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​Introduction – What is Social Media Marketing?
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Social media marketing is a powerful tool available to companies and organizations of any size to find and connect with habitual or potential customers and users. Marketers create business Facebook pages and accounts on Twitter, Instagram, Pinterest and other major social networks.

However, few of them have clear goals and strategies and have an in-depth knowledge of how these digital media interact with consumers to increase brand awareness, boost sales and profits, and generate brand loyalty.

Knowing the ABCs of social media marketing, understanding exactly what social media marketing is, how it works, how much it requires in terms of time, human resources and budget, is the fundamental premise for those who want to make social network marketing effectively. So let's get some clarity by starting with an exhaustive definition of social media marketing.

Definition

Social media marketing or SMM (also known as social network marketing and social web marketing) is a form of internet marketing that exploits the ability of social media and web applications (app) to generate interaction (engagement) and sharing (social sharing) in order to increase the visibility and reputation of a brand or business. It includes activities such as the promotion and sale of particular goods and services, or of people (Personal Branding), the generation of new business contacts (leads) and the increase in traffic to a specific website.

For promotional purposes it is good to integrate this with other forms of online marketing and visibility such as search engine marketing (SEM), Social Media Optimization (SMO), Social Media Advertising (SMA) or Social ads, and Digital or Digital Public Relations Pr. Social media marketing together with social customer service, social selling and others, is considered a component of what is known as Social Business.

Businesses and Organizations create or connect to "networks of individuals" (communities) that share interests and values expressed by the Company itself on social networks. These people are offered relevant contents in various formats (text, images, videos, etc.) capable of generating discussions about the company and its vision on specific topics.

If managed correctly, the interaction of the user or client with this content can produce loyalty and social media advocacy. Users and customers with their "likes", "comments", "shares", activate online word of mouth by individually involving their network (friends, fans, followers) in the discussion.

This greatly increases the possibility that a fraction of these people end up becoming a fan or follower of the company.

Social media marketing or social marketing?

Sometimes on blogs, podcasts and other content, social marketing is wrongly used as a synonym for social media marketing. In reality social marketing has been a popular discipline since the early 1970s thanks to Philip Kotler and Gerald Zaltman, in which the "product" that must be promoted is not a good or a service but is "human behavior". The goal of a social advertising campaign is, for example, to encourage people to protect the environment. In social media marketing, instead, we focus on the sale of a product or service.

What are the benefits of Social Media Marketing?

Here are some of the main benefits of SMM.

	Improvement of customer satisfaction

	Increased customer loyalty (brand loyalty)

	Customer service improvement

	Increase in sales contacts (sales leads) and sales

	Increased web traffic to the site or blog

	Improved site ranking on search engines (this is often done with the use of search engine optimization, also known as SEO)

	Increased awareness or brand awareness

	Connection and development of interactive relationships with your target audience

	Development of a reputation as an expert or leader in the sector to which your company belongs (brand authority)


However, social media marketing also presents "disadvantages" due to the facts that:

	It requires more resources: social platforms are varied and different, consequently the various forms of content (text, video, podcasts, webinars, etc.) to be published and shared must be adapted to the specificity of each of them. In the same way a social media marketing campaign cannot be launched and left alone to itself. Also, as in the first case, it requires time and human resources dedicated to it. 

	Its nature: a negative post from a customer, or worse, a badly managed page, can become viral and thus seriously damage the reputation of a brand.


Why invest in Social Media Marketing?

	Low costs: Creating profiles on social networks is free as well as creating and managing social networking campaigns with different social media management tools.


	High ROI (return on investment) from advertising investments: the ROI generated by social media advertising is the highest among the various forms of paid advertising. Social ads are also a type of advertising that allows high targeting and personalized profiling: ads will only be shown to users who are really interested in the products or services promoted by the advertiser.


	High conversion rate (CR): more than 51% of social media marketers say that the development of significant relationships with customers has a positive impact on sales results.


	Improvement of Customer Insights: unlike shared content through private channels such as e-mail, instant messaging tools and apps, which is very difficult to measure (Dark Social), various social media marketing tools allow precise monitoring of activities on various social business profiles. From the analysis of the numerous data collected, using tools such as Google Analytics is possible to obtain important information on the "sentiment" towards the brand, as well as on the demographic composition, interests, behaviors and needs of the customers.


Why is social media marketing important? Social networks have become a virtual meeting place for people, in which:

	they exchange ideas on the most disparate topics,

	they read reviews on products and services they want to buy,

	they look for information on places where they want to go, such as restaurants or hotels.


Once, when these social platforms did not exist, this news exchange took place in bars or other social gathering spaces. Today, however, people spend much more time on Instagram, Facebook, YouTube or LinkedIn and that's where they often "meet" and talk to each other. 

What does this mean? This means that companies and professionals should increasingly work on the ability to intercept and engage users in online social discussions, because in these online environments it is possible to make them become their customers. People's opinions are increasingly influenced by internet conversations and this is a fact to be taken into account if you sell a product on the web or if you want to become famous and relevant as an influencer.

Being skilled on social media is also important for those looking for new professional opportunities to:

	find work;

	be desired by businesses;

	have career opportunities and increasing earnings;

	be interesting and attractive to companies.
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Branding activities make it possible to link a product or service to certain distinctive signs of a tangible nature - such as a name, some symbols or product packaging - and to intangible elements - such as the mission, values and corporate reputation -, allowing int this way to differentiate it from competing products or services. This is a widespread practice in all sectors and for all product categories, even for those with low involvement (such as salt or fruit, for example) and can be applied not only to products, services and companies but also to events , people (we speak, therefore, of personal branding) or geographical areas as well.

In the book “Marketing management”, Kotler and Keller define branding as the action of «providing products and services with the power of a brand», which means giving them an identity, communicating in this way to the consumer why that product is different from others. In this perspective, branding strategies allow producers and sellers not only to protect themselves by identifying the origin of their products, but also to promote them effectively and differently.

These activities thus become a support for consumers' decision-making process, as they help them structure information on the various products, guiding the formulation of associations and ideas linked to brands. For this reason they are essential to guarantee customer loyalty to the products of a particular company.

The branding strategy can be based on the physical attributes of the products or on intangible attributes, which concern the prestige of the brand and their use (which is very common in the case of luxury goods). In this sense, one of the goals of these actions is to achieve a specific brand positioning, which is a specific positioning of the brand and its products in the market and in the mind of consumers.

As Martin Lindstrom stated during his speech at the Philip Kotler Marketing Forum 2019, the branding activities concern "every point of contact with the company with which the customer interfaces during his entire life cycle", precisely because the construction and management of the brand depend on every action taken by the company throughout its existence.

Brand positioning

Brand positioning is the position occupied by a brand (and its products) in the minds of consumers based on the differentiation from competitors. The latter may concern the unique characteristics of the products, the advertising communication, the customer experience or the brand identity and the values connected to it.

Philip Kotler in "Marketing Principles" explains that to facilitate the purchasing process, products, services and brands are "positioned" in the minds of consumers by categories, based on a "set of perceptions, impressions and feelings about the product with respect to the offers of competition ". Precisely for this reason brands must be attentive to all the elements that in some way can communicate something about the brand, given that the factors of differentiation that will determine the brand positioning can concern various aspects of the business: from the specific characteristics of the product to the services complementary in addition to the core business, from communication channels to company staff, to the image of the company.

The origin of the term is not clear even if it goes to Al Ries and Jack Trout the merit of having made known the concept in the literature on the subject thanks, in particular, to some articles published in the late 60s and the success received by the book "Positioning: the battle for your mind", published in 1981. In "The Mirror Makers: A History of American Advertising and Its Creators", Stephen R. Fox argues however that the concept, already present in the 50s, has only been "brought back to life" by the two authors mentioned above, who would have re-proposed it thus making it "their trademark".

In any case, even today the expression is very connected to their work. As we read in the New York Times, Al Ries intended to refer to the concept using the word "rock", because, as explained in an email to the newspaper, "every announcement needs a rock to serve as a foundation, that it is not moved or questioned ". Jack Tout, however, suggested the term "positioning" in reference to the "position" occupied by a brand in the consumer's mind.

In 1983 the term "position", then well known among marketers (both in reference to the brand and to the product), as described by David Ogilvy in "Ogilvy on advertising" did not yet have a definition that put everyone in agreement. In the same book, in fact, the expert talks about positioning to define «what a product does and to whom it is addressed» and, referring to the company Dove, Ogilvy explains that it could “position” as «soap for men with hands dirty, but instead it decided to position itself as a soap for women with dry skin ». Thus, in the mind of consumers the brand occupies a very specific position in the market.

Why, however, is brand positioning so important for companies? Carlotta Silvestrini, digital branding specialist, proposes a definition of brand positioning as a "strategic asset that allows, at the appearance of a specific need, in the mind of the potential customer, to generate an immediate recall to a specific brand", making the brand perceived as the potential solution to a specific problem or need.

How to identify the most appropriate brand positioning strategy for a company? Once established the market segments to turn to, the company must determine where to position itself within these segments, focusing on differentiation in respect to the competitors. At the base of this differentiation there must be a "value proposition" which concerns the "complete positioning of the brand, ie the entire combination of benefits on which the positioning is set", as defined by Philip Kotler in "Marketing Principles". The value proposition therefore concerns the extra value that the brand can offer to that market segment, compared to its competitors.

However, there are conflicting opinions with this line of thinking, including that of Rosser Reeves, who believes the






[image: ]




d2d_images/chapter_title_above.png





d2d_images/chapter_title_corner_decoration_left.png





d2d_images/cover.jpg
SOCIAL MEDIA

MARKETING MASTERY 2020






d2d_images/chapter_title_corner_decoration_right.png





d2d_images/chapter_title_below.png





d2d_images/scene_break.png





