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Unit 307 Principles of Mobile Social Media 
for a business 

 

UAN: L/503/9323 

Level: 3 

Credit value: 5 

GLH: 28 

Endorsement by a sector 
or regulatory body: 

This unit is endorsed by CfA, the Council for 
Administration, and e-skills UK, the Sector 
Skills Council for Business and Information 
Technology. 

Aim: This unit is an introduction to mobile social 
media marketing looking at the solutions for 
a business. 

 

Learning outcome 

The learner will: 
1. Understand what mobile social media is and how it is used by 

businesses and consumers 

Assessment criteria 

The learner can: 
1.1 Compare different types of mobile social media 
1.2 mobile social media as part of 

their marketing  
1.3 Explain the reasons mobile social media for 

marketing  
1.4 Identify devices 

media 
1.5 Describe the cost benefit argument for accessing social media on a 

mobile device for a business 
1.6 Describe the ways consumers access social media on a mobile 

device 
1.7 Describe the barriers to accessing mobile social media 

 

Range 

Mobile Social Media 
Social networks, video channels, audio channels, RSS feeds, location 
aware games, location aware triggers, Bluetooth games, applications and 
any other current 
 
Devices 
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Smart phone, tablet/pad, gaming device, motion sensing gaming device 
 
Barriers 
Lack of device, lack of knowledge, privacy concerns, limited internet 
connectivity, cost, organisational 

 

Guidance

Reasons 
For example: increased network of mobile consumers, increased brand 
awareness, consumer motivation, consumer requirements, location based 
marketing, viral marketing 

 

Learning outcome 

The learner will: 
2. Understand the factors affecting the choice of mobile social media for 

a business 

Assessment criteria 

The learner can: 
2.1 Explain how using mobile social media fits into the overall social 

media marketing plan of a business  
2.2 Define the audience groups for mobile social media for a business 
2.3 Explain how the potential audience affects the choice of mobile 

social media for a business 
2.4 Explain how social relevance informs a mobile social media 

marketing plan for a business 
2.5 Describe the types of content that could be accessed on a mobile 

device 
2.6 Explain the factors that affect content design for mobile social 

media 
2.7 Describe how the attention span of mobile social media consumers 

will limit the design of mobile content 

 

Range 

Audience groups 
Customers, competitors, influencers, suppliers, partners, demographics 
 
Social relevance 
Know what consumers are using, where they are accessing it and when. 
 
Content 
Textual message, audio content, video content, application, email, 2-
dimensional barcode, image  
 
Factors 
Relevance, personalisation, interest, device compatibility, accessibility 
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Limit 
Of reading text length on mobile screen, of listening to audio, limit of 
watching video, size of font 

 
 

Learning outcome 

The learner will: 
3. Be able to create and distribute social media content for a mobile 

device for a business 

Assessment criteria 

The learner can: 
3.1 Identify the distribution methods for adding content onto mobile 

devices for a business 
3.2 Identify the types of mobile social media and content required for a 

marketing campaign for a business 
3.3 Describe what success could look like when using mobile social 

media for a business 
3.4 Create mobile social media content for a business in readiness for 

distribution to a mobile device 
3.5 Distribute mobile social media content for a business 
3.6 Explain how to monitor the effectiveness of mobile social media 

content 

 

Range 

Distribution methods 
Mobile phone application, RSS feed, mobile website, SMS, email, 2-
dimensional barcode, Bluetooth, location aware triggers 

 

Guidance 

Content 
For example: textual message, audio content, video content, application, 
email, 2-dimensional barcode, image 

 

Learning outcome 

The learner will: 
4. Understand the use of location aware applications for a business and 

consumers 

Assessment criteria 

The learner can: 
4.1 Research the different types of location aware applications 
4.2 Describe in what circumstances a business could use location aware 

applications for marketing 
4.3 Describe the advantages and disadvantages of location aware 

applications for a consumer 
4.4 Describe why using location aware applications appeal to a certain 
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audience demographic 
4.5 Explain the steps a business could take to implement a location 

aware application 

 

Range 

Location aware applications 
Geo marketing vouchers, games, social networking, hyperlocal 
information 

 

Guidance 

4.4 
For example: FourSquare, Facebook check-in. 
 
Steps 
Register, set-up reward schemes, publicise, monitor 
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Unit 307 Principles of Mobile Social Media 
for a business 

Supporting information 

Guidance 
The tutor will need access to an internet enabled mobile device to teach. 
Although it is desirable, candidates do not have to have an internet 
enabled mobile device to take this unit. 


