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Strategic financial management-Social Media Usage
In the contemporary business world, organizations have to manage the available financial resources in the most efficient and effective way to achieve the company’s objectives as a business and return maximum value to stakeholders in the long run. They thus seek for the strategies that give them a competitive advantage over their fellows in the industry. In doing this, they establish a procedure for data collection and analyses to ensure the financial decisions they make are consistent and fall under the company’s budget. One of the strategic management elements is the use social media, which has been used by companies, especially those in Kuwait, to gain competitive advantage. My focus is the National Bank of Kuwait (S.A.K.P) and Boubyan Petrochemical Company (K.S.C.). 
The two companies are based in Kuwait and are top performers in the Kuwait economy. They have incorporated social media in their management strategies to edge out competitors in their respective industries. National Bank of Kuwait (S.A.K.P) provide banking, credit, and insurance services to the people of Kuwait while Boubyan Petrochemical Company (K.S.C.) is involved in direct investments in the industrial sector. The companies have been observed to participate in social media marketing and interaction with their clientele. They use platforms such as blogs, LinkedIn, Facebook, Twitter, YouTube, RSSFeeds, Tumbler, and Google.
The National Bank of Kuwait presents a strong presence in LinkedIn with 14 of their CEOs in the platform; this helps them in attracting quality staff, as LinkedIn has been the frontrunners as the platform where employers and employees seek each other. It is the top company using LinkedIn in the banking industry hence at an advantage to meet more customers and specially talented personnel. Boubyan Petrochemical Company (K.S.C.) also has a strong presence in LinkedIn with most of its hiring coming from the platform. BPC has a Twitter following of 177, 000 followers where it interacts with customers and members of the public to resolve issues and uphold its name. NBK has  487,000 followers and operate under the handle @NBK. NBK is actively present on Facebook having 266, 374 followers while BPC is evidently inactive in the platform with its page displaying no current activity. BPC operates a website under the name BPC Story where its bloggers provides the current happenings in the company.  NBK has an online platform where it posts news and provide a portal for online banking services. The following table presents a summary of the social media presence in the countries.
	Social Platform
	National Bank of Kuwait (S.A.K.P)
	Boubyan Petrochemical Company (K.S.C.)

	Facebook
	266, 374 followers
	Inactive

	Twitter
	487,000 followers
	177, 000 followers

	LinkedIn
	65, 058 followers
	6,578 followers

	YouTube
	127,000 followers
	Zero followers

	Blog
	NBK Group
	Absent

	RSSFeeds
	Incorporated in their blog
	absent

	Goggle
	42,800 results
	41,900 results



As observed from the analysis, National Bank of Kuwait has a strong social media presence prompted by the stiff competition in the banking industry. This strategy of social media use has allowed it to be a top performer amidst the competition. It is active in all the major platforms where it markets its business, relate to customers, attract quality staff, and resolve problems. Boubyan Petrochemical Company has less social media presence and this owes to the fact that its clientele is fixed and do not need to be reminded or persuaded to do business with BPC; it is either they need or they do not need the company’s products.
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