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Reflection
The choice of three social media platforms to determine their effectiveness. Using Facebook, Linked- in and Instagram, comparing which social media post would prove effective for developing a social following.
Considering the Coronavirus, the decision to change venue was taken using responsible tourism. The cost to the University, pressure on staff, time constraints, coinciding with the assignment had to be critically evaluated. This decision was necessary for the safety of students. Impacting on which form of social media to choose, continue positively and responsibly, marketing tools becoming crucial in promoting travel and tourism, (Tourism and Covid19). 
 No prior knowledge of social media proved detrimental to the campaign, failing to capitalise on networking. The use of Linked-in, had many views, however with little reaction. Badly, used phraseology and lack of punctuation determined a negative effect. Evans, (2010), noted the lack of control over continuity and customer engagement.
[bookmark: _GoBack]Subsequently, Instagram proved to be more effective as the posts are shorter and the pictures displayed were more impactful. Maximising on pictures, visualisation and the use of hashtags to add impact. Zarella, (2009) reflects on the attention to the critical impact of choosing the use of unifying words for maximum impact. 
Limited use on personal Facebook and only to UWTSD was due to personal circumstances and proved to have negative implications. A very small proportion of people commented and no shares. Maurer, (2001), suggests the use of carefully constructed posts proves beneficial in the interaction with customers. Proving that the wrong choices were made with regards to content and phrasing
In comparison with classmates’ posts, the involvement of activities gained additional marketing opportunities. The campaign proved mediocre using poor strategic management and lack of understanding the target market.
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