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Congratulations! 

So here you are. You are accepted into the "Driving Force for Change" Pilot Youth Support Initiative

Business Initiator Bootcamp , you made it! 

Ready to tackle your climate smart business Idea and conquer the world. This is a courageous step that

calls for congratulations. So: congrats! Well done. 

 The Driving Force for Change" Pilot Youth Support Initiative Business Initiator Bootcamp seeks to support  

enterprises to develop climate -smart and sustainable social business solutions .

The enterprises will receive support on turning their idea into a viable business and further advance their

climate - smart business ideas to market maturity. 

Rest Kanju - Director & Head of operations Indalo Inclusive South Africa NPC  
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The Indalopreneur Just Transition Enterprise Support

Programme (I-JTEP) has committed to provide the successful

DFC youth Support Initiative applicants with dedicated

technical and strategic business planning and mentorship

support over a period of 3 months to strengthen a more

environmentally friendly and socially inclusive economy in

South Africa through entrepreneurship.

Through a national call for proposals youth and youth led

organisations were invited to apply for support through the "Driving

Force for Change" (DFC) youth pilot initiative. 

The Department of Environment, forestry and fisheries provided

financial support to successful applications in the following result

areas, Climate Change adaptation, Climate Change Mitigation,

Biodiversity and Ecosystems services and Waste Management, with

the view to contributing to achieving our Nationally Determined

Contributions (NDC) and the Sustainable Development Goals (SDGs).

The pilot initiative aims to provide support to the youth of South

Africa to become a driving force for change through the development

and implementation of youth led initiatives which would support the

Country towards a low carbon, climate resilient, Inclusive and

resource efficient future.

7INTRODUCTION  

About the "Driving Force for Change
Pilot Youth Initiative - Enterprise
Support 

Background 

Supporting youth to become a driving force for

change 



About the Indalopreneur Initiator Bootcamp 

The Indalopreneur  Initiator Bootcamp will expose the

enterprises to various tools which will guide to develop their

climate-smart and sustainable social business solutions. The

enterprises will receive support on turning their idea into a

viable business and to further advance their climate-smart

business ideas to market maturity. 

These workshops will also provide entrepreneurs with

the technical, business, managerial and personal skills to

create and sustain a business.

 

The workshops will also focus on providing the enterprises

with support to develop their business plans and further test

the market to assess if they have a solid market or demand for

their service or product.

An increased number of climate-smart enterprises 

 innovates solutions for climate change adaptation in

order to reduce the climate vulnerability of local

communities and enterprises 

Enhanced performance of small and growing enterprises

contributing to climate change adaptation accelerates

their climate change adaptation impacts and their

contributions to a green and inclusive South African

economy

An enabling environment (regulatory frameworks,

support services, policy implementation) for climate-

smart enterprises is strengthened and stimulates private-

sector driven climate change adaptation in South Africa

The Bootcamp seeks to achieve the following objectives: 
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Bootcamp - Activities  
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Activity 5: Marketing / Social Media Marketing 

Activity  6: Risk Management 

Activity  7: Governance  

 

Activity 8: Finanical Planning and Funding

Strategies 

Activity  9: Interactive Business Pitch 

Activity  1: Interactive Business Canvas 

Activity  2: Sustainable Development 

Activity  3: SWOT Analisys 

Activity  4: Strategic Thinking  



Workshop  Overview  

 3 Days 
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3 Months 

Follow-up Activities 
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Virtual and one on one mentorship support 

Virtual and one on one mentorship support 



Workshop 2 Overview   

 2 Days  
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Follow up workshop (mentorship feedback, pitching session and business plan refinement) 



Please make mistakes

This is the time when mistakes are still safe, so make them and learn from

them. If we ask you to take a wild guess, just do so. Don’t be afraid your

answer will be too far off. You’re here to learn. We’re here to help you.

Make wild guesses

We often ask you to make wild guesses while filling in numbers. The

main objective during the Boot Camp, is that you learn to understand the

reasoning of each step. To do this, you need to make some initial guesses.

You will validate the numbers by doing your homework and talking to

potential customers after the Boot Camp.

Ask questions

There is no such thing as a silly question. We never think a question is not

smart enough. Not asking your questions and continuously wondering

about something, now that’s not too smart…

Last but not least

Have serious fun. You’re going to work your butt off

during one of the most exhilarating rides of your

life: you’re on your way to starting your own

business. Make sure you have some serious fun

along the way. 

We know we will.

Final words before you kick off
13
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BUSINESS CANVAS

VALUE PROPOSITION  CUSTOMER SEGMENTS   CHANNELS    COST STRUCTURE     IMPACT 
(SOCIAL, ECONOMIC  
 & ENVIRONMENTAL 

SOLUTION PATHWAY PROBLEM TREE  KEY PARTNERS  
 

KEY RESOURCES
 

KEY ACTIVITIES

What problem are you solving?  What Solution do you have? Who are your key partners?  What key resources do you have ? What are your key activities? 

What value are you bringing
 to your customers ? 

Who are your potential 
customers ?

how will you reach your
 customers? 

What are the  different 
types of cost your 

enterprise will incur? 
What impact will you create ? 



Does your enterprise offer climate - smart products or

services which are in high demand in your community 

 What are the challenges faced by your  community? 

What solution are you providing for your community

members?

Think of your sustainable climate smart enterprise and answer 

 the following questions: 

1.

2.

3.

EXERCISE 16



A business model canvas is a tool for planning and managing your

business. On a single sheet of paper, you can show everything that

really matters. If you have too much blank space – there are areas

that you haven’t thought enough about. If it is too full you probably

need to simplify things. 

That may mean finding better ways to express yourself. It may mean

splitting your business into one or more parts. The business model

canvas helps you to do all this. If you want to create a great business

model canvas you also need to think about far more than what you

will actually do. You also need to think about the business models of

your competitors. How do you stack up against them? What are the

key drivers of your business, the aspects of it that will accelerate

your success? What are the parts that slow you down?   

THIS ACTIVITY   WILL TAKE

YOU THROUGH THE

PRINCIPLES OF CREATING

AN INTERACTIVE BUSINESS

CANVAS 

WHAT IS A BUSINESS MODEL CANVAS? 17



PROBLEM TREE Causes 

Problems 

Consequences 

The Problem Tree helps you think of a problem in a thorough manner and

provides a structured way to analyze it. It pushes you to deconstruct all

possible causes for the problem rather than the obvious ones. You can use

it both to analyze a new problem and as a tool to highlight the gaps in an

existing problem.
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Solution Pathway 

the first elements of a solution pathway is to have an understanding on the

solutions that you bring to life within the community you serve. 

Exercise:  identify 3 key solutions  which your community can benefit from. 
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Exercise:  Identify your company’s key partners, this can consists of important

suppliers in your supply chain 

A business partnership is when two commercial entities form an alliance, which may

either be a really loose relationship where both entities retain their independence and

are at liberty to form more partnerships or an exclusive contract which limits the two

companies to only that one relationship.

The following factors are very important to keep in mind when forming partnerships:

Right Partnership Agreements: Whether your partnership is with a business or an individual, it is

important for all the relevant parties to have clear partnership agreements drafted along with legal

counsel.

Defining Expectations: Many times new businesses fail to establish their expectations from the outset

leading to much confusion and conflict later. An entrepreneur needs to ensure that he has shared his

expectations openly with his partner and vice versa from the beginning.

Impact on your clients: When forming a partnership, it is important to evaluate your value

proposition and your key resources and make sure your partner is filling any gaps in either. This can

only be done by also evaluating how the partnership will translate to the customer.

KEY PARTNERS 20

School of thoughts   



What activities set your company apart from the others? Think of how your company’s unique

differences in its revenue streams, distribution channels, customer relationships.

Based on your value propositions, what kinds of activities are key to our business?

What kind of activities are key to your distribution channels?

What kind of activities are important if we want to maintain our customer relationships?

What kind of activities are fundamental to our revenue streams?

Identify the key activities, this consist of all key activities that are necessary to deliver your value

proposition. 

KEY ACTIVITIES 

Key activities are the most important activities an enterprise  must carry out in order to fulfill its

business purpose. 
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Does your enterprise require a lot of capital or human resources? 

Which key resources are required to deliver your customer relationships? 

How do key resources support your revenue streams?

There are four key questions that you need to ask

Identify the key resources, consider what resources your distribution channels and revenue

streams may require to function

KEY RESOURCES  22

Questions to consider  



What solution is the enterprise giving to the community?

What needs is your enterprise satisfying?

How do you offer something different the satisfies the demands of your customer

What makes your enterprise or product unique from other existing  enterprises ? 

Identify the core value that your climate-smart and sustainable social enterprise provides to

customers . 

       segments e.g. price, quality, design status

The Value Proposition focuses on understanding customers problems and producing products and

offering services that aims to solve them. Telling people you have a great product doesn’t make

them want it. You can produce an awesome product with all the bells and whistles, but if it

fundamentally doesn’t help customers, or you don’t explain the value clearly, they won’t buy it.

VALUE PROPOSITION   

Success doesn’t come from

understanding the customer. 

It comes from a deep

understanding of the job the

customer is trying to get done 

- Clayton Christensen
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This exercise will paint an overview of the nature of the relationships that your

enterprise  will develop with its various customer segments. The customer

relationships that an organization opts for are based on the company’s

business model and greatly impact the overall customer experience. 

• Who are your most important customers?

• What do they need?

• Are you targeting a small niche community or mass market?

• What type of relationship do you have with your customers? 

• How do you interact with customers and how does this differ amongst customer

segments? 

• Do you communicate frequently with your  customers?

• How much support does your company provide to your customers?

CUSTOMER RELATIONSHIP 24

Questions to consider  



How do you reach your customer segments? 

What channels are you using Consider your supply, distribution, marketing

and communication channels? 

Are the channels well –integrated and cost efficient? Are they utilized

effectively? 

Channels are the touch points through which an organization liaises with its

customers and as such, play a huge role in defining the customer experience.

Channels can be categorized as marketing, sales or distribution channels. 

Channels and Customer Relationships are directly linked to the ‘how’ an

enterprise links with its target customer segment. 

Most enterprises have a different medium to attract a customer and separate

strategies on how to retain them. It is advisable to list separate channels for

different customer segments if your organization is targeting more than one.

CHANNELS  25

Questions to consider  



The cost structure in the business canvas can be defined as: What are the

most cost in your business? Which key resources/ activities are most

expensive? In other words, the cost structure comprises the key resources a

company has to spend to keep generating revenues.

COST STRUCTURE

Identify the key costs of your just transition enterprise business model.

• What are the major drivers of you costs?

• How do your key activities and key resources contribute to the cost structure?

• How do your costs relate to your revenue streams?

• Are you properly utilizing economies of scale?

• What proportion of costs are fixed and variable?

• Is your climate- smart enterprise focused on cost optimization or value? 
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Impact can be defined as a marked effect or influence.  In establishing your enterprise, you aim to solve a specific problem in your community and therefore create

an impact in society. To assess any change or impact that your enterprise will bring in your community and therefore directly impact the lives of those around you,

your enterprise and your community, please look at the below types of impacts:

IMPACT (SOCIAL, ECONOMIC & ENVIRONMENTAL) 

These are impacts where beneficiaries

include individuals, communities or

organisations whose quality of life or

activities may be influenced by your

enterprise

These are impacts that make

contribution to the management of

environment, such as natural

resources, environmental pollution

and climate.  The beneficiaries are

the environment itself, societies and

individuals.

These are impacts that make

contribution to boosting and

strengthening local economy and value

chains. How will the growth of your

enterprise benefit the community

around you and what economic value

will your enterprise add to your

community.

Environmental Impact: Economic Impact: 
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Social Impact:



What are the social impacts of your enterprise  e.g. employment, skills and

training, special benefits for employees?

What are the environmental impacts of your enterprise e.g. environmental

awareness programmes or education, selling environmentally friendly products?

What are the economic impacts of your enterprise e.g. establishment of new

markets and new opportunities, financial sustainability of your enterprise

How is your community benefiting from the activities of your enterprise by virtue of

you operating in the community?

What economic value is your enterprise providing to your community?

In order to determine your impact, reflect on the below questions and list your impacts 

28IMPACT (SOCIAL, ECONOMIC & ENVIRONMENTAL) 

Questions to consider  
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TRANSFORMING OUR WORLD: THE 2030 AGENDA FOR SUSTAINABLE DEVELOPMENT
31



In September 2015 Heads of State and Governments agreed to set the world on a path towards sustainable

development through the adoption of the 2030 Agenda for Sustainable Development.

This agenda includes 17 Sustainable Development Goals, or SDGs, which set out quantitative objectives across

the social, economic, and environmental dimensions of sustainable development — all to be achieved by 2030. 

The goals provide a framework for shared action “for people, planet and prosperity,” to be implemented by

“all countries and all stakeholders, acting in collaborative partnership.” As articulated in the 2030 Agenda,

“never before have world leaders pledged common action and endeavor across such a broad and universal

policy agenda.” 

169 targets accompany the 17 goals and set out quantitative and qualitative objectives for the next 15 years.

These targets are “global in nature and universally applicable, taking into account different national realities,

capacities and levels of development and respecting national policies and priorities.”

SUSTAINABLE  DEVELOPMENT GOALS 
32



THE SUSTAINABLE DEVELOPMENT GOALS (SDGS) 

Goal 1. End poverty in all its forms everywhere.

Goal 2. End hunger, achieve food security and improved nutrition, and promote sustainable agriculture.

Goal 3. Ensure healthy lives and promote well-being for all at all ages.

Goal 4. Ensure inclusive and equitable quality education and promote lifelong learning opportunities for all.

Goal 5. Achieve gender equality and empower all women and girls

Goal 6. Ensure availability and sustainable management of water and sanitation for all.

Goal 7. Ensure access to affordable, reliable, sustainable, and modern energy for all.

Goal 8. Promote sustained, inclusive and sustainable economic growth, full and productive employment and decent work for all.

Goal 9. Build resilient infrastructure, promote inclusive and sustainable industrialization and foster innovation.

Goal 10.Reduce inequality within and among countries. 

Goal 11. Make cities and human settlements inclusive, safe, resilient and sustainable.

The 17 Sustainable Development Goals form a cohesive and integrated package of global aspirations the world

commits to achieving by 2030. Building on the accomplishments of their predecessors the MDGs, the SDGs address

the most pressing global challenges of our time, calling upon collaborative partnerships across and between

countries to balance the three dimensions of sustainable development — economic growth, environmental

sustainability, and social inclusion

33



Goal 12. Ensure sustainable consumption and production patterns.

Goal 13. Take urgent action to combat climate change and its impacts.

Goal 14. Conserve and sustainably use the oceans, seas and marine resources for sustainable development.

Goal 15. Protect, restore and promote sustainable use of terrestrial ecosystems, sustainably manage forests, combat desertification,

halt and reverse land degradation and halt biodiversity loss.

Goal 16. Promote peaceful and inclusive societies for sustainable development, provide access to justice for all and build effective,

accountable and inclusive institutions at all levels.

Goal 17. Strengthen the means of implementation and revitalize the global partnership for sustainable development.

34



The Goals and targets will stimulate action over the next fifteen years in areas of critical importance for humanity and the planet:

People

End poverty and hunger, in all their forms and dimensions, and to ensure that all human beings can fulfil their potential in dignity and equality and in a

healthy environment.

Planet

Protect the planet from degradation, including through sustainable consumption and production, sustainably managing its natural resources and taking

urgent action on climate change, so that it can support the needs of the present and future generations.

Prosperity

Ensure that all human beings can enjoy prosperous and fulfilling lives and that economic, social and 

technological progress occurs in harmony with nature.

Peace

Foster peaceful, just and inclusive societies which are free from fear and violence. 

There can be no sustainable development without peace and no peace without sustainable development.

Partnership

We are determined to mobilize the means required to implement this Agenda through a revitalised Global Partnership for Sustainable Development, based

on a spirit of strengthened global solidarity, focussed in particular on the needs of the poorest and most vulnerable and with the participation of all

countries, all stakeholders and all people.
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Business leadership on the SDGs evolves through repeating three steps: prioritize, act, and learn.

Leadership evolves, as a company responds to change by repeating a three-step process depicted in

Figure 1: first, it prioritizes actions on the SDGs; second, it acts on these priorities; and third, it learns

from its impact on the SDGs to improve its own and help others improve their actions, re-prioritize and

thus start the cycle over again. Leadership on the SDGs is defined relative to the performance of others

and the changing business environment.

PRIORITIZE  a leading company undertakes a principled prioritization of actions based on their potential

contribution to the SDGs. This entails a thorough assessment of the company’s greatest risks of negative

impact throughout its end-to-end operations and where it can adopt practices that will maximize positive

impact for the SDGs. When first undertaken, these represent the company’s entry points on the 2030

Agenda. Principled prioritization means that while market opportunities can be an important driver of

prioritization, the leading company always upholds its essential obligations to the Ten Principles with

due regard to the impacts it might have as a result of the interconnectedness of the SDGs.

ACT When priorities are set, a leading company takes time and context specific action that embodies

five, equally important, leadership qualities: Intentional, Ambitious, Consistent, Collaborative, and

Accountable. These are summarized in the next section. 

LEARN A leading company commits to learn about the impacts of its actions on the SDGs, sharing

lessons both internally and externally. Leadership evolves by taking action on the SDGs that are closely

interconnected to the company’s entry points and then over time, expands beyond these. Ultimately, the

interconnectedness of the SDGs means that the leading company must adapt its business in all areas

where it influences the 2030 Agenda. 

The evolution of business leadership on the SDGs: prioritize, act,

and learn. 

Source: Vivid Economics

The Evolution of SDG Leadership 36
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ACTIVITY  3

SWOT ANALYSIS  



Find Your
Competitive
Position with a
SWOT Analysis
A SWOT analysis maps out your company’s path

towards your goals by identifying strengths and

weaknesses (internal attributes) and opportunities

and threats (external conditions). Uncover your

company's competitive position with these guiding

questions. Use the blank framework on the next

page to start filling out your own SWOT analysis.

Threats

What are the obstacles to your company’s growth? Who are your

competitors? What changing factors can threaten your 

 enterprise position?

Strengths

What advantages does your Enterprise have? What do you do

better than anyone else? What are your unique selling points?

Weaknesses

What areas can you improve on? What does your  enterprise

lack? What things do your competitors do better than you?

Opportunities 

What changes in technology, policies, and social patterns can be

a growth opportunity for the enterprise?

41



Below are some of the clues that will help you identify your enterprise’s strengths, weakness,

opportunities and threats 

COMPLETE YOUR ENTERPRISE’S SWOT ANALYSIS

Capabilities Marketing 

Obstacles faced Turnaround time Cash flow, startup 

Location

Experience Price, value 

Innovative aspects Unique selling points

Market demand Skilled labor Quality 

Competitor intention 

Partnerships and agencies Volume & production 

Leadership 

Morale 

Use the clues inside the bricks to build your 

own SWOT Analysis 

42



COMPLETE YOUR ENTERPRISE’S SWOT ANALYSIS

Strengths

Weaknesses Threats

43

Use the below house illustration  together with the brick clues to buid your own SWOT   

Opportunities 
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ACTIVITY  4

STRATEGIC THINKING   



Strategic thinking is the process of forming a vision; setting objectives, developing a strategic plan, implementing that strategy and over time, making changes where

the enterprise needs to grow. Strategic planning is the process of balancing resources of the enterprise (internal environment) with threats and opportunities in the

external environment. Strategic management refers to running an organization as a whole, based on the strategy that you decide on.

STRATEGIC THINKING 

Vision is what success looks like for your enterprise. It is what your enterprise aspires to be in the future. 

• What do you want to become? 

• What do you stand for? 

• What is your reason for existence? 

Mission is the reason why your company exits. It is the visible and tangible effect you want your enterprise to create for your customers and the world 

• The reason for the enterprise’s existence (its purpose)?

• The nature of the enterprise?

• The organization’s behavior standards and work culture; and

Values are the guiding principles that will influence your actions to fulfill your enterprise’s mission and vision 

• The values, beliefs and moral principles that support the behavior standards.

VISION, MISSION AND VALUES 

46



State Your Enterprise's

Mission, Vision, and Values

Clearly defining your  enterprise's mission, vision and values is a powerful way to align your

team and reach your goals. Use the blank framework on the next page to start filling out

your own mission, vision, and values.

47



Mission

 

Vision

 

Values

 

Mission, Vision, and Values
48
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ACTIVITY  5

MARKETING 



the action or business of

promoting and selling products

or services, including market

research and advertising.

(noun)

marketing



Understanding your target market requires market research. Basically,

you must understand all the information you have about your customer

base. Some research is available in the form of statistics, but you must

find some of the information from the customers directly.

• What does the customer want?

• What does the customer need?

• What services or products will benefit them? 

• What makes the customer want to buy from you?

Marketing is one of the biggest contributors to success. Your challenge is to

know how to market your business properly – you need to tell customers

you are solving their need.

Marketing, however, is the art of grabbing the potential customer’s

attention, which will, hopefully, lead to a purchase. The goal of marketing is

to leave an impression on the consumers, making your brand more

recognizable and memorable to them. 

The key to marketing is providing knowledge about your company and your

product, service or your brand. Your brand is what sets you apart from the

competition. The more customers know about your brand, the more

desirable the end sale becomes to the consumer. Building the brand and the

brand awareness are the key points of marketing that can set it apart from

selling.

MARKETING 51

Questions to consider  



Position Your

Product or

Service with

the 4Ps of

Marketing

The 4Ps of Marketing illustrates how product,

price, place, and promotion work together when

a product or service is launched to customers.

 

It was initially created by Neil Borden in the

1950s to demonstrate the ways companies use

advertising and marketing techniques to convert

potential buyers into actual customers. 

Use the blank framework on the next page to

start filling out your own 4Ps of Marketing.
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Product refers to the good or

service you are offering to

customers. What needs does this

product fulfil? What frustrations

does it address? What makes it

compelling to customers such

that they will believe they need to

have it?

Product

Brand

Features

Packaging

Price is what customers pay for a

product or service and it takes into

account the cost of production. What

is the value of the product or service

to customers? Are there established

price points for this product or service

in the market? How will this price

compare with competitors?

Price

Price

Discounts

Bundling deals

Credit terms

Promotion is how you will get the

word out about your product or

service to your target customers. It

includes advertising, public relations,

and promotional strategies.

Promotion

Ads

PRS

social Media

Email

Search Engine

Video

Place refers to how and where

your customers will look to see

your product or service. It also

considers how you will deliver

the product or service to them.

Will it be in a physical store or

online? What will be the

distribution channels?

Place

Stores

Website

Online

Marketplace



Keeping employees fully informed on

company vison, values, policies,

strategies, new developments, and

other information necessary for them

to do their jobs in the most efficient

manner, maintain and improve morale

Advertising and PR 

Sending messages to target

audiences through the organic/

purchased space and time in

relevant media

Media / PR 

Establishing an ongoing relationship

with elements of the media which

reach the target audience

Marketing Materials

(Printed and Audio-

Visual) 

Designed, writing, producing, and

distributing literature 

Corporate Identity 

Managing and maintaining of

corporate signatures, logos,

graphics, and symbols used on all

public materials and implementing

the identity on the range of new

materials. 

Direct Marketing 

Establishing and maintaining databases of

stakeholders and potential stakeholders;

using these databases to provide

information, including letters, brochures,

promotional items, digital messaging, and

newsletters, of direct interest to the

recipient

Internal Employee

Communications

E- Marketing 

Developing and maintaining a

dynamic and informative website

incorporating online booking and

ordering opportunities. E- Marketing

campaigns should be monitored. 

PR Events, Meetings,

Conferences, Exhibitions, 

Establishes face-to-face contact with

stakeholders and potential

stakeholders, build relationships,

actively markets Indalo innovations.

Events held in conjunction with other

communications elements and used to

increase awareness and interest

Communication elements 



The 5-Phase
Social Media Strategy

Build your social media presence



Social media is critical.
It's not just a marketing tool.

Starting and growing a business is no easy task.
Technology has made it easier in some ways, in other ways
more complex. How people find business and products has
made social media critical to all  businesses.

Whether your audience is consumers or another business,
social media will help you make important connections.
Social media is the best place to connect with real people
and get a pulse on your customers and industry.



The ABC of Social
Media Marketing

Awareness 
Get people interested
. 

Brand Loyalty 
Get people convinced
 

Community 
Get people engaged
 



Taking time to find where your target audience is.
Sharing information that would be helpful and/or
interesting to your target audience.
Be available and have two-way conversations.
Frame your social posts accordingly for each social
media network.

Social media done right means doing the
following things:

Phase 1:
Understand

You can’t throw social spaghetti at the wall 
and hope something sticks.



Traditional
Marketing

Social Media
Marketing

Traditional media such as television, radio, print, etc.
has been the forefront medium for marketing for
decades. It has created exposure for many brands, and
its simplicity  makes it a medium that’s easy to
understand by many. 

Posters and flyers are easy to carry around, can be read
anytime, and does not need internet connection.
Studies have also suggested that hard copy marketing
is easier to process mentally and recall.

Its a global population of 4 billion active internet users and out
of which, 3 billion are active social media users, it is no
wonder that digital marketing has sky-rocketed in the last few
years. Social media does not limit your brand’s reach or one
can even geo-target a particular range of area, the content is
easily distributed, and saves money. 

Through this medium, there is more engagement between the
brand and audience since it is a highly responsive community.
This also results in better understanding of customers and
improvements can be made to products and services.
Campaigns are a lot easier to implement and real-time
analytics of the project can also be obtained.



Phase 2: Plan
Social Media Marketing Plan

Starting at the ground floor and building up, here is our overview of how to create a social media marketing plan from

scratch.

I like to think of this plan like a road trip. Start out by pointing yourself in the right direction, then choose the way you’re

going to get there, check in regularly to make sure you’re on track, and have some fun along the way.

Step 1: Choose your social networks

Step 2: Fill out your profiles completely

Step 3: Find your voice and tone

Step 4: Pick your posting strategy

Step 5: Analyze and test

Step 6: Automate and engage



Who’s your target audience for the particular content?
What types of content do you need to publish on social media?
What’s the frequency of your content?
What’s your plan to promote it?

Build a Content  Strategy
You must create a content strategy and distribution plan before starting posts
on your company’s social media accounts. 

Without a definite direction, you’ll be distracted. A clear definition of your
desired state is going to allow you to use gap analysis to create a laser-
focused action plan that is going to take you to your destination.

Here are some questions to get started:

If you have a startup for a marketing tool, start sharing content about
marketing in form of blog content, videos, infographics, podcasts,
presentations, etc. You can also share “Motivational Monday” images. Share
inside photos of your office culture, this will give your followers insight into
your company.

Always be consistent with your content. Follow the most popular 80-20 rule.
80 percent of your content should be informative and the other 20 percent
can be promotional.

Phase 3: Build

recommendation 



Pick your Platforms
 

The Big Two
Everybody’s heard of Facebook and Twitter. Facebook of
course being the biggest by many times is the default go-to
social media network. It’s so large and so many people are on
it that if you’re not, many presume that you don’t exist.

The Other Big Two
There are two more big networks which differ from Facebook
and Twitter mostly because they’re visual-based rather than
text-based.



Timing is everything 



Social Media
Marketing Considerations

Reach User-friendliness Data collection

 

Analytics



Evaluating
effectiveness

Step 1: Set up data collection.

Step 2: Track and record.

Step 3: Analyze impact.



Phase 5: Refine

Infographics 
Videos
Podcast 
SlideShare

Improve messaging and
Content Types 

 

80 /20 Rule of social
media 

Widen reach with Tactics Timing 

Presentation 
Frequency 
Density 

Delivery: 

 Share content at the
best scheduled time for
maximum reach 



Summary of Phases
The 5 Phases

Understand

Plan

Test

Build

Refine
Remember your strategy should
include elements of climate change
adaptation and climate mitigation   



A brand is no longer
what we tell the
consumer it is – it is
what consumers tell
each other it is.

- Scott Cook, Founder, Intuit



Design Tools for Social Media 

desygner.com www.bannersnack.com

www.freepik.com www.postermywall.com



Enterprises to rec a 60 sec video about
their enterprise and how they are
addressing climate change. 

Social Media Challenge 



Books to consider reading 



ADDITIONAL NOTES / THOUGHTS  


