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Executive Summary
This report is an audit of the effectiveness of the current marketing of the Travel & Tourism course at Coleg Sir Gar. The report will include the aims and objectives of the report, the research methods used for the report, primary and secondary research, a SWOT analysis of the current marketing of the course, conclusion and recommendations for the client. 
Through primary research, it was discovered that the current marketing of the Travel & Tourism course is working currently using social media, brochures and the Coleg Sir Gar website. However, there is scope for improvement with the current marketing. Through primary research, a questionnaire was conducted to the students of the Travel & Tourism course at Coleg Sir Gar. From the results, it has shown that students found out about the course mainly through the Coleg Sir Gar website. Through the results of the questionnaires, students did not tick the open days box which shows the open days are not as effective as originally thought. Three students out of the current twenty-four who answered the questionnaire said they attended an open day with the reasons varying from not knowing about the open days to applying too late for the course and no open day dates happened when the student applied. When students were asked how open days could be improved was primarily to advertise the event better on social media, local newspapers and local radio.  At the time of writing the report, the Travel & Tourism department had a Twitter page, however, has since been deleted. This leads into the next question of were students linked to any of the Travel & Tourism social media channels. From the responses, only one student was connected to the Twitter page, while nineteen students were connected to the Instagram page and all twenty-four students were connected to the Facebook page. When asked to rate these social media channels, students felt overall the channels were good. When asked what students would like to see on the social media channels, students suggested is to create a YouTube channels for the course to help promote the course to the public and the courses Instagram needed consistent updating. Finally on the topic of social media, the question was asked how could the Travel & Tourism course market themselves better on social media, with students suggesting the pages become more interactive, showing the public more videos and photos of what the students are getting up to, creating more events that are promoted through social media channels so the public audience can see. The final question of the questionnaire asked students do they feel the current marketing of the Travel & Tourism course be improved and if so how could it be improved. From student feedback, it was suggested for the Travel & Tourism department to target schools by visiting and promoting in non-sixth form schools due to political reasons, showing off the opportunity’s students have during and after they finish the course. 
As part of the primary research, an interview was conducted by the consultant with the client to get their opinion on some of the findings from the questionnaire. From this interview, it was discovered digitalising the course brochure was a very popular idea to incorporate a technological side to the brochures, thus creating a wider reach for the public to see the brochures. The second question of the interview, the client explains they are not in full control over the open days. However, to counteract this the Pibwrlwyd campus has created Pib on Tour which used a pop-up shop to promote the courses on offer at the campus to the public. Footfall was low for this event, however, was the first time being run. When asked about the Twitter page, it was explained the page was created by a level two student for a marketing module, so the page was not promoted to students as it became inactive. When asked about promoting the course through YouTube, this idea was received well although this idea can’t come to fruition yet due to time constraints. The final question was about targeting schools. The client answered that the college was restricted to non-sixth form schools as the schools want to keep hold of their students from year 11 to year 12. Extending the colleges reach into Pembrokeshire becomes political due to Coleg Sir Gar being based in Carmarthenshire and would be competing with Pembroke College. 
Through secondary research, it was discovered that the Coleg Sir Gar Website was easy to navigate and find information about the course. Open days hosted by the college were displayed on the website with only two dates during 2019 which does not give students enough time to view courses especially if they are late applying. The Travel & Tourism social media channels were very well displayed, although were not being updated consistently enough. Course brochures went into a lot of detail about each course bilingually. Finally, statistics from an anonymous college were obtained on numbers enrolled on their Travel & Tourism course with 57 enrolled in total as opposed to Coleg Sir Gars 35. 
SWOT analysis was undertaking on the current marketing of the Travel & Tourism course with the strengths that were identified being the course had consistent numbers enrolling year on year. Future students were engaging with some of the current marketing but not all. College brochure was full of information about the course. Weaknesses that were identified was the department were not making use of all social media platforms. Future students were not attending open days and open days need to become more engaging with activities for future students to get involved with. Opportunities that were identified were to make use of different social media platforms, such as Twitter, YouTube and Snapchat and to increase open day dates to allow late students to view the course before applying. Finally, some threats that were identified were the competitors of other colleges offering the same course and finally marketing down Pembrokeshire can cause political backlash. 
Recommendations that are put forward in the report are making use of other social media platforms such as YouTube, Twitter and Snapchat to promote the course and using those social media platforms as department ran through the tutors and potentially having students use the accounts as well. Digitalising the college brochures to extend the reach and get the brochures out to more members of the public to see using a QR code situated on the front, this way digitalising the brochures would lead to consistent updating of new information that can be easily distributed to the public as brochures have a certain shelf life before they are classed as out of date. Finally, increasing the marketing of open days by promoting through social media and local advertisements such as newspapers and radio. Increasing the days of open days and extending on the Pib on Tour idea created by Pibwrlwyd staff to market courses in the campus every month to attract public interest. 
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1.0 Introduction
This project is to audit the effectiveness of the current marketing of the Travel & Tourism course at Coleg Sir Gar’s Pibwrlwyd Campus. This report will take into consideration primary and secondary research to create some insight to the current marketing of the course from a student’s point of view through questionnaires that have been created specifically for the project and the Travel & Tourism departments through a semi-structured interview. Aims and objectives of the report, research methods that were used to produce the data and will feed into an analysis which will discuss the final answer from the findings in this report. Recommendations based on research on how the current marketing can be improved will be provided with the aim of the recommendations to help attract more students to enrol on the course and improve enrolment numbers to the course. 
2.0 Aims & Objectives 
[bookmark: _Hlk8654208]The primary aim of the report is to audit the effectiveness of the current marketing of the Travel & Tourism course at Coleg Sir Gar. As part of the objectives for this report is to review the current marketing of the Travel & Tourism course from brochures, online presence and open days run by the college. Identifying other higher education establishments that offer Travel & Tourism as a subject, and if enrolment numbers at other higher education establishments are higher compared to Coleg Sir Gar Travel & Tourism course. To provide recommendations based on primary and secondary research on how the Coleg Sir Gar Travel & Tourism department could market the course to improve number of enrolments to the course for the future. 
When comparing these objectives from the Project Initiation Document (PID), its apparent that the aims and objectives were met for the consultant. The primary data that was obtained reflected on the aim of the project and that there is a variety of way the course can be improved from a marketing perspective. Through secondary research about other colleges enrolment numbers compared to Coleg Sir Gar this objective was met and some data has been obtained on this. As can be viewed further in the report, based on primary and secondary research, some valid and strategic recommendations will be created that the client can implement. 

3.0 Methodology 
Throughout the project, both quantitative and qualitative research was used. As part of the primary research that was conducted, a questionnaire (appendix 1) that was administered by the consultant was given to 24 students of the Travel & Tourism course. This provided the consultant with primary data that could be used to create strategic recommendations based on the primary research given and secondary research conducted by the consultant. However, when questionnaires were conducted was before the end of term for the college, thus responses were lower than expected and out of 35 potential students, 11 students did not complete the questionnaire due to various reasoning.  Once questionnaires were completed and analysed, an interview was conducted with the client (Gareth Harvey) to gain the clients view of some of the responses from the questionnaires. (appendix 7). 
[bookmark: _Hlk8642012]Secondary research will be conducted with a review of the Coleg Sir Gar website, current open day offerings, social media for the Travel & Tourism course, Travel & Tourism course brochures and finally, a comparison of enrolment numbers on the Travel & Tourism course compared to another college’s enrolment numbers. 
4.0 Primary Research 
As part of the primary research undertaken for this project, a questionnaire was created in the aim of discovering what the current students of Coleg Sir Gar’s Travel & Tourism course felt about the current marketing of the course. (appendix 1) The questionnaires that were handed out to the students explained that the results would remain anonymous and information would be strictly used as research for this report. As part of the questionnaire, graphs have been created to display this information which can be found from appendix 2 through 6. Out of 35 potential students, 24 students took part in the questionnaire and turned out to be a higher ratio than first anticipated. 
To begin, the first question of the questionnaire was a simple what course level the respondents were from. As previously explained, 24 students made up the primary research for this project with four students from the level one course, ten from the level two course, five from level three year one and five from level three year two. 
Question 2 (appendix 2) explains how students found out about the Travel & Tourism course. This was a multiple-choice question with some students picking multiple ways that they found out about the course and shows that none of the students found out about the course through open days, however, another question in the questionnaire directly asks did students attend open days prior to enrolling to the course and numbers were a little higher but lower than anticipated. As shown in the chart, it explains that students found out about the course through social media (Facebook and Instagram), word of mouth, Coleg Sir Gar website, course tutors, course brochures and other. The students who ticked the other box were asked to explain what other ways they found out about the course and through these respondents, it appears that most students found out about the Travel & Tourism course through studying the course at GCSE level in Secondary School. 
Question 3 of the questionnaire (appendix 3) explains did students attend an open day prior to applying for the course. From the findings, it appears that 3 students out of 24 who were asked attended an open day prior to applying for the course and 21 did not attend an open day. This shows students are not engaging with open days for a variety of reasons which will be explained. Extending on this question, students were asked what they enjoyed about the open day if they attended. From this question, students explained they enjoyed the tutor’s enthusiasm about the course, learning about the opportunities that the course has to offer and finally the information about what the course has to offer depending on the level and the activities/trips the students get to go on. The students who did not attend an open day were asked to explain if they did not attend, what was the reason. It became apparent that students didn’t know when the open days were taking place or was taking place at an inconvenient time, which can become a big issue with attendance numbers. Some students explained they were too late applying to the course, and there was not any open days before they applied for the course. Other students explained that they were in school or other colleges and enjoyed the course and knew what to expect at college level, so did not feel the need to attend an open day. 
The next question in the questionnaire asked students to explain how the Travel & Tourism course open days could be improved from their point of view. From the responses, it has been explained the open days could be advertised better, especially on social media or using posters to help attract public interest. They thought the open days needed to be more interactive with activities that students could participate in to attract interest at open days. Tutors could discuss what jobs students can go in to upon completion of the course as students stated not many people knew about the course and what students could do after finishing the course. An idea was brought up to bring past students along to open days so they can talk to students that are applying to explain the course from a student’s point of view, or to bring students from all current levels to speak with students looking to enrol. 
Question five from the questionnaire (appendix 4) asked students were they linked to any of the Travel & Tourism social media channels, if they are what, social media channels are they connected to. The results from this shows all students are connected to the Facebook Travel & Tourism page, 19 students are connected to the newly created Instagram page and only 1 student was connected to the Travel & Tourism Twitter page. However, from an interview with the client Gareth Harvey there was a few problems with courses Twitter page which will be explained further in the report. 
The next question asked students how they would rate the Travel & Tourism’s social media channels on a scale of one to five with one being very bad and five being very good. From these results, six students felt the social media channels were average, thirteen felt it was good and finally six thought the social media channels were very good. This shows from a student’s point of view that the current social media channels are performing well for students and they like the idea of having social media platforms for the course.
Following on from the previous question, students were asked what they would like to see on Coleg Sir Gar’s Travel & Tourism channels. The general feedback from this is students have suggested creating a YouTube channel for the course that the public can view, and students and tutors could upload videos. This could be videos about the course, what trips student go on throughout the year. With this idea, students felt making including funny or interesting about the course would be ideal. Also, students felt that the Travel & Tourism Instagram channel needs to become more utilised and updated more consistently. 
Keeping with the theme of social media, question eight asked students how the Travel & Tourism course market could themselves better on social media. Again, student felt that the social media channels should be more interactive. Should be showing more photos and videos of trips to show the public what the course is about while also showing off students work to give a sample to potential student enrolling what the work would be like. getting more student engagement by having students uploading their own photos and videos. Although this is being done already through the private Facebook Travel & Tourism page, this could be implemented for the public course page as a form of marketing from a student’s point of view. Creating more events that the public can come to and promoting them through social media. Having more social media channels such as YouTube, Snapchat, LinkedIn as an example. Some student feel that the course should not be just promoting through social media, brochures and the Coleg Sir Gar website, but promoting the course through local outlets such as newspapers and local radio. Although, this is currently being done to promote the college as a whole and not directly promoting courses. This shows that potentially the marketing being done from the college is not reaching the target audience it was intended for. 
Finally, the final question of the questionnaire asked students do they think the current marketing for the Travel & Tourism course be improved overall. (appendix 6) From the questionnaires, the responses were fourteen felt the current marketing for the course did not need to be improved, whereas, ten students felt the current marketing could be improved. Following on from this question, students were asked to explain how the current marketing could be improved. The responses from this were videos should be incorporated to help promote the course. Aiming for a bigger target market by visiting more schools. This answer will be discussed further in the report due to political reasons. Advertising the course showing what students could be doing after they finish the course. This links in with a few other responses of student’s public knowledge that not many people know much about what the course entails and what the student can get out of it in the end. 
As part of the primary research, an interview was conducted by the consultant with the client Gareth Harvey to get a view of some of the responses from the questionnaire. (appendix 7) The first question that was asked during the interview was do you think digitalising the course brochure would be a potential idea with the client very open to the idea. The client felt it would help extend the reach of the brochure and to have the physical copy of the brochures making use of QR codes so students can view it on their phones or online. The second question was should information about open days be more publicised to the public. The answer to this was it does not go through the Tourism department. However, to counteract this the Pibwrlwyd campus created the idea of Pib on tour and using a pop-up shop in Carmarthen to host the event promoting the courses on the campus. The aim is to use this is as a marketing tool and creating more days for the event to happen. The next question asked was the Twitter account being promoted to students. The answer to this was the Twitter page was being run by a year two student who was doing a marketing module, so the page was not being utilised after they finished that module. Question four of the interview asked do you think a YouTube channel would help promote the course. The answer to the question was YouTube could be a potential idea to utilise as it is the biggest search engine for videos. Question five asked do you think students should be engaging more with the social media channels that the department offer. The client answered by stating the engagement that students have is led by the content and freshness of it. The idea of using Snapchat as a way of engaging student and the public is an idea and would encourage posting on the app due to posts disappearing after 24 hours. However, due to time constraints this may not be viable currently. The final question of the interview asked the client do you feel that schools are being targeted enough. The answer to this was the college could only attend schools that do not offer a sixth form option due to competition from the school and college. Extending the reach into Pembrokeshire for the college would be ideal, however, due to political reasons Coleg Sir Gar are not allowed to market in Pembrokeshire due to colleges in the area. 
4.1 Secondary Research
Secondary research was conducted in support of the primary research data to gain an understanding of the current marketing of the course and how it is currently being marketed to the public. The Coleg Sir Gar website which offers future students an online resource to find information about courses they could enrol on. Regarding Travel & Tourism’s section on the website, the page is easy to access, and students can view each level of the course individually with information detailed about the course and entry requirements clearly displayed. (Coleg Sir Gar, 2019) 
Open days which are hosted by Coleg Sir Gar’s marketing tea. Through the Coleg Sir Gar website it shows there are five open days during the academic year with the open days only running for two hours or three hours. Based upon primary research, it becomes apparent why students do not attend open days. For example, in 2019 there was an open day 12th February 2019 and 4th July 2019. This is a large gap between open days and needs to rectified by hosting an open day in potentially August for students who may be late applying to the course or could not make it to the previous open days. (Coleg Sir Gar, 2019) 
Coleg Sir Gar’s social media presence as suggest from the primary research is very good as its being run by the department of the course who are posting updates as frequently as they can. The Facebook page does show potential students who are planning to join the course a taste of what to expect and the activities that students are doing as part of the course. From observations of the social media channels, the Travel & Tourism Facebook page isn’t being updated enough and is being only being updated every other day or week with some days not having new posts about the course (Coleg Sir Gar T&T Facebook, 2019). As previously explained, there was a Twitter page created for Coleg Sir Gar Travel & Tourism, however, at the time of writing the report, the Twitter page has been deleted. The Coleg Sir Gar Travel & Tourism Instagram page is being updated consistently in a similar manner the Facebook page is being updated with posts of what students have been doing through the course, however, similar critique the page could be updated more frequently with more pictures that should be added showing the public what students are doing in lectures and typical activities when students are on campus. (Coleg Sir Gar T&T Instagram, 2019)
Brochures for the Travel & Tourism course offer a lot of detail about what the course entail with the option to read the brochures in Welsh and English with the same information as the English translation information about the course and the pathways that students can take. The brochure does also detail a few opportunities that students can get involved with during the course, however, is very limited and should be focused on more opportunities that students can get involved with during the course. (Coleg Sir Gar course booklet, 2018) 
For political reasons, the statistics obtained from a different college will remain anonymous. The college in question offers a Travel & Tourism course with enrolment numbers for level two at ten students enrolled, level three year one with twenty-five students enrolled and level three year 2 have twenty-two students enrolled. when researching, it becomes apparent that other colleges do not have public record of enrolment figures to the colleges Travel & Tourism courses or they do not offer a Travel & Tourism course at the college. As can be seen from the enrolment numbers, Coleg Sir Gar Travel & Tourism enrolment numbers are lower, however, this could be partly due to Coleg Sir Gar’s Pibwrlwyd campus being based on the outskirts of Carmarthen. 
4.2 SWOT
A SWOT analysis has been prepared for the report and as can be seen from the table (Appendix 8) the strengths that have been identified is the course is generating a consistent number of students enrolling on the course each year. From primary research, it is clear to see that students are engaging with the marketing, however, not to the level of satisfaction by the Travel & Tourism department. The college brochures are full of information that future students can read prior to applying for the course to gain an insight to what they will be doing during the course. 
Weaknesses that have been identified for the current marketing of the course is the use of social media platforms are existent, however, are not being utilised. Regarding the open days, students who attended engaged well with the open days according to the primary research. However, there is still many students who apply for the course who do not attend an open day. A way to counteract this is open days need to become more engaging for students with activities about the course to get them in the mindset. 
Opportunities for the current marketing is to begin making use of all social media platforms, for example YouTube, Twitter, Snapchat, LinkedIn and more. An opportunity to increase footfall for open days would be to increase the dates of the open days to allow late students applying for the course to get information about the course as students who attended the previous open days had. 
Threats of the current marketing is the College’s competitors, such as different colleges in South Wales offering the same or a similar Travel & Tourism course. Finally, when marketing the course can’t be done in Pembrokeshire due to political reasons as Coleg Sir Gar is primarily based in Carmarthenshire and markets to that segment of South Wales. 
5.0 Conclusions 
In conclusion, it appears that the current marketing of the Travel & Tourism course has been working to attract students to the course, However, there is a scope for improvement. The aim of the project is to audit the effectiveness of the current marketing of the Travel & Tourism course at Coleg Sir Gar. The objectives of this project were to review the current marketing of the course through brochures, online presence such as social media and the Coleg Sir Gar website and open days run by the college. Identifying other higher education establishments that offer Travel & Tourism as a subject, and if enrolment numbers at other higher education establishments are higher compared to Travel & Tourism course. Finally, to provide recommendations based on primary and secondary research on how the Coleg Sir Gar Travel & Tourism department could market the course to improve number of enrolments to the course for the future.
Through primary research, it was identified that students felt that the current marketing of the course was good, however could do with a few improvements. Through primary research, graphs on how students found out about the course, did students attend an open day prior to enrolling on the course, are students linked to all Travel & Tourism social media channels, how students rated the social media channels, and finally if students felt the current marketing of the course could be improved. Through these observations, it’s become clear open days need a big improvement due to low footfall numbers, especially for the tourism students that are currently on the course who did not attend. This can be achieved by putting more dates on for open days for students who are late enrolling or could not make the dates previously listed. Extending on the idea of Pib on Tour by doing more dates at the same pop-up shop as it previously took place in Carmarthen. Potentially extending to doing the event every month leading up to August/September until the next academic year starts to give late students information about the course who don’t know whether to join college yet or not. Increasing the marketing of the open days. Although this may not be achievable from the Travel & Tourism department, this could be an idea to put forward to the marketing team at Coleg Sir Gar. Through primary research, it was discovered that not many students read the course brochures about the course before enrolling. As part of the recommendations, the idea was to create a digitalised version of the college brochure where students can scan a QR code at the front of the physical copies to view the brochure online. This in turn would help increase the reach of the brochures to the right demographics and would be easy for the client to amend and keep the brochure up to date if needed. Social media presence of the course is existent, however is only limited to Facebook and Instagram. At the start of the project, the course did have a Twitter page, however, has been deleted at the time of writing the report. Increasing social media presence is a recommendation for the department as through primary research, it has been identified that students felt increasing social media presence to YouTube would help increase the promotion of the course. From the consultants point of view to help promote the course would be for the department to introduce a Snapchat account promoting the course as it would encourage the department to consistently promote the course as Snapchat updates only last 24 hours and for the team to run a Twitter page to keep up with current social trends amongst the 16 -18 age group. 
Through secondary research, it was identified as previously mentioned that social media channels were not being updated consistently and there is a scope for improvement. Brochures offered detailed and bilingual information about the course that was not viewed on the college website. It was also identified that enrolment numbers are a little bit lower than other colleges. For example, a college which will remain anonymous has 57 students enrolled across three different year groups and Coleg Sir Gars Travel & Tourism course has 35 students enrolled. A SWOT analysis was undertaken to identify the strengths, weaknesses, opportunities and threats of the current marketing of the course.
6.0 Recommendations 
The first recommendation would be for the department to start making use of other social media platforms such as YouTube, Twitter and Snapchat. Due to the high volume of students from primary research stating YouTube should be used to promote the college and the client especially fond of the idea. The idea of YouTube could be to create a video that promotes the course that shows off what students do all year around. Feeding into this would be making use of a Snapchat page for the course where students or staff could post what students are doing, especially being beneficial on educational visits that the public can view. Although Snapchat posts only last 24 hours, this could prove beneficial in enticing the staff to consistently update the page and would also be beneficial in promoting open days as public who view the videos can see what happens as a way of attracting footfall at open days. 
The second recommendation would be to make use of a department ran Twitter account which could be ran in a similar way to the Facebook page and update the public on what students and staff are doing throughout the year. This would help appeal to the current demographics the department is marketing towards as lots of current students are making use of Twitter and Snapchat and engage with these social media platforms. 
The third recommendation would be to create a digitalised brochure. The brochure would be first printed as paperback copies with a QR code printed at the front of the brochure where students have the option to read a downloadable copy of it that can be viewed on their phones or on computer. This is especially needed in terms of extending the reach of the course as through primary research, it has been explained by students that public knowledge of the course and what it entails is non-existent, this would be a way to give public knowledge of the course through a constantly updated brochure. 
Finally, the last recommendation would be to increase the amount of open days there is during the academic year. From both primary and secondary research, it becomes apparent that students are not engaging with open days primarily due to not knowing when the open days are, applying late for the course and being away during the dates. Increasing the dates, such as having dates in August while students are on Summer holidays could potentially increase the amount of footfall at these events. Extending on the idea of Pib on Tour that was created by the Pibwrlwyd staff, making the event more frequent, for example hosting every month leading up to the start of the academic year. Again, like the open days would be beneficial for students who can’t make the open days or for students who apply late to the course to get the required information they need. The idea for Pib on Tour and open days could be to include past students who explain the course from their point of view and where the course has led them to such as work or University, or having current students from each level of the course to provide an insight to the course from their point of view.
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Appendix 8
	Strengths 
· Consistent numbers of students enrolling on the course year on year
· Future students are engaging with some of the marketing 
· College brochure is full of information that future students can find out about the course 
	Weaknesses
· Not making use of all social media platforms
· Future students are not attending open days
· Open days need to become more engaging

	Opportunities 
· To make use of social media platforms such as Twitter, YouTube, Snapchat
· Increasing the open day dates to allow late students to view the course
	Threats
· Competitors, for example other colleges offering the same course
· Marketing the course in Pembrokeshire to bring in new students could become political
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Q2 - How did you find out about the Travel & Tourism course?
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Q3 - Did you attend an open day prior to applying for the course? 	Yes	No	3	21	

Q5 - Are you linked to any of the Travel & Tourism social media channels?

Series 1	Instagram	Twitter	Facebook	19	1	24	



Q6 - How would you rate the Travel & Tourism's social media chanels on a scale from 1 to 5?

Series 1	Very Bad	Bad	Average	Good	Very Good	0	0	6	13	6	



Q9 - Do you think the current marketing for the Travel & Tourism course could be improved?

Series 1	Yes	No	10	14	



2

image3.png
AutoSave

Patrick Connery [

f‘ % | [catibri Body) NI
MDED BIU-axx A

B O NV N SRR |

Clipboard 1 Font &

A |12

Paragraph 5 styes Voice

Q. From the questionnsies, s becoms apparent that not many students engaged withth course
brochures. Do you hink digtalsig the brochure would extend your each?

Y65, extending th reach of the brochures would be 2 good dea by dgfalsing th brochure. e
crestionof s cigelse brochure would b deal and coul offe tudents with t physcl copy 1o
56203 GR code 3nd they can read  rom ther hone or nline. Would o elp with updtin the
brochurs with naw s reevant nformtion abaut th coure.

Q2:Out ofthe 20 espondents, 17 did notstend dus ot knowing whenthey wers. Do you tink
i¢would helpfor the open gy nformation o be more publicsed?

5The open days s not cans Trough the Toursm depariment butis dans cntralyShrough the
‘Coleg 5t Gar marketng team. To countar thi, the Sy MEE came op Wihthe s o B
o tour 3. way of Promting the courses n 3 po-us Shop I th cenre of Crmarthen tothe
public Howve,th foofllas ow dus t beng hald dring trm ime bt wre vry posicve
0ut the dea 3¢t was he frs ime e,

Q3o on i connectad t th courses iter SECount. i he Bcunt been promatad o students
tofollow?

5 The Tuitte page was ot eingpromotad dus o he page ot being ran by the deparmant. The

itr page wa created by el two sudet doin 2 modull on marketng and with the sudent
itherfinshingcol g or moved up o th follouing el th gage wasn's bingused amymars.

Qa: Do youtink s YouTus channel would elp promote he couse and be bensfcl, 5o why?
3 The coure department doss 1ot have 3 presence on YouTube and With YouTUbe being on f the
most popuiarseaeh angings fo videos, th dea of crsting videos o market te coure could b 3
potenil dea

a5:Whe ranking the coursessocalmedia channls(Facebook and Instagram) he ratings were
postiv. D3 you thnk hat sucents should b engaging more withthe channels, especial with

3 The engagemn tht students have s ed b th content andfeshness ofthe contentbeng put
ut.The dea of using snapchat as wy of engagin sudents 3 otencil ide s ¢ wouldforce the
epartment 1 Update constantly e o the postdsappearing s 24 hours, howae, i can't be
done currently due o time constais.

25: D0 you el that your argeting schools enough currently?
A Targatin fader school s hereason for s Th colge ca not atend it fom shools n the
area u tocompetiion and the st form schosl wantin t keepthelrsudnts The sim would
D850 potancialy tend e reach 0 Pembrokesirs schaots, howevar, du £ polticlresns the
college sr notSllowed t market in PEmbroKestir. Ao, wih pevias schoa it were nat run
Succasstull s students were ot UrTng Up 1 the sessions with the clnt
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