<model> Social Media Identification
Site Name
Related sites: 

Site description including history, notes on performance and permitted marketing activity, and likely revenue types.

Social media objectives
Discussion of how the site fites into the packet mix objectives 
<Table> Objectives
	Objective
	Sample tactic
	Use of the site

	Cost-oriented
	
	

	Sales-oriented
	
	

	Behavioural change 
	
	

	Information dissemination 
	
	

	Promotional 
	
	

	Entertainment-oriented 
	
	


In-house metrics
Description of the metrics available within the site
Alternate metrics
Description of alternative metrics of success and performance not necessarily based on data from the site
Social media triad

Fit with the three identifying markers of social media:

Content
Content is the draw that brings the individual to the site in the first instance. Content may form the initial base for the shared goods of value (Chapter 9) that lead to community, and tends towards being the actual or augmented product sought from the social media service (Chapter 6).

Social interaction
Social interaction is the interconnection of the user with others directly through the site, third-party applications or other means of time-independent interpersonal engagement (connectivity through blog posts and commentary). 
Communications media
Communications media is the virtual infrastructure that allows social interaction and content to co-exist in real time and to share the same virtual space. 
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