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Abstract

It’s no secret that “word of mouth” has always been considered one of the most powerful forms of marketing for
a business. Social media today is the ultimate word-of-mouth marketing. Getting people to connect with you
online in the social space helps spread the word about who your company is and your products and services.
Social media has changed the way the world communicates, creating real time interconnectivity between people,
businesses, and geographies. As social media continues to grow in popularity, brands are looking for ways to
increase their fan base and leverage their social presence to increase sales and brand affinity.

Social media is a powerful tool for engaging your customers and fans in a conversation.

So there are really two functions of social media for business: 1) Are you participating in the conversation and
sharing, and 2) Are you listening and monitoring what is being said about you.

Social media takes work, there’s no doubt about it. Any business that has tried running their own Facebook and
Twitter profiles knows that gaining new customers is more difficult than it seems. What role should social
media play in your marketing? At the end of the day, with right tools and strategy in place, social media
marketing can be scary and should/will play a large part in your overall digital strategy.

Social media’s role in your overall digital strategy comes down to four main things:
1) Building a fan base

2) Reputation monitoring

3) Conducting customer service

4) Generating leads

Social media mining is a process of representing, analyzing, and extracting actionable patterns from social media
data. Social media mining introduces basic concepts and principal algorithms suitable for investigating massive
social media data; it discusses theories and methodologies from different disciplines such as computer science,
data mining, machine learning, social network analysis, network science, sociology, ethnography, statistics,
optimization, and mathematics. It encompasses the tools to formally represent, measure, model, and mine
meaningful patterns from large-scale social media data.
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1.Introduction

Social media is a powerful tools in everyday life. Difination of social media : forms of electronic
communication (as Web sites for social networking and microblogging) through which users
create online communities to share information, ideas, personal messages, and other content (as
videos).

In today’s marketplace, organizations need effective, profitable social marketing strategies. In this
Specialization, you’ll learn to match markets to social strategies to profitably grow your business. You’ll use
social media tools and platforms to design, manage, and optimize social campaigns to promote growth and
position your brand in the global digital marketplace, and you’ll develop targeted content to spark dialogue with
various social communities.

Communication is key to any good relationship, even that of landlord and tenant. For many councils and housing
associations, working closely with residents is integral to the way they work; it helps them save money and
improve services

Social media are computer-mediated tools that allow people to create, share, or exchange information, career
interests, ideas, and pictures/videos in virtual communities and networks.

29



New Media and Mass Communication www.iiste.org
ISSN 2224-3267 (Paper) ISSN 2224-3275 (Online) LN}

Vol.45,2016 IIsTE

Social media itself is a catch-all term for sites that may provide radically different social actions. For instance,
Twitter is a social site designed to let people share short messages or “updates” with others. Facebook, in
contrast is a full-blown social networking site that allows for sharing updates, photos, joining events and a
variety of other activities.

a) Building A Fan Base

Building an engaged audience in social media can be a daunting task, and for many local businesses it’s the main
reason why they quit updating their pages long ago. To cultivate a successful social media presence, everything
you share needs to have some value to those you are trying to engage with. It should not be blasting your
products, services, or specials every day on your social profiles. Businesses with successful social media
accounts have one thing in common: they offer a steady stream of interesting content to information-starved
followers. To stay top-of-mind, posts should be made on a regular basis and sent evenly throughout the
week. Finding and writing that much material is a challenge for any business, big or small. When done
correctly, Social Marketing helps businesses find interesting content that their customers will want to share with
their friends. This can help take some of the burden of the content creation challenge off of the business. Once
you are able to curate interesting content that your followers engage with, the road map for your own content
creation becomes clear and the idea of social link building can begin.

b) Social Link Building

Social link building is similar to traditional organic link building, except you are going to find link opportunities
from social media. Here are five ways to learn what content you should be creating, which will likely result in
people linking to your site.

1. Curate content closely related to your niche and share it via your social networks.

2. Monitor the user engagement and identify content that was heavily shared, liked, re-tweeted, etc.

3. Create a new piece of original content closely related but better than what you shared.

4. Contact everyone who engaged with the curated piece and let them know you have something they
would love.

5. Relax while your new piece of content is being shared, liked, and linked to.

How Are Search & Social Media Marketing Related?

Why would a search marketer — or a site about search engines — care about social media? The two are very
closely related.

Social media often feeds into the discovery of new content such as news stories, and “discovery” is a search
activity. Social media can also help build links that in turn support into SEO efforts. Many people also perform
searches at social media sites to find social media content. Social connections may also impact the relevancy of
some search results, either within a social media network or at a ‘mainstream’ search engine.

Social Media Marketing At Marketing Land

Marketing Land is the sister site to Search Engine Land that covers all facets of internet marketing, including
these popular topics within social media marketing:

Facebook
Instagram
Twitter
Pinterest
Google+
Linkedin
YouTube
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2. Reputation Monitoring

Social media advertising is a paid form of brand, service or business promotion and requires a proper and
planned communicative message and budget. Advertising is customer centric in nature. Customers play an
important role in any major or minor communication because they are the one who are going to decide the fate
of the advertising communication. Managing your reputation is nothing new; every business has been doing it
for as long as businesses have existed. What IS new is how the Internet and social applications have changed the
way reputations spread. Reputation Management is simple: It shows businesses what all of these customers are
saying and helps them improve their visibility in local searches. But what are the top things you should be
monitoring for your company’s online reputation?

. The accuracy of your data in business listings across online directories, review sites, and social
networks. This includes name, address, phone numbers, website URLs, etc. Inconsistent listings
generate low “trust” factors, which can lead to poor placement in search engine results. See our Listings
Distribution Case Study for BMW of San Francisco, for more information on business listings accuracy.

. Monitor reviews of what customers are saying about you across the top review sites like Google,
Yelp, etc. Customer reviews and online word of mouth heavily impact small businesses’ bottom
lines. Are you able to measure your return on investment for your reviews?

. Mentions about your business from social media posts. These unstructured mentions come from
anywhere on the web where someone has mentioned your business without giving it an explicit rating.
For example, Facebook status updates, tweets, blog posts, and news articles.

. Your competition’s online reputation. The ability to track competitors’ deals and social activity
comes in handy for seeing how active they are and which promotions are most effective.

3. Conducting Customer Service

Most companies understand the importance of customer service. With 89% [1] of U.S. consumers saying that
they’ve gone to a competitor after a poor customer service experience, it’s clear that a business’s ability to listen
to complaints and provide solutions is linked to its success. However, it’s amazing how many businesses
haven’t formed a strategy for addressing online concerns and complaints and fostering social online
relationships.

It’s no surprise that successful customer service is about two-way communication. By engaging in conversations
on social media, your customers won’t feel the frustration of automated phone systems or emails that seem to
disappear into the abyss. Personal responses work best, and on social media that is easily attainable. By
replying quickly to new comments and direct messages, businesses can give their customers a great experience
with an added human touch. More than 51% of Facebook users and 81% of Twitter users expect a response to
an online complaint or question within one day. With that kind of time pressure, companies need a way to
instantly hear about what their customers are saying to them and reply at a moment’s notice.

4. Generating Leads

I believe that an exciting part of social media marketing is the ability to find relevant leads based on searches for
keywords and phrases. These results are current and can be based on your location. Social media isn’t just about
“likes” anymore. It can build your brand, strengthen your presence on search engines, deliver real-time insights
to your business and provide leads and a measurable ROI. Building a fanbase can be difficult, especially for
people like plumbers, insurance brokers, and locksmiths who might have difficulty finding enough content to
post. With strategic social media marketing, local businesses can use social networks like Facebook and Twitter
to find people who are talking about subjects related to their products and services. By setting up a list of
searches, you can find customers in your area and start an immediate conversation. The applications are truly
endless. For example, a realtor can tell which Twitter users in their city are tweeting about apartment hunting
and send them a link to their next open house. Or, a locksmith can search frustrated tweets from people in their
city who just locked their keys in their car and send them a quick message that he is in the neighborhood and
could be there to unlock it for them.
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Business can also find leads based on check-ins. Platforms like Facebook and Foursquare allow users to “check
in” at places via their mobile devices. As a business, you can now see who’s checking in, encourage visitors to
keep coming back, and entice new customers by monitoring the competition and knowing when to make the
right offer. You could reward frequent visitors for their loyalty, offering specials for first-time or new check in’s
and even monitor who’s checking in at competing businesses and send them a message for the next time they are
out.

5. Embracing Empowered Consumers

More than 60 percent of Internet-connected individuals in the US now engage on social media platforms every
day. The speed and access to information that they’ve come to appreciate has made them more demanding
customers. For example, many now expect real-time customer service recovery and quick responses to their
online feedback. Hyper-connected individuals regularly broadcast their opinions. And they rely on their friends
and social networks for news, reviews and recommendations for products and businesses.

Social media leaders understand and appreciate the magnitude of the shift in customer empowerment and the
opportunities and risks that these tools create. As a result, they approach their social media efforts differently.
While the average company may maintain Facebook and Twitter accounts and have other discrete programs run
by their marketing or customer service teams, in our experience, these efforts tend to be uncoordinated, with
different business units, brands or geographies conducting their own social media experiments.

Social media is one area in which everybody is learning in real time. Just as companies need to continuously
experiment to determine what works for them and their customers, they also need to negotiate an increasingly
crowded playing fi eld, with newcomers always joining the game. The companies that succeed will be those that
are fl exible and adaptable. They’ll be able to quickly try new approaches and just as quickly adjust— or
abandon them. They’ll listen to social consumers and relay their fi ndings back to product and service teams to
strengthen the company’s underlying value proposition.

6. What Plan Do You Have For Your Business?

Every day, customers are talking about businesses online, whether it’s on Google+, Facebook (Facebook
represents a potentially useful tool in educational contexts. It allows for both an asynchronous and synchronous,
open dialogue via a familiar and regularly accessed medium, and supports the integration of multimodal content
such as student-created photographs and video and URLs to other texts, in a platform that many students are
already familiar with), Twitter, Yelp, personal blogs, or elsewhere. About 61% of consumers read online reviews
before making a purchase decision. Whether you are ready to accept it or not, this plethora of chatter has a direct
impact on sales. By knowing your audience, interacting with them on their terms, and making engagement easy
and attractive, you can elevate your brand and even drive revenue. Having access to suggested content,
customer service abilities, and leads data changes the way businesses think about social media. It’s that kind of
information that helps increase followings and build real ROI.

If you would like to learn more about the strategies and tools that could be part of your social media strategy,
contact us today at 720-288-0539 or fill out the contact form in the sidebar of this website and we will gladly
schedule a time to go over your current state of social media and what we might be able to do to help!

7. Conclusion

Social media is a tool that we use to inform consumers about who we are and provide more information about
our products and services. Social media also offers us a chance to monitor how consumers are feeling about our
brand and how they are choosing to engage with us online. Here is how:

. We can use social media to provide a more human identity to who we are and the products or services
that we offer.

. We can create relationships using social media with people who might not otherwise know about our
products or service or what our company represents.

. Social media makes us “real” to consumers. If you want people to follow you, don’t just talk about the
latest product news, but share your personality with them.

. We can use social media to associate ourselves with our peers that may be serving the same target
market.
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. We can use social media to communicate and provide the interaction that consumers look for.

The emergence of social media platforms collided different cultures and their communication methods together,
forcing them to realign in order to communicate with ease with other cultures.As different cultures continue to
connect through social media platforms, thinking patterns, expression styles and cultural content that influence
cultural values are chipped away
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