An Instructor's Checklist for Teaching
Social Media in Business
Communication with Impact

Social media has fundamentally transformed how businesses communicate. Instructors of
business communication can harness social media to prepare students for the realities of
digital interaction across industries. Use this checklist to guide your integration of social
media concepts and tools into your curriculum.

[ Introduce students to how social media shapes brand identity and public perception.
1 Analyze how companies like Starbucks use visual storytelling to promote brand values.
L] Create assignments where students manage a simulated brand’s social media account.
0 Use Delta Air Lines’ Twitter strategy as a case study in customer engagement.

[1 Have students draft responses to customer feedback or complaints on social media.

0 Explore influencer marketing with examples like Revolve’s partnerships on Instagram.
[ Discuss the ethics and ROI of influencer marketing campaigns.

0 Study crisis communication strategies using Marriott’s 2018 data breach response.

0 Role-play social media crisis management in class exercises.

0 Teach content marketing principles through platforms like HubSpot.

[ Assign students to plan a content calendar featuring blog posts, infographics, and videos.
[ Encourage employee advocacy projects using platforms like LinkedIn.

O Explore IBM’s approach to employee social sharing as a model.

O Teach students to use social media analytics tools like Hootsuite or Sprout Social.

O Analyze engagement metrics to assess content performance.

O Introduce students to emerging formats like Instagram Stories and Snapchat.

[ Assign projects using ephemeral content for time-sensitive campaigns.



0 Explore live streaming trends using platforms like Facebook Live or YouTube Live.
[] Have students simulate a product launch via live video presentation.

L] Ensure students can explain how social media fits into broader business communication
strategies.

By integrating these strategies, business communication instructors can enrich their
curriculum and better prepare students for the evolving landscape of digital
communication. Social media isn’t just a tool—it’s a dynamic environment that reflects and
shapes how businesses operate.
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