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This Social Media Marketing course gives you a general grounding in the most important topics and current developments in the field. You will learn how a platform for private communication became a mass medium that companies now use as an integral part of their digital marketing mix. This course covers both the strategic superstructure and the operational procedure for the daily support of the social media channels.

The strategic component covers the topics of how social media channels can be strategically positioned and integrated into the company’s overall marketing and communication mix. Channels such as Facebook, Instagram, and Pinterest are examined more closely from an operational point of view. The course also covers innovation management, legal aspects, and the basics of a content management strategy.
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Unit 1
Basics of social media marketing





STUDY GOALS	Comment by Johnson, Lila: Translation: Study Goals

On completion of this unit, you will be able to…	Comment by Johnson, Lila: Please use the formulation: On completion of this unit, you will be able to …

… describe how social media marketing has developed as a special type of marketing.
… demonstrate the social implications of social media.
… identify the areas where social media marketing can be applied.
… present the different classifications of social media users.
… describe what activities users engage in on social media.










DL-D-DLBMSM02-01-L01


1. Basics of social media marketing


Case study	Comment by Johnson, Lila: Please translate with: Case Study
Julia Albing works in the marketing department of a large global cosmetics company. She has several employees and a large marketing budget, and she decides to use Facebook as the main channel for maintaining digital contact with customers. Holger Berendt runs a medium-sized arts and crafts business in a rural area. Together with his team, he makes daily posts to Instagram describing what he does during a typical work day, which helps him to win over new customers. Kim Cirian has also launched her own business as a wedding planner. She acquires her customers through Pinterest.

Although Julia Albing, Holger Berendt, and Kim Cirian all work in completely different industries, the three share one thing in common: They use social media marketing to target customers and support their company’s goals. In order to take full advantage of the potential that social media offers, you need to first understand the basic terminology of social media marketing and how the field has come to evolve. On the one hand, this involves considering the different categories of social networks, and on the other hand, you need to appreciate the societal implications of social media and how the platforms work.


1.1 The development of social media and the concept of social media marketing
In 2003, a college student posted pictures of female students on the Internet without asking for their permission. The site would present two randomly selected photos and ask student visitors to rate which one was more attractive. In response to large protests, the site was shut down a few days later. The name of the student who launched the site was Mark Zuckerberg, who would later go on to found Facebook.

Facebook in its current form has existed since 2004. The concept was originally based on the yearbooks of American universities. These books present students together with their name, photo, and a short text caption. Initially, the portal was only accessible to Harvard University students before being expanded to other elite American universities. With time, the platform became accessible to the global public. In the third quarter of 2020, Facebook reported that it had around 2.7 billion monthly active users worldwide (Facebook 2020).

Facebook paved the way for social media marketing as we know it today. Social networks can trace their roots all the way back to the 1980s. Even back then, groups of users exchanged information and data simultaneously on platforms such as virtual bulletin board systems and Usenet.
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Social networks allow various users to communicate with each other using computer-based networks. Users can get to know each other personally, but this is not a requirement (Gabriel/Röhrs 2017, p. 12). Social networks were originally considered to be a fad in the marketing world. In the beginning, users only actively used Facebook to chat with friends. Only gradually did companies recognize the relevance of social networks for achieving their corporate goals.	Comment by Johnson, Lila: Please use bold font to identify the correlating side note terms in the body of the text

Social media marketing is a form of online marketing. The use of social networks for marketing allows companies to communicate directly with their target audience. Social media marketing uses the interaction capabilities and modes of presentation offered by social networks to strengthen customer loyalty, increase brand awareness, and reach new customers. Social media marketing is not a short-term fad, but a new type of marketing that has become an established part of the marketing mix (Pahrmann/Kupka 2020, p. 11). Social media has become firmly established in companies as a communication and marketing medium.

The variety of social networks

Social media is divided into different areas. Gronau differentiates between five groups or application types in social software systems (Gronau, 2016):

· Social networking: Professional networking communities that can be established and maintained using social networks, such as Facebook and LinkedIn.
· Social communication: Blogs and podcasts that encourage knowledge sharing and video calling services, such as Zoom, that serve to promote communication within a community.
· Social tagging: Services such as social bookmarking that help users to share resources and tag and organize them using categories.
· Social collaboration: Wikis, such as Wikipedia, which encourage collaboration using the Internet and the establishment of collaborative projects.
· Social navigation: Systems that make it easier to search the Internet by making suggestions based on the usage behavior of other users.

While the communication between customer and company in TV commercials, print ads, radio spots, and other channels is primarily one-way from the company to the customer, social networks offer users the ability to interact directly with the company.

In order for the interaction to be successful, the content and target audience that is addressed by social media marketing must be tailored to the respective social network. Each network is subject to its own rules, and interactions can play out differently depending on the network. Social media marketing thrives on creative ideas, which companies can use to stand out from the crowd and grab the attention of users. Given the large number of offers, it is not easy for organizations to attract users purely on the basis of their content and

Social Networks Social networks offer Internet users space for communication. Most social networks require users to register for accounts and create a profile.





















Wiki
A wiki is a website whose content can be edited by the visitors themselves: the underlying system allows users to collectively compile the information.










Organic
Reach The reach of a social network that occurs naturally, without paid advertisements, is considered to be organic.

thus on the basis of organic reach. Many companies place advertisements on social networks in order to reach customers through paid advertising. This type of marketing is called performance marketing.

Companies can increase their organic reach by identifying specific users who constitute a target audience, developing creative content, and practicing good community management. In social media management, the focus is on the strategic orientation of the channels. The social media manager evaluates which channels, such as Facebook or Twitter, the company should actively utilize. The overall content campaign and the coordination of the marketing campaigns are also the responsibility of social media management. The community manager, on the other hand, is responsible for building up the community and for directly interacting with the target audience. Companies use comments and post messages in order to communicate directly with customers. Social media and community management teams in Germany often consist of small groups or single employees, so that in practice one person is often assigned both areas of responsibility (Clauss et al. 2019).


1.2 Social implications of social media
Social media now forms a part of everyday life. According to an ARD/ZDF online study, 94 percent of the German-speaking permanent resident population aged 14 and over used the Internet in 2020, and 72 percent of them did so daily (ARD/ZDF 2020). The use of social networks permeates all sections of the population and all ages. This gives companies the ability to reach a large number of users from different target audiences.

Social networks offer their users various features for interacting with each other. When a user sees the posts of other users or companies …

· … they can comment on them and enter into dialog with them.
· … they can mark them with a symbol, thereby allowing them to express their opinion. For example, Facebook offers six reaction symbols in addition to the well-known thumbs up. Most services, such as Twitter and Instagram, use a heart symbol as a sign of approval.
· … they can share the post with their own group of contacts and thus make it accessible to a new target audience.

Due to the daily flood of posts, most social networks use an algorithm to help them decide which content is displayed to which user. If users react to a post frequently, e.g., by leaving comments on it, liking it, or reposting it, the algorithm classifies these posts as more relevant than others and displays them more frequently.
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Social media permeates all areas of life

Online media has a major inﬂuence on all areas of life, including on how we exchange ideas with friends and other users, communicate with companies, consume the news, and behave as a consumer.

Gathering information and consuming news play a major role on social networks. According to a study by the Reuters Institute, in January 2020, social media was used as a way of consuming the news just as frequently as television for the first time in Germany. The Spiegel website, online news published by ARD (including tagesschau.de), and t-online are the most used online news media (Newman et al. 2020). Unlike in traditional media, where journalists act as gatekeepers, on social networks every user can post what, when, and where they want. In the classic media, journalists research and write articles; decide what information to present, classify statements, and verify facts. Social media, on the other hand, allows everyone regardless of journalist training, specialist knowledge, or level of technical expertise to share information with the public on the Internet (Schmidt 2018, p. 11). Every user can spread unfiltered information and thus try to inﬂuence public opinion. Information is not fact-checked or organized.

This leads to a lot of conspiracy theories and misinformation being spread online. Social network users often come across this false information, which is also known as fake news. Facebook deleted around 1.7 billion fake user profiles, so-called fake accounts, from its platform between July and September 2019 alone (Bünte 2019).

Likewise, consumer and shopping behavior is inﬂuenced by social networks and online rating portals. Recommendations from friends still carry the greatest inﬂuence, but consumers today primarily use the Internet to gather information before making a purchase. The opinions about products and services on rating portals play a significant role for users (University of Lucerne 2020, p. 32). They consider different opinions and ratings from different portals before making a purchasing decision. A study by PricewaterhouseCoopers found that social media inﬂuences the purchasing decisions of young people in Generation Z, especially in the areas of fashion (56 percent), technology (42 percent), and travel (31 percent) (PwC 2020). The inﬂuence of mass media on consumer shopping behavior is increasingly being replaced by the inﬂuence of social media. The focus here is on recommendations and dialog on social networks (Pein 2020, p. 304).

Algorithm
An algorithm is a clear rule of action that can be executed by a computer program, for example. The algorithm automatically decides which content is displayed to which user based on defined criteria.

Gatekeeper
Gatekeepers occupy positions that exercise a filtering function.


Fake News Information that is mostly spread over the Internet and makes untrue claims. Fake News is often spread deliberately for manipulative purposes.










Generation Z This term (often abbreviated as “Gen Z”) refers to people who were born between approximately 1997 and 2012 . The exact chronological boundaries of the generation are disputed, but it usually begins in the
mid-1990s.








Lead Generation Leads are data records with information about prospective customers for the respective company or product. Lead generation is an important marketing task that is used to acquire new customers.
1.3 
The features, types, and areas of application of social media marketing
Social media marketing is not about sending out every press release or advertisement over a newly discovered channel. Social media marketing is used for initiating direct customer dialog, communicating with the target audience, strengthening customer loyalty, and providing customer support. In addition to the information that the company wants to convey to its users, the needs and wishes of the users are always the focus of marketing activities.

Social media marketing is directed at prospects, new and existing customers, as well as potential employees. According to Pahrmann/Kupka (2020, p. 13), the goals that can be achieved with social media marketing include:

· Raising awareness,
· Improving image,
· Building reputation,
· Improving customer service,
· Strengthening customer loyalty,
· Building and improving the brand image,
· Lead generation,
· Crisis management,
· Employer branding,
· Internal corporate communication,
· Market research, and
· Crowdsourcing.

According to a study by the Community Management Federal Association (Clauss et al.  2018), increasing the reach of social media and community managers to address external target audiences is the main goal of using social networks. The companies also enter into direct dialog and exchange with the target audience. Communication is not exclusively “one to many,” or a message sent by a sender to several recipients, but it is also “many to many.” Many different participants communicate directly with each other, including both private individuals and companies.

In the marketing mix, a distinction is made between “owned,” “paid,” and “earned media.”
“Owned media” means the company’s own channels. The organization can control which topics are discussed over these channels. “Paid media” refers to all of the company’s paid marketing activities. “Earned media” designates the content that other editorial media or users create and distribute without being commissioned to do so by the respective company. Successful social media marketing requires a mix of all three areas. According to a study, 78 percent of the surveyed companies actively use social media marketing for their corporate communication (DIM 2018).
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1.4 Classification and activities of social media users


The use of social networks enables companies to achieve a large reach encompassing different target audiences. In practice, the content only reaches a fraction of the intended target audience. The average organic reach on Facebook in Germany is 6.9 percent. If a company has 100 followers on Facebook, posts that are not ad-promoted are only displayed to seven people on average (Kemp 2020, p. 118).

For many people, using social networks is an activity that they do on the side. Instead of concentrating entirely on the content, many users only absorb it in passing. They scroll through the individual topics, texts, and images until a particular post or keyword catches their attention. In Germany, people most often use social media while also watching TV or streaming content (Bitkom 2018). The use of social media is therefore often referred to as the “second screen.”

Users mainly use social networks to stay in touch with their friends or to follow certain topics and people. Therefore, companies are never more than guests on users’ social network feeds.

A basic principle of the user typology can be described using the 90:9:1 principle. This states that out of 100 users, 90 percent only watch, nine percent participate from time to time, and only one percent actively contribute content (Pein 2020, p. 184). Depending on the social media channel, users can contact the company in different ways. They can like and comment on company posts, they can create their own posts on the company’s website, and they can enter into dialog with the organizations via direct message.


 (
Social media marketing is firmly integrated into the communication and marketing mix of companies. Due to the range of different social media channels and their widespread use among the population, companies are able to reach many different target audiences using social networks. The social software systems can be categorized into five groups: Social networking, social communication, social tagging, social collaboration, and social navigation. While the potential of social networks used to be seen as hype, today they reach all age groups and sections of the population.
Social media marketing supports corporate goals by strengthening customer loyalty and enhancing brand image. Social media also inﬂuences public opinion and the consumer behavior of many people. Users can publish their own posts, comment on the posts of others, mark them with symbols, and share them across their own network. In this way, they can actively promote dialog and exchange with other users.
)Summary





Followers
Subscribers to a company page or person on a social network are referred to as 
followers.

Second Screen The growing trend of users to use a second screen,
usually their smartphone, in addition to a running TV program is called the “second screen”
or also multi-screen use or social TV.










 (
In addition to achieving these positive effects, social networks also promote the creation and spread of fake news and conspiracy theories, since they enable their users to publish information without a gatekeeper.
)

























Unit 2
Social media marketing within the overall marketing mix





STUDY GOALS

On completion of this unit, you will be able to…

… explain how social media marketing can be integrated with the overall marketing mix.
... assess the opportunities and risks of social media marketing.
… identify important factors for a social media marketing strategy.
… explain how social media can be used as a service channel.
… demonstrate which objectives are appropriate in social media marketing and how they can be checked.
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2. Social media marketing within the overall marketing mix

Case study
Social media marketing forms an integral part of the overall marketing mix. Platforms and the target audience are selected and content is created as part of the company’s communication measures. Marketing and advertising campaigns are not created in isolation from each other. Rather, they are planned together across various media formats.

Hendrik Krüger is planning a TV campaign, and for the first time he would like to support it with social media postings. He already knows that he needs to develop a holistic concept, though at the same time he needs to consider the speciﬁc strengths and weaknesses of the respective medium. He and his marketing team already have many years of experience with TV advertising. Hendrik knows that he should be involved in producing the videos and images that will be posted on social networks during the TV campaign in order to ensure that the campaign conveys a uniform image across the various media and ensures an appropriate level of recognition. As he delves further into the topic, he learns that company communication in analogue media formats (such as TV, radio, and newspapers) can also impact social networks, such as, for example, in the form of posted feedback and discussions or specific questions related to a product. Therefore, he shouldn’t think about the individual measures in isolation from each other, and he should ask the following questions when preparing the campaign:

· What are the opportunities afforded by social media marketing, and what risks need to be considered?
· Are there specific strategies for social media that can provide guidance for planning, and how can realistic goals be set?
· Should other departments also be involved in developing a social media marketing strategy?


2.1 Opportunities and risks of social media
The use of social media platforms offers companies many opportunities, but it also entails risks.

Opportunities of social media marketing

Social media platforms are primarily used for dialog, so that companies can directly communicate with their target audience. This communication channel can strengthen customer loyalty, improve the company’s image, and improve the reach of advertising messages. In addition, the direct communication channels allow companies to respond to user inquiries in a targeted manner and thus set themselves apart from the competition. The shared information also helps organizations with their market research efforts and allows them to better understand their focus groups. Maintaining
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a social media presence can also have a positive impact on the company’s employer brand and thus also help the company hire talent.

Company-owned platforms and communities are particularly suitable for establishing a stronger bond with customers and stakeholders. In this case, social media networks are not used to address the target audience. Rather, the company sets up its own separate technical platforms. These offer the advantage that companies have control over both the technology and the content and are therefore not dependent on third-party platforms. Since the platform can be adjusted to suit the needs of the company, users can be addressed and engaged according to the company’s objectives.

Risks in social media marketing

A public social media presence represents more than just a source of opportunities for companies. They can also act as lightning rods for problems and a place for critical comments, up to and including scandals and crises.

Due to the algorithm that some social networks, such as Facebook, use, there is also the danger that negative comments will spread quickly and reach a large audience. Both internal and external crises can be amplified if the controversies play out on social media platforms. However, when companies maintain their own presence on these platforms, they are able to express themselves in discussions, respond to negative characterizations, and have a say in the public discourse. The much greater risk for companies is not being represented in the social media space, and therefore being unable to react to allegations and looming crises.


2.2 The Groundswell POST method
In their book Groundswell: Winning in a World Transformed by Social Technologies, Charlene Li and Josh Bernoff offered the first well-founded framework for creating social media strategies. Originally published in 2008, the POST method described in the book continues to be highly relevant today for the development of social media marketing strategies. The model considers the most important characteristics that should be analyzed and defined before a company establishes their social media presence (Li/ Bernoff 2008).

The acronym POST stands for “people, objectives, strategy, and technology.” The order of the terms is also the order of the analysis. A sustainable social media strategy does not develop from the statement “All of the other companies are on









Channel X, so we also need a presence there, too.” Rather, it is based on a careful analysis and the development of a concept using the POST method. The key statements of this method are summarized below (Ibid.):

People (target audiences): The starting point of any social media plan is an in-depth analysis of the relevant target audience. These are the people that the company would like to communicate with digitally. Therefore, the first question is: Who is the target audience, and how can it be described in demographic terms? The Sinus milieus (groups of like-minded people) and internal market research data provide us with information to answer this question. The POST model extends these general factors to include digital affinity, which can be defined by answering the question:  How and where is the target audience active on the social web?

Objectives: In the second step, the company’s objectives are deﬁned. The main question here is how would the organization like to communicate with the target audience that was identified in the previous step. Li and Bernoff (2008) distinguish five different ways of engaging with the “groundswell”: listening, talking, energizing, helping, and tapping.

Strategy: The company’s strategic consideration: what does it hope to achieve over the long term by interacting with the target audience. What is important here is the sustainable development of relationships between the target audience and the company and how these can be supported over the long term. Necessary resources, such as staff, money, and time, play a decisive role in the development of a strategy. Due to the ever-changing state of the social media field, the authors recommend proceeding step by step and not committing to a long-term, ﬁnal plan right from the outset. The selected strategy should be checked at short-term intervals to see whether it is still current and relevant or whether it needs to be adjusted.

Technology: The appropriate platforms are only selected in the fourth step. Which platforms are relevant to the achievement of the strategic goals with the target audience given the available resources?


2.3 Integration within the classic marketing mix
Marketing is understood as a concept within market-oriented corporate management. The term “market” encompasses all areas involving communication with other service providers. The company’s  marketing strategy is focused on meeting customer needs. “Customers” here are not just the company’s end customers. They also include employees, partners, shareholders, and other stakeholder groups (Gabriel/Röhrs 2017, p. 59). Social media marketing is one component of the company’s online marketing. In addition, online marketing also includes online advertising, influencer marketing, search engine optimization, e-mails, newsletters, and many other measures (Kreutzer 2018a, p. 2) In contrast to classic media, social media platforms allow companies for the first time to enter into direct communication and dialog with all age and other social groups in the population.
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(Kreutzer 2018a, p. 374). The platforms allow customers and users to publicly express their opinion about a product or company from anywhere around the world and thus to reach and influence other users. Public communication on social media is therefore never directed at a single user, since it can always potentially reach a large number of market participants.

The company’s social media marketing is never detached from other communication channels or events. When a company introduces a new product, users may leave questions about it on social networks. Likewise, if a user makes a false statement on a social network, this can precipitate a communication crisis for the entire company.

An integrated marketing communication policy considers all channels and coordinates them with one another. It is important that the company follow a uniform line of communication and strategy on all channels. Not only should the tonality of the message be adapted to suit the respective channel, the content itself should match the platform. If companies end up contradicting themselves on different communication channels, they will lose the trust of their customers.


2.4 Social media as a customer service channel
Marketing campaigns in TV, radio, and print deliver unidirectional information from the company to the customer. By contrast, marketing on social media platforms enable direct communication with customers. On these platforms, these messages are not always initiated by the companies themselves. Customers can also approach companies publicly via platforms. They can do so by posting to a social network, commenting on a company webpage, or starting a thread in a discussion forum, for example.

By offering customer service via social media, companies can derive a number of advantages if they know how to use the opportunities afforded by the social networks. This type of customer service is characterized by five characteristics:

1. Rapid information dissemination: Information spreads quickly within the platform ecosystem, especially over social networks due to network effects, and therefore it can potentially reach a large group of participants. These network effects are caused by the algorithm of the respective platform and the active sharing and further dissemination of contributions by users.
2. Direct dialog: Companies enter into direct dialog with their target audience. Companies and users enter into direct conversations with each other. But users also enter into direct dialog with each other. As a result, users can help each other by answering questions and thus relieve the customer service employees at the company.









3. Quick reactions: Social media platforms allow companies to react quickly when the situation requires it. Contributions can be created and made accessible to a broad public within minutes. Especially in times of crisis and when users post critical remarks, companies can react promptly and therefore effectively inﬂuence the public discourse.
4. Large group of users: Companies can reach a large user group of existing and potential customers using social media platforms. This dialogue not only takes the form of one-on-one conversations, such as personal consultations by e-mail or phone, but in public where they can be observed by numerous users. A study by The Community Roundtable (2020) found that answers provided in community groups are viewed up to 33 times on average. This means that not only does the person making the request receive an answer, but so do many other users, thus relieving strain on the company’s customer service representatives. If a user finds an answer to their question online, they no longer need to contact the company’s customer service by e-mail or phone to ask their question.
5. Customer feedback: Companies receive feedback from their users, which they can use to improve their services. Customers not only share information about their current purchasing and usage behavior and their level of satisfaction with a product, but also about their planned future investments. This allows companies to tailor their product portfolio to future market needs.

When companies take advantage of social media to provide customer service, it provides a way of increasing customer loyalty and building a positive brand image. On the other hand, if companies ignore the requests for service and complaints of their customers, they may become more likely to defect to competitors or express their dissatisfaction with the company in a place where lots of people will see it. This will damage the company’s image, and consumers will lose trust in the company.


2.5 Goals of social media marketing
Social media marketing should be tailored in accordance with the company’s individual goals and help to advance them. Therefore, there is no one goal of social media marketing that applies to all companies. Rather, there are a variety of different goals that this marketing approach achieves. The German Association for the Digital Economy distinguishes seven target categories in its model for measuring the success of social media (BVDW 2016). Each of these main categories is divided into additional target categories of individual measures:

	Model for social media success measurement	Comment by Johnson, Lila: Please recreate all (editable) tables directly in the translated document; these are not included in the separate graphics template.

	Goals for the strategy
	Goals for the measure
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	Success measurement model for social media

	Customer acquisition
	· Increasing name recognition
· Placement in the relevant group
· Lead generation
· Boosting sales
· Improving the product
· Product innovation

	Customer loyalty
	· Increasing customer satisfaction
· Associating the company with the relevant group
· Competencies
· Deepening the level of connection or increasing the communication frequency
· Increasing purchase frequency

	Improving processes
	· Improving the product
· Product innovation
· More efﬁcient handling of service requests
· Efficient recruiting
· Improved internal communication processes
· Improved knowledge management
· Enterprise 2.0
· Reducing media spending

	Talent acquisition
	Employee recruiting

	Employee loyalty
	Employee satisfaction

	Public acceptance and crisis resilience
	· Agenda setting: Talking about/covering topics and raise awareness about topics
· Successful crisis management

	Attracting financing
	Raising capital via social media (e.g., crowdfunding)


The study by the Federal Association of Community Management provides us with a look at how all this works in practice (Clauss et al. 2019). The majority of German social media and community managers reported that extending reach, engaging users, and improving brand awareness are the three main goals of their social media activities.










[image: ]	Comment by Johnson, Lila: Please only translate graphics in the separate graphics template.
In contrast to companies, users of social media platforms are looking to communicate with like-minded people to receive information and inspiration. They pursue social goals, such as recognition and networking. Commercial goals and the promotional messaging of companies are less important to users (Kreutzer 2018b, p. 4). In order to achieve goals, companies must take into account the needs of users to socially interact with like-minded people. Clumsy brand messaging on social media platforms can prevent companies from achieving their goals. Rather, companies need to develop creative concepts and interact with the target audience to achieve the goal.


2.6 Relevant key figures for measuring success
The principle that success should be measured quantitatively also applies to social media marketing. According to Pein (2020, p. 138), there are three numerical values:

Value: The value should be a number that can be easily determined using a monitoring tool. The number of newsletter signups or visits to a website are examples of these values, for example.
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Key indicator: This is the product of two values that are connected to each other. In marketing, the conversion rate is one typical example of a key indicator: The number of users (value 1) and the number of users who have taken a certain action (value 2) are connected to each other, and together they produce the key figure.

KPI: This abbreviation stands for “Key Performance Indicator.” It is the product of linking the previous key figure with the company’s targets. A KPI specifies the performance target to be achieved in a particular period of time, such as, for example, increasing the conversion rate by a certain factor during the period under consideration.

[image: ]
Relevant values in the field of social media marketing include:

· Fans/followers: Users who follow a company’s or person’s social media accounts and who see all of their new posts.
· Reach: The number of unique visitors who saw a post. Reach is often confused with impressions. These two indicators stand for different values.
· Impressions: The number of times a post has been viewed. If a post is shown to a user multiple times, this value is counted multiple times.
· Likes: It is easy to determine the number of “likes” for a post from the platform metrics.
· Shares: The number of times a post has been shared by users.
· Comments: The number of comments on a post; however, it is important to consider that comments can also be critical or negative.


Conversion rate
The conversion rate describes the percentage frequency by which users perform a certain action, e.g., registering on a site or buying products from an online store.









A value that is detached from other factors is not very meaningful. If a multinational corporation has 10,000 followers, this is not considered very significant, but if the corner shop around the corner has 500 followers, it is elated. The values must therefore be connected to each other. The key figure is the ratio of value 1 to value 2. A KPI can then be calculated from this key figure, such as boosting reach by 10 percent in three months. KPIs are always linked to the company’s individual goals. They vary from company to company; there is no universal key performance indicator that applies to everyone.


2.7 The strategic positioning of social media at companies
Social media efforts are managed by the marketing department at most companies (Clauss et al. 2018). However, social media should be understood as a holistic process that involves all of the company’s departments. Social media marketing efforts should always advance the company’s overall goals.

This begins with strategy development. It is essential to involve employees from other departments in the initial stages in order to evaluate the types of social media activities that other departments are carrying out. Individual departments will often conduct monitoring or social media advertising campaigns of their own. If other areas of the company are involved early on, it will also be possible to take stock of the expectations that different departments have for the company’s future social media presence.

Therefore, decisions about social media presence should never be made without consulting other departments. Structures and processes must be firmly anchored in all of the organization’s departments to ensure that social media marketing runs smoothly. Input is solicited from many other departments, such as procurement, the legal department, customer service, and complaints management. Information on upcoming product releases and other marketing measures at the company is important to know when writing posts. Graphics and layouts must comply with the corporate design guidelines and be integrated into the company’s overarching marketing strategy. It should be planned and agreed in advance who will respond to messages from users and in what way. It is important to specify clear processes so that users receive prompt replies and findings are passed on internally to the relevant departments. Effectively addressing customer inquiries and complaints has a direct impact on the success of social media marketing measures.
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Summary

Social media marketing offers companies many opportunities, such as stronger customer loyalty and improved brand image. However, a social media presence can also have negative effects (such as acting as a place where scandals play out). However, it is only by being active on social media that companies can directly participate in the public discourse, promptly counteract negative criticism, and reach a wide audience.

The POST method is recommended for planning social media marketing measures in a target-oriented manner. To determine a social media marketing strategy, you first must identify your intended target audience (people), then analyze your objectives before finally defining a strategy based on your available resources. It is only during the fourth step that you should select the technological platforms. This strategy can never be developed in isolation, but must always be coordinated with the company’s other marketing campaigns. The goals of social media marketing always advance the goals of the entire company.

The possible goals of social media marketing can be broken down into seven basic categories: Customer acquisition, customer loyalty, process improvement, employee acquisition, employee retention, public relations/crisis management, and raising capital. The success of a measure can be measured using a key performance indicator (KPI). To determine this, at least two values must be connected to each other, thereby producing a key figure.

You create a KPI by connecting a figure to a goal. Which values and goals are used for KPIs depends on the individual company’s goals. Social media can be integrated into the marketing department of most companies, but it requires input from all of the company’s other departments for successful implementation.



Corporate design When a company adopts a uniform appearance, this is called a corporate design. This includes, for example, the design of advertising materials, the website, or packaging. These measures are aimed at achieving high recognition value for the company.
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Social media landscape









STUDY GOALS

On completion of this unit, you will be able to…

… name the various social media platforms.
… explain what the focus of each social media platform is.
… assess what the key factors of the most important social networks are.
… indicate which target audiences are addressed by the respective social networks.
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3. Social media landscape


Case study
Marion Schuster works in marketing for a large trading company. In the future, the company would like to use social media channels for customer communication. During the company’s initial research, it comes across many different channels with different focus areas. The social media channels offer a lot of potential for making Marion’s many ideas a reality:

· A company blog could be used to present content in its own brand environment and at the same time provide a venue for entering into dialog with its target audience.
· Marion could use a Twitter account to provide the company’s media representatives and PR agencies with information in real time.
· Image and video sharing sites, including YouTube, TikTok, Instagram, and Pinterest, are helpful for positioning the company’s latest products before its target audience.
· Marion hopes that her company can develop new products together with users using its own community platform.
· The company believes that it is essential to have a company page on the largest social network, Facebook, in order to gain a wide reach among its desired target audience thanks to the platform’s many tools.

During her research, Marion asks herself the following questions:

1. How can this multitude of platforms be categorized to produce an overview of the social media landscape?
2. What distinguishes the individual networks from each other? What are the advantages and disadvantages of the individual platforms?
3. Which platform is best for which target audience?

Marion is aware that the company cannot pursue all channels at the same time. She therefore sets herself the initial goal of learning the basics of the social media landscape so that a well-founded decision can be made about which social media channels will best suit the company’s needs going forward.


3.1 Overview of the social media landscape
The social media landscape is made up of different platforms and networks. The terms social media and social networks should not be confused here. In addition to social networks, social media also includes other platforms, such as blogs, wikis, forums, ratings platforms, content communities, and mobile platforms. Kaplan and Haenlein divide the platforms into five application areas: Community projects, content communities, blogs and microblogs, social networks, and social virtual worlds (Gabriel/Röhrs 2017, p. 15). Today’s social media landscape has also been expanded to include the category of instant messenger services.
 (
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Community projects

Community projects include such services as forums, wikis, and ratings platforms. Multiple users work together on content using social media services. The best known community platform is Wikipedia.

Forums allow users to jointly exchange information, opinions, and experiences regarding a specific topic. “Gutefrage.net,” for example, is an exchange forum where users can ask everyday questions. The users help each other with suggestions and tips, thus assembling a pool of questions and answers on all areas of life. Most forum sites require users to register before they are allowed to post. Mandatory registration offers companies two advantages. For one thing, fewer comments will be posted anonymously. This reduces the incidence of hate speech, insults, and inappropriate comments. On the other hand, it also minimizes spam posts. Neither hate speech nor spam can be completely prevented, since users are allowed to register on most platforms without any identity verification.

Wikis are devoted to the collaborative editing and collection of information, knowledge, and experience as well as to the documentation of these processes. Several authors collaborate to develop textual content, and they together build up a knowledge database. Registration is also a prerequisite for participation.

On ratings platforms such as HolidayCheck, users rate speciﬁc products and services from different providers. In most cases these sites require registration. You can then provide your rating either anonymously or under your own name.

Content communities

Content communities are social media platforms that allow Internet users to exchange and upload their own user-generated media content. While community platforms focus on the joint creation of content, content communities are for the dissemination of content created by individual users.

Content communities include image and video sharing platforms. These platforms allow multimedia content consisting of image and sound to be shared with a broad public. Content communities are not just places for traditional media and companies to distribute their content. A large part of the content is generated directly by users, who are thus simultaneously transmitters and recipients of the content. The best known image-sharing platforms include Instagram and Pinterest. Vimeo and YouTube are among the largest video-sharing services. Overlaps between the individual areas are possible. Instagram is both a content community and a social network.

Social media
Social networks represent just one kind of social media. The two terms are therefore not synonymous. Social media includes numerous other media formats.

Forums
An Internet forum is a virtual place where users exchange information or opinions, usually on a specific topic.
Unlike in chats, questions and answers  are posted at different times.

Hate speech is a term with no clear definition. It may include calls to hate and violence, insults, or the disparagement of individuals or groups of people. These kinds of statements on the Internet largely must be determined based on context.










Blogs and microblogs




Blog The term “weblog” or blog for short is formed from the words “web” and “log,” or log book. It describes the practice of keeping a kind of diary on a website. Blog posts have been traditionally presented in a chronological diary format, but the magazine format is now also
popular.

Users can use blogs to publish articles and short messages for a broader public. A blog is an online diary or journal that is kept on a website. The author publishes their opinions, thoughts, and experiences on the blog. The posts are often enriched with videos and images, but the text represents the main means of expression. By using content management systems and blogging software such as Wordpress or Blogger, people without any programming knowledge can also easily create blogs. The social media landscape consists of not just blogs on websites, but also microblogging services and audio formats.

Information on microblogging platforms is shared via short messages. Users can express their thoughts in up to 280 characters on the well-known microblogging service Twitter. These short messages, which are called tweets, can be shared privately or publicly. Private tweets are only visible to a user’s direct followers on Twitter. Individual tweets are thematically categorized by the sender using a hashtag (#).

Podcasts can also be classified as a type of blog. Similar to a radio broadcast, podcasts are used to publish audio files on a speciﬁc topic. The user is free to play them at any time. The term “audioblogging” is also used instead of “podcast.” The word “podcast” is a portmanteau of the terms “broadcast” and Apple’s “iPod,” the device that originally helped to popularize the format.

Social networks

Community networks that offer a platform for communication and relationship building over the Internet are referred to as social networks. Web functions allow users to exchange communications with one another (Gabriel/Röhrs 2017, pp. 6 and 12). Social networks can either be topic-oriented or simply provide a platform for social exchange between acquaintances, friends, and like-minded people. Online services can be used to exchange information and establish relationships. The platforms offer their users various features. The most common features include …

· … the ability to create your own profile
· a way of categorizing contacts, e.g., in friends lists
· the ability to create content as well as to comment on, rate, and share content from other users
· photo albums
· sending and receiving of messages
· posting of status updates
· groups
· a search function
· notifications when you receive new messages and reactions from other users
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Social networks connect people with the same interests in both their private and professional lives. Some of the best known social networks are Facebook, LinkedIn, und Instagram.

Social virtual worlds

Computer games like World of Warcraft are also examples of social virtual worlds. Users gather in virtual spaces on the Internet to exchange ideas together, mostly in a playful way. Thanks to 3D graphics rendering, participants can move through a virtual space and perform actions in it. Social virtual worlds are not very relevant for social media marketing.

Instant messenger services

Instant messengers, such as WhatsApp, Facebook Messenger, Threema, and Signal, are becoming increasingly popular. User engagement is many times higher on these instant messenger services than on other social media channels. This makes these services particularly interesting for companies (Kreutzer 2018b, p. 121). Facebook Messenger in particular is frequently used in social media marketing due to its affiliation with Facebook. Yet apart from this example, instant messenger services only play a subordinate role in this area. Most services do not permit commercial use. WhatsApp has been prohibiting the sending of mass newsletters since December 2019 (Pahrmann/Kupka 2020, p. 513). In previous years, the tool had been used by companies to communicate with their broad customer bases.


3.2 Profiles of the most relevant social media channels
The social media landscape consists of a variety of different platforms. Every social media channel differs in its features and how it is used. Overview of the most important platforms for purposes of social media marketing:

1. Facebook
2. Instagram
3. Twitter
4. YouTube
5. Pinterest
6. TikTok
7. Xing and LinkedIn










Facebook

Facebook is the largest social network in the world. A total of 2.7 billion users are active on the platform every month (Facebook 2020). It belongs to the parent company Meta along with the instant messaging service WhatsApp and the Instagram platform. Facebook allows users to create private profiles or pages for organizations, well-known personalities, and brands. Both private proﬁles and page owners can also create groups.









Newsfeed The personal start page of each user on Facebook is referred to as the newsfeed. Recent posts and ads are displayed
here.

Private proﬁle
The original function of Facebook was as a friend network. The focus of the platform is on private user profiles for networking with friends and acquaintances online. Users can send friend requests to other users or mark favorite public pages using the “Like” button. You can publish your own posts consisting of text, images, or videos. You can set whether a contribution should only be visible to friends, certain selected friends, or the general public. In the so-called “newsfeed,” each user is shown the posts of their own friends, the pages that have been “liked,” as well as advertising posts from companies. Users can react to these posts, such as by liking, commenting on, or sharing them, in order to make them visible to their own circle of friends. The posts are displayed to users based on a Facebook algorithm. It is automatically determined which user is shown which posts based on various criteria. The specific factors considered by the algorithm are not known. The way a user has interacted with previous posts, their circle of friends on Facebook, and the format of the content have an inﬂuence on the algorithm together with other factors.

Public pages
A page can be created by organizations, well-known personalities, or companies, such as, for example, for a specific brand. Posts made to public pages may also consist of text, images, or videos. Unlike private profiles, it is possible to assign multiple administrators to public pages who can manage the page and make posts to it. Another difference is that post visibility cannot be modified for public pages. Shared content is always visible to all users.

In addition, there is a statistics area for public pages. This gives the page owners insights into the reach of and interactions with the shared posts. Information about the target audience, such as the age and gender of users and times when people are online, can also be viewed. The social network does not allow page owners to directly access the data of their followers.
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Groups
Both private proﬁles and page owners can also create groups dedicated to a topic of their choosing. In the group settings, you can choose whether the group should be open, closed, or secret. Facebook groups have the advantage that they increase interaction between members, and posts can be published to them in a targeted manner.

Additional applications
In addition to Messenger, Facebook also offers the option of live streaming videos as well as a story format and an events module. The story is based on the format made popular by Instagram: it offers the opportunity to share experiences in the form of photos or videos. Users can also use stickers or apply filters. Polls can also be created with stories, and these usually have a positive effect on the engagement of the target audience. Unlike other posts, the content of the story only remains visible for 24 hours.

Facebook events are used to draw attention to an event. When creating a private profile, you can set the visibility for other users in such a way, for example, that the information is only displayed to invited people. For public pages, as with posts, the event is always visible to all users.

Criticism of Facebook
Facebook has been the focus of criticism in recent years for its handling of fake news, conspiracy theories, hate speech, and last but not least data protection. Concerning the latter issue, the company Cambridge Analytica was able to access data from more than 87 million Facebook users in order to create detailed personality profiles all without their knowledge, and this information was able to used in the course of the US election campaign to favor the Republican Party. The company obtained the data via a third-party app that advertised personality tests (Dachwitz/Rudl/Rebiger 2018).

Instagram

The platform is geared towards mobile devices, as it was released as an app in 2010. There was originally no associated website for the service. Even today, not all of the app’s features are duplicated on the website. Thanks to the various filters, images and videos can be edited in the app before they are posted. It is also possible to add geotags and to tag other people. Instagram also uses an algorithm to display posts to individual users.

Instagram’s story function is particularly popular (much more so than the corresponding function on Facebook). “Instagram stories” make it possible to share images and videos for 24 hours. The content plays automatically in sequence, like in a slide show. Ephemeral content is characterized by the fact that it is not permanently available. The best known and very first platform for










Ephemeral content Posts made to social networks that disappear again after a short time are referred to as ephemeral content. Snapchat was first introduced in 2011.

Stock photos Stock photos are images taken from image databases. These can be used under a license or for a fee for your own
purposes.













Hashtags In order to classify posts by topic, they can be categorized on some social networks, such as Twitter, using hashtags. The hash symbol # is placed in front of the respective term.

ephemeral content is Snapchat. User content is only available for a limited time and is then automatically deleted from the system. The limited time frame is intended to pique the user’s interest in the content and thus increase awareness of it. These platforms are based on the “fear of missing out” principle, or “FOMO” for short  (Ionos 2021).

The visual language is the decisive factor on Instagram. The images are the focus of the communication and are clearly highlighted. Textual content plays a subordinate and accompanying role. Stock photos or highly polished magazine photos are penalized on Instagram. Users dislike these images and pay less attention to them, as indicated by the fewer likes and comments on them. Authentic images that show personality reach the target audience better. Users can increase reach and the level of interaction by smartly choosing their hashtags. It is important here to rely on a few selected hashtags that are relevant to the intended target audience (Pein 2020, p. 441).

Twitter

Users can post their content on Twitter in up to 280 characters. In addition to text, links, images, and videos can also be posted on the platform. Most accounts and thus also most posts on Twitter are public.

In addition to being able to make your own posts on Twitter (so-called tweets), you can also view posts by other users, which you can comment on. You can also follow other users on Twitter. Corresponding tweets are displayed in a personalized feed on your homepage. Tweets are presented in chronological order, and what is displayed is not controlled by an algorithm.

In contrast to Facebook, the focus is not on communicating with friends, but on exchanging information on specific topics via short text messages. So-called hashtags, which are marked by a preceding hash symbol “#,” are used to categorize the topics. The trends displayed by Twitter list the most used hashtags at a given time. When you create a hashtag, make sure that you do not use any spaces. Hashtags are not case-sensitive: a word is treated the same regardless of whether it is spelled with upper- or lowercase letters. Though its use was pioneered by Twitter, other social networks have also since adopted the hashtag function. However, they are the most relevant on Twitter and Instagram. Facebook now also supports them, but they play a more subordinate role there.

YouTube

The YouTube video portal is the world’s largest platform for moving image content. YouTube is owned by Google, LLC and is the second largest search engine in the world in terms of traffic. It is second only to Google, where YouTube videos are often listed
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first in the search results (Landwehr 2019). Users can upload videos in all genres and lengths (from a few minutes to several hours long) to YouTube. Other users can like, comment on, and share these videos. The formats range from elaborately produced productions to amateur recordings. The platform also offers live content streaming.

Pinterest

Pinterest allows users to create their own boards consisting of photo collections. Users can get inspired and share ideas and instructions for DIY projects using these boards. While the focus on Instagram is primarily on the latest content, the topics on Pinterest tend to be more enduring. Pinterest users often use the platform for planning weddings or other special events, for example. Pinterest is formed from the words “to pin” and “interest.” So the name encapsulates the activity of displaying your interests on your own pin board.

TikTok

The Musical.ly app attained popularity thanks to its video clips of users recreating music videos via lip sync. In 2018, Muscial.ly became today’s TikTok, a portal for short videos that also includes social networking functions. It is operated by the Chinese company ByteDance. The so-called lip-sync videos are still very popular on the platform today. In the meantime, however, the genres of videos have expanded to include gaming, travel, and sports. The app is known for its creative, fast-paced, and short video clips, which primarily appeal to a younger target audience. The platform also supports livestreaming (Pahrmann/Kupka 2020, p. 432).

Xing and LinkedIn

The business social networks Xing and LinkedIn are focused on the careers and professional lives of users. While communication on Facebook is largely related to the personal lives of users, networks such as LinkedIn and Xing are geared towards professional networking. These business social networks provide a place to exchange information on technical topics, pursue professional development, develop employer branding, and find jobs and employees.

Xing was founded in Hamburg in 2003 under its original name, OpenBC. The platform focuses primarily on the German-speaking world. The social network LinkedIn, on the other hand, has a global reach, which is why the predominant language there is often English. LinkedIn was founded in California in the US in 2003, and it is currently owned by Microsoft.









Both networks offer both free accounts and paid premium memberships. In contrast to basic accounts, the premium account offers, for example, both increased external visibility and additional options for reviewing more detailed statistics about visitors to your own profile along with other information.


3.3 Target audiences/user groups
The social networks differentiate themselves not only in terms of their feature sets, but also to a considerable extent in terms of their user groups. While Instagram and TikTok are mainly used by a younger target audience of 14–29 year-olds, Facebook users represent a cross-section of all age groups and sections of the population (ARD/ZDF 2020).

In terms of its topical scope, Facebook also covers a cross-section of the everyday activities of its users. The image-heavy platforms of Instagram and Pinterest focus on travel and lifestyles topics. Users mainly interested in the fields of media, PR, and politics congregate on Twitter. Twitter is also used extensively to communicate during events and to provide customer support. The business portals Xing and LinkedIn primarily address users who have higher educational qualifications.


Summary
 (
The social media landscape is divided into community projects, content communities, blogs and microblogs, social networks, social virtual worlds, and instant messenger services.
Community projects include collaborative websites, such as forums, wikis, and ratings platforms. Content communities are social media platforms that allow Internet users to exchange and upload their own user-generated media content. Anyone who runs a blog posts their own articles for consumption by a broader public.
Social networks enable users to engage in mutual exchange online. Some instant messengers are also integrated into social networks, such as Facebook Messenger on Facebook. There are also other well known instant messenger services, such as WhatsApp. Facebook is the largest social network in the world. The focus is above all on allowing users to communicate with friends and like-minded people. Images play a crucial role on Instagram. Instagram
’
s story function, whose basic idea was taken from the Snapchat application, is particularly popular: The content of a story can only be accessed by users for 24 hours (making it ephemeral content). Similarly to Instagram, Pinterest is also
)
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 (
all about image-based communication. TikTok users can share short video clips with each other. The app is aimed primarily at a younger target audience. However, the world
’
s largest platform for videos is YouTube.
Twitter is a platform primarily geared towards the textual medium. A message on Twitter is limited to a length of 280 characters and can be categorized by topic using hashtags. Xing and LinkedIn are focused on professional networking, where Xing is aimed mainly at users in German-speaking countries.
)

























Unit 4
Developing a social media strategy









STUDY GOALS

On completion of this unit, you will be able to…

... name the basics for a successful social media strategy.
... plan the phases of social media strategy development.
… explain the basis of the concept of social media governance.
… prepare a successful contingency plan to avert a social media crisis.
… demonstrate how a company can develop a good reputation using social media channels.
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4. Developing a social media strategy


Case study
Melanie Sander works for the marketing department of a large fashion company. The fashion brand is currently developing a new collection that is intended to appeal primarily to a younger target audience. The name of the design, the collection, and the marketing claim are all ready to launch. Melanie’s task is to reach the target audience with the company’s brand message. So far, the company has had no experience with social media marketing, but Melanie has taken it upon herself to delve deep into the topic. She is aware that even in the dynamic world of social media, the company should not make any forays into a social media platform without a well founded strategy. In preparing such a strategy, she asks the relevant core questions:

· What does the company want to achieve from its social media marketing?
· Which target audience does the company wish to address using a social media presence?
· What is the distinguishing feature of this target audience?
· What kind of content captures the attention of this audience and mobilizes them?
· Which social media channels are suitable for addressing this target audience?
· What are the available resources for developing such a social media strategy?

Melanie Sander conducts thorough research and analysis to provide a foundation for her social media strategy. This is how she helps the new fashion brand to succeed.


4.1 What is a strategy? Deﬁnitions
A strategy is a long-term plan that is drafted in order to achieve corporate goals (Kreutzer 2018a, p. 78). It is used to evaluate the core competencies of the company and to positively differentiate itself from the competition on the market. A strategy always helps the company stay focused on the big picture: What does it want to achieve in the long term? It develops its plans and measures in order to achieve this goal.

Strategies can be divided into five phases based on the Harvard concept:

1. Analysis of the current situation and prospects: Where is the company today, and what does it want to achieve?
2. Formulating the strategy: How does the company intend to achieve this goal? The overarching goals can be broken down into smaller subgoals. Who does the company want to address, and what must be done to reach this group?
3. Creating a strategic plan: Based on the available resources (such as time, staff and budget), the strategic goals are considered in a realistic context.
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4. Seeing through organizational restructuring in light of the developed strategy: Depending on the goal, this restructuring should not affect the entire organization, but rather only individual subareas or departments that are relevant to the implementation of the respective strategy.
5. Implementing the strategy: The previously deﬁned measures are implemented, and it is verified what progress has been made as a result.

After proceeding through the five phases, each strategic consideration is evaluated in order to draw lessons for the next planning stage. You can ask the following kinds of questions: What went well? What areas could be improved?

In addition to the Harvard concept, “The Five Ps of Strategy” by Henry Mintzberg can also help when developing a strategy (Mintzberg/Ahlstrand/Lampel 2008). These five Ps are:

1. Plan: The strategy describes the path to a defined goal.
2. Pattern: Experience and decisions from the past can help to develop a consistent pattern for future strategies.
3. Position: The company uses the strategy to gain a certain position on the market and in relation to its competitors.
4. Perspective: What is the greater vision of the strategy? This perspective is not just about the short-term goal, but rather the long-term outlook if the strategy is followed.
5. Ploy: Strategy is often understood as a kind of trick or ruse to outsmart competitors.


4.2 Strategic goal
The aim of a strategy is to implement the developed plan, including its individual components, in order to achieve long-term success for the company. When developing a social media strategy, the following criteria come to the fore:

· Goals: What objective or goals should be achieved through social media activities?
· Target audiences: Which target audiences does the company want to address with its social media measures? What are the characteristic features of these target audiences? Demographic and psychographic data can be helpful when answering these questions. It is used to create profiles of the individual target audience personalities. This demographic data includes age, sex, place of residence, and career information. Psychographic data includes information that is more difficult to read externally, such as needs, values, or motivation.
· Resources: What staffing, technology, budget, and time resources are available to implement the measures?









· Competitors: How are competitors performing in the social media sector? On which channels are they present? What content do they use, and how do they address the common target audience? In addition, the company evaluates market opportunities to position itself on the planned market.
· Success measurement: In order to evaluate the success of a strategy, it is important to define the measured values and key figures for goal achievement.

The SMART formula is suitable for defining the goals of the social media strategy (Pahrmann/Kupka 2020, p. 64). The goals should always be:

· Speciﬁc,
· Measurable,
· Achievable,
· Relevant, and
· Timely.

The planning horizon for corporate strategies usually spans several years. Due to the ever changing social media landscape, the planning cycles are shorter, usually consisting of the last six to 12 months. This shorter time horizon is particularly important when social networks are used to address customers. When setting up company platforms, the planning horizon is two to five years so that the company can make an informed decision when choosing a technical software platform.


4.3 Steps of developing a social media strategy
Before the company can develop a social media strategy, the general conditions at the company must first be clarified and analyzed. Every department has different expectations and requirements for how social media channels are used at the company. It is important to record these expectations and include them in the planning. It is important to recognize that not all of the goals can be pursued at the same time. Rather, concrete goals for social media measures should be deﬁned. Communication with different departments also serves to find out whether social media measures have already been carried out. It is often the case that individual departments have conducted their own social media marketing or monitoring measures. The company should take stock not only of its needs, but also of its available resources. The social media strategy can then be developed based on the assembled data. It is important to start with just one social media channel and then later expand the measures to two or three channels as necessary. It is better to use one channel professionally instead of operating many channels but not maintaining them properly due to a lack of strategic guidance and resources.

Before the company goes public on its selected channels, all employees should be informed about the company’s planned social media activities. A presence on social media can have an impact on all of the company’s departments. Many
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employees may already be active on social media themselves. For this reason, it is important that they are kept in the loop on the strategic planning and the proper code of conduct on social media. In addition, before starting, the company should try a probationary period to check whether all structures and processes are working and whether the most important measures have been considered.

The company can organize its social media efforts using one of five different models (Steimel 2012).
[image: ]

· Centralized organization: Responsibility and decision-making authority for the company’s social media activities are centralized in a single department. This department coordinates all of the measures for the entire company.
· Decentralized organization: Each department is responsible for the social media measures in its respective area. There is no centralized structure that is dedicated to this topic. The structures are largely allowed to grow organically.
· Coordinated organization (hub and spoke): A centralized entity coordinates all of the company’s social media efforts. The strategy is operationally implemented at the individual departments. According to the hub-and-spoke model, the individual areas are arranged around a central point, the wheel hub.









· Multiple coordinated organization (multiple hub and spoke): This model is mainly used by large corporations. It is based on the hub and spoke model. However, under this model the respective subunits are not departments, but business areas or associated companies, which in turn form central bodies for their subordinate areas or departments.
· Holistic organization: All company employees use social media to get in touch with users (Steimel 2012).

There are three steps to ﬁnding and establishing the right model for your company:

1. Identify the current social media organizational model at your company.
2. Discuss the five possibilities for your business, goals, audience, and resources.
3. Switching from one model to another represents a profound cultural change. The implementation must be planned strategically, and it is not a process that can be completed quickly (Owyang 2010).


4.4 Online reputation and crisis management
Social media marketing can have both positive and negative effects on a company’s image.

Reputation management

Good social media marketing can improve the company’s image and reputation. Companies can build trust with their customers and thus strengthen the brand image thanks to quick reactions, competent answers, and good content. The positive effects can be seen not only in the sales of the company’s products and services, but also in their reputation as a good employer.

Crisis management








Scandal An incident that attracts public outrage on the Internet.

A social media crisis can be characterized by one of the following two aspects: It is triggered by the use of internal or external social media platforms, or certain topics reach a broad public audience through social media and develop into a crisis. In particular, if opinion leaders on the Internet and/or in the mass media take up the issues, social media crises can quickly spread to reach the attention of the general public. People frequently describe this situation as a scandal.	Comment by Translator: The source says "shitstorm,” which is perhaps not appropriate language for a textbook?
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By taking measures in good time, companies can prevent crises, actively influence their course, or mitigate them as they arise (Salzborn 2017, p. 108). A crisis has four phases:

1. Potential crisis phase: The crisis has not yet occurred. Since a crisis can be triggered for a wide variety of reasons, regardless of whether the company has performed a particular action or not, companies are always in a phase of potential crisis. This period should be used to prepare for any crises and to develop a crisis communication plan.
2. Latent crisis phase: Shortly before a crisis erupts, there is a brief period in which the effects of the incipient crisis starts to emerge. By using monitoring tools, companies can identify social media crises at an early stage and react quickly. With good preparation and communication, it is still possible to avert a major crisis at this point.
3. Acute crisis phase: If the crisis occurs, the measures from the previously developed crisis communication plan must be applied. This defines which contacts within the company must be informed in the event of a crisis, how they can be reached, and what steps are to be taken. In this case, good community management is important in order to react appropriately to the comments that are received.
4. Post-crisis phase: Once the crisis is over, it is important to analyze which factors triggered the crisis and how this can be prevented in the future. In addition, it is analyzed which crisis processes at the company work well and which are in need of adjustment (Franck/Schade 2015; Pein 2020, p. 299).


4.5 Social media governance
A company’s rules, structures, and strategies for dealing with social media platforms are described as social media governance. These include:

· Social media guidelines: These define how the company’s employees deal with social media platforms. Social media guidelines apply to all company employees and not just to the people who work directly with the platforms. The social media guidelines stipulate, among other things, that the company’s internal information must be treated confidentially.
· Netiquette: The rules for user behavior on the social media channels are called netiquette. The behavioral recommendations are intended to foster a good atmosphere and encourage friendly interaction between users. Some social networks may blacklist certain terms. As a result, these terms are removed when users post messages containing them, or they receive a warning.
· Social media handbook: All processes, structures, and measures related to a company’s social media activities are listed in its social media handbook. The crisis communication plan is also described in the handbook.

It occurs when many negative comments are left about an organization (or individual) over a short period of time.










Summary
 (
A strategy is a long-term plan that is established to achieve corporate goals. The current situation must first be analyzed before a strategy can be developed and implemented. During the analysis, the company
’
s available resources and the competitor situation are taken into account when developing a strategy. The target audiences are also examined when the desired goals of social media measures are determined and defined. The goals of a social media strategy should be specifically formulated to be measurable, achievable, relevant, and timely.
Before the company goes public on its chosen social media channels, it is important that all employees are informed about the start of the campaign and its goals. It is also important to conduct a probationary phase. During this probationary phase, all structures and processes are put to the test in order to eliminate any problems that may arise in advance. A company can use social media to strengthen its reputation, and it offers the opportunity to communicate quickly and directly with the public or individuals. However, a social media presence also brings along with it the risk of crises. Social media crises can occur at any time, and they are characterized by four phases. Good preparation for possible crises and the creation of a crisis communication plan are important. In addition, the company should also develop a social media handbook and social media guidelines. The manual lists all measures, structures, processes, and social media marketing activities at the company. Social media guidelines usually apply to all company employees and define how social media channels should be used. Netiquette also provides guidance on what is the proper behavior on platforms, governing in particular how users should interact with each other. Platforms or their operators usually create their own netiquette.
)

























Unit 5
The role of social media in innovation management





STUDY GOALS

On completion of this unit, you will be able to…

… demonstrate possible uses of the crowd for your company.
… explain what interactive value creation is and how you can use social media to provide it.
… describe how to work with lead users to develop new products.
… plan ways of making social media support your market research analysis.
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5. The role of social media in innovation management


Case study
Sabine Meurer is enthusiastic about the possibilities of the Internet and social media platforms. As the managing director of a fashion group, she plans to involve stakeholders and customers more in the development of individual products and collections in the future. She would like to find out more about the wishes and needs of her target audience and actively involve them in the company’s decision-making. She researches existing opportunities and how she can best use them for her company. She has a diverse array of options at her fingertips, from using crowdsourced knowledge for individual projects to building the company’s own community platform. In carrying out her research, Sabine asks herself the following questions:

· What are the advantages of involving existing and prospective customers and stakeholders more in the company’s decision-making?
· How can customer experience and knowledge be integrated into company decisions?
· For which projects does it make sense to involve customers?
· What is the best way to involve customers?


5.1 The importance of the crowd and its applications
The adoption of digital technologies and globalization have led companies to radically change their process organization and open their companies to the outside world. Customers and suppliers are now integrated into internal processes as part of a strategy to gain advantages over competitors (Leimeister et al. 2016, p. 7).

Social media platforms allow companies to tap into the knowledge and skills of the crowd at any time, anywhere to complete joint projects. Companies have a variety of ways to do this at their disposal depending on the application. Let’s consider three different areas in greater depth: Crowdsourcing, crowdfunding, and crowdfarming.

Crowdsourcing

The term “crowdsourcing” was probably first used by Jeff Howe in 2006. It describes collaboration between individuals and organizations. The term is formed from the English words “crowd” and “outsourcing,” and it describes the outsourcing of projects to the general public. Companies invite outsiders to cooperate on certain projects (Leimeister 2016, p. 7). The participants volunteer to work on company tasks and projects, often free of charge. In addition to free volunteer projects, the company may also offer payment (including extremely low fees of less than $1). Projects range from rather simple work assignments to highly complex tasks or creative projects (Gabriel/Röhrs 2017,
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p. 68). The client is considered a “crowdsource,” and the contractor is referred to as a “crowdworker.” One of the most prominent crowdsourcing projects is Wikipedia. The online encyclopedia was founded in 2001, and it is operated by the non-profit organization Wikimedia. Volunteer writers have since created over 55.6 million articles in almost 300 languages (Wikipedia 2020). There are also crowdworking platforms that operate on a for-profit model, and they broker orders from companies. Some well known examples of these services are Clickworker, Crowd Guru, and Amazon Mechanical Turk.

Gabriel und Röhrs (2017, p. 69) distinguish between five types of crowdsourcing:

· Crowdwisdom: Behind the “wisdom of many” or “swarm intelligence” principles is the idea that different people can bring their own separate knowledges to achieve more than what would otherwise be possible through the intensive work of a few. Under the crowdcasting model, for example, the hope is that the crowd can help to solve specific problems (Hastenteufel 2018d).
· Crowd creation: Ideas, strategies, and other content can be created by harnessing the creative potential of the crowd. Crowd creation can be used as a tool to align products more closely with customer ideas (Hastenteufel 2018a).
· Crowdvoting: A company can request the public to vote on or rate specific projects or content. Thus, the company can obtain an opinion before the product launch (Hastenteufel 2018c).
· Crowdtesting: Most new products and services are crowd-tested so that the company can receive feedback.
· Crowdfunding: The project initiators or company advertise a project that they need financial support to make a reality. This is usually done via a crowdfunding platform, allowing members of the public to invest different amounts. Participants usually receive something in return after the project is successfully launched (Hastenteufel 2018b).

The crowdsourcing work process can be divided into five phases (Gabriel/Röhrs 2017, p. 70):
[image: ]









The crowd allows companies to act faster and more innovatively, since new ideas are generated by the crowd and the individual projects can be implemented more quickly thanks to the resources contributed by a large number of people. At the same time, however, this approach also carries the risk of an uncertain result. The quality and costs of crowdsourcing can be subject to strong fluctuations. Most crowdsourcing campaigns rely on participant motivation rather than external incentives (such as payment). To address intrinsic motivation, the campaign should be designed in such a way that participants …

· … have fun solving tasks,
· can identify with the cause of the campaign, or
· feel gratified because their expertise has been recognized (Holland 2014, p. 343).

This form of work offers a high degree of flexibility for participants: Crowdworkers are not tied to fixed working hours, and they can take on tasks as it suits their schedules. The client company does not have to hire the workers permanently. Therefore, it only takes on a few obligations and can act flexibly. Of course, due to the low level of obligations on both sides, the level of security is also low.

Crowdfunding

Under the crowdfunding models, the public does not provide support by contributing its knowledge or assistance, but rather by jointly funding the project. These projects are launched by a group of individual sponsors instead of classic investors, such as banks or other funding institutions. Crowdfunding Compass has identified three models (crowdfunding.de n.d.):
[image: ]

Under the crowdfunding model, participants can receive different benefits depending on the size of their investment. This consideration can be financial or material (e. g., sponsors benefit from the result of the project, e.g., they receive a copy of the manufactured product), but it can also simply be a message of gratitude. Often the rewards are arranged in tiers according to the amount of the investment.
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Crowdfunding projects are often publicized on the Kickstarter.com and Startnext.com platforms, since these provide good visibility to interested supporters and offer the appropriate digital infrastructure. These platforms allow people to provide prefunding for new projects and thus ensure that the respective product reaches production. The individual projects are divided into different support categories. The terms “crowdlending” and “crowdinvesting” are also sometimes used instead of “crowdfunding.”

Crowdfarming

Under the crowdfarming model, the usual food supply chains, extending from the farmer via intermediaries and suppliers to the end customer, are shortened. Consumers can purchase their groceries directly from the producer, who also handles the delivery of the purchased goods. Therefore, the farmers and their end customers can directly communicate with each other. Crowdfarming can extend to all areas of food production, from fruits and vegetables to animal products, oils, and beverages. The advantages of crowdfarming are the avoidance of overproduction and shorter supply chains. In addition, farmers can better calculate prices, and customers receive better information about the origin and manufacturing conditions of their food (Hagenau 2019). In addition to direct purchases, crowdfarming also allows for fixed-price sponsorships, such as of fruit trees, for example. Most crowdfarming projects are locally organized in order to keep transport routes short. However, international projects in which participants hail from different countries are also possible.


5.2 Innovations are made possible by interactive value creation, branded communities, lead users, and social media intelligence.
Networking and partnerships offer many advantages. They allow both individuals and organizations to make their ideas and innovations a reality where it would otherwise be impossible to do on their own. These opportunities are made possible by the optimal use of resources and networking (Biritz/Neugebauer/Pawel 2019, p. 33).

Interactive value creation

Interactive value creation is a result of the fact that customers are moving away from being passive beneficiaries of a product to the company’s value creation partners (Piller et al. 2017, p. 1). The goal is to develop products and services that meet the needs and wishes of customers even better.









Global developments and the resulting increased competitive pressures are giving consumers increased power (ibid., p. 13). It is important for a company to deliver products that are as satisfying as possible so that it can distinguish itself from the competition. As a result, value creation is no longer exclusively shaped by the manufacturers, but customers, partners, and stakeholders are also actively involved, as they contribute their knowledge or preferences, for example. For example, the company Tchibo has actively involved its customers in the product development process through its “Tchibo ideas” project. Customers can submit suggestions for new Tchibo products. These are then reviewed by the company, which can decide to offer them for sale. One of the outcomes of this project has been the
current TchiboCard Community, whose members can take part in product testing and other campaigns (Tchibo.de n.d.). These kinds of initiatives help companies exchange ideas with their consumers, get their opinions, and adjust their offerings, if necessary.

An open innovation approach enables this interactive value creation process. Here, companies think beyond the boundaries of their businesses by involving outsiders. According to Piller et al. (2017, p. 50), the innovation process can be divided into three phases:

1. Brainstorming
2. Concept development
3. Product and market testing

Under the open innovation model, where innovation processes are opened to the outside world, such outsiders as customers, research institutes, or other external partners are involved in all three phases. Open innovation processes are particularly visible when companies use crowdsourcing to call on customers and other stakeholders to participate and collect ideas (Markgraf 2018).

Branded communities

In addition to using existing social networks, companies can also set up their own platform for exchanging information with users. They can use these platforms to communicate with either external parties, such as customers, or internal ones, such as employees. If the brand is the focus of the external community, then these networks are often classified as “branded” or “brand” communities. Company-owned platforms offer the advantage that the respective company can design the content and technical functions itself. This allows it to respond better to customer needs and thus strengthen customer loyalty. Tchibo, which we mentioned above, regularly conducts product testing in the company’s own community and thus takes advantage of user feedback to further develop its product range (Tchibo.de n.d.).
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A community here consists of a group of like-minded people who exchange ideas and build relationships with each other. Members share knowledge and information with the confidence that at some point in the future they will beneﬁt from the help and knowledge of the other members (Staal/Wagenaar 2020, p. 18).

Lead user


Eric von Hippel already outlined the idea of the lead user back in the 1980s. The approach is based on the idea that innovations often do not originate with companies themselves, but rather with their frustrated customers. This frustration and the need for improvements or major innovations drive users to develop their own prototypes. These people are primarily motivated to develop a prototype that solves the existing problem. They are not interested in further developing the product or marketing it. Companies take up the innovations and then incorporate them into their own projects, services, products, and services. Under this approach, existing and prospective customers represent the main source of innovation (Piller et al. 2017, pp. 52 and 55).

Social media intelligence

Social media intelligence takes classic social media monitoring one step further. The data that is collected from social media is connected to data that is used in the company’s strategic decision-making and then incorporated into the organization’s development process. This means that the knowledge gained via social media is used to better analyze the target audiences and, based on this, to further develop the company or its products (Moe/Schweidel 2014). Data analysis here is not a purely automated process. In order for the data to be used efficiently, it must be evaluated manually.


5.3 Social media as a market research tool
Social media affords companies with more opportunities to learn more about their target audiences than were ever available before. In contrast to classic marketing, companies can address their target audience very precisely. They can directly communicate with consumers, and their reactions and opinions can be observed almost immediately. The data from this interaction can be collected and evaluated, and surveys and product tests that provide additional information can be launched. Pein (2020, p. 343) summarizes the numerous advantages that social media platforms offer for market research:

· Datasets that are larger and more detailed than were ever possible in the past
· Access to a primarily younger target audience that is turning away from traditional media

Lead user
“Lead users” can be understood as customers who are on top of trends. Their demands and needs are ahead of those of the mass market, and therefore they anticipate future trends.









· Access to data that individuals voluntarily submit on the platforms
· Unfiltered and authentic opinions and contributions of the target audience
· A large range of data that can be evaluated quickly and easily
· International and cross-border information
· Access to communication and information in real time
· New observation and analysis options compared to competitors.

All these factors help companies in their market research efforts and support preexisting procedures.

Surveys

Social media platforms offer the opportunity to collect the opinions of members of the target audience directly and not just to evaluate the stored data. Surveys allow users to be questioned directly and to gauge their moods.

Data analyses

Extensive data on the intended target audiences can be obtained via platforms and social networks, including both the target audience of one’s own company and that of industry competitors. Companies should not miss the opportunity to evaluate this data and use it for further development. Social media is often only understood as a communication channel, where the findings from this relationship are not passed on to relevant departments outside the social media department where they can be used under an open innovation model, for example. But analyzing the data is also important for managing social media itself. By evaluating already completed measures, companies can help to optimize future campaigns. In addition, advertising campaigns via social media can be exactly tailored to address the target audience. Campaigns can therefore be tracked in much more detail via social media platforms than via classic advertising formats, such as print, radio, and TV campaigns.

Product testing

Product testing allows companies to test product and services ahead of their official release. They therefore enter into direct communication with the target audience and can find out more about their priorities and values in relation to a product. The results can be promptly integrated to further develop services .
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Monitoring

Before making a purchase, many consumers exchange information (contained in comments and ratings) with other interested parties on social media platforms. By evaluating these posts, manufacturers can obtain useful information about their own offerings and the positioning of their competitors.

Monitoring is the long-term and continuous observation of information about one’s own brand or product. In the social media area, this includes, for example, looking for mentions of the company or product name in posts, but also identifying user profiles that may be relevant to the company. It is possible to regularly search and stay on top of a corresponding subject area by using a list of keywords. Both trends and crises can be identified by analyzing this data. Usually certain tools are used to evaluate posts. Some are free, but the more professional tools are fee-based. They often offer dashboards, i.e., summary overviews for several different social media channels, as well as tracking of negative comments that can indicate an imminent crisis. The best known social media monitoring services include Brandwatch, Talkwalker, Hootsuite, Meltwater, and Sprout Social.


Summary
 (
Organizations or companies can use their crowd knowledge and skills to benefit their own projects. This collaboration between companies and a large number of individuals who are not employed by the company is known as crowdsourcing. It helps companies to implement projects faster and using more innovative methods, since a large number of people can be deployed to solve different tasks or provide services, independent of location and time. In addition to taking advantage of this crowdsourced knowledge, e.g., for platforms like Wikipedia, another type of mass participation allows the masses to fund projects. Crowdfarming only refers to the area of agriculture or food production. Here, farmers or producers and their end customers directly communicate with each other, so that the end consumer can obtain products without the need for suppliers or intermediaries.
Customers can use the opportunities afforded by the social web to move from being passive consumers to active partners in the company value-added process. Interactive value creation aims at such engagement and participation; by building branded communities and working with lead users, customer experiences and preferences can be taken into account right from the time that new products are conceived of. Social media intelligence can also play a role here, since it enables companies to use data from social media platforms for strategic corporate development.
)










 (
Social media is also suitable as a market research tool, and it can supplement other market research efforts, including surveys, product testing, monitoring, and analysis data.
)

























Unit 6
Operational social media marketing









STUDY GOALS

On completion of this unit, you will be able to…

… describe how tailor-made content can be developed for your social media channels.
… define the term viral marketing.
… analyze what role good community management plays for your social media marketing.
… show how you can use the reach of influencers to benefit your social media marketing.
… list the basic components of social media advertising.
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6. Operational social media marketing


Case study
Serena Koch has finished developing an overarching strategy to be used on various social media platforms. In the next step, she researches which operational measures make sense for her strategy. In the next step, she researches which operational measures make sense for her strategy. She also considers which advertising formats make sense and how best to engage the target audience in dialog. She could run paid advertising on multiple platforms, but she wonders if that wouldn’t annoy users more than get them excited about her product. She has often heard from people around her that influencer campaigns have been well received, but she is not sure what she should look for in such a collaboration. Serena seeks advice to determine the best course of action for her products.


6.1 Content marketing and native advertising
In the age of the social web, users expect that content and formats be tailored to their needs. Pure advertising messages sometimes even have a deterrent effect since they grow tired of the constant exposure to advertisements. Advertisers are increasingly relying on content marketing and native advertising to ensure that their advertising does not have such undesirable effects, but rather only produces positive benefits for the company and product.

Content marketing

Instead of relying on a pure advertising message, companies in content marketing try to address the target audience with specific content to engage their interest and encourage them to buy. Organizations must rely on valuable content, i.e., content that addresses needs and has added value for the target audience, and plan it strategically (Pahrmann/Kupka 2020, p. 159). The content strategy determines when which target audience should be addressed, what content should be used to reach it, and which goal should be achieved (Löffler/Michl 2020, p. 47).

In addition to the actual content, the various formats play an important role in content marketing. Thus, the target audience can be approached with blog posts, videos, tests, surveys, studies, posted images, guides, e-books, whitepapers (which outline various information, services, and recommendations concerning a specific topic), and other formats. The decisive question in content marketing is how the content can best be communicated and which format is best suited for reaching the target audience. So, you can offer an e-book on your own website while using various social media platforms to share video and image posts to make the target audience aware of the company’s offerings and exchange information about the company’s content.
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The company should plan its posts to social media platforms well in advance. An editorial plan is a suitable instrument to conduct this planning. During the first step, important dates and events during the year are written down in the editorial plan by topic before any detailed plans for the individual months and days are filled in during the next step. The editorial plan includes all of the relevant points that are necessary to publish the content:

· On what day, at what time, and on which platform?
· Does the post consist of text, an image, or video, for example?
· What is the specific text copy of the post?
· Are there additional images or videos that will supplement the post?
· Is there any approval that needs to be obtained in advance, and if so, then from whom?
· Are there any links or hashtags that should also be specified and attached?


Native advertising

More and more people are trying to avoid advertising. Users can recognize advertisements at first glance, and they are already annoyed that there are so many of them in their lives. They find them intrusive, and these ads are also often poorly targeted. As a result, users have a negative attitude about advertising. For this reason, companies try to get their messages across in other ways. One special type of advertising is called native advertising. These advertising posts are visually designed and written in such a way so as not to resemble advertising. These company advertising messages blend in seamlessly with the surrounding editorial contributions of the chosen publication so as not to come across glaringly as advertising. The company’s goal is to use this type of advertising to reach a larger target audience that is already interested in the offers and who can disseminate the content on social networks and other portals. Native advertising is not a kind of content marketing. Rather, it is still paid advertising. In addition, native advertising is subject to strict legal requirements governing its execution. The content must still be labelled as advertising so that customers can see, at least at a second glance, that it is advertising and not an actual editorial contribution by the publication staff. Despite this labelling requirement, it is still harder for customers to recognize that native advertising is advertising and distinguish it from the rest of the content due to the way that it is presented.


6.2 Viral marketing and word of mouth
In addition to native advertising, which tries not to look like advertising, companies can also use the approach of designing advertising to be so creative and surprising that it stands out positively from the mass of more conventional advertising messages. The strategy is to surprise users so much with the unusual advertising approach that they can spread the message across their own network and thus increase the reach. The rapid spread of messages, especially across social networks, is referred to as viral networking (Pahrmann/Kupka 2020, p. 421). This term


Editorial Plan An editorial plan is created
to plan social media posts. The plan clearly describes the post, date, time and other information. It is often formatted as an Excel spreadsheet or using another tool.









is used in particular to refer video clips that quickly become popular. The message spreads rapidly and far, like a biological virus: hence the name (Gabriel/Röhrs 2017, p. 60).

The viral effects of social networks can be reinforced using good storytelling. While the sensory overload means that information is only perceived selectively, well-packaged, appealing stories are able to attract attention. Companies can use good stories, which also work on an emotional level, to leave a lasting impression on the viewer (Löffler/Michl 2020, pp. 439-444). As a result, users take note of the messages and also develop a more positive attitude towards the advertised content.

Sometimes viral marketing is also compared to word of mouth, which is also a form of “independent” dissemination of advertising messages by consumers. In contrast to viral marketing, word of mouth is initiated by the individual customers themselves without being prompted by an advertising video or similar measure carried out by the company. Word of mouth usually does not rapidly produce a large reach, but it is a component of a long-term customer loyalty strategy. Viral marketing therefore differs from word of mouth in several ways:

· The goal of viral marketing is to gain as much positive attention as possible and as quickly as possible. Word of mouth is a kind of referral marketing that is passed from customer to customer.
· Viral messages are spread very widely within a short period of time. The effects of word of mouth often take a long time to be felt, and it usually takes the form of direct communication within a circle of friends or acquaintances.
· Viral advertising messages are mainly disseminated via social networks and take advantage of how these platforms work to spread rapidly, such as their algorithms and the sharing of posts by the respective user groups of followers.

While in viral marketing companies initiate the messages and rely on the target audience picking them up, word of mouth focuses on prompting an individual to directly recommend the product or service to someone in their own circle of friends and acquaintances. Positive purchase experiences or interactions with a company are conveyed by individual customers to other people and thus bolster the positive image of the company. Since the sender and recipient of the message both know each other, the recommendation also beneﬁts from a high level of credibility and the attention of the other party. This builds trust in the company as well as stronger customer loyalty over the long term. Since the recommendation comes from a private individual, it is also not subject to any legal regulations, such as those governing advertising by companies.  	Comment by Translator: I omitted the translation of the next sentence (“Statt des deutschen Begriffs Mundpropaganda wird häuﬁg auch der englische Begriff „Word of Mouth“ verwendet”), since it does not apply to the English translation.
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6.3 Influence marketing
In influencer marketing, companies take advantage of multiplier effects to bring their own products, services, and messages closer to their intended target audience. Inﬂuencers are multipliers because they have a positive reputation and a large reach on social networks – i.e., they have a lot of influence on the consumer behavior of other social media users. They have built up a large fan base in their respective subject area, which gives them great credibility on their topic (Schach/Lommatzsch 2018, p. 31).

Inﬂuencers are not tied to any particular platform or content format. However, they usually focus their attention on a preferred social network, such as blogs, YouTube, Instagram, or TikTok, which they use to spread their messages to the target audience. The areas in which influencers are present are also very diverse. From technology to beauty, fashion and travel to nutrition and sports, a wide range of interests are addressed.

The sender of the message is the key aspect of the influencer relationship. This is not the company, but the independent individual who directly addresses their circle of followers. Inﬂuencers have usually made a name for themselves in a specific topical area, and it is crucial for them to appear credible in order to have influence. Authenticity therefore plays an important role when they choose to partner with companies. If they pay high praise to a product one day, but then turn around and endorse the competitor’s product the next day, influencers can quickly lose the trust they have built up with their target audience. However, it is this trust that creates the real added value. The target audience trusts the influencers and therefore the advertised products and services that they recommend.

Partnering with influencers

When a company decides to work with an influencer, it is crucial that the influencer and their circle of followers fit the company’s target audience and that the person appears authentic and credible. Companies should make sure that the influencers are really able to stand for their brand and its values. It would be counterproductive if the influencer had already worked with competitors and recommended their products. The resulting contradictions would not be beneficial for either the influencer or their advertising partner, since they would lose credibility. Inﬂuencer agencies help companies to select and approach suitable candidates. An influencer’s reach also plays a role here. It is possible to divide the category into macro- and micro-influencers: Macro-influencers have a very wide reach, sometimes charging hundreds of thousands of dollars for a post. Micro-inﬂuencers have a much smaller reach and are still in the process of building up their fan bases, or they may only be known in a particular region or community dedicated to a niche topic (Pahrmann/Kupka 2020, p. 136). There are legal requirements governing cooperation with influencers and the labeling of advertising posts. When working with influencers, it is also important to give them as much freedom as possible to create their content.









After all, this is not an advertising message designed by the company. Rather, the influencer individually designs the content to communicate with their circle of followers.


6.4 Social media in B2B marketing



B2B
If companies do not directly communicate with the end customer, but rather only deal with other companies, then they belong to the “B2B” or
“business-to-business”
space.
 

Companies that target other companies with their offerings and services are referred to as B2B companies. “B” stands for “business,” meaning that their sales channel is only with companies. In contrast, companies that sell to end customers maintain business relationships in the B2C (“business-to-customer”) area. Accordingly, a distinction is also made in marketing as to whether B2B or B2C relationships are involved.

The use of social media platforms poses a challenge, especially for companies that sell to other companies as opposed to end customers. Users are on social networks such as Facebook, Instagram, etc., are usually going about their private lives. Their minds are fall away from the world of business. They are focused on friends, hobbies, and leisure pursuits. Many organizations are therefore  asking themselves the question: How can a company succeed in addressing other companies via social media, and what are the right platforms for this type of communication?

Many people keep their business and private lives separate. For this reason, professional networks such as Xing and LinkedIn are better suited for B2B messages; they offer a more serious environment for communicating with a business target audience (Pein 2020, p. 409). The target audience on social media consists of managers and decision-makers at companies, not private customers. Social media strategies in this area therefore focus primarily on the information content of their message and less on the entertainment value. Similarly to how social media platforms are used to address end customers, the use of social media for B2B only makes sense when it is guided by a carefully planned strategy and supported by sufficient resources. In addition, the goals of social media campaigns should always advance the company’s goals.


6.5 Community management and social media monitoring
Community management and social media monitoring ideally go hand in hand. Monitoring communication with the community can provide valuable insights into the target audience. These insights can not only be used profitably in future interactions within the framework of community management, but they can also be relevant for the entire company (e.g., new trends or customer needs).
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Community management

Community management is about building and maintaining virtual communities and directly engaging with members, whereby the strategic conception and framework of community management must also be actively shaped (Langwasser 2010). The goal of community management is not primarily to generate the greatest possible reach, but to build positive relationships with users. Establishing trust between users and the company is a prerequisite for establishing these relationships.

Organizations should therefore follow a few basic rules when communicating with users. Dialog should be based in facts and conducted on an equal footing. The company should avoid relying on its own interpretations, but rather listen to the comments of users and take their concerns seriously. The tone of the conversation should be on the friendlier side, and the company should speak the language of the users. This means avoiding technical terms and complicated language. It is important that companies show empathy and motivate users instead of simply taking on the role of moderator of communication. In order to build trust, it is important that transparent and honest communication be used as an important building block within the tonal mix.

It can be useful to use netiquette. The organization establishes this set of rules of conduct to regulate how users communicate with each other. It says that both sides of the communication relationship should maintain a friendly and respectful tone and that personal attacks and insults are not tolerated. Conspiracy theories, offensive comments, and hateful remarks can make the task of community management difficult. For this reason, it is essential to respond quickly and set clear guidelines.

Social media monitoring

Conducting social media monitoring is a helpful tool for good community management. Comments, mentions, and posts on the social web are systematically collected and evaluated. These relate to the company and brand as well as to competitor companies and general market trends.

The first step is data collection and cleanup on social networks, blogs, forums, multimedia platforms, and other digital channels. Once this is complete, the second step is to analyze the data in order to then interpret the obtained knowledge in light of the needs of your own organization (Pein 2020, pp. 20 et seq.). In order to conduct professional monitoring, organizations use social media monitoring tools that automatically search the Internet. The company provides a list of previously defined search terms, which the tools then systematically evaluate.









Social media monitoring enables organizations to identify relevant topics and trends at an early stage and to react to them. They get first-hand customer information and profiles without having to commission a study. In addition to information about their own company, they also receive useful information about competitors who are relevant to their market. Organizations can use this knowledge to tailor the portfolio to the needs of customers and to adapt to new trending topics at an early stage. Social media monitoring also serves as an early warning system in crisis situations: If negative comments about a company are posted on social networks and platforms and this is recognized in good time, the company has a chance to deploy countermeasures when replying to critics.

One way of classifying the posts is a sentiment analysis (sometimes also called sentiment detection). Posts can be categorized into positive, negative, and neutral comments. This provides the company with a mood picture statistic, which summarizes the attitude of comments posted on social media. Tools can help with this analysis, but they cannot perform it by themselves since they do not recognize irony and sarcasm. In addition, most of the tools are specialized for the English-speaking market. Some do offer a German-language version, but their functionality lags behind the main English-language versions in terms of their offered features.


6.6 Social media relations
Social media platforms also play an important role in public relations. The classic communication options at the disposal of PR departments have changed with the adoption of digital technologies. In the past, press releases sent by the company to selected journalists or a press mailing list represented the primary form of external communication. Nowadays, PR departments also operate on social media.

Social media relations, which form part of the company’s online PR efforts, aim to communicate company content to the relevant stakeholder groups. These include journalists, opinion leaders, experts, and consumers. The aim is to develop skills and a positive reputation.

Organizations spread their messages directly to the relevant target audiences on the social media platforms and engage them in dialogue. In this way the company can actively influence its public image. It’s not just about advertising a specific product, but about positively presenting the company and its activities as a whole. Twitter, LinkedIn, and company blogs are the three main platforms that companies use for their social media relations.
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6.7 Social media recruiting
In addition to the marketing goals that we have already covered, companies also use social media platforms to recruit new employees and strengthen their own reputation as a good employer. Companies can recruit talent via social media either by directly approaching potential employees or indirectly reaching them using advertisements (Pein 2020, p. 332).

The term “social recruiting” encompasses all of the company’s staff hiring measures on the social web. The company should select its social media platforms in accordance with the intended target audience that it wishes to recruit from to fill its positions. The business social networking sites Xing and LinkedIn can also be used for social recruiting just like Facebook and Instagram, which are otherwise more geared towards the private free time of their users. Depending on the company’s industry and market niche, specialized forums and platforms can also offer a good opportunity to find and recruit suitable candidates. Addressing potential candidates directly is also known as “social distribution” or “active sourcing.” The companies use the public profile data found on social networks to recruit suitable people. The company can also directly message people who may not be actively looking for a job but who are a good fit the company’s vacant positions.


By posting blogs, videos, texts, studies, and other content, companies can also strengthen their own employer brand. This not only creates a positive image for potential candidates, but it also strengthens the bond between existing employees and the company. This approach is known as employer branding. Employees are also increasingly participating in these efforts, reporting on their day-to-day work and current projects. They support the image of their company and become visible as corporate influencers with increasing reach. People may also post negative comments about their employers, but these are usually by former employees or posted anonymously on ratings portals.

Social recruiting can also be used to moderate online communities, maintain a career portal, or take advantage of the talent pools of different social networks. In order to target candidates who are actively looking for a new job, organizations may place ads on social media platforms and promote their career pages or even specific job postings.

Social media recruiting offers many advantages to both employers and jobseekers. Therefore, potential employees can find out about interesting positions, even if they are not currently actively looking for  a job. Companies can thus expand their group of candidates to include people who are already employed but who might be persuaded to take the job due to the opportunity for further professional development or advancement. The wide reach of social media platforms also helps the company spread word of its advertised positions by promoting them.





Employer Branding Companies not only use social media platforms to advertise products and services, but also to position themselves as attractive employers.

Corporate Inﬂuencer Employees report about their own company on social networks and position themselves visibly as employees.










6.8 Social Advertising
Social networks and platforms have become an integral part of everyday life. So it is not surprising that companies use them as well. The placement of advertising on social media platforms is referred to as social advertising.

A big advantage of using social media platforms for advertising is that they allow advertisers to address their target audiences precisely. Users provide a lot of information in their profiles, such as age, gender, profession, preferences, and interests. In addition, the platform operators analyze the behavior of their users, which allows them to offer a detailed picture of individual target audiences. The users of social networks can be categorized using various criteria based on this demographic and psychographic data. Therefore, companies can reach their focused target audience better and faster than with other media. In contrast to advertising messages on the radio and television or in print, this minimizes wasted resources. The advantage of the targeted approach is that more people who are actually interested in the respective offers and services are reached. This allows the advertising to be more cost-effective.

Since almost all social classes and age groups are represented on Facebook, the social network is an interesting venue for advertising campaigns (Lammenett 2019, p. 293). Other platforms, such as Pinterest, Instagram, YouTube, and LinkedIn, also offer advertising opportunities for companies. The content of the paid ads is inserted between the posts of other users on the platform and thus reaches the target audience while they are browsing through the posts of their circle of friends on the social web.

The evaluation and analysis of the advertisements based on collected performance data also provide advertisers with a wealth of information that can be used to continuously and dynamically optimize advertisements. Image and video posts can also be adjusted during the course of an ongoing campaign.

Facebook also allows advertisers on the social network to select specific target audiences, so-called custom audiences, which then receive the advertising. Facebook allows advertisers to transmit data about the desired characteristics of their target audience by uploading an Excel file, among other options. In addition to custom audiences, advertisers can also select target audiences based on the behavior and data selected by previous advertiser customers. Facebook refers to these customer groups as “lookalike audiences” (Lammenett 2019, pp. 319 et seq.). Additional legal framework conditions must be observed when using custom and lookalike audiences (Schwenke 2016).
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Summary

Companies use content marketing to distribute prepared content to reach their target audience. This content can be of various types, such as blog posts, studies, and image and video posts. An editorial plan that is regularly maintained and updated is helpful for the generation and distribution of content. Companies also try to attract the attention of their target audience through advertisements that visually match the design of the surrounding editorial content as well as its content (“native advertising”). Viral marketing seeks to spread messages to as many recipients on the social web as possible and in the shortest possible time. Company products, services, and messages can also be spread by word of mouth, which are recommendations passed directly from customer to customer. The recruitment of high-reach personalities who have built up a large fan base in a specific subject area is referred to as influencer marketing. The B2B area needs to be considered separately, since it does not address end consumers, but rather the employees of a company that the advertiser seeks to form a good business relationship with. Business networks such as Xing and LinkedIn are particularly suitable for reaching people in key professional positions on the social web.

Building positive customer relationships through direct dialogue and communication on an equal footing are the elementary components of community management. A useful addition to community management is social media monitoring. As a result, crises that can be addressed through communication on social media can be seen early on along with overarching trends and developments that can inﬂuence company decisions about its product portfolio.

Social media relations supplement the traditional efforts of PR departments through the use of social media platforms. Social media is also suitable for addressing potential employees. Companies can both actively target selected people as well as place job ads that have wide reach. Some employees also become active as corporate influencers and thus help to bolster the standing of their company in the eyes of the public. Like other measures that help burnish the company’s image as an employer, this can help employer branding.

Social advertising describes the placement of advertising via social media. Many platforms also allow companies to place targeted ads. Other than its extensive reach, the advantage of this paid promotion is that the group targeting can be precisely customized, thus minimizing wastage of resources.
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Legal terms and conditions of social media





STUDY GOALS

On completion of this unit, you will be able to…

… determine the legal terms and conditions governing your use of social media marketing.
… explain how the GDPR impacts social media marketing.
… describe the specific conditions governing the use of the Facebook pixel.
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7. Legal terms and conditions of social media

Case study
Marko Riene is starting a new job as a social media manager. He will be responsible for postings on various platforms going forward. He knows from his advanced training in this area that there are many legal terms and conditions that must be observed when using social media. Not all photos are suitable to be posted, data protection plays an important role, and legal requirements must also be observed when addressing the target audience and when posting advertising. In order to make it easier both for himself and his colleagues, he creates an overview of the most important regulations that he frequently consults in his everyday work.


7.1 Legal terms and conditions of using social media
When posting articles, handling personal data, and taking other actions related to social media marketing, you must observe certain legal requirements. One basic principle to keep in mind is: what applies offline also applies online. So, for example, legal requirements governing copyrights, personal rights, the obligation to provide a legal notice, and the legal requirements of sweepstakes must be observed. The General Data Protection Regulation (GDPR) plays a particularly important role.

Copyright

Applicable copyright law still applies when posting graphics, images, photos, text, music, and other content on social media. These laws regulate the handling of content that was created by a person and qualifies as a work of intellectual property that is characteristic of an artistic  performance. Such a work does not have to rise to the level of professional craftsmanship (e.g., painting or photography), but it may also embody a fundamental creative idea or be digitally processed in a characteristic or unique way.	Comment by Translator: I tried to adapt the translation of this sentence to make it broader than just German copyright law as is mentioned in the source, but in the first sentence of the following paragraph I necessarily bring in German law and provided bracketed transliterations, since the discussion of legal concepts in that sentence necessarily relates only to that legal system.

Under German copyright law (UrhG), copyright is divided into exploitation rights (Verwertungsrechte), usage rights (Nutzungsrechte), and moral rights (Urheberpersönlichkeitsrechte). These rights allow the creator to decide where and how their works are published and who is allowed to use them. The creator of the work also determines, for example, how they should be attributed, what information must be given when the image is redistributed, whether it may be redistributed free of charge, and whether it may be edited or changed by others. The creator can authorize other people to use their works by granting licenses.

This law also applies to posts and content on social media platforms. When sharing posts, it is also crucial whether the creator of the work in question offers a way to share the content on their own website or not. Though copying for private purposes is always permitted under copyright law, it must be noted that reposting content on public social networks and other platforms does not constitute a private use. The
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consent of the rightsholder must therefore be obtained beforehand, unless the latter has already stipulated the terms and conditions of publication (e.g., by granting one of the Creative Commons licenses).

Personal rights

Persons depicted in a photo or video have the right to their own representation, and they have power over how it is used. However, the law does permit a few exceptions These include …

· … photographs of people at major public events.
· … people who happen to be captured in an image or recording where they are not the main subject. The basic rule for determining whether a person is or is not a main subject in an image or recording is that they could be removed without changing its significance. Otherwise, they would be considered a main subject.
· … photographs capturing large groups of people at public events (Pein 2020, p. 360).

Particular caution is required when posting images or videos of minors. The law grants them special protection, so that even if they consent to the publication of their own image, their parents or legal guardians could still take action against it. Before publishing photos of people who do not clearly fall under the exceptions mentioned above, it is therefore advisable to obtain the written consent of the person depicted or, if they are a minor, from both parents.

Obligation to provide legal notice

Forums, blogs, company platforms, and company presences on social networks as well as on other social media platforms are subject to the obligation to provide legal notice. The legal notice must contain the contact details of the responsible person along with a valid postal street address, and it must be reachable from any point on the website or offering in a maximum of  two clicks. A valid street address means an address at which the person or legal entity can actually be found. A PO Box does not qualify as a valid street address.

Sweepstakes requirements

Sweepstakes are a popular way of engaging the target audience on social media platforms and collecting data from them. You must also be sure to follow legal provisions in addition to the rules of the particular social media platform. To hold a sweepstakes, you must post the terms and conditions of participation and a notice of the valid data protection provisions. The times when the winners will be drawn and the competition entries will be published must also be announced in advance (Pahrmann/Kupka 2020, p. 605).










7.2 General Data Protection Regulation (GDPR)
You must also observe the requirements of the General Data Protection Regulation (GDPR) when using social media platforms. The GDPR governs how organizations handle the personal data of natural persons. It has been in force since May 2018 and replaces the provisions German Federal Data Protection Act. Companies can be fined and receive warning notices for failure to comply with the provisions. The GDPR regulates any type of contact, meaning it applies to companies that are active on social networks, another social media platform, or even their own platform on the Internet so long as they use these services to communicate with others (Schwenke 2020, p. 576).

The following duties apply in particular (Schwenke 2020, p. 577):

· Obligations to provide and erase information: Users have the right to receive information free of charge about the data that has been collected from them. If the data subject so desires, the data that is stored about them must be erased.
· Conclusion of data protection agreements: Some platform and portal providers require the conclusion of agreements of joint responsibility and data processing.
· Obligation to provide technical security: Especially with regard to websites and portals that companies operate and host themselves, companies are responsible for ensuring that they are always using the latest technology.
· Existence of a legal basis: Companies may only process personal data if they have a legal processing permit to do this.
· Obligation to process the minimum amount of data: Only data that the data controller has a legitimate interest in collecting may be collected.
· Accountability: Companies must demonstrate that they comply with the data protection obligations of the GDPR.

In addition, additional information obligations apply when using certain features and tools, such as web analytics and tracking codes or the use of a Facebook presence.

In order to send newsletters, the company must obtain the explicit agreement of users to receive them, and as part of this consent they must be informed about how the collected data will be used. In addition, the company must ensure that the owners of the e-mail addresses really do provide the consent to receive the newsletter. This can be obtained through the sending of a double opt-in e-mail. By providing confirmation via this e-mail, the owners of e-mail addresses agree that they would like to receive the newsletter on a regular basis.

Companies are also obliged to provide a link to a data protection notice on their website, blog, and social media profiles. Similar to the requirements for legal notices, the data protection notice must be easily and quickly accessible from every part of the website.
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7.3 User-generated content
Content that is not created and published by the provider of a media channel itself, but by its users, is called user-generated content. This includes comments, but also image and video posts as well as all other kinds of publications. Users can also independently post content on the company’s own platforms. On social networks, however, they can only post their content on their own profile and not on the company’s page. Only specified users (such as the page owner) are allowed to post content there. Users can post their own content related to the company in a group set up by the company, but this also limits the reach of the post to members of the group. The only way for a company to post user-generated content on its own social network page is for the company to request the content from users and then publish it itself on its own page. Here, too, provisions about copyright and the right to one’s image must be observed. Companies only become liable for content that is created by users when they learn that it is illegal. This is made possible by the so-called liability privilege. As soon as companies become aware that posted content is illegal, they must remove the content immediately. There are two exceptions to the liability privilege (Schwenke 2020, p. 607):

1. Content that is edited or approved by the organization before posting.
2. Content for which companies are granted economic rights of use.


7.4 Facebook Pixel
With Facebook Pixel, the social network Facebook provides advertisers with a multitude of analytics and monitoring options. The Facebook Pixel is a technical code. Companies can obtain this from Facebook and embed it on their own website. The code is personalized and connected to the company’s own Facebook advertising account. As a result, the Pixel offers advertisers the opportunity to measure, evaluate, and analyze advertisements (including across devices), which in turn can help to optimize advertising campaigns and better reach the relevant target audiences (Roth 2019b).

Not all of the capabilities of Facebook Pixel are permitted under German law, or they require the prior express consent of the respective user. Facebook Pixel can be used to create a so-called custom audience, which is a precise target audience formed for advertising. To create a custom audience, companies can upload their customers’ e-mail addresses to Facebook. These are then encrypted and compared with the e-mail addresses stored

Double Opt-in E-mail An opt-in procedure allows consumers to provide their express consent to receive advertising,
e.g., by ticking a checkbox. Under a double opt-in procedure, the user must complete a second step with another confirmation, which is often delivered by e-mail.









on Facebook. In Germany, this procedure is only permitted with the express consent of the data subject or if they have a legal permit (Roth 2019b).

When using the Facebook Pixel, the provisions of the GDPR in particular must be observed. Users must be informed about the use of the Facebook Pixel, and they must be allowed to object to its use if they do not consent. Users must also be explicitly informed of the use of the Pixel in the data protection statements (Ibid.).


Summary
 (
Legal provisions apply not only offline, but also online. So, legal requirements governing copyrights, personal rights, the GDPR, the obligation to provide a legal notice, and the legal requirements of sweepstakes in particular must be observed.
Copyright regulates how all users deal with works created by other people, where the terms and conditions governing their publication and copying are determined by the creator. Of the personal rights of individuals that must be respected, the right to one
’
s own image is particularly relevant. People who are depicted in images and videos can decide whether this content may be published. The law allows for a few exceptions. The General Data Protection Regulation plays a crucial role in how personal data should be treated. This regulation stipulates the rights to information and erasure as well as to conclude data protection agreements among other rights. The handling of content created by users and the use of the Facebook Pixel for evaluating advertisements are subject to additional legal provisions.
)
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STUDY GOALS

On completion of this unit, you will be able to…

… make informed conclusions about what the future holds for social media marketing.
… describe the role chatbots play in social media marketing.
… discuss the various applications of social media marketing.
… present the different classifications of social media users.
… understand what activities social media users engage in.
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8. Developments in social media marketing


Case study
Kira Steener would like to continue her education in the field of social media marketing. She wants to go beyond the methods that are in common use today. She is particularly interested in how the industry will develop in the future.

· In which direction will the platforms and social networks develop over the long term?
· What trends should she be aware of in order to continue to make the best possible use of digital opportunities at her company?

During her research, Kira has come across such terms as “Libra currency,” “blockchain,” “bots,” and the use of Instagram as a shopping channel. She decides to delve deeper into the subject.


8.1 Social media in a time of digital transformation: A new kind of consumption
The Internet along with all the social media platforms it hosts are in a constant state of change. New platforms and technical opportunities are emerging at the same time that others are disappearing from the scene. The platforms are becoming increasingly integrated into the everyday lives of users. Though at first these platforms were simply just a way for friends to communicate with each other or to find inspiration about a topic of mutual interest, nowadays social media platforms provide a regular way for consumers to enter into dialog with companies in order to ask questions and receive support.

In China, citizens can even use the popular messenger WeChat to pay their electricity bills or submit their tax returns. The capabilities of social media platforms on the German or other markets will probably not develop quite as quickly or as much in the near future. But it is clear that in the future, social media will develop more in the direction of e-commerce and will allow users to shop directly on platforms. The integration of store systems and payment methods represents an important step in this direction. In 2019, Instagram announced that users would now be able to buy products directly via the platform (Roth 2019a). The feature is still in the testing stage, but it represents a first step towards developing an integrated shopping platform.

Forty percent of the German population have already made purchases via social media or would be open to doing so in the future. Generation Z in particular is open to these opportunities (YouGov 2020, pp. 4 et seq.).
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Cryptocurrencies

Digital currencies backed by a cryptographically secured payment system (e.g., based on digital signatures or a blockchain) are referred to as cryptocurrencies (Bendel 2018). The currently best known example is Bitcoin.

The blockchain is a technology that acts as a digital logbook. It is “a distributed public database. For Bitcoin, this database is used to manage monetary transactions. The term ‘chain’ refers to the ledger to which transactions are added in chronological order.” (Weingärtner n.d.). The prefix “crypto” refers to the fact that the data is encrypted using complex computing processes, which is a basic function that is used to secure the transaction. The advantage of the blockchain is that once the transactions have been made and entered in the ledger, they cannot be subsequently altered, since the relevant information is not stored centrally, i.e., it is distributed across different computers, therefore making it difficult to manipulate. The data is therefore forgery-proof, providing a high level of protection for users. Therefore there is no need for such intermediaries as banks in this transaction process (Ibid.).

Facebook founder Mark Zuckerberg plans to launch his own digital currency for the company. This could help Facebook to catch up with the Chinese app WeChat, which can already be used as a payment service provider in a variety of areas. Its proposed currency, which was originally named “Libra,” would not only be usable on Facebook itself, but also on the associated platforms WhatsApp  and Instagram. When it announced plans for its own cryptocurrency, the US company attracted the critical scrutiny of central banks and regulators worldwide. Due to the global market power and extensive reach of Facebook, they feared that a shadow economy could emerge that was not subject to any applicable rules. The new plan now proposes a currency called “Diem,” whose value will be tied to the current US dollar (Dörner/Holtermann/Müller 2020).


8.2 Social products and brands
Another trend is the emergence of products with a mission. The principle is embodied in the company’s claim that customers can bring about good by purchasing a product.
This has been termed “buy one, give one.” The “Share” consumer goods brand, for example, embodies this approach. For every product purchased, a similar product will be donated. Its declared aim is to support good causes through the sale of products in cooperation with worldwide aid organizations. By simply engaging in daily consumption processes, customers can help improve the lives of people in need around the world. The practice of incorporating offers to support auxiliary programs in marketing has also come to be termed “cause-related marketing.” In addition to supporting a good cause, the company can also bolster its image










Cause-Related Marketing Campaigns whereby companies work together with non-profit organizations, where support comes from the proceeds from the sale of specific products. A predetermined amount is donated to a good cause for each 
purchase.

and increase sales of its products and services. Critics accuse the companies that act in this way of destroying the value-added chains in the local countries through their actions (Endres 2018).

Brands such as Lemonaid, Viva con Agua, and ChariTea also have clear social orientations, and they advertise the social obligations that they assume. Since this message is well received among consumers due to their growing concern for environmental and social justice issues, companies with a corresponding orientation on sustainability can increasingly use the network effects of social media platforms in the future to make their brands better known and increase their reach (Unckrich 2018).

By assuming social responsibility, the company therefore changes its strategy. The pure focus on business interests is replaced by a company-wide commitment to benefit society as a whole, which serves not only the interests of the company, but the wellbeing of society as a whole (Schneider/Schmidtpeter 2015, p. 4). “Social responsibility” is the term used to describe the perception of these commitments assumed by companies. However, the extent to which company can actually live up to these claims is disputed.


8.3 Social commerce and social selling
The online shopping market is highly competitive. More and more companies are competing for the attention and purchasing power of users. Offering fast deliveries and low prices has long been thought to attract customers. Compared to shopping in a local store, there is no social interaction online, including with either salespeople or accompanying friends or family. Social commerce seeks to close these loopholes (Walter 2020). The focus is on communications between customers using social media platforms and recommendation communities (Muradowa 2020).

The optimization and further development of products with consumer input will also play an important role for companies in the coming years. Products and services are thus precisely tailored to the needs of the respective customer. In addition to directly incorporating customer requests into the products, companies also benefit because consumers who are involved in the development process also have a strong incentive to subsequently buy the corresponding products (Erbslöh 2020).

The development of a personal brand and the use of social media channels to directly address the needs of prospects and customers is referred to as social selling (Newberry 2017). The focus here is on building personal relationships so that the company can get away from impersonal communication and have more authentic dialogues with people.
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8.4 Instant messengers and bots
Mobile communication has been on the rise for several years. Optimizing the company’s offerings for mobile devices is no longer a new trend or special feature that companies can offer as an extra. Mobile communication is becoming an essential part of the communication mix that should not be neglected. Since most consumers always keep their smartphone within arm’s reach, it offers a quick and simple way of finding out about or discussing all kinds of matters. Instant messengers form an essential part of this kind of communication.

Instant messengers
Many users are increasingly shifting their communication from social networks to personal instant messaging services. These allow for personal dialogue with individual friends or groups of friends, and they also support discussion groups devoted to particular topics. Ninety-eight percent of 14- to 29-year-olds use messenger apps. Fifty-eight percent of companies that took part in the “Customer Service Today” study think that customer service will be provided over instant messengers in the future (Pahrmann/Kupka 2020, pp. 510 et seq.).

While instant messenger apps are primarily currently used for communication between individuals or companies and users, trends point to the development of digital assistants. Regardless of whether they are used for booking travel or shopping, leaving customer complaints or making appointments, instant messengers are developing into indispensable tools of everyday life. Instead of requiring users to store a separate app on their phone for each function, more and more companies are integrating their services into the apps that customers already use.

Bots
Bots are increasingly finding their way into the communication mix that companies use to communicate with users. They are based on computer programs that can automatically process repetitive tasks. They can be used to provide customer service, for example. They allow companies to offer around-the-clock service and can answer most common questions within seconds. Chatbot support can perform simple database queries, though the technology promises to do much more in the future thanks to promising developments in artificial intelligence. In the case of standard queries, chatbots relieve employees by automatically answering frequently asked questions. If a user has a more complex problem, they will forward it to a human support agent. Bots are not able to handle the entire process by themselves yet. Human expertise is still necessary for many inquiries. Bots are also unable to exhibit important personality traits, such as empathy, during their interactions. Therefore, they can only be used to a limited extent in community management. Otherwise, the goal of engaging customers in dialog on an equal footing would be missed.	Comment by Translator: I departed somewhat from the source in the translation of the second part of the sentence. Apparently the claim that chatbots already exhibit AI is not yet true, since the following sentences describe the limitations of chatbots in exactly this area.










8.5 The terms “post-factual” and “post-digital”
Post-factual
“Postfaktisch” [“post-factual”] was the 2016 word of the year, which is chosen annually by the Society for the German Language. It describes the societal development where facts are becoming increasingly irrelevant in public discussions. They are being replaced by perceived truths, assumptions, and conspiracy theories. The spread of fake news has reinforced this process. Objectively ascertainable facts are increasingly ignored or dismissed, while unproven information and claims from the social web are given more credence (Giga-Redaktion 2016).

The source and the veracity of claims play no or only a subordinate role here. While journalists used to systematize the facts they had compiled and check them for truth, today anyone can publish false information that can be accessed by the general public. The dissemination of dubious claims is facilitated by the fact that social networks do not intervene to take countermeasures. In addition, bots can also be used on social networks to quickly disseminate information that at first glance appears to come from a large number of different people. These mass postings (e.g., tweets) can be used to simulate a pronounced public consensus, though in truth it was only manufactured by the bots.

Post-digital
The rapid development and high level of performance of technical achievements over the past few decades initially spurred great enthusiasm and the hope that digital applications could eliminate serious problems – not least by surpassing the abilities of humans. This optimism about the enormous progress that digital technologies could achieve that was engendered by the hype propagated by many tech companies in particular failed to live up to reality (Ramge/Ziegler 2019). This led to a feeling of disenchantment with the digital world, and exaggeration gave way to a more realistic and pragmatic (“post-digital”) point of view.

Following the thesis of the futurologist Matthias Horx, this also goes hand in hand with a differentiated approach to digital applications: He is convinced that digital applications will only be adopted in the future if they truly make everyday life easier for users. He believes that this focus on essential products and services is a reaction to the overload of digital stimuli (Ibid.). Yet there is no reason to expect that people will completely turn away from the capabilities of digital applications. Rather, “even though in the past we have been taken in by the marketing slogans of California superstar companies and data-hungry start-ups, big IT manufacturers, and powerful software providers, we will still use digital tools for what they are good for: amplifying human intelligence and effectively implementing measures in a socially sensible way” (Ramge 2020, p. 15, as translated by author). Protecting fundamental rights could also become more of a focus, especially with regard to the monopolization of data and the opportunities for the manipulation and abuse of such technologies as surveillance by authoritarian regimes (Ibid., p. 20).
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8.6 Open leadership and dealing with loss of control
Hierarchies traditionally determine the structures and positions of power in companies. Decisions are usually made by the people higher up in the pyramid, and they are then passed down to the employees who carry them out. The dynamic developments of recent years have necessitated a new management culture. Now, in order for companies to be successful, they need to make decisions rapidly and adopt agile working methods.

With agile working methods, work is conducted ﬂexibly and proactively instead of using rigid structures and processes. Departments that were previously separate now often work together across divisions. Decisions are not only passed down from the top, but they are made collectively with input from the bottom ranks. This form of leadership culture is known as “open leadership.” In this culture, employees are given more freedom of choice and autonomy (Alexander 2018). Length of service now plays only a subordinate role when evaluating the worth of employees. Technical expertise is considered to be the decisive factor when selecting employees for promotion and delegating responsibility.

Cooperation between all those involved, even across departments and hierarchical levels, often leads to better results than individual decisions imposed from the top. Especially when it comes to the planning of social media marketing, which relates to different departments and can integrate them using different organizational models, the adoption of such a decision-making structure by companies provides good conditions for successful implementation. Overall, this management culture helps companies to work more ﬂexibly and quickly and gives them advantages in the global competitive market.


Summary
 (
Social media platforms and offerings are undergoing rapid and dynamic change. After starting out purely as sites for communication, they 
are increasingly becoming digital assistants that form
 indispensable parts of their users
’
 everyday lives. One of the biggest upcoming changes is that social media platforms will integrate e-commerce features and thus also become sales platforms, which will be supported by bots and instant messenger services. While bots are a helpful addition to standardized customer service processes, they can also be abused 
for the mass dissemination of misinformation over social networks.
)










 (
The importance of cryptocurrencies has increased significantly in the recent past. They have proliferated in number and are now used increasingly in e-commerce transactions. Facebook has recognized the importance of this trend, and it is planning to introduce its own digital currency, which could make shopping on its associated platforms easier.
Organizations that are committed to social causes are also in vogue. These companies use the wide reach of social networks to draw attention to their support of social or environmental projects as well as to their products, and in this way they directly engage with their target audience. Companies are facing significant changes, not least in their management culture. Since companies increasingly need to act fast and be flexible, it is proving to be advantageous for company organizations to no longer make decisions primarily hierarchically and to share the decision-making in part with the rank and file. Instead, employees with the appropriate technical expertise are consulted for their assessments, departments collaborate with each other, and employees are able to contribute proactively.
)
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