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The practical checklist for choosing a model, building an audience, creating content, starting 

conversations and turning attention into sales. 

THE PROBLEM THIS GUIDE SOLVES 

“I want to sell products online through social media, but I don't know which platform to start with, how to set 

everything up, how to get customers, what to post, or how to turn followers into buyers.” 

What you get 

 A business-model selection framework 

 Five-channel social-commerce strategy 

 Startup and account setup checklists 

 Customer acquisition and audience-growth system 

 30-day copy-and-paste content calendar 

 Sales, follow-up, service and fulfillment checklists 

 Weekly and monthly performance review system 

Author: Engr. John Alagwu 

Business Growth Strategist and Consultant • Website Designer • Laptop Repair Specialist • Digital Course 

Creator 
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1. Introduction 

Social commerce is the practice of using social platforms to attract attention, build trust, communicate with 

prospects, present offers, receive enquiries and guide people toward a purchase. It can support physical 

products, digital products, services, affiliate offers, pre-orders and local businesses. 

This guide is designed as an implementation system rather than a collection of motivational tips. You will make 

decisions, complete setup tasks, publish content, start conversations, measure evidence and improve the system. 

THE CORE ROADMAP 

Visibility → Followers → Audience → Engagement → Conversations → Leads → Customers → Repeat 

Customers → Referrals 

You do not need to master every platform at once. The goal is to choose a sensible starting point, build one 

repeatable operating system and expand only after the basics are working. 

How to use the guide 

WHAT TO DO: Work through the sections in order unless a decision box tells you to skip ahead. 

WHY IT MATTERS: Starting with the foundation prevents you from creating content for a business that has no 

clear offer, audience or fulfillment process. 

HOW TO DO IT: Keep a notebook or digital worksheet. Tick each item only when you have evidence that it is 

complete. 

WHAT TO EXPECT: You should finish with a defined offer, chosen primary platform, customer journey, 

content system, sales process and review routine. 

WHAT TO CHECK: A task is complete when another person could inspect your setup or process and 

understand what you are doing without needing you to explain it verbally. 

WHAT TO DO NEXT: Move to the next stage and begin testing in the real market. 

2. The Social Commerce Opportunity 

People increasingly discover products through content, conversations, communities, recommendations and 

creator-led education. That creates an opportunity for small businesses to compete through relevance and 

relationships rather than trying to look like a large corporation. 

The opportunity is not simply “get followers.” A follower who never sees, trusts or understands your offer may 

never become a customer. Your real objective is to build a system that repeatedly connects the right people with 

a useful offer and an easy next step. 

The social-commerce funnel 

Stage Customer question Your job Useful evidence 

Visibility Who are you? Publish discoverable, relevant content. Reach, views, profile visits 

Followers Should I keep seeing this? Give people a reason to follow. Follower growth, follows 

per post 

Audience Do I trust this business? Teach, demonstrate, answer and show proof. Replies, saves, shares, 

returning viewers 
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Stage Customer question Your job Useful evidence 

Conversation Can you help me? Invite and handle enquiries professionally. DMs, WhatsApp chats, 

comments 

Lead Is this right for me? Qualify needs and explain the offer. Qualified enquiries 

Customer Should I buy? Reduce uncertainty and make ordering easy. Orders, conversion rate 

Repeat Should I buy again? Serve well and follow up. Repeat purchase rate 

Referral Who else needs this? Ask satisfied customers for legitimate referrals. Referral enquiries 

 

3. Who This Guide Is For 

 A beginner who wants to start selling through social media. 

 A small business owner who already has a product but no consistent social-media sales system. 

 A service provider who wants to generate enquiries from social content. 

 A digital-product creator who needs an audience and sales process. 

 A reseller, affiliate marketer or pre-order seller who needs a practical operating framework. 

 A local business that wants social media to support enquiries, visits, orders or delivery. 

IF YOU ARE NEW 

You do not need an existing audience to begin. You do need a clear offer, a realistic customer, consistent 

visibility and the discipline to learn from market feedback. 

IF YOU ALREADY HAVE AN AUDIENCE 

Do not automatically restart from zero. Audit your current audience, offer, content and conversion process, 

then begin with the weakest stage. 

4. Choosing Your Social-Commerce Business Model 

Choose the model that fits your resources, skills, risk tolerance, product access and customer needs. There is no 

single best model for everyone. 

Model How it works Advantages Risks / constraints Good fit 

Manufacture / Make You create the product. Control, differentiation, 

brand potential. 
Production costs, quality 

control, capacity. 
People with a product-

making skill or production 

setup. 

Wholesale + Resale Buy inventory and resell. Simple concept, control 

over stock. 
Upfront capital, unsold 

inventory. 
Beginners who can source 

reliably. 

Dropshipping Supplier fulfills customer 

orders. 
Lower inventory 

requirement. 
Supplier reliability, delivery, 

margins, customer 

experience. 

Businesses with a verified 

supplier and suitable 

market. 

Affiliate / Referral Recommend another 

company's product for 

commission. 

No inventory and lower 

fulfillment burden. 
Commission dependence, 

platform/program rules. 
Content creators and niche 

educators. 
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Model How it works Advantages Risks / constraints Good fit 

Digital Products Sell files, courses, templates 

or other digital assets. 
Scalable delivery and low 

physical fulfillment. 
Need for trust, support and 

strong positioning. 
Creators with useful 

knowledge or resources. 

Services Sell expertise, labor or 

professional outcomes. 
Low inventory and direct 

customer relationship. 
Capacity constraints and 

scope management. 
Consultants, designers, 

technicians and specialists. 

Pre-order Collect orders before 

purchasing/producing. 
Reduces inventory risk. Requires clear timelines and 

trust. 
Businesses with predictable 

sourcing/production. 

Made-to-order Produce after a customer 

orders. 
Lower finished-stock risk. Longer fulfillment time. Customized or personalized 

products. 

Local sourcing + 

resale 
Source locally and sell 

through social channels. 
Can support fast delivery 

and local relevance. 
Sourcing consistency and 

logistics. 
Local-market sellers. 

Lead generation for 

existing business 
Use social content to 

generate enquiries for an 

offline operation. 

Can leverage existing 

operations. 
Requires good follow-up and 

measurement. 
Stores, schools, workshops, 

farms and local services. 

 

Business-model decision checklist 

☐ I know exactly what I will sell. 

☐ I can explain who the offer is for. 

☐ I know how the product/service will be sourced or delivered. 

☐ I have calculated direct costs before setting a price. 

☐ I understand my expected gross margin. 

☐ I can realistically fulfill the expected number of orders. 

☐ I understand the major risks of this model. 

☐ I have a backup plan if my main supplier, platform or delivery method fails. 

☐ My model fits my available time and starting resources. 

☐ I can explain why a customer should buy from me rather than an alternative. 

5. The 5 Recommended Social-Commerce Platforms 

The five channels in this guide are WhatsApp Business, Instagram, TikTok, Facebook and YouTube. They are 

not identical. A smart beginner chooses a primary channel and uses supporting channels where they add value. 

CURRENT-FACT VERIFICATION RULE 

Platform menus, eligibility, commerce features, fees, monetization, advertising rules and country availability 

can change. Verify current platform documentation before publishing a final commercial version of this 

guide or making a setup decision. 

Channel Best suited for Good business types Discovery / sales path Beginner setup Key caution 

WhatsApp 

Business 
Conversation, enquiries, 

follow-up and 

relationship-based selling. 

Local businesses, 

services, products with 

questions before 

purchase. 

Direct conversations; 

existing contacts and 

referrals can become a warm 

starting point. 

Business profile, 

catalogue/features 

where available, 

messaging workflow. 

Do not broadcast 

unsolicited promotions or 

add people to groups 

without appropriate 
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Channel Best suited for Good business types Discovery / sales path Beginner setup Key caution 

permission. 

Instagram Visual discovery, brand 

building, social proof and 

product storytelling. 

Fashion, beauty, food, 

services, digital 

products, creators and 

visual brands. 

Reels, posts, Stories, 

search/discovery, 

collaborations and profile 

visits. 

Professional account, 

clear bio, contact path, 

consistent visual 

identity. 

Do not build the whole 

business around vanity 

metrics; measure enquiries 

and sales. 

TikTok Fast discovery, 

educational/entertaining 

short video and product 

awareness. 

Demonstrable products, 

problem-solving 

products, creators and 

visually engaging 

businesses. 

For You discovery, search, 

short video, LIVE where 

available and 

creator/business tools. 

Business account may 

be useful; exact 

commerce tools vary by 

market. 

Do not assume TikTok 

Shop is available in every 

country. Current TikTok 

documentation lists Nigeria 

for Business Account 

verification but not for 

TikTok Shop seller 

availability. 

Facebook Community, local 

discovery, pages, groups, 

messaging and paid reach. 

Local businesses, broad 

consumer offers, 

communities and 

businesses serving 

older/mixed audiences. 

Pages, groups where 

promotion is allowed, 

Marketplace where eligible, 

recommendations and 

messaging. 

Facebook Page, 

business information, 

messaging and secure 

admin access. 

Follow group rules; avoid 

repetitive promotional posts 

and engagement bait. 

YouTube Searchable education, 

demonstrations, reviews 

and long-term discovery. 

Tutorials, reviews, 

product demonstrations, 

professional services and 

education-heavy offers. 

Search, recommendations, 

Shorts, long-form video and 

links; shopping features vary 

by market/account. 

Channel, clear 

positioning, strong 

titles/thumbnails and a 

conversion path. 

Do not assume every 

YouTube Shopping feature 

is available to Nigerian 

creators. Use YouTube 

primarily for 

discovery/education unless 

your account is explicitly 

eligible for a shopping 

feature. 

 

5.1 WhatsApp Business checklist 

Use WhatsApp as the conversation and follow-up layer. Your goal is to make it easy for a prospect to 

understand what you sell, ask a question, order and receive a clear next step. 

☐ Create or verify a dedicated business identity. 

☐ Use a recognizable business name and consistent profile image. 

☐ Write a concise description that states what you sell and who it helps. 

☐ Add business contact details and relevant operating information. 

☐ Set up a product/service catalogue if the feature is available to your account. 

☐ Create saved replies for common questions without making replies sound robotic. 

☐ Organize customer enquiries with labels or another simple tracking method where available. 

☐ Prepare an order-confirmation message. 

☐ Prepare a payment-confirmation message. 

☐ Prepare a delivery/update message. 

☐ Prepare a polite follow-up message. 

☐ Enable account security and two-step verification where available. 

☐ Create a simple customer record outside WhatsApp so important business information is not trapped in chat 

history. 



MegaTech Technologies  |  Social Commerce Business Starter & Growth System 

Engr. John A.  •  Page 9 

5.2 Instagram checklist 

☐ Choose a username that is easy to remember and relevant to the business. 

☐ Use a professional profile image or recognizable brand mark. 

☐ Write a bio that states the audience/problem, offer and next step. 

☐ Use a clear contact method. 

☐ Create a simple visual identity that can be repeated. 

☐ Prepare at least three pinned/highlight-worthy pieces of content where the current interface supports them. 

☐ Create content pillars before posting randomly. 

☐ Use Reels/short video where appropriate to increase discovery. 

☐ Create educational, proof, product and personality content. 

☐ Review account insights and adjust based on actual audience response. 

☐ Secure the account with two-factor authentication. 

5.3 TikTok checklist 

☐ Create or switch to the account type that fits your business and current platform rules. 

☐ Write a profile description that makes the niche obvious. 

☐ Create a simple content format you can repeat. 

☐ Use short videos to demonstrate, teach, compare, answer questions or tell customer stories. 

☐ Build searchable topics around customer questions. 

☐ Use analytics to identify content that attracts the right viewers. 

☐ Check current market availability before relying on TikTok Shop or other commerce features. 

☐ If selling through a link or conversation instead of native shopping, make the transition obvious. 

☐ Do not copy creators' content without permission or appropriate rights. 

☐ Secure the account and control who has access. 

5.4 Facebook checklist 

☐ Create or optimize a Facebook Page for the business. 

☐ Complete the About/business information. 

☐ Add contact details, website and relevant service/product information. 

☐ Set a recognizable profile and cover presentation. 

☐ Pin a useful introduction or current offer where available. 

☐ Join relevant communities only where the rules permit participation. 

☐ Create educational and local-value content instead of posting only adverts. 

☐ Use Messenger/WhatsApp/Instagram messaging pathways where relevant. 

☐ Use Marketplace only where the feature and listing category are available and appropriate. 

☐ Secure Page ownership and admin access. 
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5.5 YouTube checklist 

☐ Choose a clear channel promise. 

☐ Create a channel description that explains the audience and topics. 

☐ Build repeatable video series rather than isolated videos. 

☐ Use searchable titles based on customer questions. 

☐ Show the product/service in use where possible. 

☐ Use Shorts for short discovery content and long-form content for deeper trust when appropriate. 

☐ Place a clear next step in descriptions and relevant calls to action. 

☐ Track views, watch time, returning viewers, clicks and enquiries rather than views alone. 

☐ Verify current YouTube Shopping eligibility before promising native product-tagging features. 

6. Complete Business Startup Checklist 

Stage 1 — Define the business 

WHAT TO DO: Choose the business model, target customer, problem, offer and operating method. 

WHY IT MATTERS: A social account cannot compensate for a confusing business. 

HOW TO DO IT: Complete the Business Foundation checklist below before spending significant money on 

content or advertising. 

WHAT TO EXPECT: You should be able to describe your business in one sentence and explain the customer 

problem it addresses. 

WHAT TO CHECK: A stranger can read your one-sentence description and tell who the offer is for and what 

action to take. 

WHAT TO DO NEXT: Move to product and offer preparation. 

Business Foundation checklist 

☐ Choose one primary business model. 

☐ Define your target customer in practical terms: situation, need, buying context and location if relevant. 

☐ Write the customer's main problem in their own likely words. 

☐ Write your value proposition: who you help + what you provide + why it is useful/different. 

☐ List three to five direct or indirect competitors. 

☐ Record competitor prices, positioning, content patterns and customer complaints where observable. 

☐ Choose a realistic starting price. 

☐ Calculate product/service cost, packaging, delivery, transaction/platform costs and other direct costs. 

☐ Estimate gross margin before assuming an offer is profitable. 

☐ Confirm product availability and quality. 

☐ Confirm supplier reliability if you do not manufacture yourself. 

☐ Create a basic order-taking procedure. 
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☐ Create a payment procedure and proof-of-payment process. 

☐ Create a fulfillment/delivery procedure. 

☐ Create a customer-service procedure. 

☐ Create a fair refund/return/cancellation policy appropriate to the offer and applicable law/platform rules. 

☐ Create a basic sales/order record. 

☐ Create a simple customer database or spreadsheet. 

☐ Set a realistic weekly time budget for content, sales and fulfillment. 

7. Product & Offer Checklist 

People rarely buy a feature simply because it exists. They buy because the offer is relevant to a desired outcome, 

a problem they want solved, a convenience they value or an experience they want. 

Product readiness checklist 

☐ The product/service solves a real and identifiable customer problem. 

☐ The quality has been checked. 

☐ The key features are documented. 

☐ The practical benefits are clear. 

☐ The price is easy to understand. 

☐ The customer knows what is included and excluded. 

☐ Delivery/fulfillment costs are understood. 

☐ Packaging or presentation is appropriate. 

☐ Product photos/videos show the real offer accurately. 

☐ A demonstration is available where useful. 

☐ Common questions have answers. 

☐ Common objections have answers. 

☐ Any guarantee/warranty claim is legitimate and clearly defined. 

☐ The call to action is specific. 

☐ The order instructions are simple. 

Feature → benefit → outcome exercise 

Feature Benefit Customer outcome Proof / demonstration 

Example: 60-minute 

consultation 
Customer gets focused 

guidance 
Customer leaves with a clearer 

action plan 
Show sample agenda/process 

Example: Portable product Easy to carry Customer can use it in more 

situations 
Demonstrate size/use 

Example: Digital template Saves setup time Customer can start faster Show template preview 
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SELL THE RELEVANCE, NOT HYPE 

Instead of “This is the best product ever,” explain the specific situation in which the offer is useful, what it 

helps the customer do, and what they should realistically expect. 

8. Customer Acquisition System 

Where will my customers come from? 

Source Why it works What to do What to avoid 

Existing contacts Warm relationships Start conversations naturally and only where 

appropriate. 
Do not pressure contacts or repeatedly 

send unsolicited offers. 

WhatsApp status/viewers Existing attention Teach, demonstrate, answer questions, show 

proof and invite replies. 
Avoid turning every status into a hard 

sell. 

WhatsApp groups Community access Contribute useful information when promotion 

is allowed. 
Do not spam or post irrelevant adverts. 

Instagram discovery New audiences Use useful Reels, search-friendly topics, 

collaborations and strong profiles. 
Do not buy followers or use 

engagement pods that distort data. 

TikTok discovery New audiences Demonstrate, educate, entertain and answer 

searchable questions. 
Do not assume every viral viewer is a 

buyer. 

Facebook communities Interest/local 

communities 
Participate according to group rules and add 

genuine value. 
Do not repeatedly drop links or 

promotional copy. 

Referrals Satisfied customers Ask happy customers if they know someone 

with the same need. 
Never fabricate referrals or reviews. 

Collaborations Partner audiences Create useful joint content or offers with 

complementary businesses. 
Agree on responsibilities and customer 

handling in advance. 

Micro-influencers Relevant niche 

audiences 
Evaluate audience quality, trust and fit before 

paying or exchanging value. 
Do not judge solely by follower count. 

Educational content Problem-aware 

prospects 
Teach answers to the questions your customers 

already ask. 
Avoid giving misleading expert 

claims. 

User-generated content Customer proof Request permission to share genuine customer 

content. 
Do not manufacture or edit 

testimonials deceptively. 

Repeat customers Existing buyers Create follow-up, replenishment, cross-sell or 

loyalty pathways where appropriate. 
Do not harass customers with repeated 

messages. 

 

9. Audience Growth Framework 

Followers are a metric. An audience is a group of people who repeatedly recognize your topic, understand your 

value and are willing to interact with you. Your goal is to build an audience that contains potential buyers, not 

simply a large number. 

The 9-stage growth system 

Stage Objective Evidence 
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Stage Objective Evidence 

Visibility Be seen by relevant people. Reach, views, discovery 

Followers Give people a reason to stay connected. Follows 

Audience Build familiarity and relevance. Returning viewers, saves 

Engagement Create useful interaction. Comments, replies, shares 

Conversations Invite people into a one-to-one path. DMs, WhatsApp chats 

Leads Identify genuine buying interest. Qualified enquiries 

Customers Make the purchase easy. Orders, conversion 

Repeat customers Deliver a good experience and follow up. Repeat orders 

Referrals Turn satisfaction into introductions. Referral enquiries 

 

Audience-building checklist 

☐ I know exactly who I want to attract. 

☐ My profile clearly communicates my topic and offer. 

☐ I have three to five content pillars. 

☐ I can explain what makes my content useful. 

☐ I publish consistently enough to collect learning data. 

☐ I respond to genuine comments and enquiries. 

☐ I ask questions that are easy for my audience to answer. 

☐ I turn repeated customer questions into content. 

☐ I collect legitimate customer feedback. 

☐ I review content by business outcome, not only likes. 

☐ I adjust topics based on evidence from my own audience. 

10. Content Strategy 

Five practical content pillars 

Pillar Purpose Examples CTA 

Education Build usefulness and authority. How-to, checklist, mistakes, explanations. “Comment your 

question.” 

Problem awareness Help prospects recognize the 

cost of their current problem. 
Common mistakes, warning signs, before/after 

situations. 
“If this sounds familiar, 

message me.” 

Proof Reduce uncertainty. Demonstrations, customer feedback, process 

evidence, case examples. 
“Want to know how it 

works?” 
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Pillar Purpose Examples CTA 

Offer Explain the product/service 

and next step. 
Features, benefits, price, package, availability. “Send ‘INFO’ to get 

details.” 

Connection Make the business familiar and 

human. 
Behind the scenes, founder story, values, lessons 

learned. 
“What are you working 

on?” 

 

Content quality checklist 

☐ The first line or opening seconds identify a relevant topic. 

☐ The content is understandable without unnecessary jargon. 

☐ The content gives the viewer a reason to continue. 

☐ The content demonstrates something useful or interesting. 

☐ The offer is mentioned only when relevant to the content. 

☐ The CTA tells the audience exactly what to do. 

☐ The content is truthful and does not imply guaranteed results. 

☐ The visual/audio quality is sufficient for the platform. 

☐ The content can be reused or adapted into another format. 

☐ The post is reviewed for spelling, pricing and contact details before publishing. 

11. Copy-and-Paste 30-Day Social Media Calendar 

This calendar is designed as a reusable starter system. Replace bracketed text with your actual business details. 

The recommended posting windows are testing ranges, not universal rules. After the first two weeks, compare 

your own audience activity and results and adjust. 

Da

y 
Objectiv

e Content Platform Windo

w 
Copy-and-paste 

caption/script CTA Purpose After 

posting Measure What 

works Avoid 

Da

y 1 
Positioni

ng 
Intro post Instagram/Facebook/Wh

atsApp 
8–

10am 
Starting [BUSINESS] 

and helping [TARGET 

CUSTOMER] with 

[PROBLEM]. If you 

have been struggling 

with [PROBLEM], 

follow this page 

because I will be 

sharing practical tips, 

examples and offers 

that can help. 

Follow / 

reply 

“START” 

Introduce 

the 

business 

Reply to 

every 

genuine 

response 

Profile visits, 

follows 
Clarity 

attracts the 

right people 

Do not 

write a 

vague 

introduction 

Da

y 2 
Problem 

awarenes

s 

Short 

video/status 
TikTok/Instagram/Whats

App 
12–

2pm 
If you are [TARGET 

CUSTOMER] and you 

keep experiencing 

[PROBLEM], here are 

3 reasons it may be 

happening: 1) 

[REASON] 2) 

[REASON] 3) 

[REASON]. 

Which one 

sounds 

familiar? 

Create 

recognitio

n 

Save 

questions 

for future 

content 

Comments/rep

lies 
Specific 

pain points 

perform 

better 

Do not 

exaggerate 

the problem 

Da

y 3 
Educatio

n 
How-to All suitable channels 6–9pm How to [DESIRED 

RESULT] without 

[COMMON 

FRUSTRATION]: Step 

1: [STEP]. Step 2: 

[STEP]. Step 3: 

Message 

me 

“HELP” 

Demonstra

te 

usefulness 

Answer 

questions 
Saves, replies, 

DMs 
Simple 

steps are 

shareable 

Do not 

promise 

guaranteed 

outcomes 
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Da

y 
Objectiv

e Content Platform Windo

w 
Copy-and-paste 

caption/script CTA Purpose After 

posting Measure What 

works Avoid 

[STEP]. If you want 

help applying this to 

your situation, message 

me. 

Da

y 4 
Product 

relevance 
Product 

demo 
Instagram/TikTok/Faceb

ook 
12–

3pm 
Here is how 

[PRODUCT/SERVICE

] works: [SHOW 2–3 

FEATURES]. It is 

designed for [TARGET 

CUSTOMER] who 

wants [OUTCOME]. 

Send 

“INFO” 

for details 

Connect 

product to 

use case 

Send 

complete 

information, 

not pressure 

Product 

enquiries 
Demonstrat

ion reduces 

uncertainty 

Do not hide 

limitations 

Da

y 5 
Trust Behind the 

scenes 
WhatsApp/Instagram/Fac

ebook 
8–

10am 
People see the final 

result, but here is what 

happens behind the 

scenes at [BUSINESS]: 

[PROCESS]. We focus 

on 

[QUALITY/PRINCIPL

E]. 

Ask me 

anything 

about the 

process 

Humanize 

the 

business 

Respond to 

questions 
Replies, 

profile visits 
Transparen

cy builds 

familiarity 

Do not 

reveal 

private 

customer 

data 

Da

y 6 
Engagem

ent 
Question 

post 
Instagram/Facebook/Wh

atsApp 
6–9pm Quick question for 

[TARGET 

CUSTOMER]: what is 

the biggest challenge 

you currently face with 

[TOPIC]? A) [A] B) 

[B] C) [C] D) 

Something else. 

Comment 

A/B/C/D 
Collect 

market 

language 

Turn 

answers into 

content 

Comments Questions 

create 

research 

Do not 

argue with 

responses 

Da

y 7 
Soft sell Offer 

reminder 
All suitable channels 12–

3pm 
If you have been 

looking for 

[OUTCOME], 

[PRODUCT/SERVICE

] is available for 

[PRICE/STARTING 

PRICE]. It includes 

[KEY INCLUSIONS]. 

Message 

“ORDER” 
Generate 

first 

enquiries 

Respond 

with 

ordering 

steps 

Enquiries/orde

rs 
Clear offers 

convert 

better than 

vague 

adverts 

Do not use 

fake 

scarcity 

Da

y 8 
Educatio

n 
Mistakes TikTok/Instagram/Faceb

ook 
6–9pm 3 mistakes people make 

when trying to 

[GOAL]: 1) 

[MISTAKE]. 2) 

[MISTAKE]. 3) 

[MISTAKE]. Here is 

what to do instead: 

[BETTER 

APPROACH]. 

Save this 

for later 
Build 

expertise 
Ask which 

mistake 

they want 

explained 

Saves/shares Mistake-

based 

education 

attracts 

problem-

aware 

people 

Do not 

shame 

beginners 

Da

y 9 
Proof Demonstrat

ion 
Instagram/TikTok/YouT

ube Shorts 
12–

2pm 
Watch 

[PRODUCT/SERVICE

] handle [SPECIFIC 

TASK]. If you are 

trying to [GOAL], this 

is the part that matters: 

[BENEFIT]. 

Want the 

full 

details? 

Message 

me. 

Show 

rather than 

tell 

Follow up 

with 

interested 

viewers 

Watch time, 

DMs 
Proof 

should be 

specific 

Do not fake 

performanc

e 

Da

y 

10 

Connecti

on 
Founder 

lesson 
Facebook/Instagram/You

Tube 
8–

10am 
One lesson I have 

learned from working 

on 

[BUSINESS/TOPIC]: 

[LESSON]. If I were 

starting again, I would 

[ACTION]. 

What 

would you 

do 

differently

? 

Build 

credibility 

through 

experience 

Engage 

thoughtfully 
Comments, 

shares 
Useful 

lessons 

build trust 

Do not 

invent 

achievemen

ts 

Da

y 

11 

Problem 

awarenes

s 

FAQ WhatsApp/Instagram/Fac

ebook 
6–9pm Question I often hear: 

“[COMMON 

QUESTION]”. Short 

answer: [ANSWER]. 

The reason is 

[REASON]. If your 

situation is different, 

send me the details. 

Reply with 

your 

question 

Remove 

buying 

uncertaint

y 

Create an 

FAQ bank 
Replies/DMs Questions 

reveal 

objections 

Do not give 

unsafe or 

unsupported 

claims 

Da

y 

Offer Compariso

n 
Instagram/TikTok/Faceb

ook 
12–

3pm 
Choosing between 

[OPTION A] and 

[OPTION B]? Choose 

Message 

your goal 
Help 

prospects 

Qualify 

before 

Qualified 

enquiries 
Honest 

comparison 

Do not 

attack 
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Da

y 
Objectiv

e Content Platform Windo

w 
Copy-and-paste 

caption/script CTA Purpose After 

posting Measure What 

works Avoid 

12 [A] if you need [USE 

CASE]. Choose [B] if 

you need [USE CASE]. 

If you tell me your 

goal, I can point you 

toward the more 

suitable option. 

choose selling builds trust competitors 

Da

y 

13 

Communi

ty 
Poll/questio

n 
WhatsApp/Instagram/Fac

ebook 
6–9pm Let's settle this: what 

would help you most 

right now? 1) 

[OPTION] 2) 

[OPTION] 3) 

[OPTION]. 

Reply with 

1, 2 or 3 
Increase 

participati

on 

Record 

responses 
Replies Low-

friction 

questions 

work well 

Do not 

manipulate 

votes 

Da

y 

14 

Review Best-of 

recap 
All suitable channels 8–

10am 
This week we covered: 

[TOPIC 1], [TOPIC 2], 

[TOPIC 3]. If you 

missed them, here is 

the quick takeaway: 

[TAKEAWAY]. 

Which 

topic 

should I 

cover 

next? 

Reinforce 

learning 
Use 

responses to 

plan week 3 

Engagement, 

follows 
Recaps 

make 

content 

easier to 

consume 

Do not 

simply 

repost 

without 

context 

Da

y 

15 

Educatio

n 
Checklist WhatsApp/Instagram/Fac

ebook 
12–

2pm 
Before you buy 

[PRODUCT/SERVICE

], check these 5 things: 

[1], [2], [3], [4], [5]. If 

a seller cannot explain 

these clearly, ask 

questions before 

paying. 

Save/share 

this 

checklist 

Build 

buyer 

confidence 

Answer 

follow-up 

questions 

Saves/shares Practical 

checklists 

are useful 

Do not 

create fear 

without 

evidence 

Da

y 

16 

Discover

y 
Search-

friendly 

video 

TikTok/YouTube/Instagr

am 
6–9pm If you searched for 

“[CUSTOMER 

QUESTION]”, this 

video is for you. Here 

are the first 3 things to 

know: [POINTS]. 

Follow for 

more 

[TOPIC] 

tips 

Reach 

people 

actively 

seeking 

answers 

Check 

search terms 

and 

retention 

Views, watch 

time, profile 

visits 

Specific 

questions 

improve 

discoverabi

lity 

Do not 

keyword-

stuff 

Da

y 

17 

Trust Customer 

feedback 
All suitable channels 12–

3pm 
Customer feedback we 

received: “[SHORT 

AUTHENTIC 

FEEDBACK]”. What 

matters to us is 

[SERVICE 

PRINCIPLE]. If you 

have questions about 

the process, ask below. 

Ask a 

question 
Show 

legitimate 

social 

proof 

Request 

permission 

before 

publishing 

customer 

material 

Replies, 

enquiries 
Specific 

proof is 

stronger 

than hype 

Do not 

fabricate 

testimonials 

Da

y 

18 

Objection 

handling 
Myth vs 

fact 
TikTok/Instagram/Faceb

ook 
6–9pm Myth: “[MYTH]”. 

Fact: “[FACT]”. The 

better way to decide is 

to look at [CRITERIA]. 

Want me 

to explain 

another 

myth? 

Reduce 

objections 
Collect 

myths from 

comments 

Comments/sha

res 
Evidence-

based 

explanation

s build 

authority 

Do not 

present 

opinions as 

facts 

Da

y 

19 

Offer Use case Instagram/TikTok/Faceb

ook 
12–

3pm 
[PRODUCT/SERVICE

] is not for everyone. It 

makes sense if you are 

[USE CASE 1] or 

[USE CASE 2]. It may 

not be suitable if 

[LIMITATION]. 

Tell me 

your 

situation 

Pre-

qualify 

customers 

Respond 

honestly 
Qualified 

DMs 
Honest 

positioning 

reduces 

poor-fit 

orders 

Do not hide 

limitations 

Da

y 

20 

Engagem

ent 
This-or-that WhatsApp/Instagram/Fac

ebook 
8–

10am 
Which would you 

choose for [GOAL]? 

A) [OPTION A] B) 

[OPTION B]. Tell me 

why. 

Comment 

A or B 
Learn 

preference

s 

Use answers 

for 

product/cont

ent 

decisions 

Comments Simple 

choices 

increase 

participatio

n 

Do not fake 

debate 

Da

y 

21 

Educatio

n 
Mini 

tutorial 
YouTube/Instagram/Tik

Tok 
6–9pm Here is a quick tutorial 

on [TASK]. Step 1: 

[STEP]. Step 2: 

[STEP]. Step 3: 

[STEP]. If you get 

stuck, tell me where. 

Save this 

tutorial 
Demonstra

te 

competenc

e 

Answer 

questions 
Watch time, 

saves 
Tutorials 

create 

repeat 

viewers 

Do not 

overcompli

cate 

Da

y 

Sales Bundle/offe

r 
All suitable channels 12–

3pm 
If you need 

[OUTCOME], here is 

Message 

“PACKA

Present a 

clear offer 
Send order 

process 
Enquiries/orde

rs 
Specific 

offers 

Do not use 

fake 
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Da

y 
Objectiv

e Content Platform Windo

w 
Copy-and-paste 

caption/script CTA Purpose After 

posting Measure What 

works Avoid 

22 the 

[PACKAGE/BUNDLE

]: [INCLUSIONS]. 

Price: [PRICE]. 

Delivery/fulfillment: 

[DETAIL]. 

GE” reduce 

friction 
discounts 

Da

y 

23 

Connecti

on 
Business 

story 
Facebook/Instagram/You

Tube 
8–

10am 
Why I started 

[BUSINESS]: [SHORT 

STORY]. The problem 

I wanted to help solve 

was [PROBLEM]. 

What 

problem 

are you 

trying to 

solve? 

Create 

emotional 

relevance 

Listen to 

replies 
Comments/D

Ms 
Stories 

make the 

business 

memorable 

Do not 

invent 

dramatic 

claims 

Da

y 

24 

Problem 

solving 
Audit WhatsApp/Instagram/Fac

ebook 
6–9pm Quick self-check: if 

you are trying to 

[GOAL], can you 

answer these 5 

questions? 

[QUESTIONS]. If not, 

start with the one you 

cannot answer. 

Reply with 

the number 

you need 

help with 

Generate 

qualified 

conversati

ons 

Use replies 

to segment 

needs 

Replies/DMs Self-

assessment 

naturally 

creates 

conversatio

ns 

Do not 

pressure 

people 

Da

y 

25 

Proof Before/afte

r process 
TikTok/Instagram/YouT

ube Shorts 
12–

3pm 
Here is the process 

from [STARTING 

POINT] to 

[RESULT/DELIVERA

BLE]. The key step is 

[STEP]. 

Want to 

see the full 

process? 

Make the 

service 

tangible 

Invite 

specific 

questions 

Watch time, 

DMs 
Process 

proof is 

useful 

Do not 

imply 

guaranteed 

outcomes 

Da

y 

26 

Educatio

n 
Buyer 

guide 
Facebook/Instagram/You

Tube 
8–

10am 
Buying 

[CATEGORY]? Use 

these 4 criteria: 

[CRITERION 1], [2], 

[3], [4]. Your best 

choice depends on your 

situation, not just the 

lowest price. 

Share this 

with 

someone 

comparing 

options 

Help 

buyers 

make 

decisions 

Answer 

product-

selection 

questions 

Saves/shares Decision 

guides 

build trust 

Do not 

misrepresen

t 

competitors 

Da

y 

27 

Referral Customer 

appreciatio

n 

WhatsApp/Facebook/Inst

agram 
6–9pm Thank you to everyone 

who has supported 

[BUSINESS]. If our 

work has genuinely 

helped you and you 

know someone facing 

the same problem, feel 

free to introduce us. 

Refer 

someone 

who needs 

this 

Encourage 

legitimate 

referrals 

Thank 

referrers 
Referral 

enquiries 
Satisfied 

customers 

can become 

acquisition 

channels 

Do not buy 

fake 

reviews 

Da

y 

28 

Offer Last-call 

only if true 
All suitable channels 12–

3pm 
If [REAL 

DEADLINE/STOCK 

LIMIT] applies, here is 

the final reminder for 

[OFFER]. After 

[DATE/TIME], 

[WHAT CHANGES]. 

Message 

“ORDER” 
Create 

clarity 

around a 

real 

deadline 

Close open 

enquiries 
Orders/conver

sion 
Real 

deadlines 

can aid 

decisions 

Never 

manufactur

e scarcity 

Da

y 

29 

Review Results 

post 
Facebook/Instagram/Wh

atsApp 
8–

10am 
This month I learned 

[LESSON 1], 

[LESSON 2] and 

[LESSON 3]. Next 

month I will focus 

more on [TOPIC]. 

What 

would you 

like to see 

next? 

Build 

communit

y and learn 

Record 

feedback 
Replies, 

returning 

viewers 

Audience 

feedback 

improves 

content 

planning 

Do not 

reveal 

private 

analytics 

unnecessaril

y 

Da

y 

30 

Conversi

on 
Core offer 

+ next step 
All suitable channels 12–

3pm 
If you are [TARGET 

CUSTOMER] and 

need [OUTCOME], 

here is the simple next 

step: [OFFER]. You 

get [INCLUSIONS]. 

To ask a question or 

order, [CTA]. 

Message 

“READY” 
Give the 

audience a 

clear 

conversion 

path 

Follow up 

with 

permission 

and 

relevance 

Qualified 

leads, orders 
Clarity 

makes 

action 

easier 

Do not 

pressure 

people into 

buying 

 

HOW TO REUSE THE CALENDAR 

After Day 30, do not simply repeat the same words. Keep the structure, replace examples with real customer 
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questions, and use your own analytics to identify the topics, formats and CTAs that generate meaningful 

business outcomes. 

12. Sales & Conversion Checklist 

A sale should feel like a clear decision, not a forced decision. Your job is to understand the prospect's situation, 

determine whether your offer fits, explain the offer accurately, answer objections and provide an easy next step. 

Conversation flow 

1. Acknowledge the enquiry. 

2. Ask one or two useful qualifying questions. 

3. Confirm the customer's actual need. 

4. Explain the most relevant offer. 

5. State price and what is included. 

6. Explain delivery/fulfillment and timing. 

7. Answer objections honestly. 

8. Give the exact ordering/payment step. 

9. Confirm the order. 

10. Follow up after fulfillment. 

Copy-and-paste sales templates 

Situation Template 

First response Thanks for reaching out about [PRODUCT/SERVICE]. To recommend the right option, may I ask what 

you are trying to achieve with it? 

Qualification Thanks. Based on what you described, the key thing to consider is [CRITERION]. Are you looking for 

[OPTION A] or [OPTION B]? 

Offer explanation Based on your needs, [OFFER] may be the better fit. It includes [INCLUSIONS] and costs [PRICE]. 

[DELIVERY/ACCESS] is handled by [METHOD]. 

Follow-up Hi [NAME], just checking in on the information I sent about [OFFER]. If you have any questions or need 

help deciding, feel free to ask. 

Order confirmation Your order for [PRODUCT/SERVICE] has been received. Total: [AMOUNT]. Next step: [NEXT STEP]. 

Expected fulfillment: [TIMEFRAME]. 

Complaint 

acknowledgement 
Thanks for letting us know. I understand the issue is [SUMMARY]. I will review the details and come back 

with the next step based on our stated policy. 

 

☐ I respond professionally and within a realistic timeframe. 

☐ I ask enough questions to avoid recommending the wrong offer. 

☐ I state the price clearly. 

☐ I explain what the customer receives. 

☐ I explain fulfillment or delivery. 

☐ I never claim guaranteed outcomes I cannot guarantee. 

☐ I record serious enquiries and their status. 
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☐ I follow up without harassment. 

☐ I close the loop after the customer buys. 

☐ I ask satisfied customers for legitimate feedback or referrals. 

13. Customer Service Checklist 

☐ Customer messages have a defined response owner. 

☐ Common questions have clear answers. 

☐ Customers are told what happens next. 

☐ Orders are confirmed before fulfillment. 

☐ Delivery expectations are realistic. 

☐ Delays are communicated proactively. 

☐ Complaints are acknowledged respectfully. 

☐ Refund/return terms are applied consistently. 

☐ Customer data is handled responsibly. 

☐ Reviews/testimonials are requested honestly. 

☐ Customers are not pressured into leaving positive reviews. 

☐ Repeat customers receive relevant follow-up rather than random spam. 

14. Fulfillment & Operations Checklist 

☐ Inventory or service capacity is checked before accepting an order. 

☐ Customer name and contact are recorded accurately. 

☐ Product/service details are recorded. 

☐ Quantity/package is recorded. 

☐ Price and payment status are recorded. 

☐ Delivery location or access method is confirmed. 

☐ Special instructions are recorded. 

☐ Order status is updated. 

☐ Proof of fulfillment/delivery is retained where appropriate. 

☐ Customer receives a completion message. 

☐ Post-purchase support instructions are provided. 

☐ Any refund/return request is logged and handled according to policy. 

☐ Operational problems are reviewed weekly. 

15. Do's and Don'ts 

Topic DO DON'T Better alternative 
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Topic DO DON'T Better alternative 

Be consistent Publish on a schedule you can maintain. Disappear for weeks then expect instant 

sales. 
Choose a sustainable frequency. 

Use real proof Show genuine demonstrations and 

customer feedback with permission. 
Invent testimonials or results. Document real work and outcomes. 

Price clearly Explain what the price includes. Hide price until the last moment when 

clarity is possible. 
State price and scope confidently. 

Build relationships Reply to relevant comments and 

enquiries. 
Send repetitive unsolicited messages. Use permission-based follow-up. 

Create useful content Teach, demonstrate and answer questions. Post only adverts. Use a content mix. 

Protect accounts Use strong passwords and 2FA. Share admin credentials casually. Use role-based access where available. 

Follow rules Read current platform policies. Try to bypass restrictions. Adapt your method to current rules. 

Use 

original/authorized 

content 

Create your own assets or use properly 

licensed material. 
Copy other people's content. Ask permission or use licensed 

resources. 

Use scarcity honestly Use genuine deadlines or stock limits. Invent fake countdowns. State real constraints only. 

Follow up 

professionally 
Check whether the prospect needs 

clarification. 
Pressure people repeatedly. Use a reasonable follow-up sequence. 

Measure business 

outcomes 
Track leads, conversion and repeat 

purchases. 
Judge success by likes alone. Connect content metrics to business 

metrics. 

Handle complaints Listen, document and apply policy 

consistently. 
Argue publicly with customers. Move sensitive issues to a suitable 

private channel. 

 

16. New Business / No-Audience Strategy 

If your business is new, your first goal is not to look famous. Your first goal is to become clear, useful, visible 

and trustworthy to a small group of relevant people. 

If you have no followers 

☐ Choose one primary audience. 

☐ Choose one core problem to discuss repeatedly. 

☐ Create a simple profile that explains what you do. 

☐ Publish useful content before expecting people to buy. 

☐ Invite genuine conversations. 

☐ Use your existing network appropriately and without spam. 

☐ Participate in relevant communities where allowed. 

☐ Ask early customers for genuine feedback. 

☐ Use collaborations with complementary businesses. 

☐ Review what attracts the right people and repeat what works. 
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MEGATECH TECHNOLOGIES SUPPORT 

If your business is new, you have no audience, you are unsure how to grow, or you want to start a business 

but do not know which model to choose, MegaTech Technologies can provide personalized business-growth 

guidance. The goal is to adapt the framework to your specific business, product, audience, resources, location 

and goals. 

17. Engagement & Growth Troubleshooting 

Problem Likely reason Next action 

I get views but no enquiries. Content may entertain without connecting to a 

buying problem. 
Add clearer problem-based content, proof and relevant CTAs. 

I get followers but no sales. Followers may not be the right audience or the 

offer may be unclear. 
Audit audience fit, offer clarity, price, proof and conversion 

path. 

People ask for price and 

disappear. 
They may not understand value, fit or total cost. Explain outcome, inclusions, proof, delivery and who the 

offer is for. 

Nobody comments. The content may be difficult to respond to. Use simple questions, polls, comparisons and specific 

prompts. 

People do not trust me. There may be insufficient evidence or 

consistency. 
Show process, demonstrations, transparent information and 

genuine feedback. 

I cannot post consistently. The system may require too much production 

effort. 
Create repeatable formats, batch content and repurpose ideas. 

I get enquiries I cannot fulfill. Content may be too broad or the offer lacks 

qualification. 
Clarify who the offer is for and qualify before accepting 

orders. 

My content is copied by 

others. 
Public content can be replicated. Strengthen your brand voice, original demonstrations and 

customer relationships; document ownership where 

appropriate. 

A platform feature is missing. Availability can depend on country, account, 

eligibility or product. 
Check current official platform documentation rather than 

assuming the feature exists. 

 

18. Weekly and Monthly Review 

Weekly review checklist 

☐ What content generated the most relevant reach? 

☐ What content generated meaningful conversations? 

☐ How many qualified enquiries did I receive? 

☐ How many enquiries became customers? 

☐ Which objections appeared repeatedly? 

☐ Which products/services received the most interest? 

☐ What customer questions should become content? 

☐ What operational problem occurred? 
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☐ What should I stop, start and continue next week? 

Monthly review dashboard 

Metric This month Last month Change Decision 

Relevant reach/views     

Profile visits     

Followers     

Meaningful engagements     

Conversations     

Qualified leads     

Orders     

Conversion rate     

Revenue     

Gross profit estimate     

Repeat customers     

Referrals     

 

MEASURE WHAT YOU CAN ACT ON 

A metric is useful when it helps you decide what to repeat, change, stop or test. If a metric does not influence 

a business decision, do not let it dominate your review. 

19. Personalized Strategy Offer 

Want a Checklist Built Specifically for Your Business? 

A general checklist gives you a framework, but no general guide can perfectly account for your exact product, 

audience, location, resources, competitors, operating constraints and goals. 

You can request a personalized Social Commerce Business Checklist, Audience Growth Strategy, Content 

Calendar, Sales Strategy or Business Growth Plan from MegaTech Technologies. 

A personalized version can include 

☐ Your exact product or service. 

☐ Your target audience. 

☐ Your most suitable starting platforms. 

☐ Your content pillars. 
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☐ A practical posting calendar. 

☐ Copy-and-paste posts adapted to your niche. 

☐ A customer acquisition strategy. 

☐ A sales and follow-up process. 

☐ A growth strategy. 

☐ KPIs and review metrics. 

☐ A business-specific action plan. 

NO GUARANTEES 

Personalized strategy is designed to improve clarity, execution and decision-making. It cannot guarantee 

followers, customers, sales or income because results depend on the market, offer, execution, competition, 

customer behavior and many other factors. 

20. Platform Verification & Current-Facts Notes 

The following notes were checked against official platform documentation on August 22, 2026. They are 

included to prevent the guide from presenting changing platform features as permanent facts. 

TikTok 

TikTok's official Business Account documentation describes Business Accounts as providing business-oriented 

tools and analytics. TikTok's June 2026 business-verification documentation lists Nigeria among markets where 

Business Account verification is available, while noting that feature availability can vary by market and account. 

TikTok's current TikTok Shop Seller Center documentation lists the countries where Seller Center is available 

and Nigeria is not on that list. Therefore, a Nigerian beginner should not be told that TikTok Shop is 

automatically available; use TikTok primarily for discovery and conversion through an available path unless the 

account explicitly shows an eligible commerce feature. 

Official references: TikTok For Business Business Account; TikTok Business Verification; TikTok Shop Seller 

Center. 

Facebook / Meta 

Meta's official business documentation describes Facebook Pages as a business presence where businesses can 

share information, manage messages and understand engagement. Meta also documents click-to-message 

advertising that can send people into Messenger, Instagram or WhatsApp conversations. Exact ad, commerce 

and messaging features should still be checked in the account and current Meta documentation before 

implementation. 

YouTube 

YouTube's current Help documentation lists Nigeria among countries where viewers can buy products from 

creators or brands featured in content, while specific creator Shopping/affiliate eligibility is more restricted. The 

practical recommendation in this guide is therefore to use YouTube strongly for searchable education, 

demonstrations and discovery, while treating native shopping tools as eligibility-dependent. 
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WhatsApp and Instagram 

WhatsApp Business and Instagram features can vary by account, country and product rollout. Before publishing 

a version of this guide as a definitive setup manual, verify the current official help/business documentation for 

catalogues, messaging, links, commerce tools, account types, advertising destinations and eligibility. 

Source links 

 TikTok For Business — Business Account: https://ads.tiktok.com/business/en/solutions/business-account 

 TikTok For Business — TikTok Shop Seller Center availability: 

https://ads.tiktok.com/resources/help/article/set-up-tiktok-shop-using-tiktok-seller-center 

 TikTok Business Verification: https://ads.tiktok.com/help/article/tiktok-business-account?lang=en-GB 

 Meta for Business — Facebook Pages: https://www.facebook.com/business/pages/manage 

 Meta for Business — Click to Message: https://www.facebook.com/business/ads/click-to-message-ads 

 YouTube Help — Buying products on YouTube: https://support.google.com/youtube/answer/9162845 

 YouTube Help — Shopping affiliate eligibility: https://support.google.com/youtube/answer/13376398 

21. About the Author 

Engr. John Alagwu is a Business Growth Strategist and Consultant, Website Designer and Laptop Repair 

Specialist, and Digital Course Creator. His work combines practical business growth strategy, digital solutions, 

website development, technology services and practical digital education. 

Through digital video courses and practical resources, he covers popular learning and professional niches while 

helping people turn ideas into clearer, more actionable systems. His approach emphasizes implementation: 

defining the problem, selecting an appropriate strategy, creating useful assets, building a customer journey and 

improving the process through feedback. 

PRACTICAL PHILOSOPHY 

The framework gives you the roadmap. The copy-and-paste calendar gives you what to post. The checklist 

tells you what to do. Your consistency and effort create the progress. 

22. Contact Information 

Contact Details 

Business MegaTech Technologies 

Author Engr. John Alagwu 

Website https://megatech-it-solutions.vercel.app/digital-stores.html 

Phone / WhatsApp +2348134319544 

 

23. Final Action Plan 

Use this page as your launch checklist. Do not wait until everything is perfect. Complete the essentials, launch, 

observe, learn and improve. 

☐ Choose one social-commerce business model. 
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☐ Define one target customer and one primary problem. 

☐ Choose one primary social platform and one supporting channel. 

☐ Prepare your product/service offer. 

☐ Set a price based on real costs and customer value. 

☐ Set up your business profile and secure the account. 

☐ Prepare your customer enquiry and order process. 

☐ Create your first three content pillars. 

☐ Prepare the first seven days of content. 

☐ Publish consistently and respond to genuine engagement. 

☐ Track conversations, leads and orders. 

☐ Review objections and turn them into content. 

☐ Improve your offer and sales process based on evidence. 

☐ Add a second platform only when the first system is manageable. 

☐ Review the business weekly and monthly. 

Your 7-Day Launch Sprint 

Day Focus Action Evidence of completion 

Day 1 Business model + target 

customer 
Choose model, audience and problem. Completed one-sentence 

positioning. 

Day 2 Offer + pricing Finalize product/service, price, inclusions and fulfillment. Ready-to-explain offer. 

Day 3 Profile setup Set up primary platform, bio, contact path and security. Public-ready profile. 

Day 4 Content preparation Create first 5–7 posts/videos/statuses. Content bank ready. 

Day 5 Audience activation Publish, respond, participate appropriately and start conversations. First engagement data. 

Day 6 Sales process Test enquiry, qualification, payment and order flow. A real person can complete the 

process. 

Day 7 Review Record what happened and choose next week's priorities. One-page weekly review. 

 

FINAL REMINDER 

Do not confuse activity with progress. Posting is activity. Learning what attracts the right audience, creates 

conversations and leads to satisfied customers is progress. Build the system one stage at a time. 

MegaTech Technologies 

Engr. John Alagwu  |  +2348134319544 
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