ASSESSMENT INFORMATION

1. Social Media Marketing Campaign (60%)

The purpose of this assignment is to give you experience in developing a social media marketing campaign. Individually, choose a company (client) and develop the campaign for them in Part A (20%) and Part B (40%).


Details:
Part A will focus on identifying and discussing the client and campaign background. Part B will focus on identifying and discussing the social media marketing strategy and tactics.


The social media marketing campaign needs to be a new campaign, and cannot be an exact reproduction of existing campaigns.

Further details of what to include in each of the sections for Part A and Part B are included in the subsequent pages.

ASSESSMENT INFORMATION

Social Media Marketing Campaign Part A Requirements
Part A is worth 20% (of the total 60%)

Requirements: 3 pages (does not include +/‐ 10%), 12pt font, consistent font style, 1.5 line spacing, 2.54cm margins, title/cover page (not included in page count), consistent referencing style (in‐text and reference list), professional format/layout. T


Report Sections:
Cover/Title page
1. Company Background
2. Situation Analysis
3. Campaign Objectives
4. Target Audience References Appendices

Notes: The cover page, references and appendices are not included in the page count.

ASSESSMENT INFORMATION
Social Media Marketing Campaign Part A Requirements


1. Company Background (4 marks)
This section should provide an explanation of the chosen company, including a brief overview of 1) the type of company (e.g. who they are, what they do, the industry/sector they fit into), 2) their broad mar‐ keting communication objectives (e.g. what marketing problem/ opportunity they aim to address in their marketing communications), and 3) their main current/previous advertising strategies (e.g. what ad‐ vertising strategies they have used, whether they use traditional and/or social media, which media vehicles and channels they use).
*Examples of social media posts will need to be included as appen- dices—discussed in the appendices overview.

2. Situation Analysis ( 4 marks)
This section should provide an internal and external analysis of the company, and SWOT analysis. 1) The internal analysis should focus on issues internal to the company (e.g. corporate culture, mission, re‐ sources, etc.) 2) The external analysis should focus on issues external to the company (e.g. customers, competitors and relative position, key trends, etc.) 3) A brief SWOT (key strengths, weaknesses, opportunities, and threats) analysis should be included based on the internal and ex‐ ternal analysis.

ASSESSMENT INFORMATION
Social Media Marketing Campaign Part A Requirements

3. Campaign Objectives (4 marks)
This section should identify the campaign objective(s), including 1) an explicit statement of at least one specific and actionable objective for the social media marketing campaign, and 2) justification of fit of the objective(s) with the client, their marketing communication objectives, and the situation. An objective is “a specific statement about a planned social media activity in terms of what that activity intends to accom- plish” (Tuten and Solomon, 2017 p. 118).

4. Target Audience (4 marks)
This section should provide a profile of the target audience, including
1) an overview of the market segmentation and identified target audi‐ ence, 2) the target audience’s social profile using consumer insights*
· This will require some research. The insights included should be ones that will help make the campaign decisions.

Appendices (2 marks)
Examples of 1‐2 previous social media ads should be included as ap‐ pendices. If the company has not used social media, examples of 1‐2 traditional media adverts should be provided.

Presentation, Referencing and Structure (2 marks)
The report adheres to the 3 pages maximum and follows presentation, structure and referencing standards.

FREQUENTLY ASKED QUESTIONS for part A

1. Company Background
Which company should I choose? Does it have to be an Australian company?
There are no limits on which company to choose, or on country or region. You will be using the same company for Part A and B though so it’s a good idea to choose a company you’d be interested in for the whole semester.

To note, if you choose a company that it not Australian, and that will require social media channels (and other factors) that are not covered in the course, you will need to base your decisions in Part B on credible and scholarly research. The purpose of the assignment is to determine whether you can understand and apply the course learnings; you will need to use what has been used in the course and build on this with additional research. This will mean that you may need to do some additional work required to show that you understand and can build on the course learnings.

Do I have to focus on the broader company or can I choose a specific brand/product/product line that forms part of the company?
You can broaden or narrow your focus as much as you’d like. The key is to just be very clear about where you are focusing. Justification is as (if not more) important than choice in this assessment piece. As long as you have sufficient detail for each of the sections (see marking criteria), specifically what you include is up to you. 

My chosen company is a global/international one/operates in multiple companies. Can I narrow this down to a specific region?
This will depend on what the objectives for the campaign are. However, it is likely that the (external in particular) situation will be different for different countries (i.e. see situation with TikTok in the US vs Australia/elsewhere). It would be fine for you to focus on a specific region provided you justify your choices.  As long as you have sufficient detail for each of the sections (see marking criteria), specifically what you include is up to you. Does the task require the evaluation of an existing campaign or a new campaign to be designed?

The assessment task is to design a new social media marketing campaign for the company you have chosen. The new campaign should be significantly different from their previous efforts.
Please review the guidelines, rubric and recorded assessment overview module as it provides specific information about what to include. 

How specific should the detail about the prior marketing communications and strategy be?
The purpose of the overview section is to give an idea of who the company is, what they do, and their previous marketing and communication efforts. This should include key information about their previous marketing and communication efforts (e.g., traditional or social media channels or both, and other key info). It should be specific information about their marketing efforts that will help you make social media marketing campaign decisions that will fit with what they do more broadly.

My company is not Australian and its prior marketing communications are not in English. Can I include these in the appendices?
This will be fine to include in the appendices but they will need to be included as the original and with a translated version for each that is included. 

Can I use theory from my other courses?
The content included in the sections for Part A should be primarily drawn from the course content. Seminar 4 and 5 provides guidance on what sort of information to include. As there is a 3 page maximum, the focus should be on first demonstrating that you understand the course content and then bringing in learning from other courses if you determine you need the information and you have space. 

2. Situation Analysis
Should the situation analysis/SWOT analysis focus on social media or broader marketing factors? 
The situation analysis and SWOT can include a mixture of social media and broader marketing factors relating to the chosen company. These should be the key factors that will help determine the strengths, weaknesses, opportunities and threats, and therefore the most appropriate social media marketing campaign decisions. It's up to you what you include in this section.

Can the SWOT analysis table go in the appendix?
Yes, the table can go in the appendices. However, appendices should not be 'stand alone' but should be discussed/referred to in text. 

Can I use some of the tools introduced in the recorded modules/slides? And can these go in the appendix?
There are a number of different types of tools that have been introduced in the modules that I'm fine for you to use if they're helpful. None of them have to be used (over and above what is asked for in the guidelines) but some of them might make it easier for you to craft your argument. It is up to you what you include;  as long as you have sufficient detail for each of the sections (see marking criteria), specifically what you include is up to you. 

The tools that you choose can go in the appendices. However, appendices should not be 'stand alone' but should be discussed/referred to in text. 

3. Campaign Objectives
Should I anaylse the company's objectives in the campaign objectives section?
The campaign objectives section is about the objective(s) you will be determining and setting for the campaign you are developing for the company. You do not need to analyse their current objectives in this section. This section requires you to create your own campaign objective(s) for them. 

What would be an appropriate objective?
This would depend on the client and the purpose you determine.

Here are some examples of what SMART objectives for social media may look like. 

To increase site stickiness in the retail areas of our site by 100% (from five minutes browsing to ten minutes per site visit) with the addition of social commerce sharing applications by the end of the third quarter.

To increase brand awareness for our brand by reaching 1500 new people each week (new engagement: comments, follows, likes, shares and retweets) on social network sites with UCG and participatory media in the next 12 months.

To drive traffic to the brand website from social media channels by increasing new website visits by 75% (from 1000 to 1750 new site visits per month) with FGC by the end of the next 6-month period.

NOTE: You will need to determine your own objectives and cannot use these, they are examples only. Your objective(s) may also be quite different to these; the examples are meant to help with understanding rather than restrict your choices. 

4. Target Audience
Should I analyse the company's target audience in the target audience section?
The target audience section is about the target audience you choose for the campaign you are developing for the company. You do not need to analyse their current target audience in great depth. You can make reference to their usual/previous target audiences if it helps you argue why you have chosen the audience you have. 

What should be included as consumer insight?
You should NOT be doing primary research (e.g. surveys or interviews). This section should include secondary research (e.g. articles, websites, statistics, other) about the chosen target audience. The information included here should be the key information about that target audience that will help you make your campaign decisions. Profiling was also discussed in the week 4 recorded modules. 

5. Formatting, Presentation, Referencing
What is included in the 3 page limit?
The 3 pages include the section text. Any cover pages (if used), contents page (if used) appendices or references are not counted in the 3 pages. 
No more than 3 pages of text should be included in the section text. If you need to finish a sentence on an additional page, this would be fine; many new sentences on the new page is not.

Which referencing style should I use? What can I use as a source?
There are no requirements for specific referencing styles; you can use your preferred academic style (e.g. APA, Harvard, etc.). The chosen reference style should be used consistently in text and in the reference list. 

There is no requirement for references to be all academic articles or from the ABDC list. Other sources  (e.g. websites, statistics, articles, other) can be used if they help with your argument; however, they need to be credible sources. Sources like Wikipedia, online essays and others should not be used. 

What does the presentation, referencing and structure refer to?
The presentation, referencing and structure marks are for how the report is presented – is the font and size consistent, good use of paragraphing, are components of the layout professional, is referencing used correctly and consistently? 

The formating standards provided in the guidelines need to be adhered to: 

3 pages (does not include +/‐ 10%)
12pt font; any professional style but must be consistent
1.5 line spacing
2.54cm margins (all margins)
consistent referencing style (in‐text and reference list).

