
MARKETING IN PRACTICE
Assignment 1


Executive Summary
Swansea Business School (SBS) at UWTSD operate in a highly competitive higher education market using digital and traditional marketing strategies to attract students. Despite facing competition from larger universities like Swansea and Cardiff University, SBS differentiates itself through strong industry connections, high student satisfaction and a personalised learning experience.
The UK higher education sector is evolving, with students were lying on digital channels for university selection. Economic challenges, changing visa policies and competition from international organisations impact student recruitment. Technological advancements that include AI driven marketing, present opportunities for improved engagement while sustainability and ethical business practises are increasingly important students.
SBS’s strengths include strong employer partnerships, effective digital marketing under strategic location in Swansea. Though, it faces challenges such as limited global brand recognition and a smaller marketing budget. To remain competitive, SBS should expand international recruitment, leverage AI for personalised marketing and enhance storytelling through student success stories. By focusing on digital engagement, create oriented messaging and sustainability, SBS can strengthen its brand, attract a diverse student body and ensure long term growth.
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[bookmark: _Toc193987613]Introduction
The Swansea Business School (SBS) is part of the University of Wales Trinity Saint David (UWTSD), a higher education organisation with a strong focus student employability, industry partnerships and innovation in teaching. The business school offers undergraduate and postgraduate programmes in business management, marketing and finance, catering to both national and international students.
It is well known that the higher education marketing industry is a highly competitive industry. With universities competing for national and international students. For SBS to remain competitive the marketing department uses a blend of digital and traditional marketing techniques which include search engine optimization (SEO), social media campaigns, pay per click (PPC) advertising, Content marketing and student engagement initiatives.
[bookmark: _Toc193987614]Mission statement
 “Transforming education, Transforming lives.”
The Marketing Department aligns with UWTSD’s broader mission of delivering high quality, career focused education while enhancing student employability. The marketing department seeks to differentiate SBS in a competitive market through targeted branding and strategic communication efforts. 
[bookmark: _Toc193987615]Market performance
According to Weicht and Jonsdottir (2021) In terms of market performance UWTSD is up there with the top universities in Wales for student satisfaction, especially in terms of student support and career services. As well as this the university has increased its brand presence through digital campaigns, social media engagement and industry collaborations. Despite being a smaller institution, UWTSD competes effectively by offering tailored student experiences, strong industry connections, and career-focused education. However, they do face stiff competition from larger universities such as Swansea University and Cardiff University, which have higher global rankings and larger marketing budgets. The key selling point in SBS’’s marketing campaigns has been the strong links with employers which enhance graduate employability.

[bookmark: _Toc193987616]External Marketing Conditions and PESTLE Analysis

[bookmark: _Toc193987617]Industry trends impacting marketing
The UK higher education industry is undergoing significant transformations, with key trends affecting university marketing strategies. Possible students rely heavily on digital channels, including social media, video content, and university ranks when deciding on what university to go to. Aksoy and Kabadayi (2021) states data-driven marketing approaches which include AI chat bots and personalised emails are becoming crucial for engaging students effectively. Universities are investing more in targeted marketing campaigns to attract national and international students. Marketing strategies now highlight environmental responsibility and social impact that aligns with student values. As well UK universities are competing with universities in Australia, Canada and the US for international students this requires a more tailored approach to global marketing. The pandemic also accelerated the demand for a flexible learning format which must be marketed effectively to appeal to working professionals and distance learners.

[bookmark: _Toc193987618]Market size and growth
The Uk has over 160 universities which compete to get student enrolments, this makes strategic marketing a crucial tool. In the UK the number of international students has grown significantly, this makes some a key target market. Whereas in terms of national student recruitment Gupta et al (2025) states that it faces challenges due to economic factors such as tuition fees and cost of living crisis, this requires more value driven marketing messages.
[bookmark: _Toc193987619]PESTEL Analysis
Political – According to Lin et al (2025) the changes in visa policies have influenced international marketing strategies. As well Brexit has affected EU student recruitment. This is forced universities target other international markets. As well government funding cuts in education may lead to increased tuition fees which can affect the affordability for students.
Economic - Webster (2025) states that the Cost-of-living crisis may reduce student affordability causing some to look at alternative routes such as apprenticeships, online certifications or studying abroad in countries with lower tuition fees. Universities must adapt by highlighting value for money programmes, scholarships and flexible learning options.
Social - Students demand more digital engagement, career focused marketing and transparency in the services the universities offer. According to Latif et al (2021) today's students expect universities to be socially responsible, promoting sustainability and ethical business practises. Additionally, the rise of Gen Z as a primary university demographic means marketing strategy must be digital first, with a strong focus on social media engagement and video content.
Technological – Suchanova (2024) has said that the use of AI and search engine optimisation has played an increasing role in student recruitment and marketing automation. As well AI powered chat box and personalised e-mail campaigns have become stand recruitment tools. Additionally, the rise of online and hybrid learning means Universities must market themselves as flexible and tech savvy institutions capable of delivering high quality digital education. 
Environmental - Marketing must showcase sustainability initiatives to attract environmentally conscious students. These initiatives can include carbon neutral campuses, the use of renewable energy and sustainable student housing. Alvarez-Risco et al (2021) states that sustainability is a growing concern among most students.
Legal – As said by Komljenovic (2022) compliance with GDPR regulations affects how universities collect store and process student data. Stricter advertising regulations also limit targeted marketing campaigns on platforms like Facebook and Google. Furthermore, universities must ensure that promotional content including testimony as an advertisement adheres to legal standards avoid misleading claims. 

[bookmark: _Toc193987620]Competitive environment analysis

[bookmark: _Toc193987621]Porter’s five forces analysis for marketing
Threat of new entrants – Moderate - well setting up a new university is costly and time-consuming online education platforms like Coursera and Udemy pose a threat by offering cheaper alternatives to traditional degrees. As well as this private institutions and specialised business schools are increasing competition. The marketing department must position Swansea Business School as offering high quality, industry relevant education that cannot be easily imitated. 
Bargaining power of suppliers – Low - social media platforms and digital marketing tools set standard pricing models giving universities little room for negotiation. However, universities can choose different digital platforms based on their target audience. Swansea Business School can optimise spending by focusing on cost effective channels such as organic social media marketing, influence partnerships and student generated content.
Bargaining power of buyers (Students) – High - students have many choices when selecting university, making them a highly influential decision maker. Factors such as tuition fees, employability, course structure and the campus experience significantly impact enrolment decisions. Swansea Business School must emphasise career focused learning, strong industry partnerships at this port of student experience to attract students. Furthermore, personalised marketing techniques such as e-mail campaigns and one-on-one virtual consultation can improve student engagement.
Threat of substitutes – High – According to Ghaju (2024) many alternatives original business degrees exist, including online courses, apprenticeships an employer funded training programme. To remain competitive Swansea Business School should promote dual degree programmes, internship opportunities and real-world projects to differentiate itself. 
Competitive rivalry – High – Swansea Business School competes with local universities which include Swansea University, Cardiff University and the University of South Wales as well as international universities. Larger universities have greater brand recognition, higher research funding and more extensive alumni networks, making it crucial for Swansea Business School to carve out a niche. The marketing department must focus on storytelling, highlighting student success stories and leveraging employer testimonials to strengthen its brand.

[bookmark: _Toc193987622]Competitor analysis
Cardiff university – Henderson (2023) states that the marketing strengths that Cardiff have is strong national and international brand reputation and are also high in rankings. Alternatively, their weaknesses include high tuition fees,.
Swansea University – In the research of Edwards (2020) the marketing strengths of Swansea university is that they have well-funded marketing campaigns and strong digital presence. However, on the other hand their weakness is that there is less emphasis on personalised student support systems. 
University of South Wales – According to Tobias (2021) the marketing strengths of University of South Wales is their affordable tuition and practical career-focused messaging. The weaknesses are that they are ranked lower globally and have weaker brand recognition.


[bookmark: _Toc193987623]Internal analysis of key marketing resources, assets and capabilities
[bookmark: _Toc193987624]Brand strength and reputation
The Swansea business school is recognised for its industry driven curriculum and strong student support services. The marketing department is trying to successfully position UWTSD as a student focused institution.
[bookmark: _Toc193987625]Digital Marketing capabilities 
Optimised content will be used to improve search rankings and attract traffic. According to Faruk et al (2021) active engagement on Instagram, LinkedIn, Facebook and TikTok will help connect with possible future students. The use of student testimonials, blogs and virtual campus tours will enhance credibility and attract inquiries. The effective use of google ads, social media pay per click campaigns and remarketing strategies.
[bookmark: _Toc193987626]Industry and student engagement
According to Williams (2024) UWTSD have strong employer partnerships which allow marketing campaigns highlight career outcomes and employability. As well the use of student feedback informs marketing messages to ensure alignment with potential student needs.


[bookmark: _Toc193987627]SWOT analysis and strategic considerations
Strengths – UWTSD has strong student satisfaction ratings and industry connections. SBS uses effective digital marketing strategies to grow engagement. Healey-Benson et al (2024) states that UWTSD offer personalised student experiences that differentiate from larger universities. Another strength is the location being Swansea which is a city known for its affordable cost of living, scenic coastline and vibrant student life, the university can use this as a selling point in marketing campaigns. Additionally, recent investments in campus facilities, including modern lecture halls, study spaces and digital learning tools strengthen its appeal
Weaknesses – UWTSD has limited brand recognition internationally. They are dependent on local student recruitment and have a smaller marketing budget compared to competitors.  As stated by Conn et al (2023) Unlike larger competitors that offer wider range of specialised business programmes for example FinTech, AI in business and sustainable business management. Swansea Business School has fewer niche courses. This can reduce its appeal to students seeking highly specialised degrees.
Opportunities - through targeted marketing UWTSD can expand in international student recruitment. Kumar et al (2024) believes the growth of AI driven marketing tools will help with bettering personalisation. With over 4.8 billion social media user’s worldwide platforms like TikTok, Instagram and LinkedIn offer new ways to engage potential students. Swansea Business School can improve its digital marketing efforts by leveraging student generated content, influence collaboration and AI driven personalisation.
Threats – The threats that UWTSD face is intense competition from better funded universities, economic uncertainty affecting student affordability and regulatory changes impacting marketing compliance for example GDPR. According to Polishchuk and Komyliuk (2021) there's some business courses, such as general business studies that have seen declining enrolments in favour of more specialised programmes search as digital marketing, Fintech on sustainability management. If Swansea Business School does not adapt its offerings it may struggle to attract students.

[bookmark: _Toc193987628]Strategic recommendations
Some strategic recommendations for marketing include utilising AI for personalised content recommendations and automated chat bots and improve data analytics to improve marketing strategies and track engagement.
Also, SBS marketing could develop campaigns targeted for emergent student markets. They could use testimonials and success stories from international alumni to build credibility. They could increase interactive content such as video testimonials and behind the scenes campus experiences. As well as this they could use influencer marketing by collaborating with student ambassadors as Joshi et al (2023) believes this could help potential students relate. They could highlight the sustainability initiatives in the marketing campaigns and promote ethical business practises and community engagement to attract socially conscious students.

[bookmark: _Toc193987629]Conclusion
The marketing department at SBS must leverage digital strategies, student engagement and strong brand differentiation to compete effectively in the higher education market. By focusing on personalization, international student recruitment and industry connections the department can drive long term growth and brand awareness. The next steps for the SBS marketing are to implement AI driven marketing automation, expand global student outreach and strengthen brand storytelling through student and alumni success stories. If they adopt these strategies SBS can enhance its competitive positioning and attract a diverse, engaged student community.
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