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Answer question one and any other three questions.

Start answering each main question on a fresh page.
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3. Credit will be given for appropriate use of illustrative examples.
4

. No cell phones and programmable calculators are allowed in the examination room.

QUESTION ONE (Coempulsory).

Cultivate Social Communities | The First C

In our social media blog series digging into The 4 (s of Social Media Markeling, we've

campaigns come to life, your brand will benefit by engaging target social communities in
conversation, rather than broadcasting a message at them. Content that goes unshared is lonely,
long-format advertising. Remember, the number one goal of any social media marketing
manager is to inspire word-of-mouth buzz and to help grow your online communities on the
side. With that framework in place, we can now dive into the first C: social communities {(also

known as social networks).




Social Communities are the New Target Audience

Those of us who grew up steeped in traditional PR and advertising principles (read: those of us
who remember life before the 90°s) weren't plagued by constantly chasing engagement figures.
We started at the basics and learned that any successful campaign has three components: a

target audience, a message, and a channel.

Once we move from the one-way message of monologuing to the two-way conversation of
social dialogue, our target audience becomes a target community and we provide them with
more value. Like advertisers, marketers can qualify communities with standard demographic
and psychographic filters (e.g. name, age, gender, interests). However, the nature of social
media is that communities can also be evaluated by their member relationships, behaviors and
profiles and extended network. With this insight, marketers can determine what content they

create that engages community members, and who the influencers are within that platform,

An audience, by definition, is a group of people who witness something. A community, by
contrast, is an interconnected group of people who participate in something together. This is
where we clearly see the difference: a monologue marketing campaign aims to influence
individual audience members directly, whereas a dialogue marketing campaign aims to
influence community members collectively by sparking conversation. We encourage you to

explore the latter,
TFind the Influencers in Secial Communities

Both audiences and communities are made up of people. Evalualing communities as a sum of
individuals allows us to examine participation and influence beyond the single target
community into the other social communities where an individual may be a part. The ability to
spot and engage the most influential members on LinkedIn, Facebook, Twitter or Instagram (for

example) is one of the big advantages marketers have over advertisers, and it’s why social
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analytics should focus on actions (shares) rather than intentions (impressions) - to benefit

everyone involved.

Finding your influencers is much easier to accomplish with the right tools. Community
management has gone from the eBay model of activating an existing pool of people, who chose
to engage on your message boards or with your service, to actively prospecting influencers
within both your industry and within your frame of influence, whether or not those people have
already engaged with your brand. Having sophisticated community management tools gives
the social media marketer an efficient, scalable way to build strong social communities around

specific campaigns, topics and other criterion and to contribute to relevant conversations.
Social Communities Are...

Sacial — members interact with one another

Collective — members share a comman interest

Credible — members share a foundation of trust with one another

Engaged — members are paying attention

Collaborative — members want valuable content to share, and will respond in kind

Spark Conversations in Social Communities with Content

In our recent SXSW wrap-up post measuring social medii brand eifectiveness, we noted the

success of the Grumpy Cat campaign sponsored by social media publisher Mashable. The cat’s
appearance and consequent domination of social chatter was a great example of marketers

knowing their audience — and in this case, that audience was a vibrant community.

The Intemet loves its feline memes, and a picture really is worth 1,000 words. Mashable set up
a tent where people could come to take a photo with Grumpy Cat at a conference drawing
25,000 attendees, self-selected as both tech-savvy and tweet-ready. By leveraging Grumpy
Cat’s online popularity in person (in the fur?), Mashable gave the technorati a valuable piece of
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personal content to share on social channels and hijacked the social buzz, making Grumpy Cat

the most talked-about attendee of the entire show.

Muashable crafted its social marketing campaign with a target community firmly in mind.
Bveryone who attended SXSW is a potential Mashable reader, and a large percentage of
attendees are motivated to demonstrate their position on the bleeding edge of digital by sharing
hot interactive trends. In planning a campaign that would delight, engage and inspire this

community to share, Mashable demonstrated that cultivating strong social communities can

really be as easy as flying a cat to Texas — and hey, cats fly free when accompanied by a

human,
Source: bondai.co/blogs/owned-social-media-communities.
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QUESTION ONE

a) How would you describe a Social Community in Social Media Marketing? (10
b) Outline the importance of a Social Community noted in the case. 110]
¢) Discuss the Social Media Strategies which were employed by Mashable in the case, [20]

(40 Marks]

QUESTION TWO
Examine the role of the following in the context of Social Community.

i) Brand engagement [10]
i1) Brand Fans [10]
[20 Marks]

QUESTION THREE

‘Spending money on social media is a waste of resources’ Discuss this assertion making

reference to at least three stakeholders, [20 Marks]

Pagedof 3




QUESTION FOUR

Examine the content value ladder in social publishing,

QUESTION FIVE

Assess social commerce strategics which may be employed by firms.

QUESTION SIX

Examine the role of Facebook as a Marketing tool.

END OF PAPER
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