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A social media marketing plan includes activities to enhance one's business and evaluate a particular business's success or failure. The activities or the steps included in the social, media marketing strategy includes; collaborative efforts of the members, determination of the goals, determination of the strategic plans, identification of the target market, determination of different platforms, determination of the implementation platforms, development of the content, monitoring of the progress of the goals set and strategies in the platforms, evaluating them, tuning of the same and finally is the budgeting of the overall cost (Zimmerman et al., 2015). The plan therein helps one carry on the steps mentioned earlier on the kinds of fishing they can be involved in.
a) Overview.
The social media marketing plan targets the enlightening of the people about fish being sold and how to get the commodity. This is enhanced by the; meaningful social marketing goals, knowing the audiences to be addressed, the establishment of the most critical metrics, competition analysis, creation of engaging content, having timeliness as the topmost priority, and finally is the assessment of the results produced and the optimization of those results. In this case, these enhancements are done to improve the market of fish marketed on the Facebook and Twitter platforms (Melchiorre et al., 2015). This seeks to gain as many audiences as possible, for they are the same people that will act like your customers.
b) Collaboration efforts.
Collaboration, especially in the media, enhances new ideas, new audiences, and new opinions day in day out. There must be collaborative efforts; this is enhanced by engaging the audience in the conversations on the various platforms. For example, in our case, the collaborative efforts should include the experienced and experts in matters concerning fishing and the products associated with fish (Tuten, 2020). These experts help find the market and create a network that links one with various buyers of the product.
Collaboration in our case is enhanced by; writing the blog posts concerning the marketing of fish and its products, writing the reviews and rating the fish products in the platforms, posting the fish pictures and their products to the different platform, which enhances the identification of different products that are being offered (Zimmerman et al., 2015). Also to be included are the videos showing how to get the fish ready for sale; this makes the activity realistic and encourages some people to collaborate with you.
c) Goals.
Different goals are tackled in social media fish marketing; first is the increment of awareness concerning fish and its products. This is done by attracting different audiences who bear the consumers by explaining the different benefits that fish offers, whether it be nutritional values or likes. This can be done by posting photos and videos of fish and its products (Hollensen, 2019). For example, you could show the dishes served with the fish in the case of nutritional value. 
The second goal is the drive traffic to your website concerning the marketing of fish and its products. This helps determine the different visitors joining your website that the new audience gained—the more visitors to your website, the better the marketing of the fish brand. The receiving of the messages enhances this by the audience and their reactions. The third goal is the revenue growth by the person (Dwivedi et al., 2015). This is enhanced by the different advertising programs enhanced by different platforms. 
The fourth goal is to boost fish and its product engagement; this is done by adding more compelling content that enhances the cyc up of the audiences over the fish and its products. This is also determined by the number of people interacting with the posted videos or photos. Also, the person mentioning your brand and how they describe it determines the success of the brand's marketing. The fifth goal is the building of the community around one's business (Hollensen, 2019). This enhances the familiarization of the products with as many people as possible; this hence increases the consumers of the same product.
The sixth goal is ensuring effective social customer service. This goal is achieved through customer satisfaction in offering the services and retention of the customers according to the services offered to them. The last goal is to increase mentions of the brand among the press (Melchiorre et al., 2015). This enhances the effective marketing of the brand. The increment of the new audiences enhances it in social media platforms.
d) Strategies.
With the goals set, there must be strategies that enhance the achievement of the goals. These strategies are hence discussed as follows. The first strategy one needs to come up with a community network rather than having followers. This enhances the achievement of the goals of engagement of the brand and building the community around the business. The second strategy is creating powerful social media movements across all social channels (Chang et al., 2015). This enhances the attraction of the audiences to your brand and also enhances them in buying such products.
The third strategy has the experiments with Facebook advertisements; this ensures the many participants in Facebook viewing your brand and getting excited by them. This is done through the Facebook ads where most of the viewers must come across your products; this is made a success due to the cheap and working of the Facebook ads. The fourth strategy is hosting Twitter chats, where one has a chance of displaying his or her content and describes the brand in a more detailed manner (Melchiorre et al., 2015). This also enhances reaching out to more audiences by the audiences one chats with. 
The fifth strategy is sharing the trending content; this will enhance one to be engaged in your page and hence the down the trending content you display your content about your brand. This makes that person get more concerned about the brand and how to get it. The sixth and the last strategy is sucking up to the influencers; this enhances the new audience's introduction, who later become the brand's consumers (Tuten, 2020). Also, the influencers would help in the sharing of the content about the brand.
e) Target market.
In the social media platforms, the target markets are your audiences, who are your followers. Also, the influencers and the followers of the influencers may make part of your target market. An increase in the number of interested persons with the brand increases the targets required for the brand's marketing.
f) Platforms.
All these are enhanced by multiple platforms, including Facebook, Twitter, WhatsApp, and Instagram. Implementing these goals and strategies on Facebook is enhanced by requesting people to like, comment, and share the displayed content (Chang et al., 2015). In Twitter, the influencers are requested for retweeting and also commenting and liking the content being displayed by the owner.
g) Content development.
Content development is based on language and time. One must identify the appropriate language to be used and the appropriate language to reach out to the audience. The most appropriate time to share your content is during the evening hours where everyone is online. The language used in the content should be easy to be understood by everyone.
h) Monitoring.
 The monitoring of the content's performance is done by how the content is trending among the different audiences.
 J&k) measuring and evaluation.
The content evaluation is evident by the number of people liking commenting, and sharing the content. If there is a success, there are many likes and comments on the content (Melchiorre et al., 2015). The evaluation may also be done by the number of audiences requesting the brand and its products.
l) tuning and budgeting.
The social media platform content should be closely monitored and should be associated with the topmost trending content. This enhances the content also to start trending. On the budgeting in social media marketing, one should consider all the expenses to be incurred (Tuten, 2020). For example, include; the upload of videos and photos; on the other hand, one should evaluate the profit got from the brand's selling.
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