two-way conversation.  Listening to the conversation revolving around brand related topics has to be achieved.  Search engines, Google Alerts, Mentions, Facebook and popular social media platform search engines are used as tools to find out who the brand’s likely audience is, what they are talking about and interested in, their demographics and also what is being said about the brand in relation to its values and its competition.  Both activities require listening. 

Once the likely audience for a brand’s products/service is identified and research made of the social platforms they use the most, a strategy can be made to publish content and engage with the audience in a manner that reflects the brand socially.  

Two way communication takes the form of engagement so providing content that is of value in some way, entertaining and interesting with colourful and meaningful visuals; information that is worth bookmarking, podcasts of customers experiences, videos showing behind the scenes content, pictures and images are candidates for posting likes and shares across Facebook, Twitter, Pinterest, YouTube, whichever channels best reflect the brand.  


2.  Storytelling

Users of social media can be engaged through the brand telling a story from its history on its Facebook page to content showing what is going on behind the scenes, its successes with its service, product.  Solving a customer problem in an unexpected manner is good content that can be broadcast by publishing media on how a person’s interaction with the brand has helped them 

Adding a caption to a picture of Jersey cows in a field for an organic farm business with the caption “The best in their field” is not only memorable and worth sharing but it is also very brand focused and is part of a story.

Storytelling that draws attention to a brand’s strengths builds brand awareness.  Encouraging customers to upload their own stories provides content of value that can be shared and liked across social media channels.  For example by getting customers to share their experiences provides story headlines “How ‘Xbrand’ helped ‘Mr/Mrs Traveller’ when stranded between flights”.


3.  Consistency

When sending mixed messages across social media channels in the forms of content, images, videos, microblogs, infographics it is important the brand’s tone and image is consistent so it can be recognized and engaged with confidently and meet expectations of a loyal fan base.  Keeping the mission statement on message, consistent logo design, shape and colour, tone aligned to brand recognition, for example Nike’s key phrase ‘Just Do It’ is headlined across its Facebook, Twitter and YouTube platforms.


4.  Transparency and honesty

[bookmark: _GoBack]Personalising the brand is important as social media is made up of social networks where even commerce is referred to as social commerce.  To make business more personal and human companies and brands have had to become transparent and prove they are trustworthy and organic.  By showing behind the brand scenes, people and events and having real people portray the brand on social media by showing their picture and profile, helps provide spontaneous interaction with the brand’s followers.  

Some corporate firms have experienced brand reputation problems by not being in touch with their customers on social media and unable to respond swiftly to bad customer experiences that have gone viral on video across social networks. 

Brands have to stand by their products by producing proof in the form of videos and content demonstrating the worth of their products to their customers and how they are improving supporting services in order to maintain brand equity and integrity.
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