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Social Media Policy Manual
To some people, social media platforms are just college students' social networking sites, with more empty calories than the actual content. They would not equate social media, which is referred to as a group, with significant business change and that position needs to change. For businesses, social media is a true game-changer. Companies that jumped on board early to harness social media's power have reported higher returns with even bigger gains expected in the future (Sandeep, 2012).
"The internet is a tidal wave. It will wash over nearly all industries drowning those who don't learn to swim in its waves." Bill Gates CEO Microsoft.
The internet has succeeded in providing such effective channels for business and consumer interactions. When we consider the transactional and multidimensional capabilities of most current website platforms, the excitement and expectation of what the internet will achieve for many businesses five or six years ago seem like a distant memory. The internet has come a long way as a mainstream business tool in a short period of time (Gay et al., 2007)
The emergence of many social media applications that support social media creation and use has increasingly empowered online users. The increasing accessibility and popularity of these apps have changed the way people communicate, make decisions, socialize, learn, entertain themselves, interact with one another, and even shop (You and Gretzel, 2016).
With the growing number of members and participants in social networks on the internet, a whole new communication level and interaction with millions of stakeholders worldwide is now possible. Because businesses prefer to concentrate on building long-term relationships with their customers and other stakeholders over short-term, transactional relationships along with traditional communication channels, social media provides tools and ideas for establishing successful relationships. Effective partnership marketing and management lead to world-class products and the most important customers being attracted. Companies must create a social media presence and actively use social media to maintain and expand their competitive advantage. The diverse features of the social media landscape, on the other hand, necessitate an integrated approach.  (Friedrichsen, 2012).
Creating Social Media Presence 
Having a social media presence is becoming an increasingly important part of marketing communication. It gives businesses a voice and a way to communicate with their current and potential customers. Social media is quickly becoming a valuable tool for businesses to build and maintain good customer relationships. It is thus an essential platform for businesses to connect with their customers.
Organizations with a marketing orientation have used the internet as a vehicle to achieve commercial success by fulfilling a customer need, desire, or aspiration. Creating a complete social media presence necessitates the gathering of online market data, an organization's strategic goals, and other relevant information. An online presence must complement the overall corporate business plan and contribute to achieving the company's goals and objectives. When an organization's capabilities and the environment in which it operates are matched, business success is achieved (Gay et al., 2007).
Businesses must be aware of the opportunities and risks of using social media to have a presence on the platform. When it comes to launching various social media channels, not knowing how to use the new channels and the accompanying techniques can be disastrous. Learning how to communicate with customers via social media platforms is therefore critical for online business success. Businesses can follow the following strategies to win social media presence.
· Establishing objectives and goals is the first step in developing a winning strategy. The goals and objectives for developing a winning strategy should be measurable, specific, relevant, time-bound, and attainable. An example of a goal that fits this criterion is, "By the end of the quarter, we plan to use Twitter for customer service and reduce our average response time to under two hours." 
· Tracking metrics: It's simple to track meaningful metrics like the number of followers and likes, but it's more difficult to demonstrate their true value. Tracking different goals for different networks is the better approach. Engagement, click-through, and conversion rates are all things to consider for a more focused approach.
· Finding out everything about the target market: It's critical to understand who your target audience is and what they want to see on social media. As a result, a company will create content that people will enjoy, comment on, and share. It's also necessary if companies want to convert their social media followers into consumers.
· Gathering statistical data: Social media analytics can reveal a lot about a company's followers, including who they are, where they live, and how they communicate with the brand on social media. Organizations can use these insights to fine-tune their approach and better target their audience.
· Analyzing competition: A competitive analysis enables a business to determine who its competitors are, what they do well, and what they don't do well. This will give them a good idea of what is expected in a company, which will help them set their own social media goals.
· Social media auditing: An audit should reveal exactly what each of a company's social media accounts is for. If an account's intent is unclear, a business should consider whether it is worthwhile to establish a presence.
· Deciding what platforms to use and creating profiles: It's best to focus on a few channels and spread yourself too thin trying to be on every network. Once a company has decided which networks to focus on, it should either build or develop catchy profiles to align with newer strategies.
· Obtaining motivation: While a company's brand needs to be distinct, it's also possible to get ideas from other companies doing well on social media. Case studies can provide useful information that can apply to a company's own social media strategy.
· Creating a content calendar for social media: The dates and times you will publish different content types on each channel are listed on your social media content calendar. It's the ideal place to organize all of your social media activities, from sharing photos and links to writing blog posts and creating videos. It covers both your daily posting and social media campaign content.
· Evaluating and adjusting strategies: A company's social media strategy is a critical document for its success, and they can't expect to get it right the first time. As a company begins to implement its strategy and track results, it may discover that some strategies don't work as planned, while others perform even better (Hoot suite, 2020).
A company's plan would be more successful if it is more specific. It should be succinct, not lofty, and wide to the point of being unattainable or impossible to quantify.
Effective Platforms to Launch Social Media Presence
Facebook
With over two billion users, Facebook is the most popular social network on the planet. As a result, if you have access to the Internet, you can find almost everyone on Facebook. Because almost everyone in your customer base has a Facebook account, it's a popular social media platform for businesses. Because of its widespread appeal, Facebook allows businesses to turn their customer base into a community. By creating a simple Facebook page, they can share behind-the-scenes looks at their business, new deals on services and/or products, and more. It only takes a few minutes to set up, and after some pictures have been uploaded, businesses can begin soliciting Facebook users for followers (SEO Company, 2020).
Instagram 
With most users under the age of 25, Instagram is one of the most youthful platforms available. As a result, it's ideal for brands or businesses who want to reach out to young, hip people. Instagram is great for pictures and short videos with a little text. It also integrates with a company's Facebook and Twitter accounts to use the same images on different platforms (SEO Company, 2020).
Pinterest
Pinterest is a social media platform where users can share visual content for others to see. This can be anything from a product to an info graphic, implying that almost any business can find at least a portion of their niche on this social media platform. It's one of the best social media platforms for promoting newly created visual content, particularly if a company maintains boards regularly (SEO Company, 2020).
LinkedIn
No social network can compete with LinkedIn in terms of professionalism. It's a thriving community of employees and business owners who share and communicate on a more professional level than most social media platforms (SEO Company, 2020).
YouTube 
Because so many people use YouTube, it's a catch-all when it comes to content. After Google, it is the world's second-largest search engine. Product reviews, instructional videos, and other similar content perform extremely well on YouTube, particularly when educating a specific target market segment. Furthermore, if a company creates a video, it will begin to appear in Google and YouTube search results, and companies can promote it on their social media accounts. When customers want to learn more about a business, they go to YouTube (SEO Company, 2020).
Twitter
Twitter provides users with a constant stream of new information and content from all over the web. Every month, it attracts millions of active users, and almost every company in the world has an account to keep its customers informed. It may not have the same broad appeal as Facebook, but it is unquestionably one of the most accessible social media platforms available. When it comes to increasing brand awareness, one of the best social media platforms is Twitter (SEO Company, 2020).


Types of Messaging and Content 
Various content can be used for social media marketing, but some are effective than others. The most effective content for social media marketing are:
· Contents created by users: (This type of content can be used across all platforms) Sharing photographs and posts that your clients have created for you is what user-generated content is all about. It makes content planning much easier for you and can help you develop a convincing social strategy. This is because user-generated content aids in the engagement and development of a brand's community. In a variety of ways, this aids a company's marketing strategy. For starters, when consumers create content for them, a company doesn't have to use as many assets, take as many pictures, or spend as much time doing so. When users share their photos on their business's feed, companies are also communicating with them personally.
· Cross-channel-marketing: (cuts across all social media platforms)
The practice of using different channels to reach an audience is known as cross-channel marketing or multi-channel marketing. Because not everyone uses every platform, having a few is a good thing, and you can share some of the same content across them.
· Visuals: (can be posted on any social media platform)
The importance of visuals in any marketing plan cannot be overstated. You can talk about a product all day long, but it won't have nearly the same impact as putting it in front of someone's eyes. Product sales are aided by powerful visuals that entice potential customers to purchase (Sprout social, 2020). 
· Live streams: Facebook Live can be used as a lead generation tool for businesses. A company may promote its live streaming content within the stream, depending on the content. Asking viewers to click on a particular link in the comment section and fill out a form to access an asset being displayed on-screen or discussed is one way to use this tool.
· User testimonials: (can be posted across all effective platforms) 
Client testimonials are a great way to make prospective customers feel more comfortable about choosing one company over another. After all, it allows them to see what existing customers have to say about a company or product before deciding whether or not to invest (Post planner, 2020).
Results 0f Social Media Campaign
Quantifying the value of an individual's influence in a network and measuring the monetary value of customer influences allows company marketers to significantly improve the effectiveness of their social media campaign at the customer level.
Every time a person uses an application created by or about a company in the social media environment, the company gains greater exposure to its brand, often in highly relevant contexts (Hoffman and Fodor, 2010).
According to (Kumar and Mirchandani, 2012), Hokey Pokey's " Share Your Brownies" campaign, revealed that Conversations on Twitter accounted for about 23% of the total revenue, while Facebook accounted for about 80%, with a 3% to 8% overlap between the two social networks. Hokey Pokey saw a 49 percent increase in brand awareness, an 83 percent increase in ROI (return on investment), and a 40 percent increase in sales revenue growth rate due to social media campaigns.
According to such a finding, it is safe to say that social media marketing is a very effective tool for boosting product and/or service sales and company growth in general.
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