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WHAT THE STUDENTS LEARNED Students
worked collaboratively with classmates to
develop a Social Media Marketing Plan for a
local small business serving as the class’s client.
The students were expected to learn how to
think strategically about social media
marketing as they worked though the process
of developing a plan within their teams,
simulating how marketing departments or
agencies work together on a campaign.
Profiles can be viewed online at ctl.sinclair.edu

PROJECT DESCRIPTION Teams completed weekly
activities that related course content to the client’s
marketing situation and needs. This included
developing customer personas, analyzing and
selecting social platforms that presented the greatest
opportunity for the organization, conducting social
media audits, developing social media content
strategies and calendars, selecting appropriate
metrics to measure performance, and using industry
tools to create content for a variety of social
networks. The project began in Week 3 with a client
visit and ended in Week 16 with a client presentation
which summarized the students’ key findings and
recommendations.

REFLECTIONS The client responded very positively to the students’ ideas and mock-ups and expressed plans to implement some
of the proposed changes to their existing social media strategy. Students also provided positive feedback; the quotes below are
from Reflection Papers submitted after the Client Presentation:
“I think that it was absolutely amazing to have the chance to actually come up with a marketing plan for a real local
business. Some great aspects of the opportunity were being able use real data, come up with real solutions to real
problems, and knowing that our semester’s work might actually help someone.”
“I thoroughly enjoyed working with a client as it gave an insight into a real-life situation a social media marketer could
face. It was also nice to have a real client to think of when constructing our marketing plan as it forced us to think of the
impact it would have on the family who runs the business. I appreciated sitting down with the client after our
presentations and discussing our thoughts and their concerns as I felt that our data was relevant and may impact their
marketing decisions going forward.”

OUTCOMES The students expressed that creating and presenting a
marketing plan for a real organization was quite different than
writing a paper for a grade. The nature of the project caused them
to think much more critically and strategically about each of their
recommendations, including the potential impact and resources
required for implementation. They were highly motivated to
produce a professional product for the client, and in doing so,
greatly increased their understanding of social media marketing.

SUBMITTED BY:
Jessy Jones, Assistant Professor
Sinclair Community College, Office 5.131
jesse.jones@sinclair.edu
937.512.3753

