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SOCIAL MEDIA MARKETING
Modern Word-of-Mouth Advertisement
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INTRODUCTION
Social media is the digital media that encourages audience interaction, connection, sharing and participation. Broadly, it allows people to connect with each other (Kaplan & Haenlein, 2010). Social media marketing is the facilitation of customer to customer interaction, participation and sharing through any tool of digital media for encouraging the positive engagement with a specific company/brand leading to enhanced commercial value (Kietzmann, 2011). 

Social media marketing tools depend upon the industry in which a company is operating in. For instance, hotels and travel agencies would find Trip Advisor and Booking.com as relevant social media tools for promoting their businesses. The main benefits of social media are that it extends marketing reach, increase brand awareness, creates excitement, promote products, build community around customers, and increase online presence and helps in generating talk that could be translated into sales. As per the experiences shared by Georgia, social media is a word-of-mouth style marketing strategy for the digital age (Mangold & Faulds, 2009). According to Pulizzi (2015), Australian marketers use four social media platforms on an average for distributing the content and promoting the brands. Australian Business to Customer (B2C) marketers use Facebook for advertisements while Australian Business to Business (B2B) use LinkedIn the most for marketing their brands (as shown in the figure below). (Pulizzi, 2015)

Source: (Pulizzi, 2015)
SITUATION ANALYSIS
Repo College has a current social media presence on Twitter, Facebook, Youtube, Foursquare, Flickr, LinkedIn and Pinterest. There is little or no coordination amongst the social media accounts held by Repo College including student organizations and unit accounts. The problem with the social media plan is that no communication strategy was set in place prior to being created. Various numbers of students, staff, support staff, faculty and communication staff utilize and manage the accounts with different activities and effectiveness. Due to this the whole social media environment lacks consistency and thus decreases the effectiveness of communication. This has jeopardized the brand name of Repo College. 
Recently, in 2016, the Media Marketing Manager has approved funding for the digital communications indicating that the college must take into account the potential use of social media and value its importance. The main step that needs to be taken is to develop an overall strategy of social media crafted to be used by each member of the college. 
OVERALL STRATEGY
The overall strategy is to coordinate and strengthen the efforts made towards social media marketing by Repo College. The main strategy is to incorporate social media as a vital part of the overall communications strategy. 
GOALS
The goals of Repo College social media marketing plan are:

1. Building a collaborative social media environment in the college
2. Strengthening the Repo College’s brand and enhancing the reputation of Repo College

3. Recruit and retain all the members including students, faculty and staff members

4. Building a new culture of philanthropy

5. Set up social media as an official communication resource

GOAL 1: COLLABORATIVE SOCIAL MEDIA ENVIRONMENT 
· Ensure that regular communication is being done amongst the responsible college affiliated accounts. The tactics can be as follows:
· Create social media council and implement social media policy through best practices documents.

· Create a review process for newly registered social media accounts.

· Share the messages from other college affiliated accounts.

· Share best practices, college student stories and insights.

· Develop consistent hashtag stories for aggregating the conversations regarding university.

· Develop the campus wide calendar for primarily sharing the university news.

· Give the resources and guidance after developing strategies for supporting the social media efforts by college units. The tactics can be as follows:
· Identify and recommend social media monitoring platforms.

· Ensure that Repo College’s brand standards are being met across all the social media accounts and platforms. 

GOAL 2: ENHANCING REPUTATION 
· Integrate the social media strategy into overall communication strategy of the college. The tactics can be as follows:
· Use social media for sharing top content that is created by college.

· Reinforce the brand name of Repo College. The tactics can be as follows:
· Promote the key message of college in accordance with college’s key initiatives.

· Share awards, worldwide rankings, program information and accomplishments of college through social media.

· Building a strong relationship using social media. The tactics can be as follows:
· Monitor and respond to all personal messages, shares, comments and suggestions etc. where applicable

· Create a social media monitoring team for monitoring the channels appropriately.

· Enhance the number of followers, subscribers, likes, fans, pins, shares etc.

· Increase the level of engagement. The tactics can be as follows:
· Use monitoring tools for measuring the engagement and reach of social media tools like:

· Facebook insights

· Third party tools for LinkedIn, Flickr, Pinterest etc.

· Sprout Social Analytics

· Join conversations about Repo College with current students, prospective students, faculty, parents, fans, community members, alumni, donors, media, visitors and government officials

· Participate in what’s trending on social media like #Freeseminars #Throwbackbusinessweek etc.

· Monitoring the national and regional competitor’s social media trends and stories.

· Increase the exposure of social media accounts by printing logos of the social media like Facebook, Twitter etc. on website, digital media, print ads, year books, billboards, radio, television and digital signage.
GOAL 3: RECRUITING AND RETAINING ALL MEMBERS 
· Build collaborative relationship between Repo College and current students by social media usage. The tactics can be as follows:
· Retweet, reply, share and like the posts conducted by students, faculty members and fans.

· Attract the faculty members and staff for enhancing the relationship with current staff members and faculty. The tactics can be as follows:
· Share the new messages and announcements regarding key issues on social media

· Share individual and college wise accomplishments including ranks and awards on social media

· Pushing the web traffic to Repo.edu.au, admissions.repo.edu.au etc. The tactics can be as follows:
· Deliver the student’s information and links with specific information within repo.edu.au framework

· Direct the comments and questions asked by students to appropriate heads of Rep College e.g. finance officer, human resource department, admissions cell, scholarship body etc.

GOAL 4: NEW PHILANTHROPIC CULTURE 
· Use social media for enhancing the awareness about the funding requirements and the priorities at Repo College.

· Enhance a relationship with donors including businesses, greater community, alumni, directors, students and faculty members using social media. The tactics can be as follows:
· Retweet, reply, like posts related to Repo College’s initiatives regarding philanthropy

· Share the news and initiatives of Repo College’s philanthropy

· Share the scholarship and success stories of recipients and students through social media.

· Increase the overall engagement levels. The tactics can be as follows:
· Monitor all the conversations and provide information to the ones that require information 

· Use keyword searches on the social network for monitoring the conversation and stories regarding Repo College.

Goal 5: Social Media as an Official Communication Resource
· Make the social media communication policies and planning the official line of communication. The tactics can be as follows:
· Develop a hierarchy for reporting the crises

· Work with the planning committee for incorporating social media in the overall communication strategy

· Create an overall action plan for dealing with the negative word of mouth and solving issues on social media. 
COMPARING SOCIAL MEDIA TOOLS
Repo College needs to pick the tools that will best benefit the operation and best serve the goals of the college. The social media platforms vary depending upon the primary objective that can be either to promote the brand name or to engage in a conversation. Repo College will choose the social media platforms based on their specific features and capabilities. The main social media platforms are; Facebook, Foursquare, Google+, Instagram, Pinterest, Tumblr, Twitter, Vine, Yelp and Groupon. The primary objective of Repo College will be to promote its brand name along with engaging with the students. This will be done by choosing different types of social media platforms so that both the primary objectives can be met side by side. The platforms with their capabilities are shown in the figure below. 
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FACEBOOK:
It is a social networking website that allows people to connect with each other. It is best for reaching a broad number of audiences, sharing news, posting videos, learning about your customers and creating promotions to gain more likes and followers. Around 1.6 billion worldwide users are actively using Facebook (ConAgra Food Service, 2014). The key is to keep content fresh and share the content from other local businesses to create buzz. It is important to stay active and respond to questions within a day or two at most. 

Facebook’s Insight is an analytical tool that reports back the data on audience sizes, demographics, post reach, daily visitors, trends, views etc. It is viewable by the page administrators and can be really helpful for the Repo College. 

FOURSQUARE:
Foursquare is a tool of social media that enables people for sharing their location with check in options using a text message or smartphone app. Checking in can earn badges, points and even end up in special deals. There are currently 45 million worldwide users of Foursquare with more than 5 billion check-ins (ConAgra Food Service, 2014). The key is to follow up with people who check in at the college, share check-ins of students on Facebook and Twitter and create rewards for students who check in often. 

Foursquare allows the business administrators for following their stats page with total daily check-ins, gender breakdowns, most frequent visitors and most recent visitors. 
INSTAGRAM:
Instagram is a video and photo sharing mobile application that allows that users for capturing photos and sharing them with friends and followers. There are currently 150 million active monthly Instagram users in the world (ConAgra Food Service, 2014). The key to use Instagram is tag and share the photos of campus, tutorials, events and classrooms as Repo College’s location. Tell the students about Instagram username so that they can follow the posts and pictures posted by Repo College. It is best platform for engaging with current students and expressing the aesthetics of the college. 

Instagram helps in tracking the number of posts and followers of the page. Repo College can analyze the likes and comments on individual posts. 
TWITTER:
Twitter is a social media platform connecting people and businesses with each other. Each business can post a message that is known as “tweet”. There are currently 241 million worldwide Twitter users (ConAgra Food Service, 2014). It is best for announcing the results, promotions, exhibitions, events, tutorials, business weeks and important dates for admissions and scholarships. It can be used for listening to what students are tweeting about the college and how they talk about certain activities being conducted at the college. It can give insights and hints about the brand reputation. The key is to be transparent and use 70/30 rule that means 70% tweets should be helpful/conversational and 30% can be based on promotions. 

Twitter shows total number of followers and mentions whoever retweets the tweets of businesses. 
CONCLUSION:
Using social media along with social web for promoting the businesses/brands needs a well-planned strategy for achieving long term results. By setting up a clear social media strategy and choosing the platform that best fits the overall goals, Repo College can drive its online presence to success (Kietzmann, 2011). The keys to success in social media are flexibility, transparency and swiftness of response as per indicated by Georgia. Social media is a modern tool of word-of-mouth marketing strategy that involves public talking positively about the specific brand. According to the experiences shared by Georgia in enhancing and maintaining the online presence of Famish’d (Salad Bar) in Melbourne, it can be concluded that word-of-mouth can still work wonders and is still regarded as most effective form of marketing that helps in engaging audience via social media by using technology. 
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