




‘Identify the role of Social Media within a chosen organisation, undertake Social Media analysis and provide a report with recommendations for the client.’
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Part I
[bookmark: _Toc501038073]Introduction
Investments made on effective Social Media Strategies (Dolan, 2017) have helped companies worldwide to foster brand loyalty, encourage word of mouth (so called e-WOM) (Erkan and Evans, 2016) and to optimise marketing costs (Ismail, 2017 and Russo, 2017).

This report analyses the role that Social Media marketing strategy plays for CinemaLive – UK’s leading event cinema distributor – and provides five recommendations to improve it where necessary. The proposal is based on secondary research findings on best social media best practice and it addresses challenges that the business is facing, pointed out by the client through an interview.
[bookmark: _Toc501038076]Part II
[bookmark: _Toc501038077]Analytics and benchmarking

[bookmark: _GoBack]The report will now analyse the Facebook page’s activities, this part covers the time span of three months, from the 10th of October 2017 to the 10th of December 2017. Facebook Insights and third parties’ instruments have been used for the analysis, in order to ensure depth and breadth of the evaluation - vis-à-vis competitors’ behaviours.
CinemaLive has a total of 13,660 likes on Facebook (Facebook, 2017), the number is in constant growth since October 10th (Figure 1). As a matter of fact, it increased at a compound rate of 1.6 % - fluctuating from 13,436 to 13,649 (CinemaLive Insights/Facebook, 2017)

[image: Screen%20Shot%202017-12-13%20at%2000.08.41.png]Figure 1 – Followers from 10/10/17 to 10/12/17


 











CinemaLive Insights/Facebook (2017)

With a number of fans that is considerably higher than their competition’s, and despite the growth emphasised atop, CinemaLive’s engagement rate is mediocre (Klear.com, 2017). Engagement rate refers to the degree of interactions occurred between the brand and the audience (Dessart, 2015) and it is calculated by dividing page’s PTAT number (“people talking about this”) with total likes (likealyzer.com, 2017). As the company gets typically 44 likes and 5 comments per post, their performance here is considered average at best for the industry standards (Figure 2) (klear.com, 2017). 
CinemaLive’s most active days are Wednesdays at 14:00 PM on average (Fanpage Karma, 2017). Considering the amount of fans, comments and shares, the engagement level is microscopic, with a registered KPI of 0.0076% (Fanpage Karma, 2017). CinemaLive should consider to increase the amount of content shared on Thursdays and Fridays between 12:00 PM and 3:00 PM as these remain the most effective posting intervals for Facebook (Hootsuite, 2016).

Figure 2 – Audience and engagement 
[image: Screen%20Shot%202017-12-12%20at%2022.45.35.png]
Klear.com (2017)

Below (Figure 3), a benchmarking report on the company’s engagement rate in comparison with its fiercest rivals – Trafalgar Releasing and More2Screen.
The company has maintained a pretty steady but low level of interaction with its fans since October and by the 10th of December, CinemaLive ended third - with 0.3% engagement level, while respectively Trafalgar Releasing and More2Screen registered 2.5% and 12% (Fanpage Karma, 2017). 

Figure 3 – Competitors’ engagement levels comparison
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Fanpage Karma (2017)

[bookmark: _Toc501038078]Content tactics  

CinemaLive offers a good variety of content (Fanpage Karma, 2017) often unique, to reward the audience. The tone is consistent with the brand identity and it encourages conversation with questions - a very successful approach on Facebook (Social Bakers, 2017). “Photo posts” are also very well distributed and posted regularly. However, CinemaLive must consider posting some “behind the scenes” pics on Facebook as it does on its Instagram Page (Figure 4), to meet their target audience’s need for authenticity, optimise communication and brand consistency across all platforms (Rosenthal, 2017). 

Figure 4 – Instagram behind the scenes
[image: Screen%20Shot%202017-12-13%20at%2017.53.55.png]
 Instagram (2017)
[bookmark: _Toc501038079]Layout

Over the past three months CinemaLive have changed their cover image just once, this should happen more often as it gives that feeling of an ever changing story. The about section (Figure 5) covers all the essential required fields (likealyzer.com, 2017). There is a link to the official website and an e-mail address for customer enquiries. However, as specified on their official website, the company holds many business’ records such as ‘highest grossing event of all time’ as well as being part of the Event Cinema Association (Cinema Live, 2017) – significant achievements that could be added to the section in order to influence customer’s perception (Schroeder, 2017).

Figure 5 – About section 
[image: Screen%20Shot%202017-11-08%20at%2014.38.29.png]
Facebook.com (2017)

The report will now offer five recommendations, aiming at increasing engagement, awareness and driving promotion, as instructed by the client.
[bookmark: _Toc501038080]Recommendation 1
[bookmark: _Toc501038081]Live videos
Facebook has just improved the way the news feed looks like in order to make room for live videos and encourage their usage. Coders employed a new algorithm, which makes it much easier for users to find the live broadcasts they would be most interested in (Facebook Live, 2017). Therefore, according to Socialbakers (2017) this feature further enhanced the benefits that Facebook offers to companies thanks to:

· Live interactions: companies’ fans can interact immediately with their favourite brand -  this eases up relationship building.

· Massive reach: Loads of brands interviewed reported that the Organic Reach derived by Facebook Live videos is overtaking native ones (Figure 6).


Figure 6 – “Live” compared to Native videos
[image: /Users/Caruso/Desktop/Screen Shot 2017-12-12 at 19.01.48.png]
Socialbakers (2017) 

CinemaLive should consider increasing the number of Live events broadcast online via Facebook to keep its audience engaged. Streaming special events (like Q&A’s with actors for example) works perfectly with the purpose of live videos and it would act as an effective promotional tool for the company (Shamshoyan, 2017). Furthermore, the company could involve celebrities to have in their live videos for the community to interact with and generate buzz (Cossell, 2017). Not to mention the chances this tool can offer to inform the target demographics about venues, ticket purchases and dates in a timely manner (Ollerton, 2016), showcasing the authenticity of the company culture with behind the scenes videos of a “typical day at the office”.
[bookmark: _Toc501038082]Recommendation 2 
[bookmark: _Toc501038083]Story-telling
A recent market research conducted by Mintel (2017) affirmed that in order to enhance the social media’s usage effect, brands need to ensure the content provided is always shared. What types of content would a senior be willing to share with his friend? In an absorbing research paper on marketing intelligence and planning, Tafesse (2015), debates about the concept of “brand post novelty” and its significance when developing a brand’s content strategy on Facebook. According to the scholar, the term “novelty” refers to the level of creativity and cleverness of the shared material and the audience perception of it. CinemaLive should implement such content. Stories are thought-provoking and positively affect the consumer’s experience and enjoyment, generating positive reactions and driving engagements, as they allow followers to escape from the ordinary - thanks to uncommon and consistent stimuli generated. Furthermore, customers feel cherished when a company attempts to establish a bond with them. Being appealing on social media does not come uniquely with posting multiple times a day and trying to be pleasing. Especially when the challenge is to catch seniors’ attention, authenticity plays a critical role. As a matter of fact, the concept of “brand persona” recently introduced in social media studies, forces marketers to treat their brands almost as individuals, with specific personality traits and language adopted when delivering the company’s message that needs to mirror those of the targeted age groups (Mintel, 2016). Furthermore, a functional storytelling structure would increase CinemaLive’s “brand affect” - a company’s expertise in stimulating an emotional response on social media (Halaszovich, 2017).
This report suggests that CinemaLive should acquire that “social network personality” with storytelling and focus on clever and smart content to trigger interest from such a difficult age group. Emotional response can be measured by assessing users’ perception of the brand with polls and other user-generated content.
[bookmark: _Toc501038084]Recommendation 3
[bookmark: _Toc501038085]Crowdsourcing contents and comments.
User Generated Content (UGC) is seen as a significant method of consumer influence, it works as e-WOM initiator and it has an incredible impact on purchase intention (Kim, 2017). During the interview, one of the marketing goals discussed by the client was the intention of attracting potential content providers to enrich company’s portfolio. This B2B side of the strategy works well on Facebook and it could positively benefit from user-generated content. For example, a review section handled by cinema-goers would possibly boost this ambition’s success. Furthermore, the business’ target market (seniors) is extremely keen on having its voice heard (Forbes, 2017) and by letting them publicly show their thoughts about the products CinemaLive offers, the company could not only encourage participation, but also help in establishing future partnerships with event production firms. More2Screen, one of the client’s competitors, has already adopted this strategy and the page has currently a 0.18% post interaction and a 0.14% engagement rate, compared with respectively 0.098% and 0.0035% of CinemaLive (Fan Page Karma, 2017)
[bookmark: _Toc501038086]Recommendation 4
[bookmark: _Toc501038087]Google Analytics 
CinemaLive’s Marketing Executive explained that the company’s current challenge is to raise awareness on their less known product portfolio and therefore they use Facebook for promotional purposes. Whichever reason a company is using Social Media networks for, it is possible to measure their effectiveness with the built-in analytical tools that come in bundle. However, Facebook Insights cannot tell if the call-to-action has reached the ultimate goals set by the company. Therefore, the client may want to consider adding Google Analytics to Hootsuite. This tool offers depth and breadth of data and gives specific information on:

· Website traffic driven by the Facebook page

· Call-to-action effectiveness and users’ behaviours on the landing page (are they purchasing, browsing, seeking information or trying to find executives contact’s details?)
Considering that CinemaLive is also seeking new content providers with fresh material through their Facebook page, the company can benefit from an understanding of the Social User Flow, and how to better address links and other marketing collaterals on the official page. 
Tonyan (2016), explains that by integrating Google Analytics Campaign’s URL (parameters associated with a specific Social Media Platform) it is possible to differentiate traffic driven by social networks from direct traffic, track it and measure correlated posts’ effectiveness in the Analytics Campaign section.
[bookmark: _Toc501038088]Recommendation 5
[bookmark: _Toc501038089]Facebook Ads
Facebook accounts for two-billion people who have joined the platform so far, with a big chunk of them constantly interacting with brands or celebrities (Hootsuite, 2017). As a matter of fact, according to eMarketer (2016), Facebook offers the most profitable opportunities to maximise return of investments – thanks to paid ads.
CinemaLive should increase its advertising spend to make sure their content reaches the target audience productively. This social network allows to select what objective is intended to reach and with what format it is desired to do so (Facebook Ads, 2017). The company could decide whether to attract people interested in live events, arts, concerts or cinema goers – who would be interested in such alternative content.
Specifically, for CinemaLive’s purposes, it is recommended to use video ads as they would potentially intensify Facebook’s added value for the company. According to Hootsuite (2017) over eight billion video ads are viewed on Facebook every day – due to their major appeal over classic posts with caption and links. Kay Jewelers, luxury retailer operating worldwide (Kay.com, 2017) for example, relies on this type of advertising. The company published a series of short clips, presenting their products and the emotional benefits they have on consumers. Each video in itself is a link to their online shop, and the caption is short, catchy and it summarises the promotional objectives (Figure 7). 

Figure 7 – Kay Ad snapshots
[image: Screen%20Shot%202017-12-14%20at%2011.42.23.png]
Kay Jewelers/Facebook Page (2017)

There are three reasons why this type of ad works:

· It is all about images and message: by just popping up on my feed, even if the sound is off on my mobile, it already gives me an idea of what the product is, and where the link leads, in the first five seconds.

· Pertinence: CinemaLive could make a few ads this way with shots from operas and concerts instead and it would reach anyone who, in their specific target, has been looking for these types of events.

· Call-to-action is very effective: it is just one click away from getting more information, it definitely encourages likes and the chances of purchasing increase.

[bookmark: _Toc501038090]Conclusions 

This report has conducted a Social Media analysis and identified the role of Social Media within CinemaLive – providing five recommendations to improve the page. Videos and imagery as well as a proactive effort to deploy a well integrated promotional strategy, have proven to be very effective on this network. Social Media is a universe in constant expansion and both embracing new technologies, as well as a clever consistent message, define the success of any ambitious organisation using these tools.
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