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	Learner Name
	


Assessment Plan

By completing this series of worksheets you are working towards the following unit/qualification:

	Unit/Qualification Title
	


The assessment criteria that you must provide evidence against are listed later within this document and you will evidence your completion of the criteria by completing the following:

· The tasks within this series of worksheets
· Witness testimony and/or print screens as identified in the mapping section at the end of this document
· Other forms of evidence planned between both yourself and your Assessor as detailed in the box below (only complete this box if required)
	


	You will work on these activities for the following period of time,

 eg. 1 session, 1 week, etc. in order to complete the required work
	


On completion of the planned tasks above you will be required to sign a statement at the end of this series of worksheets stating that the evidence provided is authentic, sufficient, valid and current in relation to the requirements of the assessment criteria.

By signing this assessment plan you agree to complete the activities as listed above within the timeframe identified and that you fully understand the requirements in order to evidence the assessment criteria listed later within this document.

Learner Signature and Date






Assessor Signature and Date
Introduction
Social media is the new kid on the marketing block. Much-hyped, widely thought of as being a key tool in generating new business leads, cheap to get started and accessible for pretty much everyone, it seems to be a guaranteed winner. But is it as easy as it first seems? Can any Tom, Dick or entrepreneur who knows how to maintain a Facebook profile use social media to generate business?

Social Media as a Research Tool
Market research has always been an important element of selling a product or service whether the company is new to the market or is well established but it does have a cost. Social media offers a more cost-effective solution to companies of all sizes. The following steps provide a guide on how you can make use of social media within your business.
- Search and Track Activities – social media platforms such as Twitter allow you to carry out searches for keywords. Those hashtags aren’t just for you to use when posting, make use of them to see what other people are saying about a subject and get a better idea of what people are looking for.

- Learn to communicate – by using social media you can find out what types of messages might work best when putting together marketing campaigns. You might even be able to try some out without people realising to make sure you are on the right track. 
- Increase the size and scope – social media allows you to reach a wider audience than traditional methods meaning you can get a better idea of what people are thinking, in fact a report in 2011 by Nielson found that 80% of people with internet access used social media.
- Engage with the audience – traditional market research methods make use of questions but social media allows you to discuss rather than obtain feedback on a one off set of questions being answered. This means you have more chance of finding out the true feelings of the audience.  
Social Media as a Promotion Tool
First and foremost, social media marketing fulfils the same duty as other forms of marketing by trying to get the attention of potential customers and clients. Most people are familiar with the big names in social media such as Facebook, Twitter, YouTube, Pinterest and Google+, and millions of people around the world have profiles and accounts on one or more of these platforms. Social media marketing is the use of one or more of these profiles or accounts by a person or team on behalf of a business.

Like a website, social media is expected to generate what is called ‘traffic’ – that’s people who pass through the site and read what a company has to say – for a business. Anybody stopping by to browse a web page can be turned into a buying customer; in the same way that somebody strolling past a restaurant and peering through the window can expect to be encouraged through the doors to try the dishes. Marketing objectives across any media usually fall into the following categories:

· Increasing revenue

·  Increasing profits

· Growing market share

· Growing customer base

· Increasing brand awareness
· Improving reputation

Although the aim of social media marketing is the same as any other – promoting the value of a product or service to potential customers – it can be quite different. Where traditional media marketing channels (including TV, radio, magazines, newspapers, direct mail and other online activity) tend to have a clear sales message and openly push the benefits of the brand in question, social media frequently uses a softer, less ‘salesy’ approach. It can involve:

· Two way conversations

· One-on-one interactions

· Focus on the customer not the business

· Contain content generated by potential customers

· Free platforms

· Real-time updates

· Encouragement of active involvement

· Transparency and authenticity for customers

The most obvious benefit to anybody starting up a new business is the cost of social media marketing. For anyone with a computer, having a Facebook page or your own Twitter account is completely free. This is perhaps why so many people are trying it out as a way to promote their own business. And many enterprises are finding it to have other positive effects, too:

· Measureable – as with most online activity, figures can be tracked by a computer. It’s easy to see how many eyeballs are scanning your profiles, count the number of people posting, share and link to or from your site, and even get a sense of the enjoyment people are taking in your online activity through ‘likes’ and positive comments. 

· Fresh – consumers today are getting very good at blocking out traditional media marketing because they see so much of it. People glaze over when an advert comes on the radio; they record their favourite TV programmes so that they can fast-forward through the adverts later; and they flick past marketing material in their favourite magazines. Social media is different in that it works through engagement: entertaining, informing, asking for opinions and generating a community spirit.
· Spreading the message – as well as being free to use, businesses with a good social media presence get to watch others doing some of the work for them. Post an informative blog, for instance, and you might see tens or even hundreds of people sharing it with their friends – spreading the word on your behalf.
· Build reputation - Many brands now use social media as a way of setting trends, showing how cool and informal they can be as well as get people to show their support by being a hub for information and customer support. Encouraging testimonials and reviews can be particularly useful in building a reputation because positive comments are ‘amplified’ – they are available for hundreds or even thousands to see, and their authenticity is taken for granted because other users can see the origin of the testimonial. This type of 3rd party endorsement carries a lot of weight and is a key tool for many businesses utilising social media in their marketing strategy.

Linkedin is a great example of a site where businesses and individuals use amplification. Encouraging people to give you ‘endorsements’ is like having your CV references constantly out there for all to see. And because it is often easy to see the background of a person who has promoted your business, it adds weight. Why? Because knowing that people are prepared to stake their reputation is comforting to most of us!!
So what are the drawbacks?
· Low returns on investment – starting up a business leaves most entrepreneurs short on time. But by its very nature, social media marketing requires a lot of time and energy to make it effective. Building a following, creating content and interacting with the market can take up hours just to get people to join your community. And after all that, there’s still no guarantee they will buy from you. 

· Lack of control – encouraging engagement is a potential minefield, purely because you have no control over what people might say on your wall or feed. Even if you are able to quickly delete it, the chance of some users seeing negative comments is high. And because social media channels are accessible 24/7, it could be hours or even days before you are able to delete a damaging post. As is proved time and again, people also like to use the anonymity provided by a pseudonym to damage others’ reputation simply because they can.

So we can see that as a form of marketing, social media is great for promoting products and services in a world where other marketing techniques are being blocked out – as long as you can build a following and engage people constructively. But factoring it into your business also requires you to allocate time and resources ( which equates to money) to managing social media channels and you need to know which ones are actually going to produce a return on investment, what it’s going to take to get that return and what this content is going to look like.
General vs. Niche Social Media
Social media can be a blessing but also a curse for a business. Just making use of the bigger and better known social media tools can help reach a wider audience and build brand awareness quickly but you can also get lost in the mass of companies also trying to do the same thing at the same time. Most companies can now be found on Facebook, Twitter and Linkedin but could you be more effective if you look at how you use these tools?

As a business you have two choices, firstly using niche social media tools can help you to reach a specific market quickly and easily as you know that the people who will be reading your message are looking to engage with your services or products. Below are some examples of niche networks you could access:
-
Quora allows you to ask questions about your industry to collect market intelligence about what people are looking for so you can develop your service or product effectively. It also allows you the opportunity to answer other people’s questions and position your business as a solution to a problem.

-
Meetup allows you to identify relevant events you may want to attend and provides you with network opportunities. It also allows you to market your events and attract more people to attend in order to get your message out to those that want to hear it.

These are only two examples of social media tools you could use but there are many others that will help you to target different types of audience. All you need to do is a quick search on the internet and you will find lots of different options. Just make sure that you look for reviews and recommendations to find the most effective and appropriate tools for you and your business.

Secondly, don’t forget about the bigger and better known social media tools, yes you can be lost in the crowd but they are well established and have a large readership already. Social media tools such as Facebook and Linkedin already have groups and networks where the hard work has already been done for you with a ready audience for you to interact with. 

Most businesses will use a mix of social media tools to make sure they get the best exposure but make sure you research your options properly; it will save you time and effort in the long run. 

How do you choose your social media tools?
Arming yourself with the right marketing weapons is particularly important to make sure your social media plan works efficiently. You want to know what’s going to get the job done with minimum fuss, time, energy and cost. Here’s a list of some of the sharpest social media platforms out there at the moment (bearing in mind that trends swing on an almost daily basis and technology moves at an alarming rate online):

· Facebook

· Twitter

· Linkedin

· Pinterest

· YouTube

· Google+

Across the social networks there are now millions of gadgets, gizmos and games that contribute to the ‘social’ nature of these online platforms, but the staple tools of all sites is content. This can come in the form of words, videos, audio and images.

What are the features and benefits of these tools?
Posts, blogs, instant messages, live chats and status updates – these are just a few of the ways you can entertain and inform an audience. Rather than trying to instantly convert audience into customer, social media marketing encourages knowledge sharing and forums for discussion. If your posts encourage readers to come back to your page again and again because they consider you to be a trusted advisor, and they recommend the page to 10 others by ‘liking’ or ‘retweeting’ to the people they interact with, they can grow the market awareness of your brand. 

If your primary objective is to grow your market and interest new types of customer through social media marketing, then it is even more important that the focus of your content is on providing something that is social and shareable. 

In the modern world, not everyone engages with content in the same way, however, and some people prefer to consume content and get their information through visual or audio forms. The popularity of viral videos and imagery is now one of the fastest ways of growing market awareness. And, after all, they do say that a picture can convey a thousand words.

To get a return on investment, it is important that the right channels and tools are selected to achieve the objectives of an enterprise. Some tools are better for developing market awareness because they are easily shared, some are better for providing information and customer service tools to enhance reputation.

Let’s take an example:

A butcher wants to market his business more effectively and build his company’s name as the finest family-run butchers in the region. His unique selling point has always been the best, locally-sourced organic meat provided at competitive prices combined with outstanding customer service.
He decides that YouTube, Facebook, Pinterest and Twitter are the best platforms for him as he wants to use video, images and text content. His plan is to provide video tutorials on basic butchery skills, upload great recipes for different cuts of meat, share articles on the importance of carefully sourced meat, attach photos of his shops and regularly update customers on the week’s special offers.

After 6 weeks he finds that the videos, articles recipes and special offers have had a great response, and that his customer base has already grown, but that nobody is interested in photos of chicken breasts and lamb chops.

What the butcher needs to do now is measure the success of each tool and channel, and address how he should change his plans going forward.

What are the features and benefits of these tools?

We can break down the key performance indicators (KPIs) for a business by using the SMARTER goals mnemonic. It stands for:
S – Specific

M – Measurable

A – Attainable

R – Relevant 

T – Time-sensitive

E – Evaluate

R – Re-evaluate

When planning a social media campaign it is important to have these elements firmly in mind. And just as importantly, you should measure the success of your efforts against these factors at regular intervals. This is important because time and money is precious when starting or establishing a business. Pouring resources and energy into something that proves to be fruitless can equate to a loss of revenue, even if being on the networks themselves costs you nothing.

Going back to our example:

The butcher knows that he wants to

1. Broaden the market for his business

2. Enhance his customer service to build on the brand’s reputation

But without making his goals SMARTER he could find himself a year down the line having spent 10 minutes every day for 365 days of the year to update his social networks without seeing any responses or uplift in business. That’s 3650 minutes or around 61 hours that could have been spent serving customers, working on a shop display, or pursuing another marketing option.

Say, on the other hand, that he sets out targets to generate 1,000 followers over a 6-month period because he understands that this typically equates to converting 100 extra customers (research has told him that 1 in 10 actually buy as a result of social networking). Every week he measures the interaction he sees across each channel in relation to the time he is putting in, and from this he can measure success on a more regular basis. He even adds feedback options to his profiles to ask what he could be doing better.

In this way, our butcher can not only make his marketing strategy work harder and become a more efficient use of his time; he can also measure how much success he is having as a result.
Creating an Effective Social Media Presence
There are many ways in which you could create that fantastic online presence that will really engage your customers but there is one thing you must always keep in mind – stay focused! Whatever media tools you are using always keep your customer in mind, if you don’t make what you are saying relevant then the likelihood is they won’t bother to read it. 
Think of the types of people who would use different types of social media tool, compare Facebook to Linkedin. Facebook is where people of all ages link with friends and family and post about what they are up to in their lives whereas Linkedin is used by professionals to network about jobs, what’s happening in industry and also to drum up new business. The way you would engage customers on Facebook is different to how you would on Linkedin. Who are your customers? Which social media tool are you likely to find them using?

With keeping your customer in mind you can then follow some simple steps to making sure they can find you:

- Be consistent – if you are going to post on certain days or certain times make sure you do. You’ll find that if you do it often enough then your customers will expect it and actively look out for it

- Focus on your audience – make sure you are using the correct social media tool for the type of customer you are trying to engage with. There is no point spending all your time and effort using it if your target audience aren’t

- Keep it short and sweet – with the use of the internet people now expect to access and read information quickly. Keep the message short and to the point or you risk them switching off and going somewhere else. Think how successful Twitter is with only 149 characters!

- Don’t get drawn in – social media makes great use of discussion groups which can really help you to engage with your audience but don’t get carried away. You are still talking with customers so keep it professional. They aren’t looking for a new friend; they are looking to do business
- Watch your time – especially if you are new, social media can suck you in and time soon runs out. Don’t forget that you still have a business to run and social media isn’t the only thing you need to concentrate on

Protect Your Brand
It may be one of the most popular and fast-developing areas of marketing, but social media marketing also carries a number of risks if not managed carefully. People enjoy social media because it is informal, fast-paced, fun and allows the transfer of information. But because it is informal it poses a problem for enterprises – you want to join in whilst still maintaining the professional appearance your business demands. Blurring the boundary between personal online usage and business usage can cause companies big problems.

Increasingly, enterprises are getting into hot water as they are faced with:

· Legal issues – e.g. copyright infringement and libellous comments

· Problems with data protection – e.g. staff sharing confidential information on the Internet accidentally

· Loss of productivity amongst staff – employees becoming inefficient with time and failing to use time on social media in the best interests of a company

· Reputational damage – both inward and outbound communication that compromises the integrity of an enterprise

Putting a policy or at least guidelines in place for those using official business social network accounts can be important in protecting a business, its staff and its customers. The layout for guidelines will depend on the choices of each individual business, but having rules in place to control online activity is essential.

The advantage of social media is that it is relatively easy to audit the material being posted by both the business and the customer. For those using multiple channels there is even software to sync all of your posts and search tools to see where your business is being mentioned – or even keywords relating to the work your business does.

Auditing the interactions taking place can be a valuable tool in assessing the public perception of your brand. Depending on the type of posts you receive, you may wish to build on certain successes in your perception by providing more content that is working towards your KPIs or react to things that are compromising perception of you. You might choose to:

· Respond

· Reassure

· Placate

· Ignore 

· Censor
· Pursue legal action
Activities
a) Use the table below to identify the main social media channels and explain the reasons that a business would use each of them and how they help interaction with the audience
	Social media tool
	Reason for using 
	How it helps to interact

	
	
	

	
	
	

	
	
	


b) Use the box below to explain the main differences between the main social media channels identified

	


c) Use the table below to identify examples of specialist social media channels and explain the reasons that a business would use each of them and how they help interaction with the audience
	Social media tool
	Reason for using 
	How it helps to interact

	
	
	

	
	
	

	
	
	


d) Use the box below to explain the main differences between the specialist social media channels identified

	


e) Use the box below to explain why a business would make use of social media including the advantages of a business building an online community and how they could measure their social media engagement levels with the audience
	


f) Use the box below to identify the key themes and keywords around which a social media message will be focused and draft out the wording for the message

	


g) 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

	


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

	


i) Now you know the key themes and keywords and you have a message to publish but who should you target? Use the box below to identify the people you should follow and groups you should join, eg. an industry group on Linkedin, so that you can target the message to the correct people 
	


j) Use the box below to explain why a business should be aware when they are mentioned on social media

	


k) Use the box below to explain the risks associated with a business using social media and how a social media policy can help to address these risks including how a business can monitor their social media engagement
	


Activity Mapping for R/505/0890 Principles of Social Media for Business Use
The following table shows how the activities within these worksheets have been mapped against the criteria for the unit. Successful completion of the activities will provide the evidence in order to achieve the unit requirements. By initialling the activities you are stating that the learner has met the required standard for each of the assessment criteria listed. On completion of the unit this sheet must be signed as indicated below.

	Assessment Criteria
	Activity Number
	Assessor Initials
	IQA Initials

	1.1 State the major social media channels
	A
	
	

	1.2 Identify reasons for using each of the major social media channels for business use
	A
	
	

	1.3 State the main differences between the major social media channels
	B
	
	

	2.1 State the specialist social media channels
	C
	
	

	2.2 Identify reasons for using each of the specialist social media channels for business use
	C
	
	

	2.3 State the main differences between the specialist social media channels
	D
	
	

	3.1 Identify why a business uses social media
	E
	
	

	3.2 Explain the advantages of a business building an online community
	E
	
	

	3.3 Describe why a business should be aware when they are mentioned on social media
	J
	
	

	3.4 State the benefits of a business using social media for engagement
	A/C
	
	

	3.5 Identify ways of monitoring social media engagement
	E
	
	


	4.1 Identify risks associated with using social media for business
	K
	
	

	4.2 Explain why a business should have a social media policy
	K
	
	


Activity Mapping for R/505/0887 Social Media for Business Use
The following table shows how the activities within these worksheets have been mapped against the criteria for the unit. Successful completion of the activities will provide the evidence in order to achieve the unit requirements. By initialling the activities you are stating that the learner has met the required standard for each of the assessment criteria listed. On completion of the unit this sheet must be signed as indicated below.

	Assessment Criteria
	Activity Number
	Assessor Initials
	IQA Initials

	1.1 Describe how to use different types of social media tools to engage with a business audience
	A/C
	
	

	1.2 Describe how a business uses different types of social media tools to engage with their audience
	A/C
	
	

	2.1 Set up business social media profiles
	Witness Testimony and/or Print Screen
	
	

	2.2 Customise business social media profiles
	Witness Testimony and/or Print Screen
	
	

	2.3 Engage in social media conversation including responding to contacts
	Witness Testimony and/or Print Screen
	
	

	3.1 Identify themes and keywords around which content will be focused
	F
	
	

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

	3.3 Edit and optimise content ready for publishing
	G/H
	
	

	3.4 Publish content to agreed platforms
	Witness Testimony and/or Print Screen
	
	

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

	4.2 Follow identified people on social media
	Witness Testimony and/or Print Screen
	
	

	4.3 Engage with followers on social media
	Witness Testimony and/or Print Screen
	
	

	4.4 Monitor and promote published content via other social media channels
	Witness Testimony and/or Print Screen
	
	


Assessor Feedback to Learner

Use the box below to provide feedback to the learner on completion of this unit
	


Learner Statement
I confirm that all of the work produced in relation to the above unit has been produced by myself and meets the requirements of being authentic, sufficient, valid and current to the standards required.
Assessor Statement
I confirm that I have assessed all of the work produced and have ensured that the work is that of the learner. I have ensured that during the learning process the evidence is authentic, sufficient, valid and current to the standards required.
Learner Signature and Date
Assessor Signature and Date
IQA Signature and Date (if applicable)
Further Information
To locate your nearest centre visit the SFEDI Awards website and use our ‘Find a Centre’ section or contact a member of the SFEDI Awards Customer Service Team on customerservices@sfediawards.com.
w: www.sfediawards.com
e: customerservices@sfediawards.com
t: 0845 224 5928
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