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Executive Summary

One of the most significant changes with regard to the use of internet is the transformation of passive information users into active actors, who increasingly create the content of the ¨World Wide Web¨ (WWW) themselves. Along with these changes, the economic impact of established media declines and experts expect heavy socio-economic and political implications (Bernoff t. a. 2008). 

Online social networking changes the way information is transferred. Thanks to the variety of online social network Websites such as Youtube, Facebook, MySpace or Twitter, people are gradually finding it a lot easier to connect with each other. In fact, customers start to define their own perspective on companies, products or brands. Consequently, some companies, including Ultrafemme, are learning to tap into this potential to their advantage.

Hence, Ultrafemme (also referred to as UF) has lately been acquiring online social networks for considerate amounts of money to adapt its business models to the new environmental conditions and to reorganize its company for the future because UF understands the importance of the networks value through online networking web sites.  Besides, the commercial promotion methods have changed recently.  Consumers have less confidence in media and advertisements; the power of ´word of mouth´ strongly effects the purchase decision. Moreover, online social networking is a relative new business. The company should prepare for this demographic change in its business. 

On the other hand, it is easier said than done to build a social network web site and expect that consumers will come and visit frequently. Besides, online social networking web sites such as Facebook do not only provide a technical platform to maintain and establish the relationship between users, but enable the users to present themselves and their opinion to a wider public. (Boy et. A. 2007)

Consumers can leave their opinion or negative comments on the sites where every other user is able to see it. As it has been mentioned before, the power of 'word of mouth' creates a big purchase decision. A good comment about the brand leads to increasing sales and a more positive brand image. What if a negative comment is left on the web sites? Thus, there are disadvantages of using social network web sites as promotion channel as well. Facebook or Twitter could bring down the good image of the company if not used properly. As Dave Allen (2008, ¶ 7) mentioned, ¨having a Facebook page can make the company look ridiculous¨. This makes it clear that the important question of how social networks marketing can be used properly has not yet been answered. Therefore, the objective of this paper is to develop a marketing strategy for social networks to improve the intangible assets such as brand awareness and customer relationship. 

The meaning of social networks and its importance to the business will be discussed in section one and two. Then the intangible assets will be described in section three. After that, the difficulty of its measurement will be explained in section four. In section five, the analysis of Ultrafemme mistakes on using social network marketing will be described. Then, a social networks strategy is implemented for several social network web sites in section six.  Recommendations will be found in the last section and ended by a conclusion which suggests for the further research after the strategy is implemented well. 

Goal and objectives of this research

This research examines the benefits of the used online social network and difficulties of measuring intangible assets. In addition, this research is made to analyze the opportunities that exist for UF in social networking websites and analyzes the use of Social network websites of Ultrafemme and its mistakes. Several case profiles of companies will be given to demonstrate how companies successfully increase their viral marketing via social networking web sites to reach the following objectives.

1. Increase UF’s brand awareness (creating successful involvement between the brand and customer)

2. Promote product information to the prospect customer

3. Improve customer relations 
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Introduction

In 1975, Jose Garcia and Elena Villarreal opened their first perfume and boutique shop in Quintana Roo, Mexico. Through hard honest work, they gained the trust of prestige brands in the beauty industry that supported them to create a company called ‘Ultrafemme Group’. Nowadays, Ultrafemme Group is one of the most significant luxury retail business companies in Cancun.  The company markets:

1. Ultrafemme; the distributor of cosmetics and fragrances brands such as Chanel, Dior, Estée Lauder, Lancôme and MAC.

2. Ultrajewels; the distributor of the prominent jewelry and watches, including Rolex, Cartier, Hublot, Chopard, Hermes, for instance. 

3. Luxury Avenue; the distributor of brand name clothing and handbag brands, including Louis Vuitton, Fendi, Longchamp, Burberry, Salvatore Ferragamo for instance. 

4. Luxury Design; this company of Ultrafemme group is specialized in the design, planning and construction of commercial spaces.

5. ADM (Azul de Mar) perfume; is a company dedicated to the creation, distribution and sale of destination-label perfumes.

Problem definition

The company has been using social network as an online promotion tools for the past two years.  The company has different profiles for each brand; Ultrafemme, Ultrajewels and Ultrafemme fan page. Within two years, Ultrafemme has 1,539 friends on her Facebook profile.  Considering the number of people who are interested in the brands are fewer, compared to some other companies who are also specialized in this business, such as Sephora, Claire’s or its competitor ‘Liverpool’. Furthermore, concerning the number of comments and website visitors, Liverpool has more visitors than any other profile of Ultrafemme group. Based on the company´s annual report and several researches, Ultrafemme holds the 1st range in the beauty and luxury retail business market in Cancun. The company held 70% of the market share last year. However, it seems that the company overlooked the benefits and danger of the social networks. Since social networks and web media become more important than ever, the power of social media communities are stronger than ever in this contemporary society. If the company ignores this issue, this can decrease its popularity and destroy the company’s image. In the end, the company will be only recognized as a standard luxury store without concept and values in the community. As result, the decrease of market share and market growth will follow, due to a bad promotion plan. Therefore, the main question of this research is:

Main research question

How to use the social networks as a promotion tool to strengthen the brand image of Ultrafemme and improve the intangible assets (network value, customer value)?

Subquestions

1. What is a 'social network'?

2. Why does the company need 'social networks'?

3. What are the advantages of using online social network marketing?

4. What are the dangers of the online social networking?

5. What do 'intangible assets' mean?

6. How can intangible assets be measured?

7. Which quality management model fits Ultrafemme the best?

8. What are the marketing strategies for Ultrafemme social network sites?

1. Social networks

A Social network (SN) is a web site on the Internet that brings people together in a central online community to share ideas and interests, to talk and make new friends. Examples of popular social networking web sites include: Facebook, Hi5, Twitter, MySpace and Youtube.

Online social networks can be seen in various forms for many years and have begun to achieve worldwide notice in the past few years. Recently, social networking web sites have experienced an explosive growth in their number of visitors. Social networks have become popular worldwide because people are able to communicate with each other faster and easier. Different forms of social networks web sites are created with different reason, depending on the users’ lifestyle, hobbies and tastes. Carfi and Chastaine (2008) mentioned that despite their differences, social networks web sites do, on the other hand, commonly show a number of the same concepts. (Cerado-Haystack-Executive briefing of social networking 2008)

Each SN has the following concepts:

1. Profile page – An online profile is created by each member of a particular SN, which serves as the individual´s identity. 

2. Connections- The connection is both explicit and implicit. It can derive from past actions, such as sending an email to another member or the network or set up and created by the member themselves. (Cerado-Haystack-Executive briefing of social networking, 2008. P1. ¶ 1-2 )

Social Networks generate enormous power. From one of the static web pages, they change to online space for business and make a marketing message to a live, vibrant network of connected individuals who share their abilities, interest and expertise. (Carfi & Chastaine, 2008: Executive briefing of social networking. P.1, ¶ 3)

Thus, SN is generally described as the convergence of technologies that make it possible for people to easily communicate and form new communities online. (Metz, 2008) However, it is questioned what online social networking is in it means by business.

1.1 Why does the company need Social Networks?

The SN can be meaningful for the business in different areas. The power of online social networks is recognized by companies nowadays. From Nike to McDonald’s, they have their online Facebook profiles. Thus, the question is why do they care about online social networking?  The answers can be found as following;

One of the most important reasons that Ultrafemme has to focus on online social networking is because it has an affect on consumer purchasing. Consumers nowadays respond less to traditional media and advertising such as TV, radio and print media. Carfi and Chastaine (2008) stated that individuals respond more to consumer to consumer communication such as word of mouth, blogging, mobile messaging or peer to peer networks. Research stated that 80 percent of consumers believe in advice from individuals and friends online more than the commercials on the TV or radio. (Marketing Leadership Council, 2008, p.1, ¶ 3)

Another reason of why they care of online SN is because it is different than other communication mediums, it allows users to find like-minded individuals, once they connect to each other; the individuals become the new power of the masses. The social networking shifts the power from the company to the customer as the masses are able to channel and exert their influence. It is easy to see that social networking web sites, especially Facebook, continue to grow in popularity in Mexico and other countries in the world. 

This new communication tool also gives organizations a chance to maintain a persistent connection with their existing customers. Besides, online social networking does not only benefit the company externally, it also benefits the internal environment. According to the Marketing Leadership Council report (2008), there are four reasons for using online social networking for business and organization are as follows;

Firstly, it is the relationship development between customer and employers. Online social networks allow a prospective customer or employers to easily facilitate a real human level connection with individuals within an organization. Moreover, it is an open gate which allows the customers and the employers of the organization to be in contact with each other. Because an online social network web site is a two way communication, customers and the organization are able to interact in the communities.

Secondly, customer support helps the company to be continuously connected with the customer. Whenever customers have problems or questions about the services, products or organization, customers are able to contact or leave any questions or messages on the social networks website of the organization. It allows customers to connect with the experts in a company who have extensive knowledge in a particular area.

Thirdly, it is vital to understand and visualize the actual communication oaths within the organization. While an organization chart may show the hierarchy of an organization, an online social network helps the organization to connect employers and create the actually flow of information. Members or employers can easily understand how information gets shared and highlight the areas within the organization that are really accountable for effecting change. This turns the company directory into the living knowledge network. 

And finally, sharing the knowledge and mutual interest  between the customers and the organization can be done with online social networks. The information that is shared online can be used by the company to improve their products or services. 

(Marketing Leadership Council, p.1, ¶ 3)

Online social networks are relatively new to business, however the Facebook and Youtube generation have grown up with them. For these individuals entering the workforce, online social networking is a part of the fabric of business. (Carfi & Chastaine, 2002: Executive Briefing: Social networking for business & Association)

The Nielsen Global Online Consumer survey (July, 2009), measured consumer trust in different marketing channels in different countries. An average of 56% of the respondents pointed out that they trust the recommendations from people they know ´completely ´or ´somewhat´. From the 16 channels that Nielsen Global Online Consumer surveyed, non-media channels are seen as more reliable than paid media channels. After peer recommendation, consumers trust opinions online and brand web sites. Consequently, the importance of consumer opinion and peer recommendations justifies the attention marketers continue to pay to the use of online-social and consumer generated media. (Nielsen Global Online Consumer survey July, 2009.p2) (See Figure 1)

Figure.1: Global Consumer Trust in Advertising by Channel
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Figure.2: Consumer Trust in Advertising by Channel 2007 vs. 2009
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Source: Nielsen Global Online Consumer Survey, July 2009 

Link: http://hk.acnielsen.com/documents/NielsenTrustAdvertisingGlobalReportJuly09.pdf 

Obviously, peer influence has a better effect on purchasing decisions and brand affinity than any traditional form of marketing. Consumers like to do marketing themselves, especially when they want to purchase luxury products. 

It is also obvious that influencers and brand advocates are not the same. The brand advocates focus on collecting product information and purchasing them, rather than spreading the word through social media sites. They are not the most important influencers. Clearly, the great influencers are the people who are solicited for advice while a consumer is in the consideration phase of a purchasing decision. These people can be the consumer´s friend or family, people in the consumer´s social network online and offline. Therefore, a good marketing strategy and a well designed online social network can help Ultrafemme collect knowledge and sharpen its ability to act on what people know in time to be effective.

1.2 Current Mexico Internet Statistics

Another motive of promoting the Online Social Media Network marketing of Ultrafemme can be seen in the growth penetration of the Internet and Social network Website users in Mexico and worldwide. In order to understand why Ultrafemme needs to focus on the online social networking web sites such as Facebook or Twitter, let us take a look in to the statistic results of the growth percentage of internet users in Mexico. According to a ComScore research report (2009), Mexico has the 2nd largest Internet users in Latin America. (See Table. 2) The average online hours per visitor per week are at 23.2 hour in a week, which is higher than the worldwide average of 22.3 hours per week. (Figure.3)

Figure.3 : Mexico is second largest web population in Latin America

Source: ComScore World Matrix, February 2009 

Link: http://www.scribd.com/doc/15485661/ComScore-State-Of-Internet-Mexico-Apr09 

Today UF has its own brand profile on Twitter, Youtube and Facebook profile. Facebook seems to be one of the most trafficked online social networks website for Ultrafemme. The company is on the right track of running an online marketing plan and having the right online social network channel. The online article of Eldon (April 2010) showed that Facebook continues to grow around the world and Mexico is 5th of the fastest growing countries in the world. (See Table.1)

Table.1: The fastest growing countries in the world
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Source; Eldon, E, 6th April 2010: Inside Facebook Website

Similar to many developing Internet markets, Mexico shows a strong focus on online communications such as Instant Messengers, Social Networking, e-mail and chat. 

1.3 The advantages of using online social network marketing

According to the survey made by Stelzner (2009), the benefits of social media marketing are as followed;


1. 
Create exposure for the business; 

2. 
Increase the relation in new business partnerships; the companies can benefit not only by 
gaining customers in their network, but also new business partnerships. 

3. Reduce the marketing expenses; Social marketing is almost costless. It is one of the 
cheapest ways of marketing available. The social network websites such as Facebook or 
Twitter are free of charge for membership. Therefore, millions of people and companies 
subscribe to the social network websites. This low investment causes low risk and 
increases the possibility of ROI (Return of Investment)

4. Increase brand´s visibility and increase the traffic to the Ultrafemme website; Social 
network marketing, such as blogging, helps the company to spread information.  Besides, 
the information can be linked to the company´s website. Therefore, the Ultrafemme 
website popularity is increased. 

(M.A. Stelzner, 2009: Social Media Marketing Industry Report. P. 14)

1.4 Danger of the online social networking

Since an online social network is a two side flow of information, customers are empowered by online social technologies such as sites like Youtube, MySpace or Facebook. User-generated content sites like Twitter make customers connect to each other and draw power from one other. They define their own point of view on brands and companies which are uncontrollable. (Bernoff & Li, 2008: P. 36) Besides, it is very difficult to control the information flow between the consumers in their online communities. For example, if there is a negative reaction or post from a consumer; the rest of the members in this online social network will see this and receive the negative view about the company. 

As mentioned before, the power of word of mouth and peer to peer advertising are extremely strong. When this happens, companies cannot delete the negative post and should react on the post if it possible to do so. 

2. Intangible Assets

According to V. Allee (2002), ¨In Intangible assets lay at the heart of human activity, especially socio-economic activity¨. They derive their value from the rights and privileges granted to their owner. They are long-term and lack physical substance. Typical categories of intangible assets are business relationships, internal structure, culture, human competence and values. (A Value Network Approach for Modeling and measuring Intangible, 2002. P.4, ¶ 2)

In another research paper, Allee also stated  that other intangibles are addressed through indicators regarding social responsibility and sustainable business practice. (The Value Evolution, May, 2000)

Consequently, the intangible assets of the online social networking are identified as customer value, customer supports and brands images. These values are long term values and they lie at the heart of a value network. The long-term value of online social networking is determined by the value of the networks customer relationship (customer value), because tangible assets usually play a tangential role. As a result, online social networking with the existing customers and future customers give the company future revenue. (R.C Blattberg, J. Deighton, 1996) 

The intangible values are the factors that are not shown in the traditional balance sheet, but which are of critical importance for the company´s future success. The future value of a company depends mainly on intangible values. More explanation of viral marketing, customer value and network value will be found in the next paragraph. 

2.1 Customer Value and brand awareness through viral marketing

According to Domingos (2005), the expected sales profit over the life time of the customer is usually defined as the customer value (value of customer or CV). Customer Value is very important to a company because it helps a company decide how much it is worth spending to acquire a particular customer. (P. Domingos, 2005) When customers influence their friend´s purchase decision, if customers make purchase decision based on what their friend told them, it is called ´network value’. Clearly, ignoring the network value of customers may direct to unhealthy marketing decisions. 

Online social networking is an important source of information influencing the adoption and use of services and products. It is the channel where viral marketing is functioned. Viral marketing is important to the brand image because impropriate use of social networks can lead to negative brand image via viral marketing among the customers (M.R. Subramani, B.  Rajagopalan, December 2003, P.300).  In other words, a customer can post a comment which either has a positive or negative effect to the brands and this comment has a great influencing power on how other customers may think about the brands. Besides, a person might not buy a product herself but she can tell others to buy a product or an individual can influence the others to get interested in the brand and product. This is called ´Viral marketing´.  Two examples of viral marketing that help the company to brand awareness can be found as following:

The first example is Honda with its videos. In September 2000, Honda Motor Europe brought up a lifestyle-oriented campaign called ¨Live the Civic¨.  A set of funny video clips playable over the internet were spread to 300 influencers to kick off the contest where participant’s ´chances of winning increased if they forwarded the Honda´s videos to others. Nearly half million people visited Honda´s Web site for the new car in the first three months. The video clip was forwarded more than 80,000 times. This viral marketing campaign created over 10,000 promising leads for the new car. (M.R. Subramani, B.  Rajagopalan, December 2003, P.300: Site tracking viral message: viral.lycos.co.uk)

The second example is IKEA and its Facebook profile. IKEA smartly used one of the fastest growing social websites; “Facebook”, for their social network marketing campaign. In 2009, IKEA asked people for their engagement in the opening of the store in Malmo. They created IKEA's Malmo store manager's profile and uploaded pictures of the showrooms in the profile album. The idea was that the person who could tag their name first on a product would win. Consequently, the demand for product´s pictures uploaded boosted quickly. The pictures spread through thousands of people around the world via their Facebook profile. Thus, IKEA got individuals involved in personally promoting its brand. (InvisiblePR website, 2009) The conclusion to this example is to keep things simple. Because knowing the online characteristics of the brand´s customer and sending the right message will give a company opportunities to spread the viral marketing, just like how IKEA did it.

2.2 Which factors influence network value?

Which factors make a customer have high network value? Obviously, their connectivity in the network, however, it is also important that the customer likes the Ultrafemme product (or Ultrafemme brand) a lot. According to Domingos (2005), a customer who has high connectivity in the social network but does not like the brand or the product creates negative network value. (Mining Social Network for Viral Marketing, 2005, page 2)

Furthermore, the customer should influence people on her community more than they influence her. Domingos said the influences power should be asymmetric; otherwise, there is no advantage in searching for the most influential customers. 

Another key aspect that Domingos mentioned is that a customer value does not end with her immediate contacts. Those contacts will turn to influence other people and so forth until the entire network is reached. This is considered as the most important key aspect of customer value. (Mining Social Network for Viral Marketing, 2005, page 2)

2.3 How to create value from intangible assets

Although an intangible asset does not have physical value, there are several mediums of exchange that are created to convert intangible assets into money. Allee (2008) stated that intangible assets can go to the market in two ways; through exchange to money or through exchange to a negotiable form of value that can be used as a type of barter (V. Allee; Value Networks Analysis and value conversion of tangible and intangible assets: 2008, page 4, ¶ 3) Air miles or supermarket client cards are examples of the type of barter. 

However, is it always necessary to convert the intangible assets into objective form? The answer is ´no´, Allee (2008) pointed out that ¨the majority of intangible transactions remain in the realm of the intangible and are never changed into units of like measure, nor do they have to be¨ (V. Allee; Value Networks Analysis and value conversion of tangible and intangible assets: 2008, Page 4, ¶5).  Besides, some of the intangible assets are not under the company´s control, such as ´viral marketing´ or network value. There may be several methods which try to transform this type of assets into monetary value, so that the ROI can be calculated. However, it is questioned whether the results of these types of measurement are correct. The difficulties to measure the intangible assets will be explained in section 5.

3. Measuring Intangible Assets 

Why does a company measure intangible assets? It is because they want to see the return of investment. However, it is hard to measure the intangible assets since it is not an objective object. For example, it is complicated for a company to measure the sale profit or ROI from the viral marketing or value network.

The suggested measuring methods for intangibles have been identified by Luthy (1998) and Williams (2000) and rewritten in by Karl and Sveiby into four categories as following;

1. Direct Intellectual Capital methods (DIC): Estimate the monetary value of intangible assets by identifying its components, following by evaluation.

2. Market Capitalization methods (MCM).  The differentiation between a company´s market capitalization will be calculated, as well as its stockholders equity as the value of its intellectual capital or intangible assets. 

3. Return on Assets methods (ROA).  Setting an assumption of average pre-tax earnings of a company for a period of time is divided by the average tangible assets of the company. 

4. Scorecard Methods (SC):  The various components of intangible assets or intellectual capital are indentified and indexed, which are generated and reported in scorecards or as graphs. 

(Karl & E. Sveiby, 2001; Methods for ¨ Measuring Intangible Assets¨, ¶ 15-18)

Different disadvantages arise among the methods. For example, ROA and MCM methods are useful in merger and acquisitions and for stock market valuation. However, by translating everything to money terms, it can become superficial. (Karl& Sveiby 2001, paragraph. 19) The advantages of SC and DC methods are that they can create a broader picture of an organization’s health than financial metrics and that they can be easily applied at any level of an organization. However, the indicators are contextual and necessary to be customized for each organization and each purpose, which make the comparison difficult. The methods are new and not easy to get accepted by societies and from the financial department which always sees assets from a pure financial perspective. These methods approaches are hard to analyze and hard to communicate (Karl& Sveiby 2001, ¶ 19)

Consequently, it is acknowledged that there is no exact method of measurement for the intangible assets from online social networking marketing. Many companies try to use some performance gauge related to intangible assets as a part of their managerial measurement systems. However, there is only a small amount of experiences in regards to the design implementation and use of this measure. (A. Lönnqvist: 2004, ¶)

Furthermore, several issues and confusion arise, regarding what should be measured and how it should be done. Collecting necessary data may be difficult to do since the intangible asset such as network value or customer value is ¨immaterial¨. (A. Lönnqvist: 2004, ¶ 1)

Lönnqvist (2004) points out, (as cited from on the previous studies of Franco and Bourne 2003a. and Neely et al. 2000) that the measurement method can be divided into three phases, which are designing, implementing and using performance measures. Updating the measurement system is counted as a fourth phase sometime. (page. 3, ¶ 3)  A case study was made by Lönnqvist (2004) in order to find the difficulties in every single phrase. He found out that it is difficult to define the factors more precisely. In reality, the measurement of the intangible success factors meant that there were ¨no realistic possibilities for colleting the data¨.  (page. 5, ¶ 1)

Two basic options were commonly used in defining the measurement, which are the design of a subjective measure method that would capture the various aspects of a factor. (Lönnqvist, 2004. page 5) In that sense, the ROI of an online social networking can be measured by the number of friends added, amount of followings, the number of website´s visitors or the number of comments which are posted by the people in the community.

Another method of measurement that is usually applied nowadays is the method that designs an objective measure that would provide quantitative and reliable results. (Lönnqvist, 2004. page 5) Such as the measurement of CV (customer value), has been using the second type of measurement method. However, when it comes into practice, many of the measures were considered as ¨satisfactory but not excellent¨ (Lönnqvist, 2004. page 7, ¶ 2) because both subjective and objective measures have disadvantages. 

In summary, subjective measures may not always imitate the objective reality and they may not have the sophistication that would allow focusing on improvement. Objective measure on the other hand, may have problem with practically and validity. Therefore, they may not be considered as managerially relevant. (Lönnqvist, 2004. page 7, ¶ 4)

4. The quality management model that fits Ultrafemme the best

As it was mentioned before, because of the demographic change and the way consumers make their purchase decision has been changed recently, many companies nowadays need online social networks. Ultrafemme has created its own social network websites since 2009. The company has profiles on Twitter, Facebook and Youtube. However, to have a company profile on social network web site(s) but not have a good plan of maintenance can give the company a ridiculous image (D. Allen, 2008. ¶ 7). What is the point of having a profile that no one wants to see and give any comments?  That is the problem that Ultrafemme is facing on the social works. The company does not have an adequate strategy for its social networks marketing. This can bring the company in danger. The latest research has been made by observing a current social network site (Facebook) of Ultrafemme, several mistakes were found. According to Friedmann and Writer, (2008), the mistakes are described as following; 

Firstly, the mistake of being too commercial in advertising. Ultrafemme promotes their business on social networking site ´too aggressively´. The company uses social networking sites as a webpage to promote their product but does not try to communicate with the consumers. The topics posted are generally related only to the benefit of the company. Interaction between the company and its friends are rare. Generally, UF views its friends on social networks site as just ´potential´ customers. (See. Picture 1-3 in Appendix 1)

Secondly, the mistake of appearing in too many social network websites. The current social networking strategy of Ultrafemme has to be visible on the sites. The company thought that by having themselves everywhere on social websites is the right way of promotion. They have fan page, web page, profile page, twitter, Youtube. As a result, this visibility makes the company look ridiculous when there are no fans or followers who are interested in the brands. (See. Picture 4 and 5 in for the example of this mistake in Appendix 2)  

Thirdly, the mistake by using the 'sock puppet'. Sock puppets on social networks are applied when the posters hide their identity by posting something and after that, log in with another account to boost the comments. Base on the observation which the researcher has made for four months, the administrator of the company plays sock puppet often to boost their comments. Obviously, the comments and the supports always come from the same persons. It is a bad idea to do so because sooner or later it will be discovered by real customers, to know who is really behind all the strings of positive commentary. It can cause a public relation nightmare.

And lastly, the mistake by having lack of proactive personnel. The reason that the UF fan page and web page does not have much followers and members is because there has been no update occurred. Obviously, the company underestimates the social networking role. There has not been specific personnel’s that possesses extensive knowledge about UF's brands and know how the social networking marketing works or simply taking care of the website.

In summary, the causes mentioned above provide more than enough facts why it is necessary to implement a proper marketing strategy for UF. The marketing strategy on social network sites for UF will be described in the next section.

(S. Friedmann & G. Writer, September, 2008: Social Networking: The Five Biggest Mistakes Nicherpreneurs Make)

5. Marketing Strategy for UF social network site(s)

Clearly, a new marketing approach is necessary; to support UF’s text presentation of messages and images, the company needs to set up a context for dialogue with the customer and also bridging the distance between itself and customers. As a result, the objective of this campaign is to ´Increase´ user’s activity on external networks and increase membership on Ultrafemme online community. 

Specific objectives for this campaign include:

1. Reconstructing Ultrafemme Social Networks 

2. Implement Creative Content (for the consumers)

3. Develop UF’s brand awareness (creating successful involvement between the brand and  

    customer)

4. Improve the internal resources 

5. Improve customer relations

When UF reconstructs its social network accounts to become more optimal and efficient for the users to engage with, a better positioning in the market will be provided in return. The primary accounts that the company should focus on restructuring include:

1. Facebook

2. Twitter

3. YouTube

6. SWOT ANALYSIS and ACTION PLAN of Facebook, Twitter and YouTube

Facebook:

Currently, UF has a Facebook (FB) profile, group page and fan page which allow FB users to view and interact with its content. However, the fan page and user page of the company does not gain much attention from the users.

	Strengths

· Photos

· Posted notes, added links

· Videos

· Fan base

· Wall posts
	Weakness

· Too aggressive way of promoting

· Lack of personals

· Lack of activity with the other users



	Opportunities

1. Convert users onto UF´s fan page

2. Implement Facebook applications which gain attention from customers

3. Engage with FB users and other business groups to increase brand awareness
	Threats

· Infrequent updates on UF Fan page

· Lacking of FB active user comments

· No generic ( wallpaper)




Action Plan:

The following steps will turn the opportunities into outcomes by taking the following advice (order of importance: 1. very important - 4. not so important):

1. Invest time and personnel on updating and developing the FB group and FB fan page. Create interesting Ultrafemme applications that relate to the brands and products. After that, add to the Fan page to increase the traffic.

2. Develop strategies to increase user activity on Ultrafemme FB profile. The company should be more interactive with the other user’s profiles, wall post, comment to one and others. Try to see other users as friends and not only as ´potential customer´. 

3. Generate the involvement between UF and other business groups. Frequently view and post comments, showing interest into what the others have written will generate a good relationship between the company and other business groups. 

4. Post wall posts, add videos and make notes which are not only to ´sell’ the product and ´promote’ the brand or relate to the organization. Try to create a company identity, create a ´life´ for the company profile. Develop strategies to gain more involvement from the internal environment to the online community.

Twitter: 

Recently, UF has created a twitter account which links back to its own websites or FB profile. However, UF does not allow users to understand the UF´s position and values.

	Strengths

1. the post can be retweeted by other followers

2. Generic design ( skinned )

3. Twitter shows link attachments


	Weakness

· Too aggressive way of promoting

· Lack of personals

· Lack of activity with the other users



	Opportunities

1. Convert users from Facebook and UF clients on its internal database to UF Twitter page

2. Expose blogs and campaigns to community users


	Threats

· No videos visible

· No pictures visible

· The number of words posted is limited

· Reply to other tweets (everyone can see)

· No private message allowed




Action Plan: 

The company may convert opportunities into outcomes by taking the following advice (order of importance: 1. very important – 3. not so important):

1. Re-skin account frequently (background layout), to gain attention from other users:  The skin account can be changed, based on the promotion, activities or special events (such as; mother’s day, children day etc.)

2. Add campaign images and create links. UF should have well-trained personnel who knows about the brands and products to maintain the web site. 

3. Develop strategies to gain more involvement from internal environment to the online community.

YouTube: 

Currently, Ultrafemme does not have its own YouTube profile to show its activities and visions.

	Strengths

· Favorite videos

· Skinned ( wallpaper can be designed )


	Weakness

The company rarely makes its own video on the event they have. Consequently, there will be not so many video which created by UF to posted for the community

	Opportunities

· YouTube is one of the most famous and most used by people around the world

· YouTube can be linked to many application , such as Facebook

· Develop brand image around specific video is possible
	Threats

· Time investment

By uploading videos which are not originally made by the company may violate the terms of copy rights


Action Plan:

The company may convert opportunities into outcomes by taking the following advice (order of importance: 1. very important – 4. not so important):

· Re-skin account frequently (background layout), to gain attention from other users: The skin account can be change, based on the promotions, activities or special events (such as; mothers day, children day etc.) base on the company’s personality. 

· Include Videos on other Social network profiles such as Facebook profile or fan page. 

· Create videos; the company should produce more videos. Whenever there is an exhibition or special event. 

· Time, personnel and money should be invested into making the video. A good makeup artist can be used to give a make-up presentation video for the company, for instance. 

7. Objectives, Measurements and Finances

Every campaign will have different objective that need to be met. As a result, not all metrics will correspond across campaigns. However, tracking methodologies for each campaign should be similar so campaign and social network accounts in general can be measured.

Realistic targeted objectives need to be created for each social network. These goals should include:

· Quarterly Objectives 

· Friend requests (Followers for Twitter)

· Messages and Posts by the audiences should increase 

· Update

1. Discussion

2. Videos

3. Images

4. Status

Several measurements can be made, different per campaign that the company will implement in the future. For example,

1. Friend requests

2. Sites traffic

3. Comments posted by the audiences

4. ¨Like¨ or ¨Retweet¨ by the audiences

5. Number of members participating in the topic

6. Volume of questions answered online

7. Volume of support calls decrease

Like every other company in business, marketers have been encouraged to measure the short term profit, such as current sales and market share. Nevertheless, these measures do not always demonstrate the real success of marketing, which is to secure the long-term preference of consumers and generate future cash flow. (Doyle: 2000) This strategy is focusing on improving the brand awareness and relationship between the online users and the company. The return of investment is not focused on the monetary value. This is because companies should first focus on a good strategy which is implemented to improve brand image and awareness. Once these points of values are increased, the possibilities of making monetary profits from viral marketing will be boosted as well. An optimal strategy which focuses on improving sales can be created once the company has a proper strategy for its viral marketing. 

Furthermore, the increase of friends on social networks does not guarantee the increase of sales. Having more friends on the lists does not mean that the company has a better image in the audience’s eyes. 

Generally, in the finances part there is no cost of subscription for such a social networks website. This is one of the benefits the company gets from using social network marketing. It considered as one of the cheapest promotion tools so far. 

However, time investment is necessary. Being continually interactive with the users online is time consuming. Additional personnel are needed to complete the tasks. Extra personnel should be hired to manage social media initiatives or a team of 2-3 interns will greatly assist in advertising social networks quickly. The interns can be responsible for delivering results by maintaining user retention and creating awareness to social network members not familiar with Ultrafemme. 

 8. Conclusions and Recommendations

In conclusion, knowledge and intangible value are of equal importance, and success depends on building a web of trusted relationships. In the knowledge economy, these can much more about present and future capability to reach sustainable advantage. 

It is important for companies nowadays to connect with consumers on social networks. Certainly, social networks are considered as a cheap way of marketing. However, many companies continually get it wrong by trying to use social media, direct for business purpose and trying to advertise their goods. This set them up for failure. The term ¨social networking¨ has already said what it is. A social network is not a selling point. Companies should give value, engage in the audiences and build ´trust´, in order to attain intangible assets in long term.

It would be difficult in this stage for Ultrafemme to measure and get evidence when it comes to the question about the ROI of social media, where can it be found. As the first thing the company should do is to concentrate on its relationship building and improve its brand awareness among the social networkers. This takes time, but once the brand awareness is improved, a new research is necessary to create and adapt to the new objectives which could be focus on the ROI.

The tactics which are mentioned before should be used properly when promoting social networks sites of Ultrafemme. If these methods are not properly implemented, the company might not see an increased membership rate on its social networks websites or any improvement on posts or comments by other users in the online community.

Recommendations for the company’s practice are as follows (order of importance: 1. very important – 9. not so important); 

1. Regularity; wall posts should be consistent, consistent messaging can make the brand recognition easier.

2. Connecting with the audiences: Be a friend to get friends. Nothing is worse than a person who posts only to promote themselves or to promote their business. It is not bad to posts or comments on audience´s Facebook wall or giving comments to other business blogs. By doing so, business relationships are generated between the companies. 

3. Working with the groundswell:  Admit that customers take control over power of the word of mouth and the company has no control over it. The company should find out and listen to what audiences want and need. The posts should focus on the interested of the audiences (of course it should relate to the brands and products) (Bernoff & Li: 2008. P. 37, ¶ 2)

4. Viral marketing application: Create an online marketing campaign which interest the audiences and let them carry the message. Such as a campaign of Chevrolet, when it wanted to increase awareness of the new product, the company and its PR agency launched a campaign that challenges students to spend their week living in a Chevy Aveo. By doing so, the blogs and posted were created by students inside their community and spread worldwide.  At the end, this campaign generated more than one million college student connected to the campaign through MySpace, Facebook and other media. Consequently, it helps the company to create a more powerful connection between people and the brand. 

5. Story telling: Create a debate or post blogs, try to get the audiences involved in the UF brand. Post the video or story what happened with the product and company, do not purely use the social networks to promote the product that the company wants to make sales.

6. Adding Value: Once UF is connected to the audiences with each social network, it is importance to maintain the relationship, rather than only focusing on new having new users, a balance of retaining current users and seeking new users should be balance. The ratio can be split 40%-60% or 50%-50%. 

7. Supporting: Getting support from internal resources is one of the best ways to promote company´s brand and image. Get the personnel manager and chief executive involve with company´s social networks. (See. Appendix 4:  The number of Ultrafemme employees who are members on Facebook)

8. Humanity: showing the human-like qualities, so the audiences do not feel like they have a ¨ robot´ or ´Salesman´ on their friend list. Users want to identify and have a relationship with others, and they do not interest in the products the whole time.  (See. Appendix: 5. the example of ´human-like´ wall posted by other business profile)

9. Avoid using puppet socks: it is easy method to boost the posts. However, audiences will realize that it’s a way of promotion that company created sooner or later because the positive comments will always come from the same users. 
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Appendix 1

The company uses social networking site as a webpage to promote their product but does not try to communicate with the consumers.

Picture 1

[image: image5.jpg]Ultrafemme Stores Al mal tiempo buena cara y un buen perfume! Dia lluvioso y
0 puedes salir de casa? Aprovecha para consentirte aplicate una mascarilla facial
relajante, reemplaza el esmalte de tus ufias y perfumate con una fragancia sensual
e invitante. Nunca sabes quien puede lamarte!

Apri 16 2t 3:18am - Comment - Lie

&) Triana Del Rivero, Aida Vicou and 7 others ke tis.

Silvia Castillo BUEN TP
Aprl 16 3t 9:51am

Viite 2 comment,




Picture 2 [image: image6.jpg]Ultrafemme Stores “we love shopping, especially at Ultrafemme.”
Apri 20 2t 8:32am - Comment - Lie

4 6 people ke this.

Viite 2 comment,




Picture 3[image: image7.jpg]Ultrafemme Stores Regalo con tu compra !! En la compra de $3,000 pesos en
fragancias cosméticos y tratamientos, recibe una cosmetiquera con un juego de
brochas.

April 9 at 12:03m - Comment - Lie

& Mercy Gonzalez likes this.

Marisol Bustillos Disculps hasta uando va a estar esa
promocion?
Apri 92t 2:23m




Source: http://www.facebook.com/?ref=home#!/ultrafemme?ref=ts 

Appendix 2

Mistake social network site for ‘Just a fad’

Picture 4

[image: image8.jpg]Ultrafemme Stores ires toda una celebridad:™ En la compra minima de $ 2,000
pesos en fragancias, tratamientos y/o cosméticos™*, lévate una fotografia.
profesional. Nuestros fotdgrafos & Maguilistas Profesionales Ultrafemme te
‘consentiran como te mereces. *Precaucidn, puede que seas acechada por
paparazzis. **Tu compra deberd de levar minimo dos cosméticos”

A 8 at 8:51am - Comment - Lie





Picture 5

[image: image9.jpg]Ultrafemme Stores 6 meses sin intereses ! Pagando con BBVA, AMEX y HSBC.
Minimo de compra $1,000 pesos En fa compra de $3,000 pesos en fragancias
‘cosméticos y tratamientos, recibe una cosmetiquera con un juego de brochas.
Apri 7 at 3:53pm - Comment - Lie




Source: http://www.facebook.com/?ref=home#!/ultrafemme?ref=ts 

Appendix 3

The number of Ultrafemme fan on Facebook does not increase since 2009 due to the lack of web page maintenance
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Source: http://www.facebook.com/?ref=home#!/group.php?gid=62252893392&ref=ts 

The amounts of fan are at 667 members and the latest comment was posted on March 5, 2010. 

Appendix 4

The number of Ultrafemme employees who are members on Facebook
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Source: Ultrafemme social network evaluation 1st quarter (confidential)

The numbers of personal who are on UF Facebook are at 25%. 

Appendix 5

The example of ´human-like´ wall posted by other business profile
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Source: http://www.facebook.com/?ref=home#!/claires?ref=ts  
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