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Introduction

This assignment will focus on the relaunch a product. This product is the LLB Single Honours XXXXXXXXDegree, offered by the XXXXXXXX. The course will be relaunched in order to refresh and modernise the courses offered by the School. The relaunched degree will be entirely unique in its offering, as it will give students the ability to complete all compulsory modules in their first two years of study. This means their third year will comprise entirely of optional modules, enabling them to shape their own learning and study a specialised undergraduate degree.







1 (a)
Organisation Name
XXXXXXXX.

Type of Organisation
The School of XXXXXXXXis one of eight schools and colleges that make up XXXXXXXXas a whole. It is an international body, with students from various nations across the world, and benefits from the University’s registered charity status. The School is run as a profitable business, earning all of its income from the provision of higher education, and sits in the Welsh Higher Education Sector.

Size of Organisation
The School employs 110 staff, comprising of professional services staff, research staff and academics with teaching responsibilities. The School currently has 1750 students; 1200 undergraduates, 500 postgraduates and 50 PhD students. Working from the University’s current fee structure, this gives the School an annual turnover of £15 million.

Products and Services
The School’s products and services centre around the provision of higher education. It has two teaching areas; XXXXXXXXand Criminology, and offers teaching at the level of undergraduate, postgraduate and PhD. There are 16 undergraduate degrees and 14 postgraduate degrees on offer. The School provides a range of services to students as part of their time spent in higher education. These include: events (seminars or conferences), holistic support in the form of a student support team and personal mentors, and also employment advice from dedicated employability officers.

Customer Base
The customer base is of a business to customer nature, with education being provided to students in return for set tuition fees. The School’s customer base is predominantly made up of an 18-25 age range, with an equal mix of male and female students. It has a unique blend of traditional and mature students due to the nature of the education on offer. Part of its provision involves ‘professional courses’ aimed at those already in legal practice. The School benefits from a high number of local police professionals studying Criminology, which has become a requirement for progression to senior roles in local forces. As the undergraduate XXXXXXXXdegrees on offer are ‘qualifying’ in the sense that they provide the recognised qualifications for students to enter into legal practice in the UK, they are not widely recognised outside of the UK, meaning the School doesn’t have a large proportion of international undergraduate students. Although, the postgraduate options are very niche and provide areas of study, which are popular across Europe and beyond, meaning the postgraduate customer base is mostly EU and international students.

Main Competitors
The Schools’ main competitors are based around their geographical positioning, teaching similarities, and tariff, meaning the standard of students they recruit. Due to their close proximity and similar courses, Cardiff, Aberystwyth and Bangor are the School’s main competitors, with fierce rivalry between the Universities. Due to its ability to provide distance learning nationwide, the University of XXXXXXXXis also a strong competitor. As XXXXXXXXis looking to grow its numbers consistently, this places the School in an area with many competitors, which typically include all Universities that take on XXXXXXXXand Criminology undergraduate students at the ABB A-Level tariff and are within a range of 200 miles of XXXXXXXX. The School also places itself against members of the recognised Russell Group, to position itself as a high-quality education provider. Again, due to their prestige and teaching similarities, this would place Bristol, Nottingham, Cambridge and Oxford as
key competitors.

1 (b)
It is important to understand the communication methods available to the School and to use the methods, which will be most effective. E-mail and the staff areas of the website could be useful online methods, with meetings and newsletters being key offline methods.

The staff e-mail system is a fast and free way of sending information to colleagues and requires a small amount of time and effort. E-mails can provide relevant information at each stage of the relaunch. This will keep staff informed and ensure the widespread dissemination of key information at key times. This is a good method of communication as it has a company-wide reach, and using tools, such as MailChimp, these emails can be visually appealing. There are, however, negatives to this method. Due to the sheer level of email that consumers receive (Robbins, 2018) it has become easy to ignore them, especially during busy periods. There is no requirement for colleagues to read the information, which could have a negative effect on read rates. The reliance on using programmes to produce visually appealing emails also means that there is a cost attached.

Staff areas of the website are also a potential forum for information sharing. This is a relatively cheap and easy method of communication, which is available to all staff. The low maintenance required makes this a ‘quick win’ in terms of effort in relation to the potential reach of the information. When combined with an email campaign, viewers can be driven to designated pages, to receive information quickly. Although, the staff areas of the website are now outdated, meaning they are not very visually appealing or inspiring. This method also doesn’t offer any benefits over staff e-mail. If an e-mail campaign is correctly prepared, the information should be concise and easy to read, meaning there’s no need to direct viewers to a page containing duplicated information.

Offline methods are also an easy way to disseminate information to colleagues, who can offer their own thoughts and opinions, and share information with their own teams. Organising regular meetings around the relaunch would offer relevance and structure to the internal activities and would be a good way to engage colleagues from across the University. This could mean involving colleagues, such as the events team, who could provide an exciting relaunch, or the recruitment team, who can assist with recruitment expertise. There are potential negatives associated with staff meetings though. University culture means staff attend many meetings, so could become weary of attending another. There’s also dependence on the colleagues attending to share the information.

Staff newsletters are also a potential communication method. As with emails, they can benefit from using software, such as InDesign, which can be used to make them visually appealing. They are informal and friendly, which could inspire high levels of involvement from colleagues and paper versions could be easily distributed to colleagues on a regular basis. This would be a good method of increasing morale as newsletters could be used to give colleagues a voice in their organisation. As with the staff areas of the website, newsletters would require regular maintenance and need buy-in from colleagues, which would have to be planned well in advance.

In conclusion, e-mails and meetings would be the favourable methods of communication, offering both online and offline channels. E-mails will offer high levels of reader engagement, ensuring information is disseminated to all colleagues. This method would be favourable as it doesn’t require regular maintenance and using cheap and widely available software, they can be professional and engaging, replacing the need for a newsletter or website. Meetings would be the favoured offline method of communicating with colleagues. They are a great way to engage expert colleagues from across the University, ensuring the maximum reach for any campaign. Not only does this benefit the relaunch, as it would maximise its efficiency, it also benefits the University as a whole, as it reduces duplication of work, ultimately cost saving. Colleagues can also be chosen to attend meetings, ensuring that the correct and most senior colleagues possible are engaged with the campaign.
1 (c) 
For a campaign to be successful, it is important to make full use of the skillsets of colleagues. These need to be both personal and practical, to ensure the right people are in the right places, as defined by the 7 Ps of the marketing mix (Booms, B. and Bitner, M. 1981). It will be useful to have colleagues engaged who have great skills in: communication, organisational, design and decision-making.

It is absolutely vital to have good communication skills in any area of marketing, but especially for a relaunch. Information will need to be communicated both internally and externally throughout the campaign, using a variety of methods. From creating internal communications to leading meetings and informal conversations, marketers will need to cover a wide range of options through the campaign. These can be defined as: personal communication, team communication and communication though written word and visual messages.

Personal communication will involve having excellent interpersonal skills to be able to “exchange meaning” (Engel, et al. 1994) and gain the trust and support of colleagues to believe in the success of the relaunch. Team communication will go hand in hand with project management and will ensure that each colleague’s skills are utilised. This will involve engaging teams across the University, to ensure information is spread as widely as possible, earning the support colleagues. There will also be elements of management style in this area of communication as the morale of the team will need to be monitored to ensure the relaunch remains on track and efficient. Communicating through written word will enable the School to gain and retain the interest of the target market. Regular emails will need to be sent to communicate the details of the relaunch and marketing collateral will need to be created to convey clear messages about the product, which will be key in achieving the AIDA function (Strong, 1925). Consistent and engaging visual messaging will be a key part of the relaunch. If a brand extension from the main University brand is to be built, a visually appealing and recognisable appearance will be essential. These messages will need to be relevant to the target market, while remaining professional, as the University reputation will need to be maintained.

When putting the relaunch into practice, colleagues having excellent organisational skills will ensure the campaign runs in an organised and timely manner. Marketers will need to plan activities, create and meet deadlines and ensure the relaunch is kept on schedule. Meeting deadlines, managing the project as a whole and setting goals are all organisational skills that will ensure the relaunch remains on track. Meeting deadlines will involve planning the relaunch efficiently, giving timely targets for different activities and making sure they are met. Managing the project will look at the relaunch from a holistic viewpoint, to ensure each area of the relaunch is given a fair voice and that each colleague involved is engaged to their maximum potential. Setting goals will go hand in hand will the relaunch deadlines and will provide the structure and focus needed.

Marketing is a creative and expressive vocation and, as such, having good design skills can only be advantageous to marketers. The visual messages will create the first impressions and so engaging colleagues with outstanding design skills, or a design agency, will be key to the success of the relaunch. Design can be defined as the creation of engaging visual media, which are suitable for the use intended. For this relaunch, the elements to be designed will include marketing collateral, such as leaflets and prospectuses, and relevant graphics for a variety of uses, from social media to PR use.

Another key skill for the relaunch will be decision-making. There will be no doubt times during the relaunch that difficult decisions will need to be made, so it is essential that colleagues with confidence and experience are able to make such decisions. Every project needs a defined leader and decision-making skills are an essential part of leadership. From deciding what colleagues should be engaged in what activities, to deciding which channels of communication to use. Decision-making
skills will be essential throughout.
2 (a)
The School of XXXXXXXXmay choose to relaunch a course rather than developing a new one for a number of reasons, which would include: budget (cost saving), time constraints and also a relaunch would enable the School to reposition its offering and target a new audience.

The School already has an established academic community, who are all experienced and extremely knowledgeable in their field. This would mean that they could easily transition into teaching on a relaunched course and there wouldn’t be a need to employ new staff as there may be with a new specialist course. There are also existing pathways and relationships in place for existing courses to be marketed, meaning there would be less labour and less cost involved in marketing the course.
The current course is well established and slowly increasing in numbers. This would place the course in the maturity stage of the product life cycle (Vernon, 1966), which gives the perfect opportunity and time for a relaunch, which could look to create a product extension and rejuvenate the existing course. This timing also places the School at an ideal time on the product adoption cycle (George, 1981) as consumers know about the course, with it being a ‘traditional’ university course, so a changing of the course being offered would allow it to be repositioned and target a new set of consumers, with different requirements, who are at an earlier stage on the product adoption cycle.

Launching a new university course involves a long and laborious process, which includes writing proposals, writing modules and engaging teams across the University. New courses need approval at several committees at School and University level. Collectively, this would take hundreds of hours of staff time, which has a significant cost attached. Re-launching a course instead would mean a far simpler process, just needing approval on a School level and would give the marketing team the time to engage students, to create the changes they’d like to see based on their experiences. This would be a positive way of engaging students, which would have a positive effect on student survey results. Engaging students gives marketers the opportunity to benefit from a post-purchase experience element of the customer decision journey (Court et al, 2009), as insights gained from students can be used to improve the relaunch. As well as the ability to engage students, the money saved by relaunching rather than developing a new course could be spent to assess the current offering and engage with agencies to identify and target a new audience, to increase the popularity of the course. Studying Rogers’ Five Factors (Rogers, 1962) would give a key insight into how the School can better drive consumer adoption of the new product on offer. For example, the School could look at the relative advantage of its new product against its competitors and the compatibility of the relaunched product against its current customer base, to ensure the new product’s success.

The new course development and approval process can take a very long time, with the process taking months to complete. If the School wants to make quick changes to its course catalogue, a relaunch of an existing course, with exciting new changes, would be a more efficient way of doing so. With relaunches being a recognised method of refreshing a product, there is also a wealth of existing messaging and communications methods, which can inform any messages. The time saved by relaunching a product over creating an entirely new one, will allow the School to make use of the time saved and review its positioning. This will allow the School to make use of existing models, such as the BCG Matrix (Henderson, 1970), to provide aims for the relaunch. The existing product is placed between the areas of ‘dogs’ and ‘cash cows’, with the aim of the relaunch being to place the product in the cash cow area, with an increased market share.

The University recently relaunched its Education degree, providing a pathway to the Postgraduate Certificate of Education (PGCE), which was not previously possible. The course was also moved to a new College, changing its positioning in the market, with successful results, which the School of XXXXXXXXwould hope to emulate. This success can be attributed to a positive repositioning of the course and also a ‘relative advantage’ created by making key changes to the course.
2 (b)
The branding of the relaunched course will be vital in repositioning the product in a very competitive market. To look at how branding techniques will aid with this, the Brand Pyramid can be used.
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Figure 1: The Brand Pyramid (Mork, 2018)

By using this model effectively, the branding of the new course can be created, in a way that ensures that this extension of the existing XXXXXXXXcorporate brand is consistent with its existing values and attributes. As the course will belong to a School underneath the corporate umbrella of XXXXXXXX University, it will be essential that its branding does not detract from, or contradict, the core values belonging to this brand, but instead adds to them in a new and innovative way. The University has professional values for its staff, which are to ‘work together, be professional and care’. These are bolstered by a mission statement that sees the School and University offer modern and innovative education, with a strong focus on being a world class research institution. The Brand Pyramid can be used, implementing techniques at each stage, which will create the brand as a whole, repositioning it in the market to give it an advantage over the School’s competitors.

Features and Attributes - As part of the relaunch, the structure of an existing course will be reworked in a way that will give students an opportunity to select modules of their own choice, in their third year of study. Not only does this give them the freedom to choose topics that interest them, it allows students to build a specialist undergraduate degree, something which is unique. This differentiation in the core product will instantly offer a competitive advantage and will start the process outlined by DRIP factors (Fill, 2013). At this early stage of developing the brand, it will be key to start to implement an internal communications programme. By keeping colleagues informed of the changing course, and its benefits, colleagues can then become advocates of the brand, especially when it comes to recruitment events, where communicating this differentiation will be crucial. As well as implementing internal communications, it will also be important to engage with the internal PR department and any existing external contacts to begin to communicate the exciting changes to the course to a much wider audience. This could potentially begin to remind potential students of the information they may have heard from us first hand. These below the line techniques will also be a cost-effective way of beginning to build the brand as a new and innovative entity.

Functional Benefits - The features and attributes of this new and unique course will then feed into its
functional benefits. By taking opportunities to meet potential students at external recruitment events and inviting them to attend internal events about the new course, not only can colleagues inform and persuade them, but they can also engage in effective personal selling, utilising the information they have been given as a result of the integrated internal communications mentioned earlier. By running recruitment events and engaging potential students, the correct information can be shared about the new course and the brand can start to be built, utilising the excitement around its relaunch. Colleagues can be welcomed to these events to speak to potential students around their increased employability prospects as a result of the ability to specialise an undergraduate degree, focusing on its functional benefits. For those unable to attend, talks can be recorded using Facebook Live or sent in conversion emails, engaging a wider audience with direct marketing.

Emotional Benefits - If the internal communications activities (emails, blogs, newsletters etc.) are maintained efficiently, this will create a buzz and excitement around the relaunch. If colleagues are engaged in the right way, they can feel empowered to share the information around the new course. When these colleagues then meet potential students, this positivity will be evident and will enhance the offering of the new course even further, providing a warm welcome to the University and easing any worries they may have. This will satisfy the University brand values, as staff will be working together in an inclusive way. Undergraduate student worries often centre around the changes they will encounter - moving away from home, having to find new friends or whether they will enjoy the course. By engaging these students positively, such as by giving them a forum to speak to each other online, colleagues can connect with these students on an emotional level and make them feel part of the new course, the University and the growing brand. At this time, it will be key to emphasise the holistic support that is available on the relaunched course - student mentors will be assigned, and a support team will be on hand, ensuring the ‘customers’ will feel included and supported throughout.

Brand/Product Persona - In order to build the product and brand persona, it will be essential to engage in above the line activities, such as creating video content and advertising the course, its attributes, and benefits, online. By working with creative and advertising agencies, effective content can be created to show the innovative, holistic, inclusive and empowering nature of the brand, defined by the new course offering. By engaging in these activities, a much wider audience can be reached. These activities, when advertised using social media, will also encourage positive sharing and commenting, building a much wider audience and awareness of the brand. Each and every event that involves speaking to current or prospective students needs to be handled with the highest importance, to ensure the brand persona is maintained. Students react better when speaking to other students and will take their opinions more seriously. As such, it will be key to recruit student ambassadors from the new course as soon as this is possible. If passionate students speak about the product, this will have a hugely positive effect and will start the process of ensuring that positive relationships with students are maintained, which will be repeated year on year to ensure students climb the ‘ladder of loyalty’ (Christopher et al, 2002) all the way to becoming advocates and partners, providing an authentic method of communicating the brand’s persona.

Brand Idea - Each of the above-mentioned elements will collectively feed into the brand idea. From communicating the right information and enthusiasm internally, to ensuring students have the best experience and prospects possible as a result of completing the course. If attention is paid to each of the stages, then the essence of the brand will shine through at every opportunity and be maintained consistently, ensuring the corporate image (Abratt & Shee, 1989) is as intended. The benefits of following the Brand Pyramid will be fourfold. Having an innovative offering will fit with the ethos of delivering modern education, ensuring consistency across the product range. The unique nature of the degree will provide competitive differentiation, aiding recruitment, meaning a higher annual turnover. Having increased resource will allow the School to focus on its research outputs, meaning the new brand will go full circle, supporting the University’s brand and aims as a whole.
2 (c)
Background - This campaign will focus on recruiting for the LLB Single Honours XXXXXXXXDegree, offered by the XXXXXXXX. The School offers education in the areas of XXXXXXXXand Criminology, at the level of undergraduate, postgraduate and PhD and has been doing so since the early 1990s. The LLB is a qualifying XXXXXXXXdegree, allowing graduates to enter into the legal profession. It has recently been overhauled, to allow students to choose their own modules in their third year of study, which comprises entirely of elective modules. It is essential to raise awareness of these changes, as they allow students to create a specialised undergraduate degree, something which is an advantage over the School’s competitors. Modifying the degree is a key opportunity in the marketplace as it is now a unique offering and enhances students’ employability prospects. It is expected that this will boost recruitment performance. The School is looking to increase numbers by 10%. The LLB is the School’s top recruiter and has the teaching capacity to cover the extra numbers.

Objectives - The objective is to increase the applications to the relaunched degree. The School has a 2.5% market share in undergraduate XXXXXXXXdegrees in the UK. The School has 1200 undergraduate students, 1000 of which are studying Law, which places the market at a number of 40,000 students. The School looks to increase undergraduate numbers by 10%, meaning an increase of 120 students. The School has a 25% application to conversion ratio, so needs an additional 480 applications.

Target Audience - The target will be prospective undergraduate students, between the ages of 18 & 25. They will be in further education and may be studying cognate disciplines, such as XXXXXXXXA-Level, or the Access to XXXXXXXXcourse, but will not solely be limited to such students. They will be living within a 200-mile radius of XXXXXXXX, as this is the source of the vast majority of the School’s students.

Promise - The Hillary Rodham Clinton School of XXXXXXXXoffers high quality and innovative degrees, dedicated facilities, academics with real-world experience and excellent employability links.

Support for the Promise - The School is ranked in the top 30 in the UK (Guardian, 2018) and the top 200 worldwide (QS, 2018). The Single Honours Degree is innovative in that it offers students the opportunity to shape their own learning, choosing their modules for their third year, which is a unique proposition. The School has state-of-the-art teaching space, with interactive classrooms, designated computer rooms and a mock court room for students to use in their learning. Each of the School’s academics has extensive real-world experience, with every member of teaching staff having worked in the field, with a large number continuing to do so. The School has designated employability officers, who will source work experience and placements for students and will create links for graduate employment. 90% of all XXXXXXXX’s graduates are in full time professional employment within 6 months of graduating.

Key Messages - The campaign will need to be both informative and emotional, with separate ‘Ad Groups’ being created to achieve this. The key messages will be based around providing information on the innovative and unique offering of a specialised undergraduate XXXXXXXXdegree, the excellent teaching on offer and the employment prospects available to students. Prospective applicants will need to be made aware of the emotional benefits also; the level of support available at the XXXXXXXXXXXXXXXXSchool and about how they can become part of an inspiring, innovating, academic community. The aim will be for students to apply to the relaunched degree.

Timing and Parameters - This campaign needs to utilise various online channels, including: social media, targeted email, online advertising and video, to reach the maximum audience possible. With the deadline for applications being the 15th of January, all results need to be delivered by this date.

3 (a)
Throughout the relaunch, it’ll be of utmost importance to monitor and maintain corporate reputation. To do this, it will be important to understand what contributes to the reputation and what can be done do to review, maintain and improve this reputation. As the School and University are national and international bodies, it is logical to concentrate on Passow’s dimensions of national reputation. Reputation is defined by Passow et al. (2005) using the following descriptions:

• Emotional appeal - an organisation’s ‘likeability’ (also defined by Biel, 1998) and how respected 
and trusted it is
• Physical appeal - how attractive an organisation is, in terms of physical evidence and infrastructure
• Financial appeal - the level of security that will be offered to potential partners, stakeholders etc.  
in terms of financial security and potential return on investment
• Leadership appeal - how much trust can be placed in the leader, based on their track record
• Cultural appeal - how the organisation is viewed in terms of diversity and historical esteem
• Social appeal - the level at which the organisation supports good causes and contributes to the 
local and wider community

Emotional appeal - The School currently holds a strong position in terms of ‘likeability’ and trust, which can be evidenced with its status as being the top rated and biggest XXXXXXXXSchool in Wales and by it being in the top 200 in the QS World Rankings (QS, 2018). It will be important to rely on such statistics in the relaunch materials, in order to communicate this emotional appeal to cover the new course and the XXXXXXXXSchool as a whole. These messages can be communicated externally using PR methods, such as news stories around the achievement of such accolades and to celebrate the launch of the new course. As part of maintaining this brand, it will also be key to communicate good news stories internally, using an integrated communications plan. As part of this, news stories can be shared via email or newsletters, to communicate the level of respect internally, ensuring colleagues maintain the reputation by being invested in the emotional appeal of the brand and can feel confident to communicate these messages themselves.

Physical appeal - During the relaunch, the physical appeal will have huge importance on maintaining the corporate brand. The physical evidence that the XXXXXXXXSchool offers, will need to be portrayed in the most positive light possible. This stretches from any marketing collateral used for the relaunch right through to the state-of-the-art facilities available. It’ll be important to maintain these messages in communications received by potential students. The XXXXXXXXSchool is currently seeking to move to an all new, sector leading premises, which new students will have the opportunity to study at. By communicating the development of these premises to staff members, it can be ensured that they have an active interest and can be advocates of the new facilities. This happily coincides with the relaunch of the Single Honours Degree and provides an ideal opportunity to increase the reputation associated with the physical appeal of the XXXXXXXXSchool, repositioning the School as a sector leading institution. A PR drive at the point of the relaunch, highlighting the future move to the new premises, will ensure that the School’s physical appeal is greatly improved. This can coincide with using web 2.0 strategies, such as using engaging social media messages and 3D ‘fly-throughs’ of the new premises, to create engaging communications.

Financial appeal - As mentioned in the organisation summary, the School has extremely attractive financial appeal with a strong balance sheet and annual performance. This is also evidenced in the ability to fund the all new premises that the School intends to move to. As part of the PR drive to celebrate the launch of the new School, it will be key to engage in B2B communications also, as investors will be needed to fund certain parts of the build. Along with a plan to relaunch the School’s key course offering, this will provide an ideal time to invest as the School will go from strength to strength, with the new course and premises giving it the opportunity to increase in size exponentially, offering great return on investment. The simple commitment to build new, sector-leading premises will have a huge effect on the financial appeal of the School and will give great opportunity for PR and internal communications to inform colleagues, stakeholders and investors along each step of the build. With this communications plan, the reputation of the School will no doubt be improved as it continues to develop and strengthen on a huge scale.

Leadership appeal - The School is unique in its leadership appeal. It is currently the only XXXXXXXXSchool in the UK with a practicing queen’s counsel (QC) operating as the Head of School. Not only does this offer legitimacy to the legal education on offer, it also adds a sense of prestige and esteem to the School. When combined with the endorsement of Hillary Rodham Clinton (Newman, 2017), this gives the school a great amount of leadership appeal. By utilising the appeal offered by its leaders; perhaps by the Head of School personally signing communications, or by having quotes from Hillary Clinton used in PR around the relaunch of the degree, the level of leadership appeal can be communicated, ensuring this area of the corporate reputation is maintained at a high level.

Cultural appeal - The School of XXXXXXXXprides itself on its diversity and historical esteem, which contribute to its cultural appeal. Both the staff and students represent a range of backgrounds and cultures, which offer a diverse academic community, with students travelling from all over the world to study at the School. This community has been built over a long period of time, with the School running for nearly 30 years. To maintain the School’s cultural appeal, it will be key to continue to encourage a diverse community of students to study at the School, with international recruitment being a key part of the School’s recruitment activities for the relaunched degree. This ensures we maintain a diverse institution with strong cultural appeal.

Social appeal - Being part of the wider University, the XXXXXXXXSchool is part of various social and community initiatives. The University has ‘green’ commitments, to continually reduce its carbon footprint, and its mission statement involves using local suppliers, in turn contributing to the local community. The XXXXXXXXSchool is committed to these aims. The School, however, does contribute with its own initiatives, such as the XXXXXXXXClinic. This is a clinic that offers free legal advice, under supervision, from undergraduate XXXXXXXXstudents. Students on the relaunched single honours degree will have the opportunity to offer advice at the clinic, in turn contributing to the School’s social appeal. Initiatives like this will be a key part of the communications around the relaunched course, contributing to the social appeal and reputation as a whole.

In conclusion, it is important to continue implementing these various initiatives and to maintain and improve on the School’s, and wider University’s current reputation building activities. Along with maintaining an integrated internal and external communications plan, the School’s corporate reputation can be maintained and over time increased in line with the relaunch of the new course and future movement to the School’s new facilities.












3 (b)
1.0 Introduction
This is an integrated marketing communications plan for the relaunch of the LLB Single Honours XXXXXXXXDegree at the Hillary Rodham Clinton School of XXXXXXXXin XXXXXXXX University, using Fill’s Marketing Communications Framework (Fill, 2017). This plan will be aimed at potential new students who may study the relaunched degree and the internal communications will address the staff at the School, who are the distributors of the degree, as they will have firsthand contact with potential students.

2.0 Context Analysis
2.1 Business Context 
For the purposes of this task, the business context will be split into the following four sections: The Marketplace, Competition Analysis, The Supply Chain and The Intermediaries.

The Marketplace - The School of XXXXXXXXat XXXXXXXXis in the Welsh Higher Education Institution (HEI) Sector. The School provides higher education in the form of XXXXXXXXand Criminology undergraduate degrees, postgraduate degrees and PhDs. The Welsh HEI sector is a well-established market, with institutions like XXXXXXXXbeing in business for nearly 100 years. The industry is cyclical by nature, with a very defined calendar built around key events, such as the UCAS application system. As such, activities can be very similar year on year, as a fresh new cohort of students reach the University age. The number of students available for higher education is set to decline in the coming years, with numbers decreasing nationally. Although, XXXXXXXXas a subject area is bucking this trend, due to its position as a ‘traditional’ university subject, the market is still growing.

Competition Analysis - Due to the similarities in tariff, size, similarity and prestige of teaching, the School has several competitors. These are Cardiff, Aberystwyth, Bangor, the University of Law, Bristol, Nottingham, Cambridge and Oxford. Each of these institutions offer competition in unique ways, but these can be defined as prestige, reputation, location, size, and the ability to offer different opportunities, such as distance learning. Their marketing strategies will be similar, due to the structured nature of the sector, although they will concentrate on unique USPs, such as the ability to offer teaching online. These institutions have weaknesses, which include their facilities available, which are not as expansive as those at XXXXXXXX. Also, they are not offering the unique options that XXXXXXXXhas, such as this newly restructured degree. The main competitors, in terms of geographical proximity, do not have the status of being the largest and best ranked XXXXXXXXSchool in Wales, which is a title which the School must maintain. The reaction of these competitors will need to be monitored as they may look to offer similar degrees in the near future.

The Supply Chain - As all students apply through UCAS. This is the only supply chain, in terms of undergraduate students for the School. Recruitment activities will be key in differentiating the School of XXXXXXXXfrom the competition, in order to convince students to apply through this channel.

The Intermediaries - As mentioned above, all students apply through UCAS and as such the School has no intermediaries, which could offer customers. This will be key later on in this plan, as there will be no push factors to be considered.

2.2 Customer Context
The customers for this relaunched degree will be individuals looking for a qualifying XXXXXXXXdegree. They will apply because of the location, the standard of teaching on offer, the facilities, the prestige of the School and the employment opportunities that will arise from their education. Due to the defined structure of the systems in place, all purchases will be made through UCAS. As there are very few touch points to meet customers, it will be key to make the most of all activities, to ensure prospective students receive the right information at the right time. Due to the expense involved, students’ decisions to study at XXXXXXXX will be viewed as high involvement, complex purchase decisions, which require serious thought and research. Considering customer buying roles, students studying this relaunched degree are likely to be deciders, buyers and end users. The typical customer for this degree is likely to be an individual in the 18-25 age range and could be male or female. They are likely to be UK nationals or residents as the degree allows students to enter into a legal career in the UK. They are likely to live within 200 miles of the University and will have an interest in Law, and may well have studied this at A-Level. Due to their age, they are likely to be unemployed, or in part-time employment, and will pay for the degree through student finance. There are likely to be expectations around the course, due to the cost, so it will be key to reinforce positive messages to monitor customer attitudes. The decision to study at University can be viewed as high risk, so it will be key to show customers that their choice has led to a positive experience.

2.3 Internal Context
The School has 110 staff members, which include professional services staff, researchers and academics with teaching responsibilities. The School’s only supplier of students for undergraduate students is UCAS, with all applications being directed through this system. Although, as students come from further education institutions, its key to maintain relationships with these providers. The school is managed by a 3-man management team, with the Head of School being a practising Queen’s Counsel (QC). The School employs the services of several agencies, for services including PR and design. These positive working relationships are maintained by the marketing team. There are several pressure groups to consider, including local media, who can report sensationalist stories. The local community can apply pressure against the expansion of the University. Charities and organisations also need to be considered, as they can create campaigns, which require reaction, such as the topical issues around plastic use. There is a thriving academic community at the School, which offers leading education. It will soon be moving to new sector-leading premises. The School has weaknesses to consider; there is currently no formal internal communications structure to speak of and no formal marketing information system to support marketing colleagues.

2.4 External Context
The external context can best be represented by looking at the STEEPLE factors, which affect the School, which are represented in the following table:

[image: ]Figure 2: STEEPLE Factors
It is important to have a ‘heads up’ attitude to the marketing of the relaunched degree and as such the micro environmental factors need to be considered also. The School’s customers and suppliers will need to be consulted during activities to gauge their opinions of the School and its behaviours.

3.0 Promotional Goals and Positioning
3.1 Corporate Goals
· Maintain position as the largest and highest ranked XXXXXXXXSchool in Wales for at least a year.

3.2 Marketing Goals
· To increase the number of undergraduate XXXXXXXXstudents by 10 percent over the next three
    years. This will mean that numbers will need to increase by 100.
· To increase the number of recruitment fairs and events attended by 50% by the next
    recruitment cycle, raising the number of events attended from 20 to 30.
                              
3.3 Communications Goals
· To implement an internal communications structure, committing to at least one internal
    communication initiative each month.
· To increase the percentage of awareness in the target market by 10% over the next year.
           Metrics will be measured against views and reads on all previous year’s marketing activity.
· To implement a communications plan to promote the development of the new building and 
    facilities, with ‘conversion’ emails to be spend to prospective students.
 
3.4 Positioning
It will be key to monitor the School’s positioning throughout the relaunch. The School aims to be increase its numbers by offering high class education and remaining as a high-ranked institution. Performance can be monitored using positioning diagrams, such as the following:

Figure 3: Positioning against competitors
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In order to promote the positioning of the XXXXXXXXSchool, it’s also key to have a positioning statement. The following statement encompasses the key elements that the XXXXXXXXSchool is currently working towards. “A leading XXXXXXXXSchool offering high class, innovative education.”

4.0 Promotional Strategy
The School operates on a B2C basis. As such the following strategies are appropriate.

4.1 Push strategies
As push strategies are intermediary focused, these are not suitable for the School. The School doesn’t have any intermediaries, as all applications are channeled through UCAS.

4.2 Pull strategies
Pull strategies are consumer led, so it will be important to employ customer-focused activities, in order to raise awareness and desirability around the School’s offering. ATL strategies, such as advertising, will be vital in achieving this.

4.3 Profile strategies
If the profile of the School is to be raised, perceptions need to be positively influence in a way that has a positive effect on the corporate goal outlined above. The School currently has a strong profile, which will need to be maintained and improved.

5.0 Co-ordinated Communications Mix
5.1 Schedule
The School operates on a historical marketing spend of £100,000 per annum. Undergraduate XXXXXXXXdegrees currently contribute £9million of the School’s £15million annual turnover (approximately 60%), meaning 60% of the budget should be dedicated to the relaunched undergraduate XXXXXXXXdegree. A spend of £60,000 needs to be dedicated to the activities outlined in this plan.

The following schedule will be implemented, in order to maximise the potential of the newly relaunched LLB Single Honours Degree:

Figure 4: Communications Schedule
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5.2 Resources
The communications mix will be implemented to follow the schedule outlined above. The majority of tasks can be completed by the School’s marketing and recruitment team, with limited support needed from the academic support teams. The marketing and recruitment team consists of 4 full-time colleagues, who can schedule their workload around this campaign, to fully commit themselves to the tasks outlined. The team are creative by nature, so will be able to create many of the items in house, such as the marketing collateral and digital graphics. The marketing and recruitment manager will oversee the activities, taking control of the campaign and delegating work where needed. The team are well resourced and already have all the equipment needed in order to complete their roles fully. The team have a full suite of PCs, with Adobe Creative Cloud design software, and have a collection of camera and video equipment, which can be used to support the planned activities. As outlined above, the spend for this campaign, based on historical spends, needs to be £60,000 to successfully relaunch the degree. The campaign will follow the above schedule as closely as possible, with activities centred around key times in the year. It will be best to incorporate a pulsing spend throughout the year, with a focus on the launch, then around the time of summer recruitment events and again towards the UCAS deadline at the end of the year.

6.0 Control & Evaluation
6.1 Control
Throughout the activities outlined above, it will be extremely important to implement a culture of reviewing the marketing activities and their success. By doing this, changes can be made efficiently, to maximise the success of the campaign. Colleagues will need to meet on a monthly basis, to keep informed of the campaign’s progress. These meetings will be in the School of Law, to give colleagues the best opportunity to attend. The marketing and recruitment team will need to attend, along with the heads of the School, academics who teach on the relaunched degree, and, where possible, a student representative should attend, to give a student viewpoint on the activities and an insight into the positioning of the School from a customer perspective. During these meetings, recruitment colleagues can report on recruitment performance against last year’s figures. Marketing colleagues can look at the marketing campaign and whether targets and objectives are being met and the heads of School, who are the budget holders, can review the spend against the School’s objectives.
After these meetings, minutes can be written up and suitable messages can be distributed to all colleagues as part of the monthly internal communications outline in the activity schedule above.

6.2 Evaluation
To give the campaign the maximum of success, activities and results will have to be consistently and thoroughly measured and evaluated, in the following areas:

Marketing - The number of students recruited, and the degree’s market share will be monitored.
Advertising - This will be measured in terms of awareness in the target market and the number of enquiries captured on the CRM system at various different events.
Public Relations - The PR can be monitored by viewing the amount of reads each story receives.
Direct Marketing - By using bespoke links for campaigns, the response rates to direct marketing can be monitored. E-mails can be monitored with read rates, click through rates and conversion rates.
Social Media - Social Media campaigns can be evaluated on their interactions and impressions.
Sales Programme - If the number of ‘sales activities’ are going to be increased, it will be key to monitor the number of sales per person at events, in order to find the cost of each sale.

By monitoring these areas effectively, the School can build a strong picture of how the integrated activities are performing and by surveying customers, the consistency of messages and the School’s positioning can be reviewed. It will be important to keep a horizon scanning outlook, to review the competitor activities throughout the campaign and keep a proactive rather than reactive attitude.
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