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[bookmark: _GoBack]1.0 Introduction 
Oxfam GB is a well-known charitable organization that has been responsible for mitigating the effects of poverty worldwide. I will incorporate the work that Oxfam has completed in my social media campaign such as climate change and t how they have worked with the United Nations in achieving development goals, eradicate poverty and increase development throughout Africa. They have also helped with enabling education in these countries to allow students to have a platform, progress and improve their quality of life.
My focus for this campaign is to raise awareness for my chosen charity which is Oxfam GB. I will be evaluating the social media campaign that I have completed by analysing and Ansoff's Matrix, the marketing Mix Aswell as Maslow's Hierarchy of needs and Michael Porters perceptions of marketing power. Throughout the evaluation, I will explore my decision making as well as the marketing strategies I incorporated to create awareness for my chosen charity. 
I will summarize this evaluation by providing recommendations to improve the social media campaign in the future. I will analyse the successes and the limitations of the social media campaign for planning, application of theory, customer engagement etc, to make influential recommendations to improve in the future.
2.0 Main Body 
2.1 Planning the Social Media Campaign 
Firstly, the platforms that will be most successful in creating customer awareness is Facebook twitter and Instagram. Facebook is the leading brand in integrating and interacting with many people and will allow Oxfam to provide company information to many people online. Having the most account holders over all social media platforms is highly beneficial for this kind of purpose. Twitter can be used to promote the charities slogan and inspirational tweets about stories that they deal with in the charity and Instagram can display these successful cases. Overall, these goals media phenomena can help spread Oxfam's goals and objectives to new and potential contributors. These stories will attract contributors and donators with the purpose to appeal to the emotions of campaigners (How to Design a Social Media Campaign, 2021).
In contrast, our short-term goals will entail analysing the right techniques to manage and improve brand awareness. The aim is to reach out to account holders of all different platforms including LinkedIn to attract and show what Oxfam has to offer. In the long terms this will increase job applications for charities and there will be more contributors within the charity of Oxfam (9 Social Media Goals You Can Set for Your Business (and How to Track Them) -, 2021). Another short-term goal will be to analyse Oxfam's potential metrics and understand the geographically demographics of the social media campaign. The Ansoff Matrix will be used to analyse both geographic and a variety of other demographic such as culture, religion, age, and locations of poverty.
2.2 Decisions made on the social Media Campaign 
At first Oxfam was not receiving much publicity and attention from contributors so the campaign decided to take a different direction, by using other social media platforms such as LinkedIn and Reed. This was decided to not just attract contributors to the charity but create a discussion on what type of people would like to work for Oxfam, there are ways to change advertisements in job adverts and get information out for Oxfam at certain events such as student ambassador events, lectures or even job fairs. This is where forums were used to enhance these discussions and find these things out. As they will also be used.
Decisions were made on how to select people to reach out too through different social media platforms. A specific tool was used known as Ansoff’s Matrix in identifying and segmenting potential contributors to Oxfam:
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(Ansoff Matrix, 2021) 
The Ansoff Matrix was used to help identify four distinct stages in the social media campaign which were Market penetration, Market Development, Product Development and Diversification. (ANSOFF Matrix, Environment, and Growth- An Interactive Triangle, n.d.)  In using these four stages the social media campaign for Oxfam helped in developing the market and creating new opportunities for existing contributors. Advertising Oxfam projects, stories, and fundraisers to new contributors.
In terms of Market Penetration, Oxfam already have existing campaigns such as ‘we are the future of the world’ and Climate change. Future of the World entails the revolutionary approach to climate as Oxfam corroborated activities in their pursuit to justice against activists that do not promote a green growth environment (ANSOFF Matrix, Environment, and Growth- An Interactive Triangle, n.d.). Oxfam already have a blog that promote these campaigns which shows they are penetrating their own contributors into following these campaigns. A decision was made to use forums in creating discussion on these campaigns for existing contributors for promotion and awareness. As Oxfam have gained success in blogging about their campaigns, It shows corroborates forums for being a success in telling more stories within Oxfam, and the comments have been positive.
In terms of market development, Oxfam are using petitions to increase awareness on their campaigns including the corroboration of patent free vaccines as well as focusing on changing climate change for the better (Oxfam GB as the youth, we are the future of the world, 2021). Oxfam are looking to provide information on these issues to provide honesty and encourage people that believe in these campaigns to make the difference. Personal anecdotes have been shared on Instagram and a Facebook page has been created of the people that Oxfam have helped to encourage a new market to develop (ANSOFF Matrix, Environment, and Growth- An Interactive Triangle, n.d.). This Page managed to reach out to different geographically locations, political believers and people that have experienced tricky situations in poverty. It is believed to be that certain pictures touched a lot of people that responded to the Facebook page. 
Product development for Oxfam has involved them changing for the better by running regular listening sessions, to receive constructive criticism on their campaigns which has helped to grow and connect further with the community. This campaign has also focused on Oxfam's competitors by reaching out to another party that conducted a study on Wesser charity (a competitor of Oxfam) to understand the attractions of working for charities and what they have to offer. In doing this information was attained on how charities can attract potential employees to jobs in which can be applied to Oxfam in trying to engage customers and potential employees more, into their organisation, through social media platforms such as LinkedIn and Indeed.
Lastly Diversification in the Ansoff Matrix was applied by understanding the different campaigns that Oxfam have gotten themselves involved in. In creating the Facebook page and posting many tweets in supporting Oxfam have shown the diversification in their beliefs and what they stand for Oxfam GB as the youth, we are the future of the world, 2021). The massive change in Oxfam's campaigns Aswell as the support of coronavirus in the vaccinations, have changed people's perceptions on the charity which we have found out through forums and Instagram. Of course, diversification involves creating a new market and modifying the product to attract potential new customers and demographics which is what the campaigns have down through Oxfam (ANSOFF Matrix, Environment, and Growth- An Interactive Triangle, n.d.).
The decisions made for the social media campaign were contributed by the matrix to identify ways for Oxfam to create awareness for different markets, increase discussions on new campaigns and encourage new demographics for the charity.
_________________________________________________________________________________________________________
Decisions were made to increase awareness on job applications through the Ansoff's Matrix but Maslow's hierarchy of needs helped in posting questions on LinkedIn and to open forums to discuss, what made job descriptions so attractive for charities. It was understood that asking these questions could help identify what the key factors were in increasing employment at Oxfam. Maslow's hierarchy of needs helped identify what people need to work in an affective environment and corroborated in forming the right discussions in forums and posts on twitter.
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(Maslow's Hierarchy of Needs Explained, 2021)
Maslow’s hierarchy of needs represents the degree of essential in comparison to non-essential needs for an individual. The theory is put forward that a person is motivated by the 5 needs represented above which are Self- actualization, Esteem, Love and belonging, Safety needs and Physiological needs. Other needs become known after the needs below are completely fulfilled, and that it is the train of thought when it comes to motivation with needs (Maslow's Hierarchy of Needs Explained, 2021). The process of Maslow was used in deciding on what questions to ask too on social media and what to posts to entice people to join Oxfam but was hierarchy helped to understand what attracted people to become employees at charities.
The hierarchy helped advertise the roles of jobs and to include information such as pay, travelling benefits, accommodation statuses to encourage people to join once one aspect of needs was met. In doing this through social media more responses become available on Facebook and Twitter encouraging more discussions on the opportunities of working and getting involved with Oxfam (Maslow's Hierarchy of Needs Explained, 2021). The idea was also created to advertise volunteers of Oxfam to meet the need of Physiological, Safety and feeling as if working for Oxfam is like a family.

2.3 Controlling Marketing Efforts
When situations became difficult as respondents were low and few discussions were occurring on the forums. The marketing mix was revised to process what was important in advertising Oxfam's best qualities. The marketing mix consists of the 7ps which involve price, promotion, place, people, physical evidence, process, and product. 
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(Blogspot, 2021)

In analysing the seven Ps it was important to use them to understand, how to approach the situation of engaging with people and creating an attachment for them to get involved with Oxfam. Each element of the marketing mix had been influences on the social media campaign.
The people that we were reaching out too were important as Relationships needed to be built with certain interactions. It was important to recognise diverse cultures and beliefs and respect others' opinions on the different campaigns of Oxfam. Not understanding what people wanted to say and potentially insulting them could create a bad reputation for Oxfam and even drive away potential suitors (Borden, 2021). Geographic demographics is important for place as certain people may not live close to Oxfam spots and may not be able to get involved with their community. It was important to choose the right social media platforms so people had to comfortability to state their true opinions and discuss, this way no opinions were compromised and constructive criticism could be heard. Using the most popular social media in Facebook allowed more access to potential contributors and allowed people to read stories, campaigns and see rewarding situations at Oxfam. 
Promotion was incredibly important as certain techniques needed to be used to engage with people externally. Oxfam's promotion techniques involve, multiple campaigns and blogs of many stories of their charity work. This helped shape the idea of expanding through forums and prompting their stories even further. Process is of course important for Oxfam to gain enough petition signatures to make a change in certain campaigns such as climate change and vaccinations. Creating the right social media campaign plan was incredibly important to increase engagement between the people externally. The right efficiencies in place le to the increase in awareness and has promoted extra signatures in these existing campaigns. Physical evidence encouraged the campaign to take the direction of promotion more pictures of what Oxfam are about as this shows a form of symbolism in their community. In showing Oxfam's support of dealing with activists against the campaigns there are promoting shows the firm believes on helping the environment and poverty which permeates honestly towards respondents (Borden, 2021). 
The product/service for Oxfam is their main goal to eradicate poverty and world hunger aswell as their supplementary services through their campaigns. In supporting the approach against activists and the projects they participate in locations within the continent of Africa e.g., Tanzania displays their core purposes. This was considered as the main objective when deciding what to promote.
The long-lasting relationship that Oxfam have with following communities after providing educational support, healthcare, and food. After successful results this encourages many donations which has been important to advertise on social media. The competitors that were considered were charities such as Wesser, whom are another well-known charity with different purpose and goals. Other competitors have forced Oxfam to enter different markets and compete as their own products change and their services have developed through constructive criticism from communities. Oxfam have responded to other firms such as Wesser in keeping up with donations, updated products and demand of people making donations (Borden, 2021). In evaluation, the social media campaign has helped strengthen Oxfam in the market, creating new motivations and attitudes and will eventually develop new competitors through ‘threat of new entrants. Porters five forces has also helped keep the social media campaign on track and make sure that the right people and competitors are being matched to make the campaign a success (Porter, 1991).
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3.0 Conclusion 
3.1 Advantages and disadvantages
I have found out that conducting a social media campaign provided insight that charitable organisations rely on customer awareness. In this case the social media campaign was successful in showing Background information on Oxfam and the purposes it provides. This allowed customers to understand the charities purposes and knew what they were investing in. 
Utilizing the theories of Ansoff, Maslow aswell as the Marketing Mix and Porter, responses started to become more frequent as competitors were analysed to understand why people were attracted to them. Segmentation allowed the separation of certain decisions such as identifying different markets in different countries and aiming social media activities at people that are likely to believe in Oxfam's campaigns. Theoretical research helped in deciding what social media platforms to use such as forums and linked but also solved problems when communication was low with respondents.
It became difficult when the campaign was created later as there was not much time to receive respondents. Not receiving respondents limited the amount of feedback received to help Oxfam in making more informed decisions. On a positive note, this situation did provide constructive criticism to job averts that are posted by Oxfam providing insight on what drives people to apply.
3.2 Recommendations
In the future I need to create a content calendar so I can track the posts and discussions on all social media platforms. In doing this will allow create better organisation whilst allowing more affective evaluation for the social media campaign. Other recommendations involve posting more regular to maintain customer engagement. In doing this will encourage contributors to discuss more on Oxfam's goals, strengths, improvements, and what direction they want Oxfam to travel into. To improve I need to invest more time in updating and regulating my campaign, so people have more time to respond and provide feedback on the charity.
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