 notes to adjust the assignment:
1/ Do the company digital marketing audit by Comparing al marai with its competitors in terms of SOCIAL MEDIA ( youtube, twitter, Instagram, facebook..) how many followers they have, the number of posts...
THUS, mention the weakness and strengths of the company in THE DIGITAL MARKETING SOCIAL MEDIA ( link it to the recommendations ).
here is this point instruction in the slide follow it, please 


[image: ]
















2/  Create a typical customer journey, including both TRADITIONAL and DIGITAL MEDIA for your product or service.
follow this model. 

[image: ]

3/  Construct a digital PERSONA for the organization of your choice/brand/product / service ( read before you do what is persona)
do it accordingly to the diagram below.

[bookmark: _GoBack][image: ]

Add only this three-point and adjust the summary and recommendations based on it.
I NEED THE WORK ON 11:00 PM (17/12/2019)  SO I CA REVISE BEFORE I SUBMIT IT 
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Section 7:Conduct a Social media audit (need to benchmark against
competitors)

- YouTube; no.of subscribers, are they updating content regularly, what
type of content engages the most — is this the content that they are
posting? Compare with competitors

- Facebook: key metrics versus their competitors. What is best practice?
- Twitter: understand what is you company’s activity versus their
competitors, are they tweeting less, are they tweeting at the right time
of the day. Are they using images / videos to engage their

audience. What can they do better? Use tools to gain insights and make
recommendations

Brand Sentiment: how are people talking about your company /
brand. Positive or negative and how is this handled by the company?
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The first step is to collect and analyse data about the target customer

data should be genuine and you can start with secondary research as this can happe

at your desk ~ it's quicker and cheaper. After this you may seek primary data, which

takes longer to organise and often requires an investment

describe

tand start to identify patterns of behaviour

a you should extr

From the da
Typically digital personas are based on three elements,

differe as

shown in Table 4.3, which also
Discover More on Demographic Research Sources)
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gests examples of data sources (and see also

4.3 Digital persona elements

Persona element  What this means Dota source
Demogroph: Age, gender, income, edk Mintel, Keynote, government data, sales
ethnicty, marital stalus, household for  data, in-house mefrics and shoppi
geographical s
Psychogrophics Personality and emafionally based ntel, Keynote, government da
behaviour linked 1o buying habits, showing hobbies and inferests
purchase choices, affiludes, belie
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Pew Internet, Google Analytics or offsite
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isting and potential
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