SBUS5106 – Digital Marketing
Assessment 1 (50%)

Possible Report Structure and Areas you might address (This is a guide only and not a prescriptive requirement)

Title: Digital Marketing for The School of Business at UWTSD Carmarthen
Part A – Selecting a digital tool for a campaign
Introduction (200 words)
[bookmark: _GoBack]You might summarise some of the key indicators that identify the extent of The School of Business at UWTSD Carmarthen position in its marketplace today. Describe the marketplace, its existing ‘online’ value proposition.  What customers are you targeting for this campaign evidence throu8gh the development of a persona (Full persona in Appendix).  How does it compare with its competitors?

Outline your ideas (strategy) that you think would help The School of Business at UWTSD Carmarthen to market itself digitally.  You might use a SWOT analysis to identify possible opportunities.
Digital Marketing Tool Options (500)
Tool #1 – (Display, Search, Any of the social media tools, Mobile or Video)
Identify and justify the tool you have selected.  Evidence of the tool’s strengths and weaknesses as an analysis of its implementation.  You might use a table to do this with about 7/8 points from both perspectives. You could also use screen shots. At least two of these should be consideration for the competitive environment, legal, cultural and social implications of implementing this tool into the organisation’s operation 
Tool #2 - (Display, Search, Any of the social media tools, Mobile or Video)
Identify and justify the tool you have selected.  Evidence of the tool’s strengths and weaknesses as an analysis of its marketing implementation.  You might use a table to do this with about 7/8 points from both perspectives. You could also use screen shots. At least two of these should be consideration for the competitive environment, legal, cultural and social implications of implementing this tool into the organisation’s operation 
Insight into selected tool (300)
Explanation of why you have chosen one of the two particular tools with consideration for the overall marketing mix. Two or three justifications should be provided with reference to evidence that underpins the selection. How do you see the customer journey (Full persona in Appendix).  

Part B – Critical reflection on strategies used to enhance my LinkedIn profile
Strategic Plan (650)
The overall goal of your LinkedIn account. Strategies available to enhance LinkedIn profiles (7/8 tactics). 3/4 tactics that you selected justifying through evidence why you though they would be the most suitable. How you implemented this plan (screen shots may be used)

Critical reflection on the process (350)

What critical insights have you learned from you experience of the process and how would this inform yours and others strategy in the future.


References
You should aim to reference any evidence that you use as a claim to insights you provide.  Typically for an assignment of this size, 6 or 7 references would be sufficient. Use the Harvard referencing system. A guide can easily be searched for or look at https://education.exeter.ac.uk/dll/studyskills/harvard_referencing.htm

If you want to reference a lecture slide, use:

Bell, A (2016) Lecture title: Title of slide, SBUS5106 – Digital Marketing. UWTSD Carmarthen.
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