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Assignment One – What is Social Media? Total 30 Marks

Q1 – Short Questions (20)

I. What is Social Media?
Social Media is a modern form of technology that has emerged over the past 10 years. Through the use of various different platforms, social media makes it possible to connect and communicate with other ‘users’ around the world.
Some of the first major platforms we saw were Myspace and Tumblr. They provided a platform for you to share and upload photographs, participate in questionnaires, give your opinion on things and generally try to advertise yourself as ‘cool’ as possible. 
During this time we saw the domination of Facebook, it was the biggest thing to happen to the internet and took the world by storm. It currently has 2.3 billion active users each month (Google 2018). This is a very clear message from the public about how we enjoy spending our free time. Not to mention, an extremely clear message to businesses about where their potential customers consume most of their media.
Different platforms have different types of users. For some, it is used as a way to keep in touch with family and friends and upload photographs of their children, pets or day to day life. 
Others use it as a tool to promote their small business within the community. In recent years we have seen a different side of Social, with the rise of influencers and people who seek the validation from the likes and interaction they experience. They have come under a lot of fire for promoting a ‘fake’ life online. That’s not to say that these people aren’t making a very successful career for themselves on these platforms. 
Other social media platforms include; Instagram – enormously popular especially with millennials based primarily on photo and video sharing. This platform has seen the rise of sub platforms like Boomerang, IGTV, and stories or highlights.
Twitter – This platform encourages opinion, engagement and the opportunity to hear stories from around the world a moment after they have happened. It has seen averages Joes go viral for a single sentence, and presidents responding to the school project of a child. Everyday users tweet and retweet their thoughts and opinions to their followers, in the hope of a viral reaction or maybe one day, the coveted blue tick. 
I would say that billions of users log on to social media every day, but the truth is, the vast majority of them don’t ever log out. Whether they’re using their phones, tablets or laptops, the app or website is always there ready to go at a seconds notice. It is consumed on cigarette breaks, television advert breaks, waiting for the bus and so on. With this platform you have the whole world, and everyone you know, in the palm of your hand. 
I think it is obviously why more and more time and money is being invested into having a social media team within companies. The importance of having that many users ready to see your product can not be understate d or rivaled by more traditional forms of marketing.  


II. What are five P's of a marketing plan? and how do they influence the positioning of the product? 


When a company is forming a marketing plan they should be considering the five P’s. This strategy can theoretically work with Social Media or indeed with a more traditional marketing approach. Whilst Social Media is a modern and very often effective form of marketing, it is only that; one form of it. There were hundreds of successful campaigns worldwide before Social Media was even considered. 
If you want to improve the positioning of the product compared to your competitors you will need to focus heavily on the five P’s. 
The first P is Product. Whatever it is that you are selling, be it a service or physical thing, you need to understand how to give your product the edge. Is it better than the rest? More respected? More accessible? If you are selling sofas, for example, and a potential customer puts ‘sofa’ into google. Will they see your product? If they do, will it attract them? What does it have that the others don’t?  Is there a USP? These are all questions asked by a good marketing team who have considered the Search Engine Optimization and are able to use this to their advantage.  
The second is Price. This doesn’t necessarily mean the cheapest price on the market, but maybe it has been promoted with a deal. For example imagine a clothes shop is selling T-shirts for £30 and sales are down. A savvy marketer might introduce a new deal whereby you get a T-shirt, and a £5 cap for £35. Although in terms of money it isn’t really a better deal, the customer might think they are getting a better deal and be more inclined to purchase. 
The third is Place. Which focuses on the ‘where’ you will be selling your product. This is something that has gained importance over recent years. In the past all selling had to be done in a shop, but now you could work exclusively online. Take Etsy, for example. This website is specifically designed for homemade unique gifts. People know when they go to this website that what they are getting won’t be mass produced and will be one of a kind, a reason why many people use it. To me, this emphasizes the importance of ‘place’ within marketing. 
The fourth is Promotion. How will people know about your product? When I think about this word I imagine the inflatable dancing men outside American car dealerships. Garish as they may be, it is impossible not to see them. So when you pass by, their product is promoted to you, whether you like it or not. In modern day you see a lot of this through pop-ups on your computer or ‘ads’ tailored specifically to your likes or needs through previous searches. The computer ‘pop-up’ is the modern day inflatable dancing man. 
The final P is Packaging. If a product has an aesthetically pleasing package, it is more likely to sell. It’s that simple. If all other factors are the same; price, quality, promotion etc, you will pick the one that you find more attractive. We have seen it happen where packaging becomes iconic. Look at the ‘Campbell’s Soup’ can, attractive yes but nothing special. Until it was featured in Andy Warhol’s catalogue of work, then it became infinitely more desirable, almost a tourist attraction or souvenir. If you can make your product immediately recognizable, people will want to buy it years into the future. 

III. How can social media be used for sending the messages across?
Regarding social media, the numbers speak for themselves. The future of so many industries is uncertain in today’s world and this one does not fall into that category. In the past people have used radio, television and newspapers to send out a message. However all of these platforms have limitations, usually relating to the number of people they can reach.
 For example, let’s say that 30 million people are watching Love Island on a Wednesday night. Therefore, if you put an advertising campaign aimed at 18-30’s into the ad break of that episode, you will have 30 million new potential customers, right? Well, actually no. How many people are sitting watching the adverts on television intently, and how many pick up their phone and start scrolling the moment the credits roll? I for one am eager to get on social media when watching a series like this, so that I can see the opinions of my peers on what we have just watched. For this reason, marketers might be more inclined to invest in a social media campaign because they know that that’s where their target audience really spends their ad break. 
Another benefit of using social media is the speed and distance your message can travel. As I mentioned before, it takes one person with a big following to share or retweet your post and you are exposed to literally billions of people, all seeing your message and talking about it. 
The comments section, particularly on Facebook, can be an extremely useful tool in engaging with people and expanding your scope for sales. That being said, one negative comment, which is then liked by others, and sits comfortably at the top of the comments section can be extremely damaging to a well prepared and expensive campaign. So it’s not without risk. If someone has a negative comment about a TV advert, it is heard by their family and that’s all. If it’s made online, across social media, there is no end to the number of people who might see it and agree with it. 
Celebrities and influencers have the biggest platform for sending messages across social media simply because of numbers. Kim Kardashian, with her 144.1 million Instagram followers (Instagram 2019) will have a better job of spreading her message about the justice system, and her current mission to release wrongly imprisoned people than a human rights lawyer who has dedicated her entire life to the cause. 
With a large social following comes a huge amount of power, that’s why they are called ‘influencers’. Because they can influence what you do and how you do it, making them an extremely powerful resource for businesses.

IV. What is psychological pricing?
In order to understand psychological pricing, you must first give up this idea that you are exempt from it. It is deeply engrained into our brains to want to pay less for something, because (and to quote a famous marketing slogan) ‘why pay more?’
 Psychological pricing tricks you into paying a price that you wouldn’t pay If it was 1p or 5p or even 50p more. If the first number is lower, it will attract the attention of the buyer. #19.95 sounds more appealing than 20.00, partly because it is (although, it isn’t really) and secondly, prices that end in 95 or 99 are usually telling you that you’re getting a bargain, that this is a great deal, and also that it might not be this price forever. 
It’s a clever approach which has been used for decades in the world of marketing and I’m sure will be used for many more years to come and whether you like it or not, it works.

Q:2: What is the importance of social media for marketing? (10)
I think it is important to start by saying that it doesn’t look like social media is going anywhere, anytime soon. If anything, it is getting stronger and being taken more seriously. Many people have the view that social media has no place in the world of marketing or that it’s an ‘easy’ alternative to more traditional methods. I fear that these people might be left behind in terms of marketing with social media. 
Let me begin by talking about not just marketing ON social media, but using social media as an aid to more traditional advertising. This might be done through hashtags, cookies or getting to know users based on their searches and or follows and tailoring adverts to them.
 It also might be done by sending your product to well-known figures on these platforms, and paying them a fee to feature your product on their page. Once a few people see this, it isn’t long before people start thinking that this is the next big thing and they need to buy into it immediately. Apply this theory to one or two influencers who run in the same circle, and soon people are going to be feeling left out, therefore making the need for this product even more desperate. 
In recent years we have seen big companies, commerce giants even, interacting with each other on social media. This has been a big hit and gained a lot of attention, be it positive or negative throughout the world. A recent example is fast food chains ‘roasting’ each other on Twitter, gaining an eye-watering number of likes and retweets. Chances are it was a planned collaboration by an incredibly innovative marketing team, silly as it may seem, it is a talking point and a great source of entertainment for potential clients. It also endears the company to customers and gives them a ‘human’ element, making them appear more relatable.
Another example that outlines the importance of social media is when a person takes to these platforms to complain. I can think of an instance with an airline and the mistreatment of a passenger who aired their frustration on twitter and within minutes the company was flooded with ‘this company is cancelled’ or ‘that’s the last time I fly with you’. So the gravity of the attention can work both ways, and in the same way it can be very difficult to bounce back from this.
Bad press is not a new phenomenon obviously but with the internet, it lasts forever. It will always be there, like a ghost haunting your reputation. For me, this is a positive because social media holds you very accountable, and demands the best from you, unless you want the world to know about it. 
What about marketing yourself? To some extent, every social media platform is an opportunity for you to market yourself. More specifically we have LinkedIn. Here you can build a profile, network, make connections and further your career with the click of a few buttons. The platform has two new users joining every second, (OmnicoreAgency, 2019) making it harder and harder to resist if you want to advance your career.
More and more people are using social media to shop, hence why the high street is almost on its knees. Even things like ‘car boot sales’ have now been transformed into ‘Facebook marketplace’ Instagram have rolled out a new feature whereby you can tap a photo and the link to the items appear, so you can shop the clothes you see in the photographs. 
Social media also changes the way we do market research. In the past companies have had to carry out surveys, feedback forms or harass people in the street to find out if they are happy with their product. Now you have a number of likes next to the product which tells you all this information. You can instantly compare it to rival products or indeed some of your own other products, to have real, tangible statistics at your fingertips. With only 25% of Facebook users bothering to monitor their privacy settings, (Fast Company, 2013)  it is almost too easy to listen in to what your target audience are talking about or what they might be looking for. 
The bottom line is, be it positive or negative, social media marketing is not to be overlooked. The longer you leave it, the harder it will be to use to your company’s advantage. A social media campaign done well can be the most effective use of marketing available in today’s world.

Wikipedia, 2018
www.instagram.com/kimkardashianwest
www.fastcompany.com – (Rethink your social strategy. Belle Beth Cooper, 2013)
https://www.omnicoreagency.com/linkedin-statistics/- (Linkedin by the Numbers: Stats, Demographics & Fun Facts 2019)
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