Purpose
As we discussed in the first assignment, social media marketing is highly targeted. Along with every target audience persona comes a specific "voice" in which that audience member can identify.
In Chapter 6 of the book, page 103 (SEE BELOW) the authors describe how you can use social media listening in Twitter to identify target audience personas. This process is especially effective in determining the persona voice and identifying the tones and personality that should be used by the brand in social media.
Developing a "voice" for the brand and having all members of the social media team use the same "personality" enables consistent social media marketing across all channels and the target audiences to form a real relationship with the brand. 
Often brands will choose someone for the marketing team to "channel" if they get writer's block or can't figure out the voice from the tone suggestions themselves. This person is not to be used as the actual voice, but in a "what would she say" sort of way.
Example of a brand voice structure:
Instructions
USING COCA COLA AS THE COMPANY, follow the instructions on page 103 (SEE BELOW) of the textbook to comb through the target audience personas and create a "voice" for the brand. 
Include:
1. Tones
2. "Actions, Speak & Cautions" for each tone
3. A person that the social media team can "channel" when they are stuck and can't find a voice.
Grading Criteria
Assignments will be graded on how thoroughly they meet the following criteria:
Content
· Addresses the topic or question
· [bookmark: _GoBack]Accurately presents the target company chosen - and uses COCA COLA as the company
· Provides sufficient evidence to support the voice created
Structure
· Includes all needed elements
· Clearly organized
Style
· Is visually appealing (photography and colored layout is appreciated)
· Is free of misspellings
· Is free of grammatical mistakes

PAGE 103 FROM THE TEXTBOOK BELOW

Building Your Brand Online
Search to Gather Information
One of the most powerful Twitter features is the ability to search users, posts, and subjects. For the former Twitter can operate as a “global human search engine.”* In almost any field of expertise, it is possible to find someone on Twitter with relevant information to share. In a live conversation, listening is the best way to learn; on Twitter that function is filled by searching.* Developing good search skills is necessary to get familiar with the audience being addressed and to see what they will respond to.
Further, search can turn up information about specific topics. As tweets are displayed in reverse-chronological order, a researcher can look to see how frequently a specific topic is updated to get a feel for what the audience is interested in. A topic that receives many tweets is obviously important to more people. When beginning a SMM campaign, start using Twitter by looking up the brand’s name, the competition, and what is being said about each. This approach will give a feel for the social landscape and suggest intelligent future tactics.
The ease of topic searching is aided by hashtags. Included in the form of “#topic” in tweets, clicking on the word with “#” in front (the hashtag topic) will draw up a list of other tweets that have been tagged with the same topic. For example, if someone were looking for news about the economy and Federal Reserve, that individual could try searching #economy or #Fed. To find information about SMM, one could search #socialmedia or #smm. Users place hashtags in their tweets to make them more visible, so take advantage of this feature both when gathering information and attempting to pass messages on to others. Twitter users can also search topics without hashtags, although hashtags are still useful to track information at conferences and other live events.
