
 I  m y s e l f  h a v e  h a d  m a s s i v e
s u c c e s s  o n  Y o u t u b e ,  i n s t a g r a m
a n d  T i k t o k .  I  h a v e  s u c c e s s f u l l y

c r e a t e d  3  m o n e t i s e d  Y o u t u b e
C h a n n e l s ,  m a k i n g  m e  m u l t i p l e

r e v e n u e  s t r e a m s .  M y  r e p u r p o s e d
c o n t e n t ,  w h i c h  i  p l a c e  o n t o  m y

i n s t a g r a m  a c c o u n t s  t h e n  g o  o n  t o
h e l p  m e  g e t  F U L L Y  B O O K E D  a n d

s u p e r  b u s y  a n d  m y  T i k t o k
a c c o u n t s  a r e  d o i n g  a  g r e a t  j o b  o f

f u n n e l i n g  a l l  o f  t h e s e  p o t e n t i a l
s u b s c r i b e r s  a n d  c l i e n t s  t o  e x a c t l y

w h e r e  i  n e e d  t h e m  t o  b e !
 I  h a v e  c r e a t e d  t h i s  s y s t e m  s o  t h a t
m y  b u s i n e s s e s  a n d  S o c i a l  M e d i a
c h a n n e l s  w o r k  s o  c o h e s i v e l y
t o g e t h e r  t h a t  i  a m  g a i n i n g  c l i e n t s
f r o m  m y  c o n t e n t  a n d  m o n e t i s i n g
c o n t e n t  f o r  t h a t  a m a z i n g  p a s s i v e
i n c o m e  a s w e l l .
S o  l e t s  g e t  y o u  s t a r t e d  w i t h  y o u r
o w n  S u c c e s s  S t o r y  w i t h  m y  3 0  D a y
S o c i a l  M e d i a  c h a l l e n g e  B e l o w !

A L S O !
I  h a v e  i n c l u d e d  a  l i t t l e  s o m e t h i n g
e x t r a  a t  t h e  e n d  o f  t h i s  E B o o k
t o o . . .  Y o u ’ r e  W e l c o m e !  

Before you Start.... Hi!

He l l o  my  B e a u t y  B o s s  B a b e s !
My  n a me  i s  C a r me l  B e l l  a n d  i

a m r e a l l y  e x c i t e d  t o  b e
b r i n g i n g  my  y e a r s  o f

k n o wl e d g e  a n d  e x p e r t i s e
wi t h i n  t h e  wo r l d  o f  c o n t e n t

c r e a t i o n  t o  y o u !  Wh e t h e r  t h a t
b e  wi t h i n  my  a b u n d a n c e  o f

f r e e  c o n t e n t ,  my  l i f e  c h a n g i n g
c o u r s e s ,  Or  my  t r a n s f o r ma t i v e

1 : 1  T r a i n i n g ,  I  a m wa n t i n g  t o
s h a r e  w i t h  y o u  t h e  e x a c t

p r o c e s s  wh i c h  l e a d  me  f r o m
wo r k i n g  4 0  p l u s  h o u r s  a  we e k
a n d  l i v i n g  f r o m p a y  c h e c k  t o

p a y  c h e c k  t o  b r i n g i n g  i n  £ 1 0 K
p l u s  r e v e n u e  mo n t h s  a n d

g a i n i n g  t h a t  o n e  t h i n g  b a c k
wh i c h  i s  d e s i r e d  mo r e  t h a n

e v e n  mo n e y ….  My  T i me .



30 day social
media

challenge
FOR SMALL BUSINESS OWNERS
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Our  favour i te  t ime-sav ing  soc ia l  media
too ls
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contents

S O C I A L  M E D I A  C H A L L E N G E  O U T L I N E

The  f i r s t  look  at  the  cha l lenge!  You  can
pr in t  i t  out  o r  re fer  back  to  i t  a t  any  t ime .

3 0  D A Y  S O C I A L  M E D I A  C H A L L E N G E

A page for  every  day  o f  the  cha l lenge p lus
some usefu l  resources .

E N D  O F  C O U R S E  A U D I T  S H E E T

An audi t  sheet  fo r  you  to  complete  and
compare  to  day  one  af ter  the  cha l lenge .

C O N C L U S I O N  &  N E X T  S T E P S

A round up  o f  the  course  and the  next
s teps  to  take  so  you  keep growing!

I N T R O D U C T I O N

Why soc ia l  media  matters  fo r  your  smal l
bus iness .

0 7
YOUR ONE TI ME TRANS F ORMATI ON OF F ER! ! !

T h e  k e y  t o  B e c o m e  F u l l y  B o o k e d ,  G a i n
C o n f i d e n c e ,  M a s t e r  C o n t e n t  C r e a t i o n  &
M o n e t i s e  Y o u r  T r e a t m e n t s



Complet ing  a  30-day
soc ia l  media  cha l lenge
might  jus t  be  the  game
changer  your  smal l
bus iness  needs !  I t ' s  not
jus t  about  be ing  seen
on l ine ;  i t ' s  about
creat ing  a  cons is tent
vo ice  fo r  your  brand ,
bu i ld ing  rea l  connect ions
wi th  your  customers ,  and
watch ing  your  e f fo r ts
t rans late  in to  loya l ty  and
increased sa les .

W h y  S o c i a l  M e d i a  M a t t e r s
f o r  S m a l l  B u s i n e s s e s

W h a t  T h i s  C h a l l e n g e
C a n  D o  f o r  Y o u r
B u s i n e s s

For  a  smal l  bus iness ,
soc ia l  media  i s  the  per fect
way  to  shout  about  what
makes  them un ique ,  to
bond wi th  the i r
communi ty ,  and to  grow
wi thout  break ing  the  bank
on pr icey  adver t i s ing .  I t ' s
where  customers  are
hanging  out  and where
they ' re  ta lk ing  about  what
they  love  (or  don ' t ! ) .  I f  a
bus iness  i sn ' t  on  soc ia l
media  today ,  they ' re
miss ing  out  on  genu ine
conversat ions  and
connect ions  that  can  dr ive
the i r  g rowth .  Use  th is
cha l lenge to  he lp  boost
your  on l ine  presence and
bui ld  a  communi ty  fo r
your  own smal l  bus iness .

introduction
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Here 's  a  summary  o f  the  tasks  you ' l l  be  under tak ing  in
the  upcoming 30  days !  P r in t  th is  out  to  mark  o f f  the

days  or  rev is i t  i t  whenever  you  need a  qu ick  re ference .  

challenge outline

Product  &
Serv ice

Promot ion



social media
success awaits

Your 30 Day Social Media Challenge
Welcome to  your  30-day  soc ia l  media  journey !  

Here ' s  to  opt imis ing  your  on l ine  presence and ach iev ing
incred ib le  growth .  Le t ' s  make  the  next  30  days  count !



audit your current
social media

presence

Welcome to  Day  One o f  our  course .  Be fore  we d ig
deeper ,  i t ’ s  essent ia l  to  s tar t  w i th  a  c lear

unders tanding  o f  where  you  cur rent ly  s tand .  An
audi t  i s  a  per fect  way  to  take  s tock  o f  your  cur rent

d ig i ta l  footpr in t .  Use  the  s tats  recorder  we  have
prov ided to  note  down yours .

Day One



When was  the  las t  t ime you  took  a  good ,  hard  look  at  a l l  your  soc ia l  media  pro f i les?
Wi th  the  hust le  and bust le  o f  da i ly  l i fe ,  i t ' s  not  uncommon for  these  prof i les  to  fa l l  by
the  ways ide .  However ,  jus t  as  you 'd  spr ing  c lean your  home,  i t ' s  t ime to  spruce  up
your  on l ine  space .

Steps to follow:
L i s t  Y o u r  P r o f i l e s :  S tar t  by  jo t t ing  down every  soc ia l  media  pro f i le
you  own .  Th is  cou ld  be  everyth ing  f rom Facebook ,  Ins tagram,  and
Twi t te r ,  to  L inked In ,  P in terest ,  and any  n iche  p lat forms you  might  be
on .

1 .

A c t i v i t y  a n d  E n g a g e m e n t :  Make  a  qu ick  note  about  your  recent
act iv i ty  on  each p lat form.  How of ten  are  you  post ing?  What  k ind  o f
engagement  are  you  see ing  on  your  posts?  Are  you  more  act ive  on
some p lat forms than others?

2 .

Checklist:
P r o f i l e  P i c t u r e :  Th is  i s  the  f i r s t  th ing  people  see .  Ensure  your
prof i le  p ic ture  i s  recent ,  c lear ,  and profess iona l ly  appropr iate .  

C o v e r  P h o t o s :  Your  cover  photo  i s  another  v i sua l  representat ion
of  who you  are  or  what  your  brand s tands  for .  Make  sure  i t ' s
updated to  re f lect  any  recent  changes  or  campaigns .

B i o  a n d  D e s c r i p t i o n :  Your  b io  i s  your  e levator  p i tch  to  the  d ig i ta l
wor ld .  I s  i t  c r i sp ,  c lear ,  and up  to  date?  Does  i t  te l l  users  who you
are ,  what  you  do ,  and what  va lue  you  o f fe r?  Ensure  i t ' s  opt imized
wi th  re levant  keywords  and phrases .

A c t i v i t y  L e v e l  a n d  E n g a g e m e n t  I n s i g h t s :  A f te r  not ing  down your
genera l  act iv i ty  and engagement ,  d ig  deeper .  Use  the  p lat form's
analy t ics  ( i f  ava i lab le)  to  get  more  deta i led  ins ights .  How many
l i kes ,  shares ,  o r  comments  are  you  get t ing  on  average?Are  there
spec i f ic  posts  that  outper form others?

Task: Deep Dive into Your Social Media Profiles

Once you’ve gone through this audit process, take a moment to reflect.
Celebrate the areas where you're thriving and acknowledge the areas
that need improvement. Tomorrow, we'll delve deeper into creating a
strategy based on your audit findings. 
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Determine Your
Target Audience

Welcome to  Day  2 !  By  ident i fy ing  your
target  aud ience ,  you ' l l  be  more  equ ipped to

create  content  that  resonates  and t ru ly
matters  to  your  idea l  c l ients .

Day Two



The  essence o f  impact fu l  market ing  l ies  in  unders tanding  your  aud ience  in t imate ly .
I t ' s  not  jus t  about  broad demographics  but  d iv ing  deep in to  the i r  asp i rat ions ,  hab i ts ,
and va lues .  Today ,  we ' re  go ing  to  c reate  a  deta i led  por t ra i t  o f  your  idea l  aud ience ,
customers  or  c l ients .

Steps to follow:
B r a i n s t o r m  S e s s i o n :  Grab a  p iece  o f  paper ,  a  d ig i ta l  notepad or  use
the  next  sheet .  Beg in  bra instorming about  who your  idea l  aud ience
member  or  customer  i s .  Th ink  about  past  in teract ions ,  rev iews ,
feedback ,  o r  any  data  you  might  have .

1 .

P e r s o n a l i z e  Y o u r  A p p r o a c h :  Ins tead o f  th ink ing  about  your  aud ience
as  a  vague group ,  imagine  them as  a  s ing le  person .  What  are  the i r
da i ly  rout ines?  What  prob lems can you  so lve  fo r  them? Th is
personal i sed  approach can br ing  c lar i ty .

2 .

Checklist:
A g e  G r o u p :  A re  you  target ing  young mi l lenn ia ls ,  tech-savvy  Gen
Zs ,  o r  perhaps  the  exper ienced Baby  Boomers?  Ident i fy ing  the  age
group can he lp  ta i lo r  your  content  and messaging .

I n t e r e s t s :  What  capt ivates  your  aud ience?  Are  they  in to
techno logy ,  fash ion ,  outdoor  adventures?  What  prob lems can your
serv ice  o f  product  so lve  fo r  them and how does  that  f i t  in to  the i r
in terests?  Knowing th is  can  d ic tate  the  s ty le  and substance o f
your  content .

L o c a t i o n :  I s  your  aud ience  loca l ,  spread across  the  count ry ,  o r
perhaps  g lobal?  The  locat ion  can in f luence  the  t ime you  post ,  the
cu l tura l  re ferences  you  make ,  and even  the  language and tone
you adopt .

Task: Understanding Your Ideal Audience

As you come to the end of this task, you should have a vivid picture of
who you're trying to reach. Knowing your audience means you can serve
them better, meet their needs, and create lasting connections. It's more
than just marketing – it's about forming relationships.

Hold onto this as we journey through the next stages of our course. It will
be a touchstone, a reminder of why you do what you do, and for who.



Use  th is  space to  makes  notes  about  your  target
audience .  I t  may be  usefu l  to  look  back  on  in  the  fu ture

to  see  i f  i t  has  changed at  a l l !

target audience.



Content Calendar
Creation

Welcome to  Day  3 !  By  now,  you 've  aud i ted  your
on l ine  presence and honed in  on  your  target

audience .  Wi th  th is  foundat ion  in  p lace ,  i t ' s  t ime
to  s tar t  on  one  o f  the  most  essent ia l  too ls  in

soc ia l  media :  the  content  ca lendar .

Day Three



Cons is tency  i s  key  in  the  d ig i ta l  wor ld ,  but  i t  shou ldn ’ t  come at  the  cost  o f  qua l i ty .
Wi th  a  we l l  thought  out  content  ca lendar ,  you  can ensure  you ' re  de l iver ing  va luable ,
engaging  content  at  the  r ight  t ime .  Today ,  you ' l l  map out  the  d i f fe rent  types  o f  posts
to  mainta in  a  d iverse  and engaging  feed .

Steps to follow:
P l a n  Y o u r  M o n t h :  V isua l i se  your  month  ahead .  Are  there  any  spec ia l
events ,  ho l idays ,  o r  mi les tones?  Use  these  as  anchor  po ints  around
which  you  can create  content .

1 .

C a t e g o r i s e  Y o u r  P o s t s :  Wh i le  d ivers i ty  keeps  the  audience  engaged ,
a  cer ta in  pred ictab i l i ty  a lso  assures  them.  By  set t ing  categor ies  fo r
each week ,  your  fo l lowers  w i l l  have  someth ing  to  look  fo rward  to .

2 .

Checklist:
W e e k l y  P r o m o t i o n a l  P o s t :  These  are  your  bread and but ter .
Whether  you ' re  launch ing  a  product ,  o f fe r ing  a  d iscount ,  o r  jus t
showcas ing  what  you  o f fe r ,  these  posts  remind your  aud ience  o f
the  va lue  you  br ing .  Remember ,  p romot iona l  doesn ' t  mean pushy .
A im to  prov ide  va lue  in  every  post .

C u s t o m e r  T e s t i m o n i a l s :  Word  o f  mouth  in  the  d ig i ta l  e ra  comes
through test imonia ls .  Share  quotes ,  s tor ies ,  o r  even  shor t  v ideo
c l ips  o f  happy  customers .  Th is  not  on ly  bu i lds  t rus t  but  a lso
creates  a  sense  o f  communi ty .

B e h i n d  t h e  S c e n e s  C o n t e n t :  Pee l  back  the  cur ta in  and g ive  your
audience  a  g l impse  o f  the  magic  that  happens  beh ind  the  scenes .
Whether  i t ' s  a  day  in  the  o f f ice ,  the  mak ing  o f  a  product ,  o r  a
team ce lebrat ion ,  th is  content  humanises  your  brand and creates
a  deeper  connect ion .

Task: Plan Your Monthly Content Flow

Your content calendar transforms the often overwhelming task of daily
content creation into a more manageable and strategic task. You'll soon
find that this proactive approach not only reduces stress but also boosts
the quality of your output.

Use your own template or the next page to lay out a roadmap for the
month ahead! 
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Use  th is  to  jo t  down some ideas  to  keep your  post ing
schedule  cons is tent  and ensure  noth ing  i s  missed .  We

have s tar ted  some for  you .

content calendar.

.



Choose Your
Platforms Wisely

Welcome to  Day  4 !  As  there  are  so  many soc ia l
media  p lat forms these  days ,  not  every  one  w i l l  be

a  match  for  your  brand or  message .  Spreading
yourse l f  too  th in  can d i lu te  your  e f fect iveness .

Today ,  we ' l l  ensure  you ' re  on  the  p lat forms where
your  target  aud ience  are  most  act ive .

Day Four



Whi le  i t ' s  tempt ing  to  have  a  presence everywhere ,  i t ' s  more  cruc ia l  to  have  a
presence o f  va lue  where  i t  matters  most .  By  hon ing  in  on  2-3  key  p lat forms ,  you  can
invest  your  energy  more  w ise ly  and ach ieve  bet ter  resu l ts .

Steps to follow:
R e s e a r c h  a n d  R e f l e c t :  Based on  your  target  aud ience  por t ra i t  f rom
Day 2 ,  look  at  in to  where  they ' re  most  act ive .  A re  they  want ing  that
qu ick  f i x  fo r  content  on  T i kTok ,  o r  are  they  creat ives  scro l l ing
through Ins tagram? E tc .

1 .

Q u a l i t y  o v e r  Q u a n t i t y :  Once  you 've  ident i f ied  potent ia l  p lat forms ,
th ink  about  your  content  and how i t  might  f i t .  A  h igh ly  v i sua l  brand
might  th r ive  on  P in terest ,  wh i le  a  t ips  and b logged based bus iness
might  th r ive  on  Facebook  or  L inked In .

2 .

Checklist:
R e s e a r c h e d  P r i m a r y  P l a t f o r m :  Th is  w i l l  be  your  main  s tage ,  the
p lat form where  you  expect  the  most  engagement  and where  you ' l l
l i ke ly  invest  the  major i ty  o f  your  e f fo r ts .

R e s e a r c h e d  S e c o n d a r y  P l a t f o r m :  D ivers i ty  i s  c ruc ia l .  Whi le  th is
p lat form might  not  be  your  pr imary ,  i t  s t i l l  o f fe rs  va luable
touchpoints  w i th  your  aud ience .  I t ' s  your  chance to  reach
segments  o f  your  aud ience  you  might  o therwise  miss .

S e t  U p  o r  O p t i m i z e d  P r o f i l e s  f o r  C h o s e n  P l a t f o r m s :  Now that
you 've  made your  cho ices ,  ensure  your  pro f i les  are  e i ther  set  up
( i f  you ' re  new to  the  p lat form)  or  opt imized  ( i f  you  a l ready  have  a
presence) .  Remember  the  lessons  f rom Day  1 ;  p ro f i le  p ic tures ,
cover  photos ,  and b ios  need to  be  on  po int .

Task: Choosing The Right Platforms 

Choosing platforms is more than just following trends; it's about aligning
your brand's voice, content, and goals with the right audience. It's the
difference between speaking in an empty room and having a captivated
audience hanging onto your every word.



Create Engaging
Profile Bios

Here  we are  at  day  5 !  Today  we w i l l  look  at  your
b ios ,  why  they  are  so  impor tant  and how to

opt imise  yours  to  grab your  aud iences  at tent ion .

Day Five



A b io  shou ldn ’ t  jus t  be  a  s tatement  o f  facts .  I t  shou ld  be  an  inv i tat ion  and a  reason
for  your  aud ience  to  d ive  deeper .  Each  p lat form might  have  d i f fe rent  word  l imi ts  o r
audience  expectat ions ,  but  the  core  o f  your  message shou ld  remain  cons is tent .

Steps to follow:
S t a r t  w i t h  Y o u r  W h y :  Why  does  your  bus iness  ex is t?  What  prob lem
does  i t  so lve  or  va lue  does  i t  add?  Your  USP  (Un ique  Se l l ing  Po int)
shou ld  be  the  anchor  o f  your  b io .

1 .

A d a p t  t o  t h e  P l a t f o r m :  A  T i kTok  b io  might  be  more  p lay fu l ,  wh i le  an
Instagram b io  cou ld  be  a  b i t  more  pro fess iona l .  Ad just  the  tone ,  but
keep the  core  message cons is tent .

2 .

Checklist:

I n c l u d e d  B u s i n e s s  U S P  ( U n i q u e  S e l l i n g  P o i n t ) :  Your  USP  sets  you
apart  and i s  the  hear tbeat  o f  your  brand .  Whether  you  o f fe r  the
fastest  serv ice ,  a  un ique  product ,  o r  unmatched exper t i se ,  ensure
th is  sh ines  through .

I n c o r p o r a t e d  R e l e v a n t  K e y w o r d s :  Keywords  aren ' t  jus t  fo r  SEO;
they  he lp  users  unders tand your  domain  and exper t i se .
Incorporate  words  or  phrases  that  resonate  w i th  your  indust ry  and
of fer ings .

A d d e d  a  C a l l  t o  A c t i o n :  A  b io  shou ld  not  jus t  be  in format ive  but
a lso  act ionable .  Whether  i t ' s  "V is i t  our  webs i te , "  "Shop the  la test , "
o r  "Book  a  consu l tat ion , "  gu ide  your  aud ience  on  the  next  s teps .

Task: Creating an Inviting Bio for Your Business

Creating a great bio is about getting your audiences attention and
showing them the next steps to either buy a product or book a service
with you. As you fine-tune your bios across platforms, you're not just
listing facts; you're telling a story, setting a stage, and inviting your
audience to become a part of your journey.



Visual Branding

Stepping  in to  Day  6 ,  we  de lve  in to  a  rea lm where
'see ing  i s  be l iev ing . '  In  the  vast  and ever-scro l l ing

wor ld  o f  soc ia l  media ,  your  v i sua l  branding  i s
o f ten  your  f i r s t  impress ion .  I t ' s  more  than jus t

aesthet ics ;  i t ' s  about  c reat ing  a  memorable
ident i ty  that  leaves  your  aud ience  want ing  more .

Day Six



When audiences  see  cons is tent  imagery ,  co lors ,  and des igns  assoc iated  w i th  your
brand ,  i t  c reates  a  sense  o f  fami l ia r i ty  and re l iab i l i ty .  Today ,  you ' l l  l earn  how to  use
v isua l  cons is tency  across  your  chosen p lat forms .

Steps to follow:

R e v i e w  a n d  R e f l e c t :  Take  a  moment  to  rev iew your  ex is t ing  v isua ls
across  p lat forms .  Do  they  te l l  a  cohes ive  s tory ,  o r  do  they  appear
d is jo in ted?

1 .

V i s u a l  E l e m e n t s  I n v e n t o r y :  Make  a  l i s t  o f  a l l  the  v isua l  e lements  you
have  –  logos ,  g raph ics ,  b rand co lors ,  e tc .  Th is  inventory  w i l l  be  your
re ference  po int .

2 .

Checklist:

L o g o  U p l o a d e d  o n  A l l  P r o f i l e s :  Your  logo  i s  the  f lag  bearer  o f  your
brand .  Make  sure  i t ' s  c lear ly  d isp layed and adapted cor rect ly  to
each p lat form's  d imens ions .

C o n s i s t e n t  C o l o r  P a l e t t e :  Whether  you ' re  go ing  for  ca lm b lues  or
energet ic  reds ,  mainta in  a  cons is tent  co lor  pa let te  that  a l igns
wi th  your  brand 's  vo ice  and message .

C h o s e  a  C o n s i s t e n t  F o n t / S t y l e  f o r  G r a p h i c s :  Typography  speaks
vo lumes .  Whether  i t ' s  bo ld  and asser t ive  or  so f t  and e legant ,
choose  a  font  o r  s ty le  that  complements  your  brand and use  i t
cons is tent ly  across  graph ics  and creat ives .

Task: Set Your Visual Identity

As visuals are often the starting point with your audience, the efforts
you've made today will be rewarded by engagement and recognition over
time. 

Make sure to stay consistent with it and make a note of colours used,
images etc. You can do this using the brand kit in Canva (Pro account
only)



Plan a Week of
Content

Welcome to  Day  7 !  A  week  in to  our  journey ,  i t ' s
t ime to  p lan  for  the  upcoming week .  P lann ing

ahead wi l l  save  you  so  much t ime ,  ensure  you  are
post ing  cons is tent ly  and that  noth ing  i s  missed .

Day Seven



Today ,  you ' l l  be  draf t ing ,  a r rang ing ,  and schedul ing  your  content  to  c reate  a
engaging  posts  fo r  your  aud ience .  Use  the  ins ights ,  too ls  and notes  you  have
created so  far .

Steps to follow:

K e y  D a t e s  a n d  T o p i c s :  Cons ider  any  themes or  key  dates  fo r  the
week .  I s  there  a  ho l iday?  A  company mi les tone?  A  t rend ing  top ic  in
your  indust ry?

1 .

C r e a t e  P o s t s  a n d  C a p t i o n s :  Us ing  your  content  ca lendar ,  c reate  each
posts  graph ic  and capt ion  ensur ing  i t  f i t s  w i th  the  theme or  goa l .  You
can use  Canva for  post  templates  and Chat  GPT  fo r  capt ions .

2 .

Checklist:

7  P o s t s  w i t h  R e l e v a n t  C a p t i o n s  a n d  H a s h t a g s :  Make  sure  you
have  a  mix  o f  content  types ,  a l l  accompanied  by  engaging
capt ions .  Use  re levant  hashtags  to  increase  the  chance o f  you
post  be ing  d iscovered and tap  in to  la rger  conversat ions .

S c h e d u l e d  P o s t s  U s i n g  a  T o o l  o r  P l a t f o r m ' s  S c h e d u l e r :  Save  t ime
by  us ing  schedul ing  too ls .  Whether  i t ' s  Hootsu i te ,  o r  a  Meta
Bus iness  Su i te ,  p lan  out  the  week  so  that  each post  goes  l i ve  at
the  opt imal  t ime .

Task: Planning a Week of Content

The beauty of planning is that it allows for both structure and
spontaneity. While you're set for the week, always remain open to last
minute moments that might be worth sharing.

With a week's content at the ready, you can approach the days ahead
with confidence, knowing you're poised to engage, enlighten, and
entertain your audience. 



User Engagement

As  we s tep  in to  Day  8 ,  we ' re  sh i f t ing  our  focus  f rom
broadcast ing  to  bu i ld ing  re lat ionsh ips .  T rue

success  on  soc ia l  media  i s  not  jus t  measured by
l i kes  and fo l lows  but  by  meaningfu l  in teract ions

and last ing  re lat ionsh ips .

Day Eight



Hav ing  a  great  post  i s  jus t  the  beg inn ing ;  what  fo l lows  i s  equal ly  c ruc ia l .  Engagement
is  a  two way  s t reet .  By  act ive ly  in teract ing  w i th  users ,  you  not  on ly  increase  v is ib i l i ty
but  a lso  bu i ld  a  communi ty  where  users  fee l  seen ,  heard ,  and va lued .

Steps to follow:

A c t i v e  B r o w s i n g :  Nav igate  through your  pr imary  p lat form's  feed ,
seek ing  out  posts  that  resonate  w i th  your  brand or  personal  va lues .
Engage authent ica l ly ,  o f fe r ing  genu ine  comments  and react ions .

1 .

N o t i f i c a t i o n  C h e c k :  Regu lar ly  check  your  not i f icat ions .  Acknowledge
comments ,  rep l ies ,  and ment ions .  Th is  proact ive  approach shows
you ' re  at tent ive  and care  about  your  aud ience 's  input .

2 .

Checklist:

L i k e d  a n d  C o m m e n t e d  o n  R e l e v a n t  P o s t s :  By  engaging  w i th  other
posts ,  you ' re  not  on ly  bu i ld ing  a  network  but  a lso  s tay ing  updated
wi th  cur rent  t rends  and conversat ions .

R e s p o n d e d  t o  C o m m e n t s  o n  Y o u r  P o s t s :  Each  comment  on  your
post  i s  an  oppor tun i ty  to  bu i ld  a  deeper  connect ion .  Whether  i t ' s  a
s imple  ' thank  you '  o r  a  more  e laborate  response ,  acknowledge
your  aud ience 's  e f fo r t  to  engage .

E n g a g e d  w i t h  I n f l u e n c e r s  o r  B u s i n e s s e s  i n  Y o u r  N i c h e :  Bu i ld ing
re lat ionsh ips  w i th  in f luencers  or  fe l low bus inesses  can pave  the
way for  co l laborat ions ,  par tnersh ips ,  o r  s imply  a  mutua l  exchange
of  va lue .

Task: Making Connections on Your Primary Platform

Engagement is the heartbeat of social media. It's what transforms a
platform from a billboard into a bustling marketplace of ideas,
conversations, and connections. Today, as you actively engaged, you've
strengthened your brand and created an environment where users feel a
part of a community, not just an audience.

Well done on investing time in what truly matters! As we journey further,
remember to keep the channels of communication open, and let the
genuine, human side of your brand shine through.



Share User-
Generated Content

Hel lo  on  Day  9 !  Le t ' s  d ive  in to  the  wor ld  o f  UGC,
where  your  brand and audience  co l laborate  in

content  c reat ion .

Day Nine



Your  communi ty  i sn ' t  jus t  a  group o f  pass ive  consumers ;  they ' re  act ive  par t ic ipants ,
s tory te l le rs ,  and brand ambassadors .  By  encourag ing  and shar ing  the i r  content ,
you ' re  showing a  genu ine  apprec iat ion  fo r  the i r  cont r ibut ions .

Steps to follow:

S e t  t h e  S t a g e :  Create  c lear  gu ide l ines  on  the  k ind  o f  content  you ' re
look ing  for .  Whether  i t ' s  unbox ing  v ideos ,  p roduct  rev iews ,  o r
creat ive  uses  o f  your  product ,  le t  your  communi ty  know.

1 .

S h o w c a s e  a n d  C e l e b r a t e :  As  UGC ro l l s  in ,  ensure  you  share  i t .  Th is
not  on ly  rewards  those  who par t ic ipated but  a lso  insp i res  o thers  to
jo in  in .

2 .

Checklist:
C r e a t e d  a  B r a n d e d  H a s h t a g  f o r  U s e r  S u b m i s s i o n s :  A  branded
hashtag i s  your  communi ty ' s  t icket  to  the  UGC par ty .  I t  makes
content  d iscovery  eas ier  and a l lows  users  to  see  how others  are
par t ic ipat ing .

S h a r e d  U G C  o n  Y o u r  P r o f i l e  w i t h  P r o p e r  C r e d i t s :  A lways  g ive
cred i t  where  i t ' s  due .  Not  on ly  i s  i t  e th ica l ,  but  i t  a lso
acknowledges  the  creator ' s  e f fo r t  and makes  them fee l  va lued .

T h a n k e d  U s e r s  f o r  T h e i r  C o n t e n t :  A  s imple  thank  you  can go  a
long way .  Whether  i t ' s  a  shoutout  in  the  post ,  a  comment ,  o r  a
personal  message ,  make  sure  you  express  grat i tude .

Task: Empowering Your Community to Be Storytellers

User-Generated Content is more than just free content; it shows the bond
between a brand and its community. When a user takes the time to create
and share something related to your brand, it signifies trust,
appreciation, and loyalty.



Go Live!

Hel lo  on  Day  10 !  Today ,  we ' re  look ing  at  one  o f  the
most  in teract ive  feature  o f  soc ia l  media :  l i ve

st reaming .  Go ing  l i ve  i s  more  than jus t  tu rn ing  on
the  camera ;  i t ' s  an  oppor tun i ty  to  c reate  in terest ,

t ransparency ,  and genu ine  connect ion .

Day Ten



Whether  you ' re  showcas ing  a  new product ,  g iv ing  a  beh ind-the-scenes  tour ,  o r
host ing  a  Q&A sess ion ,  the  l i ve  fo rmat  a l lows  for  d i rect  and ins tant  in teract ion  w i th
your  aud ience .

Steps to follow:

P l a n  b u t  B e  R e a d y  t o  P i v o t :  Wh i le  i t ' s  c ruc ia l  to  have  a  s t ructure  fo r
your  l i ve  sess ion ,  be  prepared for  spontane i ty .  The  charm of  l i ve
st reaming i s  in  the  unexpected moments  and genu ine  react ions .

1 .

P r o m o t i o n  i s  K e y :  Ensure  your  aud ience  knows about  your  l i ve
sess ion  in  advance .  Tease  the  top ic ,  c reate  countdowns ,  and bu i ld
ant ic ipat ion .

2 .

Checklist:
P r o m o t e d  t h e  L i v e  S e s s i o n  i n  A d v a n c e :  Use  s tor ies ,  posts ,  and
even other  p lat forms to  ensure  max imum at tendance .  The  more
the  merr ie r !

P r e p a r e d  T a l k i n g  P o i n t s :  Wh i le  spontane i ty  i s  love ly ,  i t ' s
impor tant  to  have  a  c lear  agenda or  l i s t  o f  ta lk ing  po ints  to  keep
the  sess ion  focused and va lue  packed .

E n g a g e d  w i t h  V i e w e r s  D u r i n g  t h e  S e s s i o n :  The  beauty  o f  go ing
l ive  i s  the  two way  conversat ion .  Respond to  comments ,  g reet
v iewers  by  name,  and ensure  you  create  an  in teract ive
atmosphere .

Task: Going Live!

Going live allows for unscripted interactions and it's in these moments
that authentic connections often happen.

As we move forward, let's appreciate the direct engagement and the
shared experiences with your audience. Here's to more meaningful
connections!



Analyse Your Growth

Welcome to  Day  1 1 !  Today ,  we  sh i f t  our  focus  f rom
creat ion  to  re f lect ion .  I t ' s  impor tant  in  the  d ig i ta l

landscape to  not  on ly  move forward  but  a lso  to
per iod ica l ly  rev iew our  progress .  Us ing  the  data
and analy t ics ,  le t ' s  eva luate  how your  brand has

per formed over  the  past  ten  days .

Day Eleven



Numbers  and graphs  aren ' t  jus t  s tat i s t ics ;  they  show t rends  and h igh l ight  areas  fo r
improvement .  By  examin ing  your  ana ly t ics ,  you ' re  ident i fy ing  pat terns  and potent ia l
oppor tun i t ies .

Steps to follow:

R e v i e w  a n d  U n d e r s t a n d :  S tar t  by  check ing  the  analy t ics  or  ins ights
sect ion  o f  your  p lat form.  Learn  about  the  d i f fe rent  metr ics  and the i r
meanings .  

1 .

A n a l y z e  a n d  I n t e r p r e t :  Look  c lose ly  at  the  data .  Which  posts  had the
most  in teract ions?  Were  there  spec i f ic  days  w i th  increased fo l lower
growth?  T ry  to  unders tand the  reasons  beh ind  these  numbers .

2 .

Checklist:
M o n i t o r e d  F o l l o w e r  G r o w t h :  Look  at  the  changes  in  your  fo l lower
count  to  unders tand the  e f fect  o f  your  content  and engagement
methods .

C h e c k e d  P o s t  I n t e r a c t i o n :  Ins tead o f  jus t  count ing  l i kes ,  cons ider
comments ,  shares ,  saves ,  and overa l l  reach .  Th is  prov ides  a
bet ter  unders tanding  o f  your  content ' s  impact .

I d e n t i f i e d  I m p r o v e m e n t  P o i n t s :  Every  journey  has  i t s  cha l lenges .
Ident i fy  where  you  can do  bet ter .  These  moments  are  chances  to
learn  and ad just .

Task: Analyzing Data to Find Insights

Knowing your past helps you plan your future. Appreciate the progress
made, learn from experiences, and prepare for what's next.

As we continue, keep in mind that growth involves strengthening
relationships, improving strategies, and staying true to your brand's
values. Here's to ongoing growth and adaptation in the digital world!



Run a Poll

Hel lo  on  Day  12 !  Today ,  we ' re  exp lor ing  po l l s
and surveys .  More  than jus t  co l lect ing

opin ions ,  po l l s  encourage par t ic ipat ion ,  bu i ld
communi ty  engagement ,  and o f fe r  ins ights

d i rect ly  f rom your  aud ience .

Day Twelve



Po l l s  and surveys  g ive  you  immediate  access  to  your  fo l lowers '  op in ions .  They  he lp
you unders tand your  aud ience 's  v iews ,  enabl ing  you  to  ad just  your  content  and
approach accord ing ly .

Steps to follow:
C r e a t e  t h e  Q u e s t i o n :  Come up w i th  a  quest ion  that  matches  your
brand or  recent  content  and engages  your  aud ience .  Whether  i t ' s
about  a  new product  or  cur rent  t rends ,  make  sure  i t ' s  re levant .

1 .

 R e v i e w  a n d  R e s p o n d :  Once  the  po l l  i s  over ,  look  at  the  outcomes .
What  was  the  common response?  Any  unexpected feedback?  Use
th is  data  to  gu ide  your  upcoming content  and cho ices .

2 .

Checklist:
F o r m e d  a  C l e a r  Q u e s t i o n  f o r  Y o u r  A u d i e n c e :  Ensure  your  quest ion
is  s t ra ight forward  and re levant .  A im for  engagement  by  mak ing  i t
re latab le .

S h a r e d  P o l l  O u t c o m e s :  Be ing  open about  the  resu l ts  emphas i zes
the  va lue  o f  your  aud ience 's  input  and underscores  i t s
s ign i f icance .

A p p l i e d  I n s i g h t s  t o  U p c o m i n g  C o n t e n t :  The  main  goa l  o f  a  po l l  i s
to  gather  usefu l  feedback .  Use  the  in format ion  to  re f ine  products ,
modi fy  your  content  approach ,  o r  bet ter  unders tand your
audience 's  pre ferences .

Task: Gathering Audience Feedback

Conducting a poll allows your audience to have a say in the digital space.
By letting them express their views, you create community and trust.
Each response signifies an active and engaged user.

Well done for recognizing and appreciating your audience's input! As we
move forward, remember that digital success is a joint effort between the
brand and its followers. Here's to more feedback, insights, and shared
stories!



Curate Content

Hel lo  on  Day  13 !  Today ,  we ' l l  focus  on  the  broader
d ig i ta l  landscape .  Whi le  produc ing  your  own content

is  impor tant ,  shar ing  and h igh l ight ing  va luable
content  f rom others  can a lso  make a  d i f fe rence .

Day Thirteen



Curat ing  content  i s  more  than mere  repost ing .  I t ' s  a  de l iberate  act  o f  choos ing  and
showcas ing  content  that  a l igns  w i th  your  brand and serves  your  aud ience .  When you
share  curated  mater ia ls ,  you  convey  to  your  aud ience  that  you  va lue  exce l lence ,  no
matter  where  i t  comes f rom.

Steps to follow:
E x p l o r e  a n d  C h o o s e :  Nav igate  through your  on l ine  networks  and
ident i fy  content  that  a l igns  w i th  your  brand 's  va lues .  Th is  cou ld  be
an ins ight fu l  a r t ic le ,  an  engaging  v ideo ,  o r  a  meaningfu l  quote .

1 .

 S h a r e  T h o u g h t f u l l y :  When you  repost ,  add a  personal  perspect ive
or  ins ight .  Exp la in  the  reason for  shar ing  and i t s  s ign i f icance .  Ensure
your  aud ience  unders tands  the  in tent ion  beh ind  each shared p iece .

2 .

Checklist:
S e l e c t e d  3  I t e m s  f o r  W e e k l y  S h a r i n g :  D is t r ibute  your  chosen
content  over  the  week .  Th is  c reates  a  good ba lance  between your
own posts  and curated  ones ,  o f fe r ing  a  var ied  content  exper ience .

A c k n o w l e d g e d  O r i g i n a l  S o u r c e s :  I t ' s  impor tant  to  respect
creators  by  at t r ibut ing  the i r  work .  A lways  g ive  proper  c red i t ,
h igh l ight ing  the  or ig ina l  source .

A d d e d  Y o u r  O w n  T a k e  o n  C u r a t e d  C o n t e n t :  Add ing  your  ins ight  o r
v iewpoint  to  shared content  sets  i t  apar t  and a l igns  i t  w i th  your
brand 's  vo ice .  Th is  cou ld  be  a  comment ,  re f lect ion ,  o r  even  a
quest ion  fo r  your  fo l lowers .

Task: Highlighting Others & Sharing Quality Content

Content curation highlights the collaborative nature of the online space.
By sharing, you're essentially saying, "I value others' contributions and
want to share their insights with my community." 

As we progress, remember that acknowledging others' work increases the
vast digital network of ideas and relationships. Here's to further
exploration, sharing, and communal development!



Start a Hashtag
Campaign

Hel lo  on  Day  14 !  Today ,  we ' l l  d ive  in to  the
impact fu l  wor ld  o f  hashtag campaigns .  

Le t ' s  des ign  a  hashtag that  captures  the  sp i r i t  o f
your  brand and engages  your  aud ience  e f fect ive ly .

Day Fourteen



Des ign ing  a  hashtag goes  beyond jus t  combin ing  words .  I t  a ims  to  capture  a  fee l ing ,
a  cause ,  o r  a  d i rect ive .  Your  hashtag shou ld  mot ivate  engagement ,  lead ing  to  a
surge  in  content  f rom users  that  bo ls ters  your  brand 's  presence .

Steps to follow:
I d e a t i o n  P h a s e :  Determine  the  purpose  o f  your  campaign .  A re  you
aiming for  increased v is ib i l i ty ,  act ive  user  par t ic ipat ion ,  o r  shar ing
user  exper iences?  Once you  have  a  goa l  in  mind ,  th ink  o f  memorable
yet  re levant  hashtags .  

1 .

P r o m o t e  t h e  H a s h t a g :  A f te r  f ina l i z ing  your  hashtag ,  in t roduce i t  w i th
a  ded icated post .  Exp la in  i t s  purpose  and mot ivate  your  aud ience  to
par t ic ipate .

2 .

Checklist:
D e v i s e d  a  C a t c h y  H a s h t a g :  Ensure  your  hashtag i s  easy  to  reca l l ,
s imple  to  type ,  and resonates  w i th  your  campaign 's  theme.  The
best  hashtags  are  memorable  and encourage in teract ion .

I n t r o d u c e d  t h e  H a s h t a g  A c r o s s  Y o u r  C h a n n e l s :  Use  eye  catch ing
graphics  and s t rong descr ipt ions  to  present  your  hashtag .  C lear ly
s tate  i t s  s ign i f icance  and how fo l lowers  can jo in  in .

I n t e r a c t e d  w i t h  A c t i v e  P a r t i c i p a n t s :  When users  cont r ibute  us ing
your  hashtag ,  engage wi th  them.  L i k ing ,  comment ing ,  shar ing ,  and
h igh l ight ing  top  posts  not  on ly  acknowledges  the i r  e f fo r t  but  a lso
encourages  more  par t ic ipat ion .

Task: Creating a Hashtag for Engagement

A hashtag campaign brings together people with common interests,
showcasing their experiences and thoughts. 

As you go on, watch how your hashtag gathers momentum, representing
the voice of your online community. 



Storytelling Day

Hel lo  on  Day  15 !  Today ,  we ' re  d iv ing  in to  the  age-
o ld  ar t  o f  s tory te l l ing .  Even  in  the  fast-paced
wor ld  o f  soc ia l  media ,  a  good s tory  can grab

at tent ion  and foster  connect ions .  Le t ' s  exp lore  the
core  o f  your  brand and share  nar rat ives  that

re late ,  touch ,  and mot ivate .

Day Fifteen



Every  brand car r ies  i t s  own s tory ,  marked by  ups  and downs ,  ach ievements ,  and
asp i rat ions .  Re lay ing  th is  ta le  i sn ' t  jus t  about  g iv ing  facts ;  i t ' s  about  c reat ing
connect ions  and creat ing  unders tanding  w i th  your  fo l lowers .

Steps to follow:
I d e n t i f y  K e y  M o m e n t s :  Th ink  back  to  the  s ign i f icant  mi les tones  in
your  bus iness  journey .  Was  i t  the  in i t ia l  idea ,  overcoming a  tough
obstac le ,  o r  maybe a  memorable  feedback  f rom a  customer?  

1 .

P a i r  T e x t  w i t h  I m a g e r y :  Enhance your  s tory  w i th  f i t t ing  v isua ls .  These
cou ld  be  o ld  photos ,  shor t  v ideo  c l ips ,  o r  graph ics  made in  Canva .

2 .

Checklist:
D e v e l o p e d  a n  E n g a g i n g  S t o r y :  Your  nar rat ive  shou ld  resonate
wi th  readers ,  a l lowing  them to  connect  w i th  your  journey .  Be
genu ine  and hear t fe l t  in  your  s tory te l l ing .

I n c o r p o r a t e d  R e l e v a n t  V i s u a l s :  Images  and v ideos  g ive  depth  to
your  words .  Make  sure  they  match  and e levate  the  nar rat ive ' s
essence .

I n v i t e d  F o l l o w e r s  t o  J o i n  t h e  C o n v e r s a t i o n :  Make  s tory te l l ing
interact ive .  Encourage your  aud ience  to  share  the i r  own ta les ,
exper iences ,  o r  thoughts ,  c reat ing  more  engagement .

Task: Sharing Your Brand's Core Story

Storytelling is a way to connect deeply. By narrating your journey, you've
given your followers an insight into your brand's values and invited them
to contribute to its story. 

Every emotion, memory, or thought shared enriches your brand's
narrative and increase trust with your audience.



you're half way
there!

Congratulations!!

Th is  i s  a  good t ime to  take  a  look  back  at
prev ious  notes  you  have  made to  remind

yourse l f  o f  your  goa l .



Explore Stories &
Highlights

Welcome to  Day  16 !  Today ,  we ' re  exp lor ing  the
rea lm of  ' S tor ies . '  These  temporary ,  24  hour  posts

have  revo lut ion i zed  our  content  exper ience  on
p lat forms l i ke  Ins tagram and Facebook .  They  br ing

a sense  o f  u rgency  and in teract ion .  Le t ' s  use
stor ies  to  connect ,  capt ivate ,  and in form.

Day Sixteen



Stor ies  are  temporary  posts  that  d isappear  a f ter  24  hours .  The i r  shor t  durat ion ,  a long
wi th  the i r  pos i t ion  at  the  top  o f  the  feed ,  makes  them ef fect ive  fo r  engaging  users .

Steps to follow:
P l a n  Y o u r  C o n t e n t :  Organ ize  a  var ied  set  o f  posts  fo r  your  s tor ies .
Cons ider  beg inn ing  w i th  a  beh ind-the-scenes  look ,  showcas ing  a
customer  rev iew or  user  content  la ter ,  and wrapping  up  w i th  an
interact ive  po l l  o r  Q&A .  

1 .

E n c o u r a g e  I n t e r a c t i o n :  Stor ies  o f fe r  in teract ive  e lements .  Use
features  l i ke  s t ickers ,  po l l s ,  and quest ions  to  prompt  responses  and
engagement  f rom your  fo l lowers .

2 .

Checklist:
S h a r e d  3 - 5  S t o r i e s  D u r i n g  t h e  D a y :  Post ing  s tor ies  at  d i f fe rent
t imes  he lps  mainta in  v is ib i l i ty  and keeps  engagement  s teady .
D ivers i ty  in  content  keeps  th ings  in terest ing!

I n c o r p o r a t e d  I n t e r a c t i v e  F e a t u r e s  l i k e  S t i c k e r s  a n d  P o l l s :  Such
features  make  your  s tor ies  more  engaging  and encourage v iewers
to  in teract .

A d d e d  o r  U p d a t e d  ' H i g h l i g h t s '  o n  Y o u r  P r o f i l e :  H igh l ights  serve  as
permanent  s tory  co l lect ions  on  your  pro f i le ,  le t t ing  you  group and
disp lay  essent ia l  o r  evergreen  s tory  content .

Task: Harnessing the Short-Lived Charm of Stories

With stories, you've embraced the essence of real-time digital
engagement, offering content in digestible, lively snippets. They allow
brands to interact in a more immediate and personal manner.

Remember to save your favorite stories to highlight on Instagram so your
audience can easily find them after they have disappeared!



Collaborate with a
Fellow Business

Hel lo  on  Day  17 !  Today ,  we ' re  exp lor ing
co l laborat ions ,  where  bus inesses  un i te  to

create  shared va lue .  By  poo l ing  resources  and
audiences ,  co l laborat ions  can boost  v i s ib i l i ty ,

suppor t  shared growth ,  and prov ide  un ique
benef i ts  to  your  aud ience .

Day Seventeen



In  the  d ig i ta l  bus iness  landscape ,  co l laborat ions  are  key .  They  connect  d i f fe rent
brands ,  p romot ing  mutua l  growth  and o f fe r ing  a  w ider  range o f  va lue  to  aud iences .

Steps to follow:
I d e n t i f y  C o m p a t i b l e  P a r t n e r s :  Look  fo r  bus inesses  that  a l ign  w i th
yours  w i thout  be ing  d i rect  compet i to rs .  The  goal  i s  to  f ind  a
par tnersh ip  where  both  s ides  can ga in  f rom the  co l laborat ion .

1 .

D e v e l o p  a  S h a r e d  G o a l :  A f te r  f ind ing  a  su i tab le  par tner ,  out l ine  the
co l laborat ion 's  ob ject ives .  Th is  cou ld  be  a  jo in t  promot ion ,  a
combined g iveaway ,  o r  s imply  rec iproca l  promot ions .  Make  sure
both  par t ies  have  a  c lear  unders tanding .

2 .

Checklist:
F o u n d  S u i t a b l e  P a r t n e r s :  Look  fo r  bus inesses  that  resonate  w i th
your  brand va lues  and o f fe r ings .  The  r ight  match  can ampl i fy  the
resu l ts  o f  the  co l laborat ion .

S e t  C l e a r  C o l l a b o r a t i o n  G u i d e l i n e s :  Ensure  both  par t ies
unders tand and agree  on  the  te rms ,  f rom promot iona l  tact ics  to
t imel ines .

S h o w c a s e d  t h e  P a r t n e r s h i p  o n  Y o u r  P r o f i l e :  In form your  fo l lowers
about  the  co l laborat ion .  Use  engaging  graph ics  and c lear
messaging  to  h igh l ight  the  benef i ts  they ' l l  rece ive  f rom th is  jo in t
venture .

Task: Creating Connections via Business Collaboration

By collaborating, you will broadened your brand's reach and
demonstrated flexibility, receptiveness, and a commitment to collective
growth.

Great job on recognizing the power of partnership! As we continue, keep
in mind that in business, collaboration often brings greater success,
diversified offerings, and wider outreach.



Testimonials &
Reviews Day

Hel lo  on  Day  18 !  Today ,  we ' re  focus ing  on  the
s ign i f icant  ro le  o f  tes t imonia ls  and rev iews  in

bu i ld ing  brand t rust .  In  today 's  d ig i ta l  landscape ,
authent ic  feedback  f rom customers  can make a
huge d i f fe rence ,  in f luenc ing  potent ia l  customers

and re in forc ing  loya l ty  to  your  brand .

Day Eighteen



Test imonia ls  and rev iews  aren ' t  jus t  compl iments ;  they  act  as  endorsements ,
va l idat ing  exper iences  f rom rea l  users  o f  your  products  or  serv ices .  H igh l ight ing
these  vo ices  doesn ' t  jus t  market  your  brand—i t  shows the  authent ic  re lat ionsh ips  and
pos i t i ve  outcomes you 've  created .

Steps to follow:
S e l e c t  a n d  S h o w c a s e :  F rom your  co l lect ion  o f  tes t imonia ls  and
rev iews ,  p ick  those  that  rea l ly  capture  the  essence and impact  o f
your  brand .  

1 .

M a k e  i t  E a s y :  Ensure  i t ' s  s imple  fo r  customers  to  share  the i r
feedback .  Th is  cou ld  be  through s t ra ight forward  rev iew opt ions  on
your  s i te  or  reminders  post  purchase ,  s t reaml in ing  the  feedback
process .

2 .

Checklist:
H i g h l i g h t e d  a  C u s t o m e r  T e s t i m o n i a l :  Use  engaging  v isua ls ,  l i ke  a
customer ' s  p ic ture  or  re lated  graph ics ,  and share  the  tes t imonia l
on  your  p lat forms .

P r o m p t e d  H a p p y  C u s t o m e r s  t o  S h a r e  F e e d b a c k :  Us ing  posts ,
s tor ies ,  o r  d i rect  communicat ion ,  encourage your  customers  to
wr i te  about  the i r  pos i t i ve  exper iences .  The i r  feedback  acts  as
power fu l  tes t imonia ls .

T h a n k  Y o u r  R e v i e w e r s :  Say ing  thank  you  i s  impor tant .  Make  an
ef for t  to  personal ly  respond to  each rev iew ,  s t rengthen ing  the
re lat ionsh ip  and showing your  brand 's  apprec iat ion .

Task: Amplifying Genuine Customer Testimonials

Testimonials and reviews are the genuine reflections of your brand's
impact and the trust it has built. By highlighting and valuing these
voices, you will strengthen your brand's credibility and trustworthiness.

Each feedback and endorsement speaks to the quality and relationships
your brand creates and they are very important for potential
customers/clients.



Create a Video Post

Welcome to  Day  19 !  Today ,  we ' re  exp lor ing  the
rea lm of  v ideo  content .  In  a  t ime where  at tent ion

is  f leet ing ,  v ideos  prov ide  a  r ich ,  mul t i - layered
exper ience  that  can  re lay  emot ions ,  deta i l s ,  and
the  core  va lues  o f  a  brand in  an  impact fu l  way .

Day Nineteen



Video content  combines  v isua ls ,  sound ,  and s tory te l l ing  in  a  cohes ive  presentat ion .
Whether  showcas ing  a  product ,  shar ing  your  brand 's  s tory ,  o r  o f fe r ing  ins ights ,  v ideos
prov ide  depth  and engagement  in  a  dynamic  way .

Steps to follow:
O u t l i n e  a n d  C r e a t e :  Determine  the  main  message or  theme of  your
v ideo .  I t  cou ld  be  a  product  showcase ,  a  c l ient  tes t imonia l ,  o r
educat iona l  content .  Ensure  the  message i s  c lear .

1 .

R e f i n e :  Post  product ion ,  focus  on  ed i t ing .  Remove unnecessary
par ts ,  ensure  seamless  t rans i t ions ,  and cons ider  adding  su i tab le
background mus ic  that  a l igns  w i th  the  v ideo 's  mood and message .

2 .

Checklist:
P r o d u c e d  a  C r i s p  V i d e o  ( 3 0  s e c s  t o  1  m i n ) :  Keep your  v ideo
conc ise ,  c lear  and w i th  e f fect ive  communicat ion  to  he lp  re ta in
v iewer  in terest .

I n c l u d e d  C a p t i o n s  o r  S u b t i t l e s :  Recognis ing  that  many people
watch  v ideos  on  mute ,  espec ia l ly  on  mobi le ,  add ing  capt ions
ensures  your  message reaches  everyone ,  w i th  or  w i thout  sound .

S h a r e d  t h e  V i d e o  A c r o s s  M u l t i p l e  P l a t f o r m s :  To  max imise  reach ,
d is t r ibute  your  v ideo  on  a l l  your  on l ine  channe ls ,  tweak ing  the
format  or  durat ion  as  needed based on  p lat form requ i rements .

Task: Harnessing the Power of Video Content

Videos capture attention in ways that other mediums might not. They're
direct, interesting and highly engaging. 

Well done on leveraging the potential of video content! As we continue
our journey, keep in mind to record anything that may be useful for you to
use in your next video post.



Q&A Session

Hel lo  on  Day  20 !  Today ,  we ' re  de lv ing  in to  the
rea lm of  Q&A .  These  moments  o f  d i rect  in teract ion
between brands  and fo l lowers  s tand out .  They  add
a personal  touch to  your  on l ine  presence and pave

the  way  for  authent ic  re lat ionsh ips .

Day Twenty



Q&A sess ions  are  not  jus t  about  address ing  quest ions ;  they  symbol i se  openness ,
promote  mutua l  unders tanding ,  and va lue  communi ty  engagement .  By  we lcoming
quer ies ,  you ' re  c reat ing  t rust  and deepening  connect ions  w i th  your  aud ience .

Steps to follow:
P r e p a r e  t h e  G r o u n d w o r k :  Set  c lear  parameters  fo r  the  Q&A.  Whether
i t ' s  centered  on  a  par t icu lar  product ,  the  s tory  o f  your  brand ,  o r
recent  updates ,  p rov ide  your  aud ience  w i th  a  c lear  focus .  

1 .

C o l l e c t  a n d  C a t e g o r i s e :  As  you  rece ive  quest ions ,  sor t  them in to
groups  or  themes .  Tack l ing  common quest ions  or  quer ies  he lps
make the  sess ion  organ ised  and more  e f fect ive .

2 .

Checklist:
P r o v i d e d  A d v a n c e  N o t i c e  o f  t h e  Q & A :  G iv ing  your  aud ience  a
heads-up he lps  them prepare  and ensures  a  more  engaging
sess ion .

A n t i c i p a t e d  R e s p o n s e s  t o  C o m m o n  Q u e s t i o n s :  Be ing  prepared for
o f ten-asked quest ions  makes  sure  the  Q&A runs  smooth ly  and
addresses  the  common quest ions .

T h a n k e d  A t t e n d e e s :  Recognis ing  those  who take  par t  c reates  a
pos i t i ve  atmosphere  and encourages  more  engagement .  I t ' s  a
gesture  that  shows you  va lue  the i r  input  and t ime .

Task: Engaging in Conversations with Your Followers

The Q&A session is a platform for meaningful exchanges, bridging the
gap between a brand and its community. By welcoming questions, you
will demonstrate more than transparency by showing your brand's
dedication to open communication and community involvement.



Reflect on Weeks
1-3

Welcome to  Day  2 1 !  A t  th is  po int ,  i t ' s  benef ic ia l  to
pause ,  rev iew ,  and re f ine  our  approach .  Over  the

past  th ree  weeks ,  we  have  been on  through
content  generat ion ,  act ive  engagement ,  and

st rateg ic  exp lorat ion .  Today ,  le t ' s  use  the  t ime to
set  the  d i rect ion  fo r  the  fu ture .

Day Twenty One



Ref lect ion  acts  as  a  gu idepost  fo r  growth .  By  assess ing  the  past  weeks ,  you ' re  not
on ly  measur ing  ach ievements  but  a lso  gather ing  va luable  ins ights ,  ident i fy ing  t rends ,
and determin ing  areas  fo r  improvement .

Steps to follow:
A n a l y s e  t h e  A n a l y t i c s :  Beg in  by  rev iewing  the  ins ights  on  your
p lat form.  D ig  deeper  than jus t  the  bas ic  numbers ,  search ing  for
emerg ing  pat terns ,  user  behav iors ,  and notab le  t rends  f rom the  past
weeks .  

1 .

C o m p a r e  w i t h  G o a l s :  Match  your  resu l ts  against  the  ob ject ives  you
in i t ia l l y  set .  Ce lebrate  the  successes  and recognise  areas  that  may
need f ine  tun ing  or  reeva luat ion .

2 .

Checklist:
R e v i e w e d  H i g h - I m p a c t  C o n t e n t :  Take  note  o f  the  content  o r
campaigns  that  had the  most  t ract ion  w i th  your  aud ience .  Look
into  the  reasons  fo r  the i r  success  to  insp i re  fu ture  content
s t rateg ies .

H i g h l i g h t e d  A r e a s  o f  I m p r o v e m e n t :  Were  there  top ics  or  ang les
you missed out  on?  D id  you  ident i fy  any  unmet  needs  o f  your
audience?  Recognis ing  these  areas  w i l l  he lp  re f ine  your  content
p lan  mov ing  forward .

O u t l i n e d  O b j e c t i v e s  f o r  t h e  N e x t  W e e k :  A rmed wi th  your  recent
f ind ings ,  def ine  your  goa ls  fo r  the  upcoming week .  Whether  you
would  l i ke  boost  to  engagement  leve ls ,  b roaden reach ,  o r  mix  up
content ,  make  sure  they  are  spec i f ic ,  measurab le ,  and in  l ine  w i th
your  overa l l  b rand goals .

Task: Refining for Future Progress

After three weeks, your digital presence should have grown with quality
content, valuable insights, and strengthened relationships. By assessing
the journey so far, you're positioning yourself to move forward with
clearer insights and renewed energy.



Host a Giveaway

Welcome to  Day  22 !  Today ,  we ' re  exp lor ing
the  wor ld  o f  g iveaways ,  a  t r ied-and-t rue

method to  energ ise  your  aud ience ,
apprec iate  your  ded icated fo l lowers ,  and

draw in  new ones .  G iveaways  can create  a
buzz ,  e levate  engagement ,  and bu i ld  a

t ighter  bond wi th  your  communi ty .

Day Twenty Two



Organiz ing  a  g iveaway i s  a  mix  o f  g iv ing  back  and smart  p lann ing .  I t ' s  a  way  to  thank
your  fo l lowers ,  mark  b ig  moments ,  and get  more  people  to  not ice  your  brand in  a  fun
way .

Steps to follow:
S e t  t h e  R u l e s :  C lear ly  s tate  what  the  g iveaway i s  about ,  how to  jo in ,
and when i t  ends .  Th is  makes  th ings  easy  fo r  everyone and bu i lds
t rust .  

1 .

P r o m o t e  I t  W e l l :  Share  the  g iveaway wi th  fun  p ic tures  and catchy
words .  The  more  fun  i t  seems ,  the  more  people  w i l l  want  to  jo in .

2 .

Checklist:
S e t  C l e a r  R u l e s  a n d  R e w a r d s :  Be  upf ront  about  how to  enter ,  who
can jo in ,  and what  they  can w in  to  keep th ings  t ransparent  and
fa i r .

S h a r e d  t h e  G i v e a w a y  E v e r y w h e r e :  Use  a l l  your  channe ls !  Post
about  the  g iveaway on  a l l  your  soc ia l  media  to  le t  as  many
people  as  poss ib le  know about  i t .

I n t e r a c t e d  w i t h  T h o s e  W h o  J o i n e d  a n d  P i c k e d  a  W i n n e r :  A f te r  the
g iveaway ends ,  chat  w i th  those  who took  par t  and thank  them.
Then ,  p ick  the  w inner  and share  the  good news ,  mak ing  i t  a  fun
moment  fo r  everyone .

Task: Creating a Compelling Giveaway

Giveaways are a fun way to engage and thank your followers. By doing
one today, you've brought attention to your brand and showed your
audience you appreciate them. 

Well done on the giveaway! As we go forward, remember each
interaction, whether it's joining a contest or just a simple comment,
shows the relationship you're building with your followers. 



Promote a Blog or
Article

Hel lo  on  Day  23 !  Today ,  we ' re  d iv ing  in to  content
market ing ,  where  we use  words  to  share

knowledge ,  spark  in terest ,  and connect  w i th
readers .  Wr i t ing  ar t ic les  or  b log  posts  le ts  you  go

deeper  on  top ics ,  showing your  brand as  an  exper t
and g iv ing  usefu l  in format ion  to  your  fo l lowers .

Day Twenty Three



Shar ing  an  ar t ic le ,  whether  i t ' s  one  you  wrote  or  f rom another  source ,  b r ings  more
depth  to  your  on l ine  content .  I t  le ts  you  d ive  deeper  in to  top ics ,  show your
knowledge ,  o r  po int  out  what ' s  new in  your  f ie ld .

Steps to follow:
P i c k  T h o u g h t f u l l y :  Se lect  an  ar t ic le  or  b log  that  matches  your
brand 's  message and appeals  to  your  fo l lowers .  Make  sure  i t ' s  we l l-
wr i t ten  and in format ive .  

1 .

H o o k  T h e m  I n :  When you  post  the  ar t ic le ,  add a  shor t  summary  or
h igh l ight  to  grab at tent ion  and encourage people  to  read more .

2 .

Checklist:
S e l e c t e d  a  M e a n i n g f u l  A r t i c l e :  P icked an  ar t ic le  that  f i t s  we l l  w i th
your  brand and br ings  usefu l  in format ion  to  your  fo l lowers .

G a v e  a  Q u i c k  O v e r v i e w  a n d  S h a r e d  t h e  L i n k :  Shared a  shor t  in t ro
or  main  po int  f rom the  ar t ic le  to  catch  at tent ion ,  fo l lowed by  the
l ink  fo r  fu l l  read ing .

I n t e r a c t e d  w i t h  P e o p l e  W h o  C o m m e n t e d :  Engaged in  d iscuss ions
about  the  ar t ic le ,  rep l ied  to  comments ,  and took  note  o f  any
feedback  or  react ions .  Th is  promotes  a  sense  o f  communi ty  and
shows you  va lue  the i r  input .

Task: Sharing Knowledge with Articles and Blogs

In the fast-paced online space, articles offer a deeper dive into topics and
position your brand as knowledgeable. By sharing written content today,
you've given your audience a richer understanding and highlighted your
dedication to offering value.

Well done on sharing quality content! As we go forward, let's remember
the importance of articles in a digital world full of quick clicks. 



Spotlight a Team
Member

Hel lo  on  Day  24 !  Today 's  focus  i s  on  showcas ing
the  faces  beh ind  your  brand :  your  team.  By

in t roduc ing  them,  you  g ive  a  human touch to  your
bus iness ,  acknowledge the  ind iv idua ls  who make

th ings  happen ,  and he lp  your  aud ience  re late
more  personal ly  to  your  brand .

Day Twenty Four



Every  team member  p lays  a  spec ia l  ro le  in  your  brand 's  s tory .  The i r  personal
exper iences  and cont r ibut ions  come together  to  shape what  your  brand i s  today .
Each one  adds  the i r  own touch ,  mak ing  the  brand more  d iverse  and s t rong .  

Steps to follow:
C h o s e  a  T e a m  M e m b e r :  P ick  someone (or  yourse l f ! )  who t ru ly
represents  your  brand or  has  an  in terest ing  journey  to  share .  Make
sure  they ' re  okay  w i th  be ing  featured .  

1 .

S h a r e  T h e i r  S t o r y :  Wr i te  about  the i r  journey  in  a  s imple  yet
capt ivat ing  way .  Add a  p ic ture  or  a  shor t  v ideo  to  g ive  i t  a  more
personal  fee l .

2 .

Checklist:
S e l e c t  a  T e a m  M e m b e r  W h o ' s  C o m f o r t a b l e :  Choose  someone
who 's  at  ease  w i th  the  idea .  Some might  pre fer  to  s tay  beh ind  the
scenes ,  wh i le  o thers  are  more  open to  be ing  in  the  l imel ight .

D i s c u s s  T h e i r  R o l e ,  E x p e r i e n c e ,  o r  I n t e r e s t s :  Share  s tor ies  that
make them re latab le .  Th is  cou ld  be  about  the i r  job ,  a  past
exper ience ,  o r  even  a  hobby .

P r o m o t e  I n t e r a c t i o n  w i t h  t h e  P o s t :  Ask  your  aud ience  to  jo in  the
conversat ion .  They  might  want  to  ask  quest ions ,  share  the i r  own
stor ies ,  o r  jus t  leave  pos i t i ve  feedback .

Task: Spotlighting Your Team's Talents

Today, by showcasing a team member, you've given a personal touch to
your brand online. It reminds everyone that there are real people behind
each product, post, or service. 

As we move forward, it's important to note that every team member adds
a distinct touch to your brand's big picture. Cheers to their contributions,
enthusiasm, and the essential roles they hold in your brand's story!



Share a Fun Fact or
Trivia

Hel lo  on  Day  25 !  Today ,  we ' re  mix ing  th ings  up  w i th
some t r iv ia .  In terest ing  t idb i ts  not  on ly  capture

at tent ion  but  a lso  educate  and re late  in  a  fun  way .
I t ' s  a  re f resh ing  change to  your  content  l ineup .

Day Twenty Five



Shar ing  t r i v ia  i sn ' t  jus t  about  present ing  a  fun  fact .  I t ' s  about  in tegrat ing  a  smal l
p iece  o f  knowledge in to  your  brand 's  s tory ,  spark ing  moments  o f  rea l i zat ion  fo r  your
audience .

Steps to follow:
R e s e a r c h  T h o r o u g h l y :  Consu l t  re l iab le  sources ,  books ,  o r  exper ts  to
f ind  t r i v ia  that  a l igns  w i th  your  brand and catches  at tent ion .  Make
sure  i t ' s  accurate .  

1 .

S h a r e  C r e a t i v e l y :  T r i v ia  i s  meant  to  capt ivate .  Incorporate  eye-
catch ing  v isua ls ,  c lever  capt ions ,  o r  even  in teract ive  e lements  l i ke
po l l s  o r  qu i zzes  when showcas ing  i t .

2 .

Checklist:
C h e c k e d  T r i v i a  A u t h e n t i c i t y :  Ensure  your  fact  i s  cor rect  and
re lated  to  your  indust ry  to  mainta in  t rus t .

P r e s e n t e d  i n  a  C a t c h y  W a y :  Use  engaging  v isua ls ,  shor t  v ideos ,  o r
G IFs  to  make  the  t r i v ia  in terest ing  and memorable .

E n c o u r a g e d  F e e d b a c k :  Ask  your  aud ience  to  share  the i r  own facts
or  g ive  thoughts  on  yours  to  boost  in teract ion .

Task: Fun Facts and Trivia for Light Learning

Today, by introducing trivia, you've added a refreshing touch to your
content, providing your audience with a mix of fun and learning. These
bits of information, though brief, can ignite interest, discussions, and
bonds.

Well done on taking the trivia route! As we move forward, let's appreciate
how these light-hearted facts can attract, bond, and surprise.



Create a Carousel
Post

Hel lo  on  Day  26 !  Today ,  we ' re  exp lor ing  the
versat i le  rea lm of  carouse l  posts .  Carouse ls  le t

you  show more  in  one  post ,  g iv ing  a  deeper  s tory
wi th  mul t ip le  images  or  tex ts .  Be  i t  d isp lay ing  a
product  in  var ious  v iews ,  exp la in ing  a  process

step-by-step ,  o r  te l l ing  a  s tory  one  s l ide  at  a  t ime ,
carouse ls  are  a  handy  content  too l .

Day Twenty Six



Carouse l  posts  are  l i ke  on l ine  s torybooks .  Each  s l ide  revea ls  a  p iece  o f  the  ta le ,
grabbing  the  v iewer ' s  in terest  and nudging  them to  see  the  next  s l ide  and then  the
next .

Steps to follow:
P l a n  Y o u r  S e q u e n c e :  F i r s t ,  dec ide  on  the  s tory  or  o rder .  A re  you
h igh l ight ing  product  deta i l s ,  g iv ing  a  how-to  gu ide ,  o r  shar ing
customer  feedback?  

1 .

K e e p  a  S t e a d y  D e s i g n :  Make  sure  a l l  the  s l ides  look  re lated .  Use
match ing  co lors ,  fonts ,  o r  des ign  touches .  The  idea i s  to  make  the
carouse l  seem l i ke  one  connected s tory ,  not  random par ts .

2 .

Checklist:
C h o s e  M e a n i n g f u l  I m a g e s  o r  C o n t e n t :  Every  s l ide  shou ld  matter
and f i t  the  purpose .  Use  c lear ,  qua l i ty  p ic tures  and re levant
deta i l s .

W r o t e  C a t c h y  C a p t i o n s  f o r  E a c h  S l i d e :  P ic tures  grab the  eye ,  but
capt ions  ho ld  the  thought .  Wr i te  shor t ,  f i t t ing  capt ions  that  lead
the  v iewer  s l ide  by  s l ide .

U r g e d  U s e r s  t o  E x p l o r e  t h e  C a r o u s e l :  Get  your  aud ience  to  keep
swip ing .  You  can use  teasers ,  fun  quest ions ,  o r  s imple  nudges  l i ke
"Swipe  to  f ind  out  more ! "

Task: Creating a Carousel

Today, by creating a carousel post, you've tapped into a method that
combines depth with succinctness. This approach marries storytelling
with engagement, guiding your audience through a series of slides.



Explore Paid
Advertising

Hel lo  on  Day  27 !  Today ,  we ' re  d iv ing  in to  the
rea lm of  pa id  adver t i s ing .  Whi le  natura l  reach
has  i t s  mer i ts ,  there  are  t imes  when a  boost  i s

essent ia l  to  s tand out  on l ine .  P roper ly
executed pa id  ads  can increase  your  brand 's

presence ,  encourage spec i f ic  in teract ions ,  and
of fer  a  notab le  re turn  on  your  spend .
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Pa id  adver t i s ing  i sn ' t  jus t  about  pay ing  to  get  not iced .  I t ' s  about  smart ly  showing
your  brand to  the  r ight  people ,  when i t  matters  most ,  w i th  a  message that  resonates .
Le t ' s  break  down how to  ach ieve  th is .

Steps to follow:
P l a n  Y o u r  B u d g e t :  Dec ide  how much you  want  to  invest .  I t  might  be
a good idea to  s tar t  w i th  a  smal le r  amount  i f  you ' re  new to  th is ,  so
you can learn ,  ad just ,  and then  invest  more .  

1 .

D e s i g n  a n d  A i m :  Make  an  ad that  f i t s  your  brand 's  s ty le  and
message .  Then ,  use  the  target ing  opt ions  o f  the  p lat form to  make
sure  i t ' s  seen  by  the  r ight  people .

2 .

Checklist:
Def ined a  Bas ic  Adver t i s ing  Budget :  C lear ly  out l ine  what  por t ion  o f
your  market ing  budget  you ' re  a l locat ing  for  th is  ad  campaign .
Remember ,  i t ' s  not  about  spending  more ,  but  spending  smart .

Created a  S imple  Ad  Target ing  Your  Aud ience :  Whether  i t ' s  a
graph ic ,  v ideo ,  o r  carouse l ,  ensure  your  ad  i s  engaging  and
re levant .  Leverage p lat form-spec i f ic  too ls  to  target  based on
interests ,  behav iors ,  locat ion ,  and more .

Moni tored  Ad Per formance for  Ins ights :  Once  your  ad  i s  l i ve ,
regu lar ly  check  i t s  per formance metr ics .  Th is  w i l l  g ive  you  ins ights
in to  what ' s  work ing ,  what ' s  not ,  and where  you  can opt imize  fo r
bet ter  resu l ts .

Task: Navigating Paid Advertising Basics

By venturing into paid advertising today, you've amplified your brand's
voice and visibility. When strategic spending meets precise targeting, it
can lead to impactful interactions and conversions.

Paid advertising is not just about visibility, but about strategy, ensuring
every dollar spent yields value, engagement, and growth. Here's to
promotions that are purposeful, impactful, and rewarding!



Share a Customer
Spotlight

Welcome to  Day  28 !  Today ,  we  sh i f t  our  focus  to
the  s tars  o f  your  brand –  your  customers .  Every

loya l  customer  car r ies  a  s tory ,  a  tes tament  to  the
va lue  you  prov ide ,  the  connect ions  you  form,  and

the  impact  your  bus iness  c reates .  
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Featur ing  a  customer  shows rea l  suppor t .  The i r  feedback  and ta les  he lp  bu i ld  t rus t
w i th  your  main  audience .

Steps to follow:
R e a c h  O u t :  Ta lk  to  regu lar  customers  who 've  had good exper iences
wi th  your  brand .  Ask  i f  you  can share  the i r  s tory  and make sure
they ' re  okay  w i th  i t .  

1 .

T e l l  T h e i r  S t o r y :  Share  the i r  exper ience  in  a  rea l  and personal  way .
Add a  p ic ture  o f  them wi th  your  product  or  a  shor t  c l ip  o f  what  they
sa id .

2 .

Checklist:
G o t  A p p r o v a l :  A lways  check  w i th  the  customer  before  shar ing
the i r  s tory  and make sure  they 've  approved the  content .

S h a r e d  T h e i r  E x p e r i e n c e :  Ta lk  about  the i r  t ime wi th  your  brand ,
be  i t  a  b ig  moment ,  a  un ique  s tory ,  o r  jus t  the i r  overa l l
sat i s fact ion .

E x p r e s s e d  G r a t i t u d e :  Don ' t  fo rget  to  thank  the  customer .  Show
them that  the i r  t rus t  and loya l ty  mean a  lo t  to  you .

Task: Your Customers in the Spotlight

By highlighting a customer today, you've added a real touch to your
brand's story. 

Business is more than just sales; it's about changes, connections, and
shared experiences. 



Product & Service
Promotion

Welcome to  Day  29 !  Today ,  we ' re  zooming in  on
"P roduct  and Serv ice  P romot ion "  –  the  core  way

brands  showcase  the i r  o f fe r ings .  Whi le  i t ' s  a
foundat iona l  e lement  o f  market ing ,  i t s  in f luence  i s

immeasurab le ,  d r iv ing  awareness ,  engagement ,
and convers ions  fo r  your  brand 's  la test  o f fe r ings

or  h igh l ighted  serv ices .
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When you ’ve  estab l i shed a  bond wi th  your  on l ine  communi ty ,  i t ’ s  t ime to  unve i l  your
products  or  serv ices ,  revea l ing  not  jus t  the i r  features ,  but  the  hear t  beh ind  them.

Steps to follow:
C r e a t e  a  C a p t i v a t i n g  S t o r y :  Your  product  i sn ' t  jus t  an  i tem;  i t ' s  an
exper ience ,  a  so lut ion ,  a  journey .  Nar rate  i t s  incept ion ,  the
chal lenges  you  overcame,  o r  the  joy  o f  sat i s f ied  customers .  These
ta les  c reate  a  br idge  between brand and audience ,  fos ter ing  deeper
connect ions .

1 .

S h a r e  t h e  B e n e f i t s :  I t ' s  not  about  what  your  product  i s ,  but  what  i t
does .  Whether  i t  o f fe rs  a  so lut ion  to  a  longstanding  prob lem or  adds
a touch o f  luxury  to  everyday  l i fe ,  h igh l ight  these  benef i ts  to
resonate  w i th  potent ia l  buyers .

2 .

Checklist:
S e l e c t e d  R e l e v a n t  C o n t e n t :  Use  graph ics ,  photos ,  v ideos ,  o r
tes t imonia ls  that  mi r ror  your  brand 's  essence .

U s e d  I n t e r a c t i v e  F e a t u r e s :  F rom l inks  on  your  s tory  to  shoppable
tags ,  in teract ive  features  can boost  user  engagement ,  d i rect ing
t ra f f ic  s t ra ight  to  your  v i r tua l  s tore f ront .

E n c o u r a g e d  C u s t o m e r  I n t e r a c t i o n :  Conversat ions  are  cur rency  in
the  d ig i ta l  age .  Encourage your  fo l lowers  to  share  or  comment .
Th is  d i rect  l ine  o f  communicat ion  can o f fe r  inva luable  ins ights
and increase  your  brand 's  reach .

Task: Promoting Products & Services

By using real stories and effective promotion, you're doing more than just
selling a product; you're showing what your brand is all about. Being real
and in-the-moment on social media can create strong bonds with your
followers.



Evaluate the
Challenge

Welcome to  Day  30 !  We 've  completed  our
month- long journey .  Today ,  we ' l l  focus  on

re f lect ing  and p lann ing  for  the  fu ture .  Le t ' s
rev iew what  was  e f fect ive ,  ident i fy  areas  fo r
improvement ,  and th ink  about  next  s teps  to

mainta in  your  brand 's  presence on l ine .

Day Thirty



Af ter  a  month  o f  var ious  s t rateg ies  and engagement  methods ,  i t ' s  impor tant  to
rev iew our  progress .  Th is  eva luat ion  w i l l  he lp  in form our  next  s teps  and the  d i rect ion
we ' l l  take  in  the  coming days .

Steps to follow:
R e v i e w  Y o u r  D a t a :  Check  your  p lat form's  ana ly t ics  to  see  growth
t rends ,  h igh  engagement  t imes ,  success fu l  content ,  and potent ia l
areas  fo r  improvement .  

1 .

C o n s i d e r  A u d i e n c e  F e e d b a c k :  Beyond jus t  s tat i s t ics ,  cons ider  the
feedback  f rom your  fo l lowers .  Which  content  d id  they  l i ke?  Have  they
prov ided any  suggest ions  or  comments?

2 .

Checklist:
C h e c k  G r o w t h  a n d  L i k e s :  Look  at  how many new fo l lowers  you  got ,
wh ich  posts  got  more  l i kes ,  and what  people  seemed to  en joy .

A s k  F o l l o w e r s  W h a t  T h e y  T h i n k :  Use  po l l s  o r  messages  to  f ind  out
what  your  fo l lowers  l i ked .  The i r  op in ions  can he lp  you  dec ide  what
to  post  next .

P l a n  f o r  N e x t  M o n t h :  Th ink  about  what  you  learned th is  month  and
what  your  fo l lowers  sa id .  Use  that  to  make  a  p lan  for  what  you ' l l
post  and do  next  month .

R e c o r d  S t a t s  a n d  C o m p a r e  t o  D a y  1 :  Use  the  next  page to  record
your  s tats  as  you  d id  on  Day  1  to  look  at  how far  you  have  come!

Task: Review and Set Future Goals

This 30-day challenge was not just about making posts; it was about
understanding social media and how to use it effectively. By looking back
today, you're recognizing all your hard work and getting ready for what's
next. Well done on finishing the challenge and wanting to keep
improving! Now, you have new plans to make, more people to connect
with, and more success ahead. Keep going and we wish you all the best
with your small business!
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Stan Store
Turn your followers into paying customers by selling digital products
and services you know your audience will love. Perfect for using as a
link in bio to sell products & services.  

Flodesk
Flodesk is the go-to marketing hub for creators that helps you
grow and monetize your audience. I use this for email marketing as
they have such gorgeous templates.

C L I C K  H E R E

C L I C K  H E R E
Benable

Recommend everything you love in one place. Save time, earn extra
income, and delight followers, friends, or clients. Earn passive income
by sharing lists of things you  love. 

C L I C K  H E R E

Tools That I Use Everyday In My Online Business

Canva
I use Canva to create digital products to sell and also to make
social media templates.  Canva is my go to for graphic design.

http://join.stan.store/thefacelessmidset
https://flodesk.com/c/10JZU4
https://benable.com/i/R5TTV


We've  spent  30  days  exp lor ing  soc ia l  media 's
many s ides .  We 've  t r ied  d i f fe rent  ways  to  make
your  brand s tand out ,  connect  genu ine ly  w i th
people ,  and have  rea l  conversat ions .  Th is
cha l lenge wasn ' t  jus t  a  set  o f  tasks ;  i t  he lped us
see  the  b ig  p ic ture  o f  what  on l ine  p lat forms
of fer .

Every  day  taught  us  someth ing  –  f rom the  joy  o f
shar ing  s tor ies ,  s tay ing  t rue  to  who you  are ,  to
the  exc i tement  o f  chat t ing  in  rea l  t ime .  I t ' s  not
jus t  about  numbers ;  i t ' s  about  mak ing  rea l
connect ions ,  shar ing  moments ,  and bu i ld ing
t rust  w i th  your  fo l lowers .

What ' s  Next?
Keep Check ing :  Keep an  eye  on  how your
posts  are  do ing .  See  wh ich  ones  people  l i ke
and use  that  in fo  to  p lan .
Ask  Your  Fo l lowers :  F ind  out  what  they  th ink .
They  can he lp  you  f igure  out  what  to  post
next .
S tay  In formed:  Th ings  change on l ine  a l l  the
t ime .  S tay  updated so  your  brand i s  a lways
f resh .
P lan  Ahead :  Use  what  you 've  learned in  th is
cha l lenge to  p lan  your  next  posts .
T ry  New Th ings :  Maybe t ry  a  new s i te  or  a  new
k ind  o f  post .  Reach ing  d i f fe rent  people  can be
fun!
Connect  Of f l ine  Too :  Soc ia l  media  i s  great ,  but
remember  to  connect  w i th  people  in  rea l  l i fe
too .  Events  or  loca l  pro jects  can  he lp  your
brand fee l  more  rea l .

To  f in ish ,  soc ia l  media  i sn ' t  jus t  about  ta lk ing ;
i t ' s  about  l i s ten ing ,  connect ing ,  and be ing  par t
o f  a  group .  Here ' s  to  more  s tor ies ,  more
moments  shared ,  and a l l  the  fun  ahead .  Thank
you for  tak ing  par t  in  th is  cha l lenge!

You Made It!
Conclusion & Next Steps



You ’ve  a l ready  taken  an  important  s tep  toward  t ransforming your
beauty  bus iness ,  and now i t ’ s  t ime to  take  i t  even  fur ther .  But  le t ’ s
face  i t—be ing  a  beauty  pro fess iona l  i s  tough .  You ’ve  l i ke ly  faced
moments  where  your  ca lendar  i s  look ing  empty ,  your  soc ia l  media
fee ls  s tagnant ,  o r  you ’ re  s t ruggl ing  to  get  cons is tent  book ings .

B u t  w h a t  i f  I  t o l d  y o u  t h a t  a l l  o f  t h a t  c o u l d  c h a n g e ?

R ight  now,  you  have  an  oppor tun i ty  to  complete ly  change the  way  you
run  your  beauty  bus iness .  Whether  you ’ re  a  ha i r  s ty l i s t ,  es thet ic ian ,  o r
beauty  therap is t ,  th is  course  w i l l  teach you  the  proven s t rateg ies  that
wi l l  tu rn  your  beauty  bus iness  in to  a  f u l l y - b o o k e d ,  m u l t i - r e v e n u e
s t r e a m  e m p i r e .

H e r e ’ s  W h a t  Y o u ’ l l  L e a r n  i n  T h e  B e a u t y  C o n t e n t  P l a y b o o k :

M o d u l e  1 :  The  Impact  o f  Content  Creat ion  on  Your  Bus iness
M o d u l e  2 :  The  Growing T rend o f  Content  Creat ion  in  Beauty
M o d u l e  3 :  P lann ing ,  F i lming  &  Ed i t ing  Your  Engaging  Content
M o d u l e  4 :  Turn ing  Your  Content  in to  Cash  &  Customers

W h y  T h i s  C o u r s e  i s  f o r  Y o u :

Are  you  s t ruggl ing  w i th  an  empty  d iary ,  fee l ing  unsure  about  your
content  s t rategy ,  o r  not  see ing  the  revenue you  deserve?  The  Beauty
Content  P laybook  w i l l  he lp  you :

G e t  f u l l y  b o o k e d
M o n e t i z e  y o u r  e x p e r t i s e
C r e a t e  c o n t e n t  t h a t  a t t r a c t s  c l i e n t s
B o o s t  y o u r  c o n f i d e n c e  i n  r u n n i n g  y o u r  b e a u t y  b u s i n e s s

B e  o n e  o f  t h e  f i r s t  5 0 ! !  I  want  to  he lp  you  become a  success fu l
beauty  content  c reator  and bus iness  owner ,  so  fo r  the  f i r s t  50
Beauty  Bosses  to  book ,  you  w i l l  get  my l i fe  changing  and
t ransformat ive  course  fo r  On ly  £597 !  ( F u l l  P r i c e  £ 1 2 9 7 )
Don ’ t  miss  out—Th is  o f fe r  w i l l  never  be  ava i lab le  again .  

so what next? The Transformation!! 

Introducing…
The Beauty Content Playbook: Create Content,
Monetise Your Treatments, and Become Fully
Booked!


