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The title of this project is the Investigation and Evaluation of Social Media Promotion Strategies for Organisations.  Social media is now a part of everyday life for the majority of people. The number of users worldwide in 2018 is expected to reach 2.5 billion people [1].  This is simply a statistic that organisations can not ignore as many of these people could be regarded as a potential new customer for their organisation.  Social media is the easiest and cheapest way for any organisation to promote themselves in this day and age. Example social media sites that are very well known include Facebook, Twitter and Instagram however there are many more that can be exploited. In view of this there are a number of different strategies or techniques that organisations use to try to promote themselves to customers on social media. Examples of these are analytics, boosting and engagement however many more will also be discussed.  
The aim of the project is to investigate the current promotion strategies that are in use on social media, evaluate how successful they are and to then produce a guide of best practices for businesses today regarding the strategies detailing the most and least effective current strategies, documenting any potential improvements to current promotion strategies and recommending a new strategy that could be implemented based on the results of the research. 
There are three main objectives which will be undertaken to achieve this aim. The first of these is to analyse social media platforms such as the ones listed above and evaluate how organisations market and promote themselves on these sites. There are many strategies and techniques to discuss and I will document and evaluate them in a report format.  The second objective is to analyse the effectiveness of current promotion strategies by conducting a survey of current social media users who have come across them online. An example of details I will aim to find out would be “Has a social media post from an organisation ever made the subject purchase something from them?”. The third objective is, through my own analysis and the survey, come up with potential improvements that organisations could implement on social media in order to promote and market themselves better. I will aim to find out details such as promotion techniques that do not appeal to subjects and are therefore a waste of time for the organisation. 
The following chapters will include Research and Review of Literature, Research Methodology, Analysis, Evaluation and finally Conclusions and Recommendations. 
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Social media marketing and promotion has become of immense importance to organisations within recent times, mainly because of the mass amounts of potential customers the platforms enable them to reach. Piyush Mangukiya[2] states that the total number of active social media accounts active each month is “close to 4.2 billion”. This does take into account that people may have an account on more than 1 social media platform but looking at the raw figures that means that there is the potential for your organisation or brand to be seen by over half the world’s entire population. The main social media platforms that organisations look to exploit are Facebook, Twitter and Instagram as these boast the largest number of users and allow easiest communication with them.  The same author states that Facebook has 1.15 billion active monthly users along with 400 million on Instagram and 320 million on Twitter.  
The earliest form of any sort of social media were first discovered in the 1980s. This is when home computers started to become more affordable so were increasing in number. “Internet relay chats, or IRCs, were first used in 1988 and continued to be popular well into the 1990’s.” An Internet Relay Chat or IRC “is a system for chatting that involves a set of rules and conventions and client/server software.[3]” Social media as many people know it today started in 1997. This was a site called Six degrees and was recognizable as a social media site due to similarities it shared with social media sites from today. The main features of the site was that it allowed users to create a profile and be able to become friends with other users. Simple text posts could be shared but this sort of site was still a massive step on what had been available previously. In 1999 blogging started to take off and is still very popular today using sites such as Bloggr and Wordpress. Blogging is essentially someone writing about a topic they are interested in or an experience they have had and people reading it to gain some sort of insight into the bloggers life. Due to the rapid rise of blogging it was then in 2000 photo sharing sites started to become more popular. These were sites such as Flickr and Photobucket so instead of blogging in a text form users were able to share photos of any experience they may have had online. Perhaps the most popular social media platform of the early 2000s was Myspace. This site allowed users to post any sort of update onto their profile in text or photo form and was easily accessible for any followers. The biggest social media craze was in 2005, this was the year that YouTube was launched. Being able to communicate by video was a brand new concept that had never been seen before at the time thus creating the massive interest when it was first released. 2006 was the year social media was we know it today came into presence. Sites such as Facebook and Twitter were first available and have become increasingly widely used from that point up until today. The rapid growth of these sites is extraordinary and you will struggle today to find a person who does not have an account on one, if not both of these sites. Perhaps today, the site which has grown most rapidly over the last few years is Instagram and is now rivalling Facebook and Twitter for the biggest number of users. This is relatively strange as it is in theory a simple photo sharing site, similar to those released in 2000 that were nowhere near as successful. Perhaps celebrity usage of the site has increased appeal but today there are more posts each day on Instagram than there are in Facebook which indicates the rapid growth of the site. 
The current usage of social media sites is at its peak. Facebook continues to grow, especially amongst the older generation who may have previously thought that a Facebook account would not be an attractive proposition for them. Roughly a quarter of the worlds population now has a Facebook Account. This is simply a massive number especially when you take into account the number of people is less economically developed countries who do not have the access or knowledge to create an account. I strongly suspect that the percentage of the population who have a Facebook account in more economically developed countries would be a lot more than a quarter. YouTube boasts about 1.5 billion users worldwide however a lot of these do not use the site to post themselves. There are lots of accounts that are just set up so users can subscribe to other accounts and ensure they never miss a video from their favourite channel. Instagram now has 700 million users which is surprisingly over double that of Twitter which only has 328 million users. However there are still more tweets per day than there are on Facebook. This is potentially because Twitter seems to have a lot of fake accounts that pointlessly tweet to no followers using a “bot”. The account is not run by a person and will tweet as often as possible using the “bot” whilst ensuring the account does not exceed the tweet limit. In the United States 88% of companies now have a social media presence. That is a massive number which can only be expected to grow because if a company does not have a social media presence they are already behind 88% of their rivals in trying to gain a competitive advantage. 
Organisations use social media for a number of different reasons. One of these is to increase brand awareness. There is simply a massive number of users on there who can become aware of your organisation when otherwise they simply would not be able to. This is especially poignant for a business which does not have many physical store locations. Potential customers could become aware of the organisation after seeing it on social media and then proceed to visit one of the stores. Perhaps the biggest use of social media for organisations is to boost their customer base. The brand awareness point stated above is also relevant to this but social media allows any sort of organisation to boost their customer base worldwide. For example, a small local business in the United Kingdom in a niche market could potentially go from only local people to worldwide business just by setting up a Facebook Page. A potential customer from the United States could come across their page, enquire about buying a product, pay for the item over a service such as PayPal and also pay for shipping costs. This does not incur any extra costs to the business but opens them up to a lot more potential for sales and profit. This is also boosting sales. Another way this can be done is through having good reviews from customers which can be posted onto the social media page. If a social media user sees one of their friends leave positive review on an organisations page they may ask that friend about the organisation and therefore be more inclined to purchase from them. Creating better relationships with customers is also a reason to use social media. The page is an easy point of contact for customers and good interaction with them will lead to better relationships. This could be interaction if the customer has a positive thing to say about the organisation, if they have a query or question about a certain product of even by dealing with a customers complaint in the correct way.
There are a few slightly older more traditional social media promotion techniques. These include simple things such as branding, advertising and being location based. It is important that any social media page is representative of the organisation it is portraying. Perhaps the main features when it comes to branding are the organisations logo and choice of colour. The logo should be very apparent on the page and also quite large to catch the eye. The choice of colour is also very important. When someone views the page the it is important that they instantly recognise it as the organisation for which it is for. For example, when you visit a social media page for Asda the majority of the page will be green. Another traditional technique is that of advertising. This could simply be posting updates about new products or deals that are available to try to advertise to the customers that already follow the page. You would assume they wold be interested in the advertisements that you are producing as they must have an interest to follow the page. Location based advertising is first trying to be the number one in your field in your local area. This can be done by targeting local pages on social media and encouraging people who live locally to get involved with your social media page. 
More modern social media promotion techniques include Analytics, Boosting and Rewards/Competition. Analytics is a key tool to gage what the reach of your posts are which includes how many people see them and how they interact with them. Perhaps the best platform for analytics is Twitter. [image: Image result for twitter analytics]

This is an example of the analytics screen on Twitter. The main feature it portrays is how many engagements the account has had within the last 28 days. This is shown in a bar chart and the higher the tower the more engagements there was on that day. Below it is also then split up into each individual tweet which has been sent from the account so you can track which sorts of tweets attract the most engagement and which are not so successful. It also displays how much engagement the account is getting today compared to the average, displaying a percentage increase or decrease based on the average. 
Another more modern technique is boosting. A boosted post allows that specific post to be seen by people who do not currently “like” the page of which it has been posted from. The boosted post will tend to appear on timelines of people who have friends that like your page or the timelines of people who may like similar pages to yours. 
[image: ]
This in example of a boosted post on Facebook. Facebook charges a small cost to complete this action but it could prove worthwhile to the organisation in terms of the extra customer base they will be gaining access too. Twitter also has this function and is known as a “Promoted Tweet”. 
Rewards and competitions are a good way to create awareness for the page and boost customer base. The best way to do this is to run a competition with a worthwhile prize were people must like and share the page to be in with a chance if winning. This means that many people will share the page with their friends who will also then see the competition. If they are enticed by the competition they will like and share with their friends as well and so on. All these new likes on the page just from one simple competition could increase the organisations customer base by thousands. 
Automatic time related posts allow pre-determined posts to be sent out at a time chosen by the account holder. These are ideal to schedule your posts to go out at peak times where they will gain the most interaction and engagement. These times tend to be during the hours of 12pm-1pm where people at work tend to be on lunch break and may be checking social media on their phones and 7-9pm in the evening when people are home from work or other commitments and will be settling down the for night. If posts are going out at times such as 2am they will have next to no interaction so are therefore pointless. 
[image: ]
This can be done using a site such as Zoho Social Media Management. The post can be typed out and then the exact date and time the organisation wants the post to go out at can be set. 
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The two main kinds of research I will be carrying out are exploratory research and descriptive research.  I will be collecting primary data in the form of a survey which is a key part of the project but will also be researching current promotion strategies on existing sites to get a better understanding of the issue and to be able to compare and contrast. The main bulk of my research will be primary research as I will be creating a survey to collect original or new data about a specific topic. My main research method, a survey, will produce qualitative data.  It will gather people’s opinions of the current promotion strategies that are in use and how they can be improved rather than producing hard data. 
The philosophy for my research will be that of phenomenology. The approach of my reach will be an inductive one and the main strategy involved will be a survey. I believe that phenomenology philosophy is the correct one for my study as it involves the subjection and examination of subjective data to understand people’s thoughts and feelings towards it.  This would be the right choice as I need to evaluate the social media promotion strategies that are used today. The best way to do this would be to gather people’s opinions regarding them and how they are affected by it, this information would be the subjective data. This approach also tends to produce data with a high level of validity as you know exactly where it has come from. As qualitative and subjective data are large parts of this study it is important that I am confident that the data collected is valid.  A potential disadvantage of this philosophy is that the data has a tendency to not be of great reliability. To get around this I will try to contain my survey to subjects that I know as much as I can.  I will do this by promoting the survey on my own social media accounts to encourage participation from reliable sources, this will also mean that I know the responses are from active social media users which can only enhance the reliability of the data. I will also know that friends and family will give reliable information in general. 
The approach for the study will be an inductive one. I will be collecting data, my own analysis and evaluation of the current strategies, and the answers obtained from the survey, and then analysing it to develop a theory on the current strategies that are in use and how they can be improved.  This approach also emphasises the collection of qualitative data and recognises the importance of the researcher to the research process, both of which are key to this study. It is also proven to be best as all about gathering data and generating theories from it. 
The strategy would be that of a survey. When creating the survey and conducting the questions it is very important to remain unbiased in order to avoid flawed results. For example when discussing a certain promotion strategy if I was to ask a question such as “Why are promoted posts a good promotion strategy?” I would be implying to the subject that promoted posts are in fact a good strategy to use when they may not think they are.  This may indirectly affect their response to the question and result in the data not being 100% valid as the subject has had to form an opinion they do not think is true in order to answer the question. I will also need to check the validity of responses. To do this I would ask a question such as “How often do you use social media?” or “How often do you visit an organisations page or account on a social media site?”. This would need to be distinguished as people with less exposure to the strategies may be affected by them in different ways.

As discussed, the main research method in this project is that of a survey. Before the survey was completed and distributed it was important to determine some important points about it. The first of these was the objectives of the survey. The easiest way to do this was to compare it to the “SMART” anagram. This means that any objectives or information hoping to be gained must be specific, measurable, attainable, relevant and timely. Obviously, the main objective for the survey was to gage peoples options regarding social media promotion techniques and how they would be affected by them, essentially which techniques would have the most positive response on a potential customer from the an organisations point of view. The target group of the survey is anybody that uses social media in any form. However it was also important to have subjects that differed in their use of it. This was in terms of how often the subject uses social media as different promotion techniques could effect people differently depending on how often they use social media, therefore seeing certain techniques more frequently for example. Subjects of differing ages was also important in the distribution of the survey. Different generations use social media in different ways so certain techniques could effect varied ages differently. 
The first question I plan to ask in the survey how old the subject is. This is to gage if different age subjects react differently to different promotion methods. The second question I plan to ask is what social media platform does the subject predominantly use to see if different methods achieve different results amongst people who use different social media platforms. The third question would be to find out how often and at what time the subject uses social media, again this would be to find out if different strategies have a different effect on people who use social media more or less regularly than others. The fourth question is to find out if personal contact from  an organisation on social media would encourage subjects to purchase an item from them. This would allow me to find out if good customer interaction results in increased sales and profits for the organisation. Customers may like the personal touch that comes with it, particularly in the form of private messages and therefore form a better opinion of the organisation.  The fifth question would be to find out if a social media post from an organisation has ever made a subject purchase anything from the organisation. This would be to determine which type of posts work best. This would cover things such as boosted and time related posts. The sixth question aims to find out how often they engage with posts from organisations accounts. Even though they follow the page and are interested in the posts they may not necessarily engage with them. This would allow me to find out if it was worthwhile for organisations to perform any sort of analytics on their posts. 
There are two key points regarding surveys, this is that they must be valid and reliable. If they aren’t then they are essentially pointless. To make a survey valid the content of it must accurately reflect the data or information that is trying to be gained. Perhaps the biggest issue in terms of validity in a survey is that of the subjects. For example if my survey was distributed to people who don’t use any form of social media whatsoever then the information that they provide would render completely useless.  I therefore distributed the survey to people who I knew had a social media presence and also included a question within the survey to ensure it. Following typical survey designs and layout also contributed to  a more valid survey. An example of this was when using the numerical scale to gage a subjects opinion, 1 would be the lowest or weakest option whereas 5 would be the strongest or highest. Keeping this in line with the vast majority of surveys helps to ensure anybody taking the survey doesn’t get confused. Short, concise and easy to understand questions was also key to the survey. If long winded paragraph type questions were included the subjects would be more likely to skim the question and not put as much thought into their answer. These types of questions also result in the survey potentially taking too long to complete, the subject could lose interest towards the end and just give any answer to complete the survey as quickly as possible. 
Reliability is also a very important part of the survey. The point made above regarding subjects not putting much thought into their answers is also relevant here as even though the data is there it is not reliable because it may not be a true reflection of the subjects feelings. The subjects are very important when it comes to yielding reliable results from the survey. Each subject must have no bias towards anything in the survey which could potentially alter their choices. To ensure this I made sure that I knew the vast majority of subjects who undertook the survey and am confident that reliable information was gained. Another method I used to ensure the survey was reliable was to make sure that each question had the same meaning and was understood in the same way by different subjects. This was done to the best of my ability by testing the questions on subjects at different ends of the scale in terms of their age and experience of social media. After this test, which will be discussed in the survey prototype section, I was as confident as I could be that the questions had the same meaning to everyone. 
The survey created is also relatively generalisable which is quite important in producing a good survey. It is general in terms of being easy to understand and not specific in being about a certain social media platform or being about a certain organisation. The information gained could be put to use whilst using any of the different techniques or methods on any social media platform. Any organisation could also use the information gathered whether this be a nationwide company or a local small business. The techniques would still remain the same for all concerned and achieve the same benefits because essentially whatever the organisation the goal when promoting yourself online is to gain customers and commerce. 
I prototyped the survey by creating a draft survey and distributing it between a few family members and close friends. The main purpose of this is to ensure that the participants of the survey understand each question correctly and that the information that will eventually be gained from the survey is what you were hoping for. If the survey wasn’t prototyped it could end up that participants misinterpret questions and the information isn’t as accurate as you wanted it to be.  I also prototyped the survey to people a wide range of people as was briefly discussed above. The two main people who participated in this were my 19 year old sister and my 55 year old mother. Whereas my sister has been using many different social media platforms for the majority of her life my mother has only been using a few different platforms within the last few years. I felt that it was important that two people who were as varied as these in terms of their knowledge of social media would interpret and answer the questions in the same way.  Whilst I didn’t change any of the questions in the survey after completing the prototype phase I did decide to add a new question. I decided to find out what social media platform the subject uses most. I decided to ask this so that when I was analysing the results I could see if people who predominantly use a certain platform were effected differently by certain techniques or methods than people who use a different platform. This allows me to find out if some promotion methods work better on some social media platforms compared to others. 
I intend to analyse the results of the survey by transforming the data into graphic forms wherever possible. The answers received from the survey can easily be converted into numbers and therefore converted into graphs. When data or information is transferred into graphs it becomes much easier to understand and be able to draw conclusions from. Differences between a pair of figures become much more apparent when presented in a graph. Seeing one tower much higher than another in a bar graph for example is much more obvious and apparent than searching for two specific figures amongst a lot of information and trying to work out the difference between them. 
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The response I got to the first question was that the majority of people who took my survey were within the age gap of 18-25. This is because I distributed the survey myself and the majority of the people I know fall into this age bracket. However there were subjects in varied age categories with 50-65 being the category with the second most subjects. This was predominantly my mother distributing surveys on my behalf.  The result of the second question surprised me somewhat. The majority of subjects predominantly use twitter as their social media platform of choice. This proved a good outcome to analyse as the majority of techniques discussed work well and are easy to do on twitter.  The result of the third question is essentially what I expected it to be. The majority of subjects who took part in the survey use social media between the hours of 8 and 10pm in the night. This information is very important in terms of time related posts. The fourth question was also as I expected the answer to be, the majority of subjects said that interaction with them would encourage them to purchase an item from that organisation if they required. This is as I expected as good communication general good customer service are always positives from customers point of view. The fifth question I found difficult to judge what the result would be before I distributed the survey. However the majority of people said that a specific post from an organisations account has never made them purchase a product. This could have been expected as customers would like to put more research into a decision to buy a product. The sixth question was again difficult to judge what the response was going to be before distribution. It turned out that most people tend not to interact with posts from organisations accounts they follow. This is particularly surprising because posts such as competitions would be included in this. Perhaps the small chance of winning the subject envisages that they have would play a part in deciding not to engage. 
[bookmark: _Toc512510553]Evaluation
I will now discuss what techniques I deem to be the most effective after analysing the results of my survey. The result of the third question indicates that using time related posts and managing accounts to send out posts at peak times would be beneficial to the organisation. I discovered that most people use social media between 8-10pm at night so any posts that are sent out between these two times would be seen by more people therefore being of benefit to the company.  The fourth question results also shows for the traditional method of having good customer interaction on the page is also beneficial to the customer. I think this is because when customers have a positive experience  dealing with an organisation they are much more likely to purchase there repeatedly and even recommend the organisation to friends. 
The results of the final two questions tend to paint three types of promotion technique in a negative light. The first of these would be boosted or promoted posts. The majority of people said that a specific post would not make them purchase from an organisation. This may be because they are seeing a post from a page that they do not even follow so will pay no attention to it. Posts that you don’t want to see or see too many times can be annoying and are almost ignored instantly by social media users. The second and third of these fit together and they are running competitions or rewards and using analytics. People said they tend not to interact with posts they see from organisations accounts. This could be because they think they have no chance of winning a large competition open to everyone. I found this answer relatively surprising as I envisaged that if the prize was worth winning people would be more inclined to enter and interact with the post by sharing the page etc. If people do not interact with posts it also renders the analytics tool quite pointless. It would only say that many people may have seen the post but not many interact with it which could be quite disheartening for the organisation. Furthermore the peak times for organisations to send out their posts has already been discovered from the results of the survey. 
In conclusion I have discovered that the best promotion methods and techniques for organisations to use today to get the most out of their social media presence is to employ good customers interaction on their pages and ensure that they set up their posts to be sent out at peak times in order to be seen by as many people as possible. 
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