Michael Aziz 
Strategic Marketing Management
DR. Jeananne Nicholl
Group 6
Marketing Case: How Oreo Uses social media to Market Milk’s Favorite Cookie

In recent years, digital marketing has emerged as a key component of promotional strategy. The widespread adoption of digital technologies has a significant impact on how marketing managers communicate with current and potential customers. Oreo is a great example to learn how did the brand Oreo manage to reach the top, and became the leader of the cookie market? 
The success of the social media engagement must be evaluated from the point of view of effectiveness and efficiency from both the sides – inputs and outputs, also can be evaluated from its communication strategy used.
On the input side, the company must try to find what the effectiveness is for the contents i.e., how popular are they for the most relevant customers. On the outcome side, the primary interest should be to understand how the strategy is impacting the overall revenue or profit. How Oreo keeps utilizing the hot topics running across the country for building its campaign and how the users are retweeting or sharing the posts will determine the interest of the audience and thereby the engagement.
Several useful metrics can be used to track and assess the status of Oreo’s strategic marketing.
The outcome-specific metrics such as CTR & Engagement Metrics-Click through rate on the links of advertisements/campaigns posted by Oreo on Twitter, Facebook and how much time users are engaged in reading/listening/watching to campaign/advertisement. Engagement metrics are responsible for measuring time spent on the site & Pageviews/users.
Bounce Rate-This indicates how many users quickly moved on without showing interest in the first page itself while clicking on the link.
The audience growth rate will directly show the trend of the growth of the listener for brand-related communications.
Total followers is also another metric that shows the total cumulative number of followers up to date. Oreo’s Facebook community numbers more than 42 million in 200 countries, which incredibly puts it among the top 10 Facebook brand pages in the world. 
It is critical to understand how the brand became popular through content and campaigns but on the other hand to make such investments effective, we cannot completely ignore the efficiency part of it and for that, the outcome-based metrics remain important. 
I am considering two cons of the measure, first one is that final purchase cannot be directly measured with the person who has seen the campaign on social media. No matter how long customers might spend watching advertisements because simply they might have just watched the campaign because it was appealing and visually interesting. The second is Positive reactions might not increase the sale of the product.
This measure also has many pros. Oreo would be able to enhance its target strategy by knowing about the company’s consumers which will enhance its user base. The measure of Campaigns across the segmented audience clarifies strategy, how much audience is segmented and targeted based on the designs of the campaign could be measured based on the number of clicks induced. This will give clarity on the ROI of the campaign.

One of the important tasks of any marketer is to ensure positioning remains clear across all platforms because it indicates how the product is perceived among the specific target audience despite being any media used for its communication, also it is vital to control what the brand talks about in all forms of media including the traditional media.
This consistency indicates clarity in organizations' objectives and the path they wish to follow in the future in compliance with the vision of the company.
Specific tactics which could be used are as follows:
Consistency across campaigns/advertisements while designing it for different channels namely social media, radio, and television used for distribution. This will help the audience to relate the communication in one media that they have already encountered.
Another tactic that could be used to ensure this consistency is to concentrate on content and topics that are related to Oreo’s brand core message. Marketing managers must lead their organization to understand the brand message and enhance information gathering and feedback.
Keywords distribution mapping should remain the same across the traditional as well as digital media. Every new launch should be accompanied by the vision and mission of a particular strategy.
Oreo should focus on targeting their marketing initiatives towards children even though adults are mainly the decision-makers of the purchase. Organizing campaigns associated with building artistic/crafty things with Oreo like a building of cookies and rewarding school students with an Oreo Trophy will directly induce more craving and liking for the Oreo brand. 
To consider this approach will create risks and ethical considerations because increasing the usage amongst consumers will increase revenue but with the growing obesity rate, this may pose a problem.
Certain risks are as follows:
Increased pressure on decision-makers as such parents:
Children are not the decision-makers always when it comes to shopping So Because of directly marketing it to children, Customer “parents” of the product may not feel good about the brand as consumers(children) of the product are targeted and ego clash may occur between customers and real consumers of the product, also it may increase Obesity with increased usage is also a potential risk involved.
For this, countermeasures can be put in place as follows:
Placing Oreo as a Victory Brand-This means running campaigns across the nation emphasizing fitness but saying indirectly that Oreo is to be consumed for victory after hard work infused. This will encourage children to work hard to have their favorite Oreo.
Choosing brand ambassadors wisely: This indicates people who are influencers of the brand should be fit and emphasize the importance of health coupled with the sweet feeling of having Oreo in their meal.
When the coronavirus pandemic began hitting the globe, the Oreo team asked itself how it can help consumers in a way that taps into the brand’s purpose. "We wanted to use our playfulness to bring people together," said Bryan Rakowski, head of global brands. 
The company first turned to its team in China for guidance since it was the first country to deal with COVID-19. In addition to taking content out of its marketing that is no longer relevant due to coronavirus, like messages around packing kids’ lunches for school, the brand looked at how playfulness can help people get through any situation. It then tapped into the brand's rich backlog of recipes and at-home activities to promote in place of other content. That is how the new "Stay Home, Stay Playful" concept was born, and it came from the team in the Middle East and Africa. The tagline is a clever, simple edit of Oreo’s existing "Stay Playful" campaign, which was created by the U.S. team in 2019.
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