ACTIVITIES

Activity 1: Developing a Social Media Strategy

Objective: Participants will learn to create a strategic social media plan tailored to their business goals and

audience preferences.

Duration: 90 minutes

Materials Needed:

Whiteboard/Flip chart

Markers

Laptops or tablets

Internet access

Printouts of a Social Media Strategy Template (one per participant)

Examples of successful social media campaigns (videos, images, case studies)

Activity Outline:

Introduction (10 minutes)
o Briefly explain the importance of a social media strategy.
o Share examples of successful social media campaigns and discuss why they were effective.
Set Clear Goals (10 minutes)
o Explain the concept of SMART goals (Specific, Measurable, Achievable, Relevant, Time-bound).
o0 Ask participants to think about their business or personal brand goals.
o Have participants write down one or two SMART goals for their social media presence.
Know Your Audience (20 minutes)
o Introduce the importance of understanding the target audience.
o Show how to research audience demographics and preferences using online tools (e.g., Facebook
Insights, Google Analytics).
o In pairs, participants will discuss and outline their target audience's demographics, interests, and
behaviors.
Choose the Right Platforms (10 minutes)
o Discuss the strengths and user demographics of various social media platforms (Facebook,
Instagram, Twitter, LinkedIn, etc.).
0 Ask participants to choose the most suitable platforms for their goals and audience.
Create Engaging Content (20 minutes)
o Explain different types of content (images, videos, stories, infographics) and the importance of a
content calendar.
Show examples of engaging content.
Have participants brainstorm and outline a week's worth of content for their chosen platforms,
including post ideas and formats.
Engage with Your Audience (10 minutes)
o Discuss the importance of interaction (responding to comments, messages, encouraging
discussions).



o Share best practices for engaging with an audience.
o In pairs, participants role-play responding to hypothetical comments and messages.
7. Monitor and Adjust (10 minutes)
o Introduce basic analytics tools (e.g., Facebook Insights, Twitter Analytics).
o Show how to track key metrics (engagement, reach, conversions).
o Have participants outline a basic plan for monitoring their social media performance and
adjusting their strategy.

Wrap-Up:

e Summarize the key points covered.
e Encourage participants to implement their social media strategies and regularly review their effectiveness.

Activity 2: Measuring and Analyzing Social Media Success

Objective: Participants will learn how to measure and analyze the success of their social media efforts using key
performance indicators (KPIs) and analytics tools.

Duration: 90 minutes
Materials Needed:
Laptops or tablets
Internet access

Printouts of a KPI Tracking Template (one per participant)
Examples of social media analytics reports

Access to demo accounts or screenshots from social media platforms' analytics tools

Activity Outline:

1. Introduction (10 minutes)
o Explain the importance of measuring social media success.
o Introduce key performance indicators (KPIs) such as engagement rate, reach, impressions, and
conversion rate.
2. Understanding KPls (15 minutes)
o Define each KPI and explain its significance.
o Show examples of social media posts with varying engagement rates, reach, and conversions.
o Discuss how different KPIs align with specific business goals (e.g., brand awareness vs. lead
generation).
3. Utilizing Platform-Specific Analytics (20 minutes)
o Demonstrate how to access and interpret analytics on popular platforms (Facebook, Instagram,
Twitter).
Provide a walkthrough of key features in these analytics tools.
Have participants log into their social media accounts or use provided demo
accounts/screenshots to explore the analytics features.
4. Employing Third-Party Tools (15 minutes)



Introduce third-party tools like Hootsuite, Buffer, and Google Analytics.
Show how these tools can provide comprehensive insights across multiple platforms.
Have participants use a demo account or screenshots to explore the features of one third-party

tool.
5. Tracking and Reporting (20 minutes)
o Provide a template for tracking social media performance over time.
o Explain how to regularly review and report on key metrics.
o Participants will use the KPI Tracking Template to record and analyze sample data provided in the
lesson.
6. Identifying Trends and Patterns (10 minutes)
o Discuss the importance of identifying trends and patterns in social media data.
o Show examples of how to spot trends and use them to inform future strategies.
o Participants will analyze provided sample data to identify trends and suggest adjustments to
social media strategies.
Wrap-Up:
® Recap the key points.
e Encourage participants to apply these techniques to their social media efforts and regularly review their
performance for continuous improvement.
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