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Unit 301 Principles of social media 
within a business 

 

UAN: R/503/9324 

Level: 3 

Credit value: 6 

GLH: 42 

Aim: This unit is about the fundamentals of 
social media marketing for a business. 

 

Learning outcome 

The learner will: 
1. understand how social media fits into the objectives and marketing 

of a business 

Assessment criteria 

The learner can: 
1.1 describe a business and its type, vision, aims, objectives and goals 
1.2 identify the brand and values of a business and how these are 

portrayed to the audience of a business 
1.3 describe the marketing tools available to a business 
1.4 explain the consequences of using social media on the budget of 

different sizes and types of business 
1.5 explain the benefits and consequences of encouraging 

amplification 
1.6 explain the benefits and consequences of encouraging 

engagement 
1.7 explain the factors to consider when identifying a social media 

plan for a business 
1.8 explain how social media could fit into the marketing plan of a 

business. 

 

Range 

Audience 
Customers, competitors, influencers, suppliers, partners 
 
Marketing tools 
Marketing calendar, digital and physical media, telemarketing, face to 
face, surveys 
 
Different sizes and types of business
Sole trader, Small Medium Enterprise (SME), enterprise, corporate, 
public sector, education, international, charitable, not-for-profit, 
voluntary sector 
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Factors 
Audience, business type, business brand, resources, content, cost, 
time, market conditions. 

 

Guidance 

Brand and value  
For example: logo, mission statement, ethics, sustainable business 
practices, statement of purpose 

 

Learning outcome 

The learner will: 
2. understand how to select social media tools and channels for a 

business 

Assessment criteria 

The learner can: 
2.1 describe the different tools and channels that can be used for 

social media 
2.2 describe the features and benefits of the different tools and 

channels that can be used for social media 
2.3 identify the potential type of audience for each different tool 

and channel that can be used for social media 
2.4 explain the factors to consider when selecting different tools 

and channels for social media 
2.5 evaluate different tools and channels for social media for 

business use. 

 

Range 

Different Tools and Channels 
Social Network, Email newsletter, Website, Keywords, Mobile social 
media, Mobile Websites, Blog, Video, Podcasts, Forums, Social 
Bookmark, Wikis, Online vouchers, Geo-location 
 
Audience 
Customers, competitors, influencers, suppliers, partners. 

 

Guidance 

Different Tools and Channels 
For example: Television, augmented reality, social gaming, virtual 
world 

 

Learning outcome 

The learner will: 
3. understand how to measure the success of using social media 

tools and channels 

Assessment criteria 

The learner can: 
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3.1 explain the importance of measuring the outcomes of using 
different social media tools and channels 

3.2 explain why SMARTER targets should be set for different social 
media tools and channels 

3.3 describe the methods a business can use to measure and identify 
success of different social media tools and channels 

3.4 describe what success could look like when using different social 
media tools and channels for different types and sizes of 
business. 

 

Range 

Different Tools and Channels 
Social Network, Email newsletter, Website, Keywords, Mobile social 
media, Mobile Websites, Blog, Video, Podcasts, Forums, Social 
Bookmark, Wikis, Online vouchers, Geo-location 
 
SMARTER 
Specific, measurable, attainable, relevant, timely, evaluate, re-evaluate 
 
Methods 
Analytics tools, manual, automated, human analysis 
 
Different sizes and types of business 
Sole trader, Small Medium Enterprise (SME), enterprise, corporate, 
public sector, education, international, charitable, not-for-profit, 
voluntary sector. 

 

Guidance 

Different Tools and Channels 
For example: Television, augmented reality, social gaming, virtual 
world 
 
Success 
This can differ  change in perception, financial, interaction, increased 
awareness, improved sentiment 

 

Learning outcome 

The learner will: 
4. understand how social media policy and guidelines can impact a 

business 

Assessment criteria 

The learner can: 
4.1 describe the components 

guidelines 
4.2 explain the importance of having a social media policy and 

guidelines 
4.3 explain the importance of having a reputation management policy 
4.4 describe the benefits of managing perception changes in a 
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4.5 describe how to manage perception changes 
reputation. 

  
Range 

Components 
Internet, behaviour in and out of work, appropriate use, online privacy, 
brand and values, corporate code of practice, complaints process, 
training requirements, code of conduct, crisis management, tone and 
manner 
 
Perception changes 
Positive, positive neutral, neutral, negative neutral, negative. 

 
Learning outcome 

The learner will: 
5. be able to monitor how a business is using social media 

Assessment criteria 

The learner can: 
5.1 explain the importance of knowing how similar businesses or 

industries are using social media 
5.2 explain how to monitor the ways similar businesses or industries 

are using social media 
5.3 monitor how a business is using social media 
5.4 identify improvements to a bu social media. 

 
Guidance 

Monitor 
Needs to be monitored for a minimum of a week 
 
Monitor 
AC 5.3 & 5.4 are linked and should be delivered together 

 
  


