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Global entertainment 
Customer segment 	
This company deals with offering different types of entertainment across the world.  It has a special product known as laughter.  The objective of this product helps the customers of this company to have service which can help them to refresh may be after a very busy day or when they are tired and need to interact with an entertaining environment at their comfort zone. The target customers are mostly couple aged between thirty to forty-five years which are expected to represent eighty percent of those will be accessing the product. Most of this group of customers earn between fifty thousand USA dollars to seventy-five thousand USA dollars annually. They have one to three children with the older child being mostly between ten to fifteen years while the youngest is in the range of three to five years. Most of these customers are engaged in small business which can sustain the family needs. In addition, eighty-five percent of them have a college education and are very active on social media.
Outlets to reach the customers
The company decided to use Facebook, Instagram, and WhatsApp as the channel of choice to reach these customers. The reason for this is because after relying research done on the presence of this customer base it was realized more than eighty percent of them will spend approximately half to one hour part of the day on these social media platforms (Tuten et al, 2017). This, therefore, presents a golden opportunity to tap the potential these platforms avails to market this product. To realize the effectiveness of this marketing on social media, the product is designed to appear with the company’s logo throughout all the platforms. This is because this logo is very famous to the customers through other platforms of advertisement except on social media. The main aim of this logo will capture the attention of the customer to think of entertainment because the product is about entertaining the audience (Felix et al, 2017). This will be followed to a short and brief description of the product and its charges and how to get it. The marketing campaign also will incorporate visual branding for the product in addition to the company’s logo. This visual branding is to distinguish the product from other entertainment products offered by the company’ competitors which might be having similarities. To avoid confusion in this in different platforms of marketing, the visual branding color should be maintained for this product to ensure consistency whenever the target customers encounter its advert while on these social media (Godey et al, 2016). 
Customer response
The product sales after increased by thirty-five percent after the company decided to launch the marketing of the product through social media platforms within the first two months.  This percentage kept on increasing even after two months and this was a positive change in this product because the strategies employed responded well despite steep competition from other companies offering a similar product. Some of these platforms had tools to allow customers to respond to their views towards this product. The company relied the response of its customers to improve on the areas where the customers expressed dissatisfaction. On analyzing the customers' response for the first month it was realized only twenty-five percent had the negative attitude towards the product but modifications were done and this percentage declined to two point five percent which can be attributed to the continuous increase of the product sales. When the company launched research to gather views from the public it was realized the product had become very popular among its target customer and said had a lot of benefits because it presented them with an opportunity to have a quality leisure time while trying to refresh from their busy daily schedule after work.
Company’s strategies comparison with competitors
The Global entertainment embraced various social media platforms to reach its customer contrary to its competitors who relied upon only one of those platforms or even none and instead opted to advertise their products on television. This kind of approach helped this product to gain a lot of popularity even to the customer base of the competitors. This resulted in increased sales of the product while at the same time the competitors’ sales recorded decline. This company also ensured the access of this product online was cheap on those social media platforms compared to similar products offered by the competitors. These marketing strategies yield a lot of advantages which the competitors could not cope with and saw the sales of the products to continue rising despite competitors past dominance of the market.
Two strategies to better social media marketing
After the company realized through data analysis the product has become popular and is gaining attention anticipated from the public, it should go further incorporate other products which might be linked to its goal which has presence of significant value to the public to ensure it remains popular as much as possible among the customers in addition to attracting others. Secondly, the company should avail to the social media the new innovations which the customers they can enjoy from buying their product which is not available from their competitors (Tiago et al, 2014). This is in addition to incentives which can be enjoyed by the customers as they continue buying the company’s quality product after a given period of time. 
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