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	The rapid growth of Internet technology, services provided by them and the possibility of its easy use for every computer/phone owner, has made Internet the great platform for communicating and cooperating. These caused conception of social media marketing.
Initially, social media marketing programs centered on efforts to create content that attracts attention and encouraged readers to share it with their social networks. A corporate message spread from user to user and presumably resonated because it was coming from a trusted source, as opposed to the brand or company itself.
Since it was concerned efficient way of promotion, big companies have added social media marketing to the list of their promotional strategy. The concept of social media marketing basically refers to the process of promoting business or websites through social media channels. It is one of the significantly low-cost promotional methods that provide businesses large numbers of links and huge amount of traffic and increase purchasing the products or using services.
The framework for developing a social media strategy consists of three potential functions: 
· public relations and marketing;
· sales;
· customer services.
These three functions feed each other in a cycle, and companies should create a fairly comprehensive social media strategy by taking each into consideration.
Public Relations and Marketing.
It’s specifically about using social media to build brand awareness and as a viral marketing tool. The only way to create brand awareness is to find your audience and get the word out. Generally, the audience consists of groups of people with similar interests to keywords that make sense for the company. The great places to start looking for your audience are: Facebook, Twitter, LinkedIn, YouTube, Wikipedia, Flickr, Google and Yahoo groups.
Like it was mentioned before, viral marketing is the main tool of building brand awareness among the potential customers. There are three components behind every viral marketing campaign, and without at least some of each of these three components, success is unlikely. These three components are:
· forming a large user base, e.g create a site or accounts on the biggest social networks, cross-promote each account (place links to company’s official web-site on Facebook account and Twitter page on web-site), and participate in community conversation there (in the way of asking and answering questions, writing blogs). 
· creating a remarkable message. 
There are two basic strategies for creating remarkable messages: having a remarkable company or product, and creating several little messages that add up over time or latching on to another remarkable or compelling product in the form of doing a giveaway or contest to generate buzz. Often a good social media strategy incorporates both of these strategies to optimize budget, resources, and get the best results possible.
·  compelling a reason to share that message.
 It could be forced by spreading information among brand evangelists, gently reminding to people to share it. Moreover, it’s important to make transferring information effortless and possible.
Sales 
Social media is a wonderful method for driving sales for the company by building a sales pipeline that can be integrated into current sales process. Naturally, finding prospects for the sales pipeline will be much easier the more company’s connected with audience on each of these platforms, in the form of subscribers, followers, fans, and friends. Once the company’s captured the lead list, membership portion of the company’s site, or an email list could be created. Then using lead marketing the company is able to turn leads into customers thus increase the income.
Customer Services
Social media offers a solution to providing faster customer service to customers so the company can maintain its relationships and ensure repeat purchases. Customer services include quality and safety of the company’s products and services, after-sales service, on time delivery of products.
These recommendations could practically be used by companies to promote their products/services to end-customers through the social media channel. 
ELA – A. M. Dyadechko

