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Module 3: Understanding marketing innovation: 

Overview: 

With an increasingly competitive and globalised business market, it’s never been more 

important to understand marketing innovation, to help build partnerships with larger 

outlets, and optimize and measure the success of innovations. Within this module, you’ll be 

guided through the process of assessing your marketing using the CASCADE marketing 

innovation template, to ensure your marketing activity is aligned with your goals and 

optimises your use of digital media. 

 

Use this module to gain insights to confidently tackle your own marketing development. 

You’ll work through examples, templates and case studies to see marketing innovation in 

action, and identify the techniques that work, and the ones that don’t.  

 

You’ll learn how to develop your own marketing innovations, ready to implement these 

within your own business. Within this innovation, you’ll create actionable targets for clear 

direction and learn how to identify your target audience to increase conversion. By the end 

of this module, you will have the skills and confidence to create, deploy, and monitor your 

marketing innovation. 

 

Syllabus: 

Innovation marketing- what is innovation marketing 

Marketing innovation- social media, digital and terrestrial marketing 

Building partnerships- how to build partnerships with larger outlets 

CASCADE marketing innovation template- assess your marketing 

 

Learning objectives: 

By the end of this module learners will: 

- Understand how marketing innovations can be implemented 

- Assess their marketing using the CASCADE marketing innovation template. 
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What does marketing have to do with innovation? 

 

Much, much more than most people can see or show in their organisation! On the one 

hand, innovation can only be successful with marketing; on the other hand, marketing 

needs innovation for product success. Around 80% of new products fail. Many inventions to 

not meet the expected targets or are withdrawn from the market at an early stage due to 

low sales volumes. Thus, they do not become innovations. Not only does this often mean 

companies miss out on profits, but it’s also wasted resources that could have been better 

used elsewhere. The crucial question now is, why are there so many failures? Is it the wrong 

ideas, or have the ideas been blundered? In many cases, the problem lies in dealing with the 

idea, and here, a lack of innovation marketing causes many failures.  
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What is innovation marketing? 

 

Innovation in marketing is important to prevent the failure of innovations and increase sales 

of existing products or services. Marketing includes all activities to increase sales. Innovation 

marketing is an important discipline, accompaning the entire innovation process, marketing 

and innovation are closely linked. It is essential to align products, services, and processes 

with the needs of customers. Including the timely recognition of changes in the market, the 

derivation of opportunities and risks, and the corresponding reaction and adaptations. 

Innovation marketing describes all activities to promote the market success of innovations. 

This includes a wide range of tasks. Innovation marketing as a discipline encompasses 

marketing activities in the innovation process, including, for example, research into 

customer needs, concept and prototype tests with customers, and the marketing of new 

products. These are all key tasks in innovation management, and innovation marketing plays 

a very important role in securing and increasing the success of innovation. 

 

Marketing and innovation - an inseparable couple: 

 

"Business has only two functions - marketing and innovation." Anon.  

Marketing and innovation are an important basis for a company's success. The focus is on 

customer and market orientation; all products, services and processes are to be aligned with 

the needs of customers and users. 

 

Marketing has a very comprehensive role. Market research comprises the identification of 

customer needs, including both current and future market needs, and the exploration of 

possible market potentials. Marketing also plays a strategic role. Marketing plans are drawn 

up based on short and medium-term business plans. In many cases, marketing also plays a 

leading role in the development of strategies. There are many overlaps between marketing 

and innovation management. For example, analysing trends, researching customer needs, 

product development and product design, these are all tasks that can be found in the 

function of innovation management.  
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Further Reading: What happens if innovation marketing is not put into practice? (5-10 mins) 

 

10 reasons why innovation marketing is important (DOWNLOADABLE PDF TO READ) 

 

Activity: Discussion (150 words, 20 minutes) 

 

The above text suggests that listening to your customers is a great way to innovate. Discuss 

your thoughts and feelings with peers by posting comments and responding to at least two 

other learners. 

 

Case study: 

 

 

 

 

 

 

 

 

 

 

Christina Campbell is co-director of a small plastic artisan enterprise, utilising closed loop 

production. Plastic waste of little value is sourced locally, and turned into high-quality, 

unique, handmade, products. This process helps to reduce landfill or incineration, in 

addition design and production of products is such that plastics are not mixed, to ensure all 

products can be recycled at the end of their life, proving a truly circular economy is possible. 

 

Christina was approached by a company who wanted to purchase her plastic chips to create 

their own products. However, upon meeting it was discovered the company wanted to mix 
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the chips in such a way that the end-products would not be recyclable, going against 

Christina’s company ethos of ethical and sustainable consumer options. 

 

Christina chose not to sell her recycled plastic chips to this company, as to the directors, 

company ethos was more important than chasing profits. 

 

Activity: Discussion (150 words, 20 minutes) 

 

In the case study above, the business owner had to decide between morals and profit, 

discuss whether in this situation, you would stick to your moral principles, or would profit 

talk? Discuss with peers by posting comments and responding to at least two other learners. 

 

Activity: Plan (30 minutes) 

How could you share your organisational ethics with potential customers, both B2B and 

individual? Create a five-point plan for this.  

 

Things to consider:  

 

 

 

 

 

 

 

 

 

 

 

 

 

Fostering 
trust and 
credibility

Leading by 
example

Dealing with 
objections

Being 
accountable

Sharing 
truthful 

information

Addressing 
problems

Keeping to 
commitments



 
 

 
This project has been funded with support from the European Commission. This publication [communication] reflects the views only of the 
author, and the Commission cannot be held responsible for any use which may be made of the information contained therein. 
 

 

 

 

Activity: Separate the fact from fiction (5-10 mins) 

 

Decide whether the following statements are true or false: 

 

Statement True or False 

1. The biggest obstacle to innovation is a lack of organisational 

resources and know-how. 

 

2. Innovation is coming up with new and creative ideas.  

3. Innovation is the exclusive realm of a few naturally talented 

people. 

 

4. Innovation is a random process.  

5. The most important type of innovation involves bringing 

new products and services to market. 

 

6. Teaching employees to think creatively will guarantee 

innovation. 

 

7. Most companies are not structured to innovate.  

8. Listening to your customers is a great way to innovate.  

 

Breakdown of answers: 

 

1. False: In most organisations, the biggest obstacle to innovation is what people already 

know to be true about their customers, markets, and business. Whenever you’re absolutely, 

positively sure you’re right, any chance at meaningful innovation goes out of the window. 

2. False: In business, innovation is the act of applying knowledge, new or old, to the creation 

of new processes, products, and services that have value for at least one of your 

stakeholder groups. The key word here is applying. Generating creative ideas is certainly 

part of the process. But to produce true innovation, you have to actually do something 

different that has value. 

3. False: Everyone has the power to innovate by letting their brain wander, explore, 

connect, and see the world differently. The problem is that we’re all running so fast that we 
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fail to make time for the activities that allow our brains to see patterns and make 

connections. Such as pausing and wondering, what if? 

4. False: Innovation is a discipline that can (and should) be planned, measured and 

managed. If left to chance, it won’t happen. 

5. False: It’s certainly important to bring new products and services to market. But the most 

important form of innovation, and the number one challenge for today’s business leaders 

may really be reinventing the way we manage ourselves and our companies. 

6. False: New ideas a ten a penny. The hard part is turning those ideas into new products 

and services that customers value and are willing to pay for- a process that requires 

knowledge about what your customers want and need, coupled with implementation. 

7. True: Most organisations are physically set up with everyone in specific areas, with 

management away by themselves. Employees rarely interact with other departments unless 

they need something to get their jobs done., when coupled with leaders who often withhold 

information believing this puts them in a position of power, this isolation prevents 

innovation. Innovation requires teamwork, communication and collaboration. 

8. Trick question! The real answer is “it depends”. Research shows that customers can be a 

good source of ideas for improving existing products and services- if you’re looking to 

achieve incremental innovation. However, by itself, customer research is not sufficient for 

generating disruptive innovation because it only uncovers expressed, or known, customer 

needs. Disruptive innovation solves problems that customers didn’t even know they had or 

were unable to clearly articulate to their vendors. It redefines the market at a very 

fundamental level, or in many cases, creates a new market. 

 

Quiz: Check your understanding (5-10 mins) 

 

Question 1: What percentage of new products are a success? 

- 10% 

- 20%  

- 30% 

- 40% 
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- None of the above 

 

Question 2: Why are many new products withdrawn? 

- Lack of shelf-space 

- Lack of innovation 

- Lack of sales 

- Poor pricing 

- None of the above 

 

Question 3: Why is innovation marketing important? 

- Targets advertising 

- Improves potential profits 

- Improve sales 

- Prevents the failure of innovations 

- None of the above 

 

Question 4: which of these tasks is not associated with innovation management? 

- Analysing trends 

- Researching customer needs 

- Product development 

- Marketing 

- None of the above 

 

Question 5: Innovation marketing makes a significant contribution to the chances of 

innovation success? 

- True 

- False 
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Breakdown of answers: 

1. 20% of new products are usually successful, 80% fail.  

2. Lack of sales. Many inventions to not meet the expected targets or are withdrawn from 

the market at an early stage due to low sales volumes. Thus, they do not become 

innovations. In many cases, the problem lies in dealing with the idea, and here, a lack of 

innovation marketing causes many failures. 

3. Prevents the failure of innovations. Innovation in marketing is important to prevent the 

failure of innovations and increase sales of existing products or services 

4. None of the above. Research into customer needs, concept and prototype tests with 

customers, and the marketing of new products, are all key tasks in innovation management, 

and innovation marketing plays a very important role in securing and increasing the success 

of innovation. 

5. True. Innovation marketing plays a very important role in securing and increasing the 

success of innovation. 

 

Summary: Reasons for marketing innovation 

 

Innovation is at the heart of entrepreneurship. As Howard Shultz describes it:  

“Innovation must be disruptive. And by disruptive, I mean disruptive. You gotta 

fracture and break the rules to disrupt”. 

 

3 ways innovation can help your business: 

1) Innovation grows your business 

2) Innovation helps you stay ahead of the competition 

3) Innovation helps you take advantage of new technologies 

 

Business innovation can be new products, new marketing strategies, new methods- all to 

reinvigorate the company and promote new value and growth. Innovation is about coming 

up with (or listening to) creative ideas and using strategic planning to implement these ideas 
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successfully. Innovation marketing makes a significant contribution to the chances of 

innovation success, and the avoidance of failure and unnecessary waste.  

 

3 risks with innovation to keep in mind: 

1) Expense- profits aren’t guaranteed, and innovations can be expensive, always ask 

yourself, will this create value? 

2) Scheduling- innovation takes time away from your focus on current products, 

marketing and sales. 

3) Instability- choose your innovations carefully and deliberately, innovation 

management helps business stability. 

 

Marketing innovation- social media, digital and terrestrial marketing 

 

Terrestrial vs. digital: a little history.  

The first official, paid television advertisement aired in the US on 1st July 1941. Since that 

golden age, however, subscription and online TV has fast eaten into terrestrial’s territory. As 

one would expect, mobile has a huge part to play in this trend with many more of us 

watching advertisements on our smartphone or tablet. As consumers, we check, almost 

constantly, our mobiles for the latest updates and content. 

 

Indeed, the devices on which we consume ads may tell us much about our age and online 

behaviours. How did you watch John Lewis’s Christmas ad? Was it on the good old-

fashioned box, or on your tablet? Did you go the whole festive hog and open Snapchat, 

turning yourself into the main character?  

 

The idea of digital complementing TV adds further fizz to our viewing experiences in a way 

that wouldn’t necessarily have been possible to predict. Let’s say you’re watching your 

favourite TV show and something particularly exciting or shocking takes place: where do you 

go to judge the reaction? Rarely is it an individual you happen to be sitting with, but more 

likely hundreds, if not thousands, of other engaged parties via Facebook or Twitter? 
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Where does this leave marketing professionals and business owners? 

When it comes to maximising the power of your marketing budget, digital is very effective. 

In addition to online, TV, and the Google network, Instagram, Twitter, Facebook and 

YouTube all offer digital advertising space, enabling businesses to get their voices out there 

in many cost-effective ways. 

 

Then there are videos. Videos embedded in newsletters or on social media can deliver the 

engagement of traditional TV advertising from the convenience of a mobile or laptop- from 

in-the-moment reportage, to slick animations and aspirational cinematography. 

The rise of digital is also helping companies to engage in valuable two-way communications 

with their customers via Twitter, Instagram and Facebook. Instantly, messages can be 

adopted, and the response evaluated, resulting in highly relevant interaction. 

  

Social Media Marketing: 

 

Times are changing. There’s more to social media marketing than posting on Facebook and 

Twitter a few times a day. If you want to build your brand, engage your prospects, and 

increase sales, it takes time and work. You need to stand out from a plethora of 

competitors, social media noise, and even compete with influencers, celebrities and other 

big names. You need a brilliant social media strategy. 

 

Often, like with any innovative marketing, you’ll find that you have to step away from 

traditional social media platforms, and continuously find new ways of reaching your target 

customers. The popularity of TikTok highlights the importance of keeping up-to-date with 

the ever changing digital world, so as not to miss out on key opportunities. 
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Activity: Research (40 minutes) 

 

Find out how social media such as TikTok works and how you could incorporate it into your 

marketing strategy. Create a five-point plan. 

 

Creating a social media strategy from scratch: Steps 1-2 

 

One of the primary reasons that people buy products from a business is because they trust 

their name. If you’ve established credibility, then people easily see the value of your 

offerings. Hence, as an entrepreneur, building a successful brand name should be a priority. 

 

Social media is an excellent starting point for most businesses to reach their target 

audience. It’s THE PLACE where consumers share their opinions about brands and interact 

with them. 

 

Step 1: Create a social media brand persona, and remain consistent 

If your social media profiles are consistent across different channels, then your visitors will 

form positive associations. They’ll know what to expect, no matter the social network. 

 

Start with having a professional profile picture that’s used across your social networks, 

ensure you carry the same professional look across every social channel you’re on, and 

match the picture to the one you use on your blogs. Your profile picture is just the start. You 

want to promote a consistent image with your brand’s voice, imagery, colours and overall 

outlook.  

 

Step 2: Social media brand voice: 

Funny, witty, casual, personal, and conversational language all work well on social media 

and can be a terrific media strategy. But you can also keep it formal and professional. Try to 

embody your brand values and stay authentic and consistent in your communication across 

your social networks, you should sound the same across every social channel. Once you’ve 
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got this nailed down, your conversations on social media will flow naturally. And, your 

audience will not just connect with you, but await your updates.  

 

Activity: Use this tool to think about your social media brand voice (10 mins) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Activity: Discussion (150 words, 20 minutes) 

 

Why might a different brand voice also be suitable? How will you decide which one to use to 

target your customers?  

 

Creating a social media strategy from scratch continued: Steps 3-6 

 

Step 3: Automate like a ninja 

Automating and batching repetitive tasks frees time for working on high-level business 

strategies. But, if you want to get the most out of social media marketing, then you can’t 

simply push out content. You’ve got to show your human side, because social media users 

crave authenticity. Find interesting third-party content pieces, share them on all social 
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media platforms, and let the engagements flow. Then, drop promotional product updates to 

generate sales. That’s how most marketers perform social media marketing. 

Social media is a two-way street. You can share your educating blog posts and updates. But, 

always ask for feedback and encourage discussions about your posts. Another major aspect 

that most brands should practice is replying to the comments on their updates and engaging 

with their social media followers. If you never communicate with your advocates, it would 

appear as if you don’t value their presence and time. 

 

Don’t forget to occasionally entertain your followers. To make your audience feel like a part 

of your social community, you need to open up and show your real side. Take your audience 

behind the scenes and share a photo from your daily life. If you’re a company, then share 

pictures from your events. Or, simply share photos of your employees- it’s always good to 

put a face to your brand name. 

 

Step 4: Decide on the kind of content that you’ll share on different social media platforms 

Every social network has certain native functionalities. You can post the same content 

across every social channel, but that comes across as lazy and won’t receive a good 

response. Confused? 

 

When you create content for Snapchat, it’s expected to have a raw, behind-the-scenes vibe. 

The users on the platform especially like seeing vertical videos of people on the move (shot 

through mobile phones). Similarly, Instagram audiences like to see beautiful photos 

with/without filters. And, on Twitter, users expect your message to end within 140 

characters. Sure, you can write a long note on Facebook, take its snapshot and post it on 

Twitter/Instagram/Snapchat as a photo update. But that just wouldn’t get the same level of 

engagement with your target audience.  

 

There are pros and cons to each of the different social media platforms and creating content 

that is tailored helps build followers. 
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Step 5: Create a content calendar and post frequently 

You create an account. You fill out the descriptions completely. Then, you drop a “Welcome 

to Facebook page; this is my first update” note and invite a few of your friends and social 

media followers from other accounts to like your page. Then, you disappear for a month. 

Sound familiar? This happens with most businesses that are starting out with social media. 

But, if you want to derive good results from your media marketing strategy and build long-

term relationships with your audience, then you’ve got to post regular updates. Otherwise, 

you’ll get lost in the social media noise. Social media marketing depends on consistently 

engaging content.  

 

To stay on course, create a content calendar and make frequent postings a priority of your 

media strategy. Setting up a calendar will help in organising your efforts and allocating 

appropriate resources to your social media platforms. If you’ve got a documented strategy 

in place, you’ll have an overall view of the kind of messages that you’re sending out. Then, 

you can balance out value-adding posts with occasional promotional updates and infusing 

your media strategy with creativity. You can also schedule updates in advance and save 

some time. 

 

INSERT SOCIAL MEDIA CONTENT CALENDAR TEMPLATE 

 

How many times can you post without overwhelming your followers?  

If you post really useful content, then you might get away with a slightly higher frequency. 

But, it’s really dependent on your target audience and industry. You’ll need to test and find 

out your optimal posting frequency to build your content marketing strategy. Here’s a 

simple schedule that you can follow at the beginning: 

 

Facebook: A couple of updates per day 

Twitter: Three times per day (if you’ve got the resources, then you can even send 5+ tweets 

everyday) 

Instagram: Once per day 



 
 

 
This project has been funded with support from the European Commission. This publication [communication] reflects the views only of the 
author, and the Commission cannot be held responsible for any use which may be made of the information contained therein. 
 

 

 

 

LinkedIn: Once per weekday 

Remember social media is all about real-time updates. Although it sounds counterintuitive, 

by planning ahead and practicing, you put yourself in a better position to react with wit in 

the moment.  

 

Social media content management: 

There are many online social media management tools you can use. Many of these require 

payments or subscriptions. These three were free to use at the time of publication: Later, 

Hootsuite, Buffer.  

 

 Later Hootsuite Buffer 

 Number of social media 

accounts (on free version) 

Allows one of 

each of the 

main social 

media accounts. 

Free version 

allows three 

social media 

accounts. 

Free version 

allows three 

social media 

accounts. 

 Scheduling posts  Schedule 30 

posts at a time. 

Schedule 30 

posts at a time. 

Schedule 10 

posts at a time. 

 Data tells you best times to 

post and most popular 

types of post. 

Not on free 

version. 

Yes. Yes. 

 Cons. Instagram 

focussed. More 

advanced 

features such as 

Instagram 

analytics and 

story scheduling 

require a paid 

for upgrade. 

Free plan is basic. 

You will probably 

want to pay to 

upgrade to 

access more 

features. 

You have to sign 

up to a trial of a 

paid plan and 

remember to 

downgrade, 

otherwise you 

will be charged. 
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Step 6: Take care of the tactical aspects 

Until now, we’ve mostly discussed the high-level strategic decisions concerning social 

media. Now, let’s discuss the specifics of how you’ll get to work to build your social media 

marketing plan. 

 

1. Define your target audience 

If you’re targeting entirely different kinds of people across social networks, than you’ll need 

to create multiple brand personas. And, your social media updates need to appeal to each 

section of your audience. Writing down the characteristics of your audience brings clarity 

when writing updates and when devising your overall social media strategy. 

 

2. Assign tools and your social media marketing team 

Social media marketing isn’t always a one-man show, especially if you’re a large company 

whose media strategy involves a high number of social networks. I’ve already shared a 

content calendar template. But, also select the tools that you’ll use for posting social media 

updates and communicating with team members. You can schedule updates on most of the 

major social media platforms 

 

3. How will you handle criticism? 

You could have a solid social media strategy in place, excel at consistency and authenticity, 

and meaningfully engage with your target audience–and then get derailed with criticism. 

What will you do, if/when an angry customer posts negatively about your brand? 

mishandling criticism can lead to backlash, ultimately destroying your brand image and your 

media marketing efforts. So, who will respond to negative comments on your brand’s 

properties? Determining this ahead of time will allow you to work with your team to choose 

the wisest path. Occasionally, it makes sense to keep quiet about criticism, as it might 

escalate the issue at hand. (In other words, don’t feed the beast) 
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Core pillars of social media: 

 

There’s no doubt that these days businesses need to be on social media, and you should 

concentrate some effort on a social media strategy. With 4.48 billion people owning social 

media accounts, there’s a world of potential customers that any business can access, by 

simply logging in and creating great content. 

 

The five pillars of social media: 

1) Strategy: getting the right content to the right people, at the right time. A social 

media content strategy helps you create valuable content, drive engagement, and 

increase conversions. 

2) Planning and publish: when planning content you need to know your audience to 

connect with them, focus on quality, consider your brand and stay within your brand 

values and ethos. With publishing, consistency is key. A regular publishing schedule 

keeps people coming back. 

3) Listening and engagement: your feedback might not always be positive, but if you 

don’t make changes, neither will the tone of the responses. Listening and 

engagement help enhance the overall customer experience. However, listening isn’t 

just about customers, it also allows you to pick up on new trends, identify new 

streams of income, gain industry insights, and find influencers in your niche. 

4) Analytics: analytics allow you to track and collect data about your social media 

marketing campaign. This information helps you understand user behaviour, refine 

your strategy, find which platforms work best for your brand, discover the best times 

to post, analyse your competitors. This information helps you know for certain what 

works and what doesn’t, allowing you to concentrate on what is working and waste 

less time and money. Analytics informs decisions surrounding future social media 

campaigns, allowing you to influence the success rate. If you notice certain types of 

content getting more engagement than other posts, play on that. 

5) Advertising: with approximately 2.89 billion active monthly users on Facebook alone, 

social media advertising is worth exploring. There are three main types of social 



 
 

 
This project has been funded with support from the European Commission. This publication [communication] reflects the views only of the 
author, and the Commission cannot be held responsible for any use which may be made of the information contained therein. 
 

 

 

 

media advertising: organic, content that picks up views naturally and you don’t pay 

for; paid, content that an organisation sponsors, and therefore costs money to post; 

earned, content that has been given freely in the form of shares, likes and 

comments. There are several ways you can advertise on social media, for example 

you can: create content, this includes posts and videos; promote content, create 

pots that are promoted or sponsored; engage with people, get active in groups 

related to your industry, interact with influencers in the industry; group a following, 

get people in the industry to follow your brand by creating and sharing content that 

appeals to them; get downloads, offer PDF’s, white papers, PowerPoints, videos, 

podcasts etc on your social channels and profiles. 

 

Additionally, you should also: 

• Ensure you focus your content on a specific niche or demographic 

• Build quality connections with influencers, brands, and customers you can build 

relationships with 

• Add value with your content and comments 

 

Finally, ensure you are accessible on social media so your customers know they can reach 

out to you. Don’t just wait for feedback, invite it! 
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Quiz: Check your understanding (5-10 mins) 

 

Question 1: Which of these is not one of the core pillars of social media? 

- Strategy 

- Planning and publish 

- Listening and engagement 

- Analytics 

- Advertising 

- Context 

 

Question 2: Which of these is not an element of social media brand voice? 

- Consistency 

- Persona 

- Language 

- Tone 

- Purpose 

- Connection 

  

Question 3: How many times can you post on LinkedIn without overwhelming your 

followers?  

- Three times per day 

- Once per day 

- Once per weekday 

- A couple of times per day 

 

Question 4: How many times can you post on Instagram without overwhelming your 

followers?  

- Three times per day 

- Once per day 

- Once per weekday 
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- A couple of times per day 

 

Question 5: How many times can you post on Twitter without overwhelming your 

followers?  

- Three times per day 

- Once per day 

- Once per weekday 

- A couple of times per day 

 

Question 6: How many times can you post on Facebook without overwhelming your 

followers?  

- Three times per day 

- Once per day 

- Once per weekday 

- A couple of times per day 

 

Breakdown of answers: 

 

1. Context. Context is important, but is not one of the key pillars of social media. 

2. Connection. The main elements of social media brand voicing are characteristic/persona; 

language; purpose and tone. 

3. Once per weekday. Remember social media is all about real-time updates. Although it 

sounds counterintuitive, by planning ahead and practicing, you put yourself in a better 

position to react with wit in the moment.  

4. Once per day. If you post really useful content then you might get away with a slightly 

higher frequency. Testing your optimal posting frequency is part of developing your social 

media marketing strategy. 

5. Three times per day. If you’ve got the resources, then you can even send 5+ tweets 

everyday. 
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6. A couple of times per day. If you want to derive good results from your media marketing 

strategy and build long-term relationships with your audience, then you’ve got to post 

regular updates. Otherwise, you’ll get lost in the social media noise. Social media marketing 

depends on consistently engaging content.  

 

Different types of social media marketing: 

 

Aside from Facebook, Twitter, and Instagram, social media marketing takes many different 

forms, such as: 

• Content marketing/content creating 

• Advertising/sponsorship 

• Influencer marketing 

• Social media management/community management 

• Paid media 

• Building your following 

• Contributing to forums 

• Reviews 

 

If you are serious about growing your brand, don’t just focus on the large sites with the 

biggest audiences. They are an obvious place to start, but look for more creative ways to 

engage your prospects and develop leads. Remember to optimise your content for each 

channel. 

 

Social media marketing trends to pay attention to: 

 

The world of social media changes faster than any other online space. Keeping up with it is 

not an easy task. Here are a few trends to keep in mind. Most likely these trends will impact 

the future: 

• Channels are merging: as entrepreneurs create social media websites, the 

possibilities become increasingly endless. This trend is not slowing down. As new 
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ways of communicating, reaching customers, and pulling leads develop, so do 

strategies that are equally innovative. For example, shopping cart abandonment 

messages. Once upon a time this was only done by email, but now Facebook 

Messenger and other messaging platforms are equally viable, Recart allows you to 

send Facebook messages about abandoned Shopify carts. As more social media sites 

find their footing, expect the merging of different marketing channels to happen 

even more. 

• Tools are merging: how many times this week have you logged into something using 

your Google or Facebook account, instead of creating a new login? The more this 

happens between social media platforms and SaaS companies, the easier time you’ll 

have marketing to your target audience.  

 

Activity: Separate the fact from fiction (5-10 mins) 

 

Decide whether the following statements are true or false: 

 

Statement True or False 

1. Social media has no value.  

2. Facebook is not for businesses, only LinkedIn is.  

3. Everything on Twitter is searchable.  

4. 43% of Facebook users who ‘unlike’ a brand, do so because 

of too much push marketing.  

 

5. You need to be on every social networking site.  

6. Social media is not for small businesses.  

7. You can’t measure social media results.  

 

Breakdown of answers: 

 

1. False. Social networks have millions of users from your target audience- people who are 

socialising every day and are eager to discover new brands. 
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2. False. Facebook is the biggest social media platform offering marketers some of the most 

robust data and precisely targeted ads. LinkedIn’s growth never exploded like Facebook, but 

they’re still popular. On here it’s all about being professional, people are there for one 

thing: business. If your content helps people expand their networks or conduct business in a 

better way, it has a place on LinkedIn. If not, you might want to focus on other channels 

first. 

3. True. Twitter is unusual in the social media world as everything you post is public and 

searchable. Whatever you say and post images of is viewable by anyone who uses the 

platform.  

4. True. There are ways to avoid this and use social media to your advantage, with a well-

done social effort you can connect your brand on a personal level. People will seek out a 

connection with you via social media versus you seeking the customer’s attention by other 

means, potentially irritating them. When you pull versus push, word of mouth and the 

community is on your side.  

5. False. If you’re targeting entirely different kinds of people across social networks, than 

you’ll need to create multiple brand personas. More important than being on all social 

networks is to ensure you focus your content on a specific niche or demographic, and your 

social media updates need to appeal to each section of your audience. However, it is advised 

to determine the best platform for outreach, this can be done using trials and analysing data 

generated. 

6. False. There’s no doubt that these days all businesses need to be on social media, and 

you should concentrate some effort on a social media strategy. There’s a world of potential 

customers that any business can access, by simply logging in and creating great content. 

7. False. There are many free tools to help you monitor social media marketing analytics, 

helping you gain a real-time understanding of your brand’s awareness, product perception, 

customer loyalty, and satisfaction metrics. 
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Conclusion: 

Social media marketing is an incredible way to build your brand. Social networks have 

millions of users from your target audience- people who are socialising every day and are 

eager to discover new brands. For creating your brand, you’ll need to put in a tonne of 

effort on social media and stay consistent. But the benefits will be well worth it. A social 

media marketing strategy is critical for any business looking to get the most out of its online 

presence. The best way to create a successful social media strategy is to focus on the 

following: 

• Target audience 

• Content 

• Engagement 

• Social channels 

Many companies are trying to reach their target demographic through social media. This is a 

way to build a brand, increase customer loyalty and generate word-of-mouth marketing. 

 

There is no one right strategy for everyone. The first step is to find out where your target 

audience is hanging out on social media and what they are interested in. The next step is to 

figure out the best times of day or week for you to post on these platforms if you want 

maximum visibility and engagement with your content. Finally, make sure you are 

consistent with your posts, and don’t stop posting because you feel like you aren’t getting 

likes or comments, it will come. 

 

Additionally, you should: 

• Set goals and work towards them 

• Understand your audience and their individual wants and needs 

• Decide reach metrics to track. These will depend on your aims. For example, if you’re 

looking for engagement, track impressions. 

• Create content that gets clicks. That means sharing inspiring content, news stories, 

answering questions, and posting at the optimum times. 

• Assess and update your strategy as needed. 
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Building partnerships with larger outlets: 

 

Teaming up with other businesses can result in a win-win outcome for you and the company 

you partnered up with. When done right, retail partnerships can result in additional 

exposure and revenue, and both parties end up happy with more customers and sales. 

That said, striking up those winning partnership agreements may not always be easy.  

 

In addition to investing the time and effort to find, vet, and win-over potential partners, you 

also need to carefully craft the terms of your agreement to ensure that costs and 

responsibilities are clear to both businesses. 

 

Step 1: Identify who to partner with. 

Having an idea of whom to team up with and the nature of your partnership is a crucial first 

step, enabling you to figure out the best way to reach out to potential partners. Your 

outreach approach will depend on who you’re contacting as well as and the type of 

agreement you’re looking to get.  

 

When considering potential partner brands, consider if you have: 

• Complementary offerings: You appeal to the same demographic but with products 

and services that work well in tandem (or in groups–like a one-stop wedding shop 

with florist, caterer, photographer, band, etc.) 

• Similar offerings but join together to make the pie higher for all of 

you: Cooperative advertising with several partners in one big ad that none of you 

could afford on your own. 

• Similar customer base with not too much overlap: This is the success secret of many 

Internet marketers. They promote each other’s products and each gain new 

followers. 

• Charity/for-profit partnerships with organisations whose mission is aligned with 

your brand identity: A restaurant could team up with a food bank. 
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Step 2: Type of retail partnerships 

You should also think about the nature of your agreement. How will the partnership work 

and what’s your ideal outcome? The answer to this depends on the type of business that 

you and your partners have, and the goals of your venture. Examples of business team-ups 

that work well include: 

 

• Contests: Many companies are teaming up so they can tap into each other’s fan base 

and encourage sales or engagement. These types of partnerships are becoming 

increasingly common on social media, thanks to platforms making it easy for users to 

tag, comment, and engage with brands. 

 

• Sales and distribution agreements: Some merchants strike up sales and distribution 

deals with other retailers wherein one party agrees to sell the goods of the other. 

 

• Events: Other retailers decide to co-host events with organisations and fellow 

merchants. Depending on the event, such partnerships can enable retailers to share 

costs, improve exposure, and connect with more consumers. 

 

• Social buzz and marketing: Sometimes a partnership can be as simple as being 

“social media friends.” Popular among social-savvy SME’s, these agreements can 

include promoting or mentioning each other on social media, contributing articles or 

content to each other’s sites, and running joint online competitions, among other 

things. 

 

Activity: Explore (15 mins) 

The above-mentioned partnerships are just some of the many types of agreements you 

could enter in with other businesses. Explore what other retailers have done in your 

industry to figure out potential partnership that might be right for you.  
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Activity: Discussion (150 words, 20 minutes) 

Have you ever entered into a partnership with another business? Share your experiences by 

posting comments and responding to at least two other learners. 

 

Reach out the proper way: 

There are numerous ways to get under the radar of potential partners. It all depends on 

who you’re targeting and the type of deal you’re looking for. Here are some ideas: 

 

• Become a customer 

This works best if you’re reaching out to a small business in your area. If you want to team 

up with a local business, become a customer yourself. Visit their location and experience 

their products or services first-hand. Form relationships with their managers or owners, 

then bring up the idea of a partnership once you’ve built up enough rapport. 

 

• Eyeing larger partners? Be more targeted with your efforts 

Landing partnerships with big-name companies may seem daunting, but it’s not impossible. 

Plenty of small to medium businesses have done it, and with the right strategies, so can you. 

 

The key is figuring out the best way to get your foot in the door. For some merchants, this 

could be registering as a vendor to that retailer. For others, this could mean sending 

samples or getting in touch with their buyers. 
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Establishing retail partnerships: 

The agreement you draw up with your partner will depend on what you intend to 

accomplish. The terms for a product distribution partnership, for instance, will be entirely 

different from a social media promotion deal. 

 

Step 1: Do your homework 

Be sure to do your homework on the rules and requirements of the other company. For 

instance, with a product deal, you may need to provide details such as minimum orders, 

lead times, payment terms, wholesale and retail prices, and more. For a social media deal 

you’ll need to know you and your partner’s numbers when it comes to traffic, readership, 

email marketing lists, follower counts, etc. 

 

Step 2: Have your docs and info ready 

The other party will likely ask for some information from you, so be sure to have all the 

relevant documents ready.  You need to “prepare for scrutiny” and have all your financial 

and legal ducks in a row.   

 

Step 3: Seek legal help if necessary 

This isn’t always necessary, but if you’re working on a big or complicated partnership, it may 

be best to seek legal help. Ensure the terms are clearly outlined. Who has to deliver what 

and by when? What happens if one party can’t deliver? These are just some of the things 

that you should iron out. 

 

Step 4: Test 

It’s also a good idea to test the partnership first before getting into a huge commitment. For 

example, if you’re contributing content, do a couple of articles first before agreeing to fill up 

their editorial calendar. Getting into a distribution deal? Test out the products in a few 

stores prior to rolling it out across all locations. Measure your results and use that 

information to determine whether to continue the partnership. 
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Glossary for social media marketing: 
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Content: Content is whatever you post on social media. It can be a Facebook status update, 

a video on Instagram, a Tweet and so on. Content comes in many different forms. You need 

to tailor it to each platform. Even more important than content, is context. 

 

Context: You might have a great joke, but placed within a long blog post, very few people 

are likely to see it, the same joke posted on Twitter is likely to do much better. The opposite 

is also true, packing an entire blog post into a tweet is barely possible, hashtags are a good 

call to action. 

 

Hashtags: hashtags are a common tool to add meta information to social media channels. 

Twitter, Facebook, Instagram and Pinterest all use hashtags to let you describe content, 

making it easy for users to discover your content, and more likely to be shared. 

 

Shares: the currency of social media. When people engage and interact with your content 

that’s good. But when they share it, that’s time to celebrate. The more shares you have, the 

more people love your content. Shares are the best form of engagement people can have. 

 

Engagement:  the general term for referring to how people interact with the content you 

produce. It can be a like, reaction, comment or a share. All of these are good. 

 

 

 

 

 

 

 

 

 

 


