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1. [bookmark: _Toc30095629]   EXECUTIVE SUMMARY
With the continuous development and improvement of social networks, people's use of social media is not limited to friends chatting and photo sharing. An increasing number of people now tend to shop through social networking. 
As an emerging marketing channel, social media has some unique advantages, such as low cost and fast propagation. However, like every coin has two sides, sometimes social media is also ineffective. On the one hand, it’s because of the incapability of managers. On the other hand, SMM has its own shortcomings, such as limited application and uncontrollability.
In this report, I will take Huawei, which performs badly in social media, as an example to elaborate how to manage social media properly and in the end here are some feasible suggestions for its better implementation.








2. [bookmark: _Toc30095630]   INTRODUCTION
For the last several years, there’s a rapid increase in the number of social media users. According to Hootsuite (2019), the total amount has exceeded 3 billion. Obar and Wildman (2015, p. 748) define Social media ‘as a tool and platform for people to share opinions, insights, experiences, and opinions with each other’. The current platforms of social media mainly include Facebook, YouTube, WeChat, Instagram, Tik Tok and Twitter (Statista,2019). As of September 2019, Facebook had 2375 million active users, followed by YouTube with 2000 million (cifnews, 2019). 
However, Huawei, as a high-tech company dealing with Internet rising in recent years, seldom involves in social media. From a small company to an international technology giant, Huawei's success depends more on offline advertising campaigns and traditional online marketing, such as operating the company's official website. Although Huawei has social accounts, it is only a tool for information transmission. For example, Huawei mobile phones have official accounts on Facebook and Instagram respectively, but what they are doing is just simply putting advertisements on social media. Huawei Mobile's Instagram has 1.82 million fans, but the number of comments on each post has never exceeded 150. This is very ineffective. From this point of view, Huawei's social network marketing still has a long way to go.
Sticking to customer orientation, Huawei hopes to appear in the public eye with a humanized image, to show the credibility and cohesion of the company in communication, and thus narrow the distance with users. Therefore, it's time for Huawei to embrace social media.


3. [bookmark: _Toc30095631]   ANALYSIS OF KEY THEORIES 
3.1 [bookmark: _Toc30095632]    Social Media Marketing
Social media marketing (hereinafter referred to as SMM) is considered as a way to implement marketing related activities on various social media platforms (Pham and Gammoh, 2015), which can help expand the awareness of implementers (Nadaraja and Yazdanifard, 2013). Because of its low costs and high efficiency, it has been accepted and implemented in many fields, such as environment, technology, entertainment industry, and even politics (Xiang and Gretzel, 2010). By creating and exchanging content, social media has not only induced the change of people's shopping behaviour, but has also become an ideal platform for brand communication with customers (Jagongo and Kinyua, 2013). Compared with traditional one-way marketing strategy, SMM focuses more on how to interact with users to improve the user experience (Sajid, 2016).
In 2011, Burger King launched a marketing campaign called "Whopper Sacrifice" on Facebook. People can get a free whopper if they delete their ten friends, but at the same time, their deleted friends must be posted on Facebook. At the end of the event, Burger King only sent 23,000 free whopper burgers (Wortham, 2009), but over 230,000 people were deleted by their network friends to get a free hamburger, and it was mentioned by more than 13,000 blogs (Weinberg, 2009). Although it violates the original intention of Facebook to maintain the relationship between friends, and may lead to a crisis of trust between people, it is undeniable that Burger King's campaign uses the influence of social media to achieve marketing purposes and let more people know Burger King.
Burger King's example suggest that rationalizing the use of SMM can not only easily detonate topics, but also can form a scale of communication in a short period of time. Such characteristics make it one of the necessary tools for manager’s Internet marketing (LinkedIn,2018).
3.2 [bookmark: _Toc30095633]    How To Start Social Media Marketing
SMM is not an easy thing, but it is not an impossible thing. For Huawei, there are mainly three essential pillars to consider when creating their social media strategy.
3.2.1 [bookmark: _Toc30095634] Set Goals
SMM generally tends to two goals: brand awareness and customer loyalty (Agnihotri et al. 2016). As a newbie in social network marketing, these two starting points are equally applicable to Huawei. Based on the concept of customer orientation, in practical applications, Huawei can organize events around the brand, such as launching a campaign on Instagram, encouraging users to take photos with Huawei phones and upload them on Instagram with campaign related hashtags. At the same time, take social networks as an open platform to communicate directly with customers in response to customers' questions or problems. By reading and responding quickly to comments and complaints on social media, to show the sincere care about customer’s feeling.  
3.2.2 [bookmark: _Toc30095635] Proper Social Media Platforms
As a marketer, Huawei should note that different social networking platforms have different roles. Social media architecture no longer revolves solely around Facebook, but instead forms a multi-platform matrix (Greenwood, Perrin and Duggan, 2016). Huawei should use different platforms to target different goals and uses. A successful example of this is Samsung. They use Facebook as a platform for product launches and information dissemination, while Twitter and Instagram have been used as platforms for direct dialogue with customers. Through the use of different media platforms, they are managing to maximise their promotion effect.
3.2.3 [bookmark: _Toc30095636] Professional Teams
Although many managers have realized that SMM can bring a huge success for them, there are still some unwilling to adopt SMM. The reason behind this reluctance is the lack of awareness and management of social media (Kaplan and Haenlein, 2010). For Huawei, they have two choices: set up their own social media team, or ask professional social media agencies for help. A professional agency (such as Social Media 55, Social Hire, and LYFE Marketing) usually include brand strategy experts, copywriters, web designers as well as programmers (Buffer,2019). Each performs its own functions and is dedicated to improving user experience.










4. [bookmark: _Toc30095637]   THE IMPACT OF SOCIAL MEDIA MARKETING ON BUSINESS
One the one hand, it is low-cost and high-efficiency. For advertising strategies, social media may be the most cost-efficient channel (Nadaraja and Yazdanifard, 2013) because there is basically no charge for account creation and registration, and any paid promotion is relatively low compared to other marketing strategies. Take “Whopper Sacrifice” of Burger King for example. In this success campaign, they just post a caption on Facebook and only 23,000 whoppers were given away, but the name of Burger King broke into the eyes of hundreds of thousands or more.
On the other hand, SMM innovates the way brands communicate with their customers and can have positive effects on brands (Bruhn, Schoenmueller and Schäfer, 2012). According to Stojiljković’s (2019) research, brands are more likely to gain loyalty from their customers if they respond to them on social media biuniquely. Every time interacting with customers, it shows the care of the company for its customers, and loyal customers usually become the one who help brands to promote its reputation by word of mouth, without any extra marketing expenses (Yu and Dean, 2001).   
However, it cannot be denied that any marketing tool has its limitations, and unsatisfactory results may appear because social media is sometimes uncontrollable (Pfeffer, Zorbach and Carley, 2014) due to anonymous and free of the Internet (Aula, 2010). Once there is a negative comment on the enterprise, whether it is true or false, there will be others following up and standing in the ranks of criticism, and a large number of unreal or even fake mixed information may be speeded rapidly among people like a virus. There is no doubt that it will cause great damage to the corporate image (Lee, Oh and Kim, 2013).
What is more, fierce competition. According to a report by eMarketer (2019), 88% of Companies in the United States have done marketing promotion on the Internet. The amount of content on social media is so huge and finding a message on the Internet is like seeking a fish in the ocean. These companies, just like Huawei, constantly publish their product information on social media every day, however, but rarely get attention. Take Coca Cola as an example. For every $1 spent on advertising, Coca Cola gets a return of $2.13 through TV advertising, while only $1.26 through digital advertising (Schultz, 2016). Thus, how to make the content released by the brand stand out from the mass of information and be noticed by potential customers has become a noticeable problem for brand managers.













5. [bookmark: _Toc30095638]    CONCLUSION AND CONSIDERATION
SMM, without doubt, is extremely useful for brand to develop business and expand brand awareness. However, just like a double-edged sword, it also has limitations. Like I mentioned above, limited application and its uncontrollability. In order to solve these problems, here are some recommendations that may help:
First of all, create original high-quality content and propagate it by storytelling. In the era of emotional consumption, quality and price are no longer the only factors consumers consider when shopping (Rytel, 2010). It is more for emotional satisfaction and psychological identification (Consoli, 2010). Thus, managers should always be sensitive to the emotional needs of consumers, and actively communicate with them, so as to achieve emotional resonance. When post the development history and product information on social media, do not forget to integrate “storytelling” into SMM strategies and always show you are listening to your customers and you care about them.
Secondly, keep learning how to run social media. One of the reasons SMM works is that brands are always active on social media, so do their competitors. However, it is not always a bad thing. Marketers can get inspiration from their rival's and then make up for their shortcomings, so as to make themselves social marketing more effective. Besides that, some classic successful social network marketing cases are also worth learning, such as Coca-Cola with Facebook, National Geographic with Google, and General Electric with Instagram.
Lastly, take multiple marketing tools, not just one. Enterprises should realize that SMM is an effective way to expand their popularity, but never forget the importance of traditional marketing as well. An example of focusing too much on a single marketing approach is Pepsi. In 2011, Pepsi shifted its marketing budget from TV to social media, making Pepsi lost a lot of market share and fall to third place (Zmuda, 2011). Therefore, managers should not use social media as a tool alone, but integrate it into the overall marketing strategy in company, so as to maximize marketing goals（Hanna, Rohm, and Crittenden，2011). Traditional channels such as advertisements, newspapers and magazines should still be considered as the main channels of marketing.
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