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Introduction


This workbook has been developed so that you are able to collect and present evidence that demonstrates your knowledge and skills in relation to the use of social media within a business. This workbook is to be used to supplement the work already carried out in the Principles of Social Media for Business Use unit (R/505/0890)

There are different sections that make up this workbook in order to make sure you are able to complete all of the tasks necessary, but you will be provided with support as you move along by your Assessor.

Further learning materials and support is available through your studying membership of the Institute of Enterprise and Entrepreneurs. If you haven’t yet received your login, please speak to your Assessor who will be happy to sort this out for you.

This unit contains four learning outcomes and will support you to be able to:

· Know how to use social media to engage with an audience
· Set up and maintain social media for business use
· Create and maintain content to publish for business use
· Grow the use of social media for business use

The evidence within this workbook will be assessed by,

Assessor Name: 

and will be quality assured by,

Internal Quality Assurer Name: Copyright © 2020 SFEDI Enterprises Ltd    

All rights reserved. This book or any portion thereof may not be reproduced or used in any manner whatsoever without the express written permission of the publisher (address below).    

Approved SFEDI Awards centres and learners undertaking a SFEDI Awards qualification may photocopy this document free of charge and/or include a PDF version on its intranet where it is only done so for the purposes of the approved delivery of this qualification.    

SFEDI Enterprises Ltd t/a SFEDI Awards  
19 Victoria Rd
Darlington
DL1 5SF
www.sfedigroup.com    

Every effort has been made to ensure that the information contained in this publication is true and accurate at the time of publication. However, SFEDI Enterprises t/a SFEDI Awards strives to continually develop and improve our qualifications and, as such, there may be occasions where changes are required. SFEDI Enterprises t/a SFEDI Awards does not accept liability for any loss or damage arising from the use of the information contained within this publication.



Introduction


For small businesses with an online presence, strong social media engagement is a sign that you’re making an impact in the market. It’s not just about looking popular: it’s about making meaningful connections with current and future customers, which will serve to boost your brand both on and offline.

You should be treating social media engagement like a dinner party, welcoming people and encouraging conversation between the host and the guests.

What is social media engagement?

Social media engagement is the measurement of comments, likes, and shares.

Of course you want to rack up your followers, but ultimately, the greatest measure of social media success is an engaged audience, not just a big one. As a business, it’s quality, not just quantity, that you should be striving for. Imagine you threw a party, and tons of people showed up, but they all just sat there silently. No small talk, no dancing, no conversations, no questionable drinking games. Was the party really a success? The RSVP list looks good, sure, but did your guests have fun? Do they like your dip?

Activity and engagement is crucial for every social platform to build a positive brand experience, and develop meaningful relationships with new and potential future customers.

Social media engagement is measured by a range of metrics that could include the following:

· Shares or retweets
· Comments
· Likes
· Followers and audience growth
· Click-throughs
· Mentions (either tagged or untagged)
· Using branded hashtags

Basically, social media engagement is growing anytime someone interacts with your account. And in order to engage you’ll also need to know, or decide, who your audience is. It’s hard to get people engaged if you don’t actually know who you’re talking to.
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Your Assessor will support you to plan how best to demonstrate your knowledge and skills which may be through the completion of the activities within this workbook or may include additional tasks best suited to you.

If any additional tasks are to be completed these will be listed in the table below with target dates for which you should try your best to complete each task listed.


	Task
	Target Date
	Re-planned Target Date

	Completion of the activities included within this workbook
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	



By signing below, you agree to completing the work as detailed above and working with your Assessor to achieve this by the deadlines indicated.



Learner Name: 

Signature: 

Date: 



Assessor Name: 

Signature: 

Date: 
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Activity One

In terms of format, it’s helpful to understand which kind of content is best for each platform: artful images for Instagram, longer text posts or videos for Facebook, and so on.

That being said, don’t be afraid to get creative with these post ideas:

· Contests
· Asking questions
· Polls
· Encouraging your audience to ask you questions (try an “Ask Me Anything” session)
· Test their knowledge
· Media upload contests
· Animated gifs
· Spotlighting customers
· Custom stickers or filters for Instagram Stories

Overall, the best way to figure out what content is working is to watch and learn. Be a content scientist! Experiment, observe the reaction, tweak and repeat.

You don’t have to face the social media wilds without some help. Here are some survival tools that might help!

Photo editing

· Adobe Spark makes it easy to crop pictures to the exact specifications of different networks. You can also edit photos directly and add text and filters to them.

Video editing

· Video is extremely engaging—research suggests it generates 1,200% more shares than images or text. There are a million video editors out there, but Clips app for iPhone makes it super simple to slap together a few scenes and add music or text frames, all on your phone. (Funimate is really similar, but for Android users.)

GIFs

· At this point, GIFs are essentially the international language of the internet. With Giphy, you can type in a keyword like ’excitement’ or ‘dog’ to access a huge library of animations to add some playfulness to any engagement.


	Think about three of the different social media tools and post ideas above and describe how you would use them to engage with a business audience.

	Social Media Tool or Idea (i.e. GIF, Poll, Sticker, etc.)
	How would it be used?
	Could any business use this tool/idea? Why or why not?

	
	
	

	
	
	

	
	
	






Activity Two


It’s essential that you create an expertly crafted social media profile no matter which channel you plan on using. Let's take a look to see how best to get your social media campaign off the ground and soaring into the sunset of success.

Use Your Business Name for the Social Profile

When you craft your social media page, you should use your business name as the name of the page. While this might seem like common sense, there are many businesses that will create a different profile page for various products, hoping to gain likes and follows for that specific product. They end up hoping to get likes on several different product profiles, but customers just aren't that keen on following hundreds of different pages for just one business. Knowing this, always make sure you create one page for your business and utilize only your business's name for the page name. This will help create a central location for your followers and allow you to promote more than just one product on the page.

Choose a Memorable Username

Choose a username that reflects your business, but is also memorable for clients. This can help you gather more followers and likes if you give your profile username out, and it can also help clients remember what your page is called. You may even find they are more willing to mention your business in a comment if they can remember the username easily. Most businesses simply choose their own name for this, but if you can't do that or have to limit the amount of characters in the username, find something that works perfectly.

Keep the Same Username Across All Platforms

When you create your username, it is a good idea to check its availability on all platforms you plan on using. You will most likely start out on Facebook, Twitter, and LinkedIn. However, you should think about other sites you might want to use in the future and claim your username before it gets taken. A few other sites to consider using are, Pinterest, Instagram, TikTok, and YouTube. Decide if these platforms are for you, and go ahead and claim your username. You can always make the profile private until you are ready to publish to it. If you can't keep your username the same across all platforms, try to make them as similar to each other as possible.

Always Use a Profile Image

You don't want to be a faceless Twitter egg, do you? Then upload a profile image on all of your social profiles. This is a great way to help clients find your social sites quickly and easily while also making sure people know your site isn't a spam site.

Now you might be wondering if you should use a photograph of your face for your various profiles or a brand logo. This depends on the business you are running. If your business is more of a personal one such as a musician or motivational speaker, then you can use an image of yourself or of a person people will connect with. However, it is usually a good idea to brand your profile photograph and use a company logo or design for other businesses. You don't need to put your company name into the image, however. Just come up with a clever design!

When Available, Use Those Cover Images

The majority of social media sites are making way for cover photos now, which helps add a great flair to your site. Many businesses just opt for a stock photo, which can always work, but branding your photos is a great idea. Again, you can use a company logo or you might be able to use your company's name in the design, but try to find images that are more spacious and aren't very busy with type. Get together with a graphic artist to come up with a great image! This will help make all of your social profiles look complete, and professional.

Add Your Link to the Profile Page

Don't miss out on the opportunity to use your website link on your profile page. The great thing about most of the major social media platforms out there is that they provide you with the ability to put your link in a prominent place on the profile. This makes it easier for followers to click the link and head to your site. However, don't just use it in the designated slot on profile page; use it several times by posting various links to blogs and products or services when you post updates. This will help promote more clicks to your site, giving your audience the ability to read more from your company and directing them to specific locations, encouraging them to purchase items from you.

Write a Professional Bio on All Social Sites

A bio is an important part of any social site, whether you can write a lengthy one or one with a character limit such as Twitter. Some great ideas on how to write a professional bio include:

· Show people what you have accomplished instead of telling people about yourself.
· Make sure your keywords are specific to your audience.
· Avoid using overused words in your bio, and craft something that is fresh while also professional.
· Always answer a question for the reader to encourage them to follow your social page.
· Consider hiring a funny person to write a line or two at the end of the bio or add a personal touch yourself. This can help encourage people to follow the site.
· Make sure you look over your bio regularly and make changes as needed. A fresh bio is a great idea, just like having fresh web content is. Keep things new for your readers!

Link to Your Other Social Media Platforms.
When you create a new social profile, let people know and link to the other social site. This will also work if you have one site that doesn't have very many followers. For example, if you have several followers on Facebook and only a handful of followers on Twitter, then make an update on Facebook encouraging people to follow your Twitter account. Include links within your profile, if possible, to other social channels or regularly promote the different channels. You should definitely do this if you have just started up an Instagram or Pinterest profile to get people to follow quickly.

Stay Consistent With All of Your Information.
A great tip that many social media experts give is to keep all of your information consistent across all platforms. Consistent information and branding across different platforms creates a very professional look and feel, especially if it is consistent with your website as well. This can create a sense of familiarity with your followers and can even bring in new customers. On that note, you should also always make sure your content and information is up-to-date. Yes, it can be time-consuming to keep your profile current, but it is a great idea!


	Add a screengrab of a social media profile you have created (or a witness testimony that you have completed this exercise).

	






Activity Three

Some may think of conversation as an art, but in some ways, it’s really more of a sport: volleying attention and questions back and forth.

Online, you need that give and take, too. It’s important for brands to practice both reactive engagement and proactive engagement.

When you’re reactive, you’re answering direct messages, incoming mentions or comments.

When you’re proactive, you’re the one sparking conversation with people who may be talking about you, but haven’t necessarily sent messages to you directly. Maybe they’ve mentioned you with a misspelled brand name (“I love La Croy!”), or a common, unofficial nickname (“can i pls marry a McD’s breakfast sandwich”). Either way, this is an opportunity to reach out and say hey.

You could also think about:

· Going beyond retweeting and liking and comment to start a conversation
· Acknowledging and answer questions
· Responding to comments with humour or warmth
· Showing the people behind the brand in photos or videos

And think beyond the feed. Comments or shares are great, but these public shows of engagement aren’t the only way to see that your audience cares. Private conversations, like direct messages or story interactions, are also powerful examples of an engaged audience, so make sure to treat them right (and track those numbers) too!

	Add a screengrab of a conversation where you’ve engaged with a customer on social media (or witness testimony that you have carried out this activity).

	


Activity Four

Once you know, or have decided, who is following you and why you want to reach them you’re ready for the important third ‘W’: what the heck do I tell them.

Content that is helpful to the audience, that addresses their needs and pain points, is critical. Think “conversation” not “broadcast.”

If you’re just talking about how great your brand is, or what you have for sale, it’s going to be harder to connect.

For a t-shirt company, posting pics of your latest design will only get you so far; posting fashion tips for how to dress up a t-shirt to wear to a wedding, on the other hand, is offering unique service and wisdom to help your fans out. (And daring your followers to share their own “wedding tee stories”? Even better.)

Not sure what to chat about on any given day? Just join a conversation that’s already happening. Commenting on current events and trends in a way that ties in your brand is an opportunity to instantly connect with an audience in a timely way.

Trending pop culture (remember the spring of Tiger King?), big sporting events, holidays, or viral memes can all be great excuses for a post. Keywords are the foundation of social media marketing- they are words or phrases which are relevant to topics/conversations online.

When deciding on what keywords your company should use, you should follow these tips:

· Keep your keywords relevant to what people will search in search engines. Think about what you would type in if you were to try and find your business in a search engine- bear in mind that people from around the world may have different names for your product i.e. Chips in the UK maybe fries elsewhere.
· Include your keywords in content that your business posts. People visiting your site will read the keywords and then decided whether they want to stay on your page to read your article/ watch your video etc.
· What products/ services does your company offer? If it is handbags for example, come up with a list of all the different handbags you sell.
· Are there any issues or problems that your company could answer or resolve? Using the example of handbags again, you could create a list of keywords that matches what a potential lead could be searching for. For example, if you sell handbags that are designed to carry laptops, your potential lead could write into a search engine “Handbags that can carry laptops” or “Handbags that are big enough to carry laptops.”
· Keep your keywords consistent. Keep your all keywords the same in your branding strategy as well this will make it easier to rank in search engines if you are using consistent keywords.

Hashtags are quite similar to keywords. They are social media tools that are defined with having the prefix symbol ‘#’  before a word or words (more than one word # has no spaces in-between.) For example, #socialmedia.  They are used to categorize topics and group them all together, allowing users to easily search for related topics using the search function. Twitter was the first social media platform that introduced us to # and now it is being adopted by other social media platforms like Instagram, Pinterest, Facebook, YouTube and Tik Tok. This is because they are very effective marketing tools as this makes it easier for online marketers to spread brand awareness, allowing them to gain more followers.

For example Coca Cola used the #Shareacoke  to  spread awareness of their Share a Coke campaign, where they started using people’s names on the packaging of Coca Cola bottles/cans. This was used to invite users to share their discoveries online or virtually share a coke with somebody.

When creating Hashtags, follow these simple rules:

· Keep them specific to your business or social media campaigns. This can be applied to events or issues as well.
· Make sure they are catchy, unique and clear. Search similar keywords to help you see how effective they are or to see what you should avoid when creating your # campaign.
· Don’t use too many hashtags in one status post. Usually 1- 3 is just enough. Make sure that they are relevant to your social media campaign, topic etc. You want to directly lead your readers to the right conversation.
· Avoid creating hashtags that are long for example #whykeywordsandhashtagsareimportanttosocialmediamarketing , this would make your post look ridiculous. Keep them short and sweet like #Socialmedia #Strategy.

Hashtags are brilliant for businesses because they can easily monitor and engage with users who are using their hashtag. They are also useful to keep a list of your most successful keywords as they can be re-used and associated with your business. Keep in mind though that hashtags can be more effective on one platform than others.

Use the box below to identify a theme and keywords/hashtags around which a social media message could be focused and then draft out the wording for that message.

	
i) What’s the theme and what are the keywords?









ii) Draft your message.












Now you have drafted out the wording for the message, gain feedback on what you could improve in order to make the message more appealing to someone reading it. Use the box below to explain who you got the feedback from and what feedback you received.

	









Use the box below to finalise the wording for the message based on the feedback gained.

	









Add a screengrab (or witness testimony) of your published content.

	














Activity Five

The unique benefit of social media for small business is that it allows you to talk directly to customers and followers. You can build relationships over time, rather than asking for a sale upfront.

More than half of internet users use social networks to research brands. Part of that discovery is getting to know who you are as a brand and what you stand for.

When people engage with your organic content or ads, it’s a great idea to engage back. This helps to build trust and form a loyal following. As fans share and like your content, you gain new, free, exposure.

Nurturing relationships can also help you build a loyal community that will lead to ongoing sales over time. Getting new customers is great, but don’t downplay the value of keeping customers, too.

The sheer number of social media marketing options for small business might seem overwhelming—but you don’t need to do it all. It’s more important to create quality content on a couple of key channels than it is to have a presence on every single network.

Above all, be sure that your social posts offer value. If all you do is pitch and sell, there’s very little motivation for people to follow you. Remember, social marketing is about building relationships.

Be human. Be honest. Post great content. This is important, and you can’t fake it.

You can’t do it all, and there’s no reason to try. Reach out to your audience in the places where they’re already spending time online.

Focus on using one or two social channels really well, at least to start. Once you’ve got those mastered, you can build from what you’ve learned and expand your efforts.

Following activity 4, you now know the key theme and keywords and you have a message to publish but who should you target? Use the box below to identify which people you could follow and groups you should join, eg. an industry group on LinkedIn, so that you can target the message to the correct people

	










Add a screengrab (or witness testimony) to show you’ve followed the people you identified on social media.

	



Add a screengrab (or witness testimony) to show you’ve engaged with your followers.

	



Add a screengrab (or witness testimony) to show you’ve shared content across multiple social media channels.

	




Activity Mapping


Now you have completed the activities to demonstrate your knowledge and skills it is time for your Assessor to map your work against the standards listed below.

By doing this they will be making sure that the work you have provided by completing the activities meets the requirements for you to gain your certificate.

Your Assessor will provide you with feedback on how you have done and whether any more work may be required.

	Assessment Criterion – The Learner can:
	Activity Number or Reference Number of Additional Activities:
	Assessor Signed Off (✓/✗):

	Describe how to use different types of social media tools to engage with a business audience
	
1
	

	Describe how a business uses different types of social media tools to engage with their audience
	
1
	

	Set up business social media profiles
	
2
	

	
Customise business social media profiles
	
2
	

	Engage in social media conversation including responding to contacts
	
3
	

	Identify themes and keywords around which content will be focused
	
4
	

	Create content to be published on social media for an identified audience
	
4
	

	Edit and optimise content ready for publishing
	
4
	

	Publish content to agreed platforms
	
4
	

	Identify who to follow on social media based on identified themes and keywords
	
5
	

	
Follow identified people on social media
	
5
	

	Assessment Criterion – The Learner can:
	Activity Number or Reference Number of Additional Activities:
	Assessor Signed Off (✓/✗):

	Engage with followers on social media
	
5
	

	Monitor and promote published content via other social media channels
	
5
	





Assessor Feedback


	



Authenticity Declarations



Learner Declaration

By signing this declaration, you agree that the evidence provided within this workbook has been produced by you and meets the requirements of being authentic, sufficient, valid and current to the standards required.



Learner Signature:

Date:



Assessor Declaration

By signing this declaration, you agree that you have assessed all of the evidence produced within this workbook and have ensured that the work is that of the learner. You are also declaring that during the learning process you have ensured that the evidence is authentic, sufficient, valid and current to the standards required.



Assessor Signature: 

Date: 



IQA Signature (if applicable): 

Date: 



Additional Evidence Forms



Use these additional forms in order to record additional evidence for the activities within this workbook where additional space is required.

Ensure that each piece of evidence entered on these forms is clearly labelled with the corresponding activity number.
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