For the Marketing Manager,
Supporting Digital Marketing Activities
May 14th, 2018
purpose:
In order for Swansea Business School (SBS) to implement effective digital marketing strategies, an increased budget for digital marketing activities is desired. Increasing the budget to support digital marketing for the Swansea Business School can help to increase their brand awareness in return, this could result in more custom. Additionally, traffic on their social media platforms can be measured by effective analytical tools.
Considerations:
One of the main benefits of having an increased budget for Swansea Business School’s digital marketing is to be able to measure results. According to NI Business Info (2018), using analytical tools such as Search Engine Optimization (SEO’s) to measure your online marketing can determine how effective your digital presence is. Swansea Business School could benefit from this by using the obtained information about their customer’s behaviour to increase customer satisfaction by delivering a more personal experience and identify potential weaknesses. For example, identifying the least performing social media platform, which indicates a new strategy is required. Similarly to SEO, the use of Pay Per Click advertising (PPC) optimises the awareness of an organisation. In particular, most social media platforms offer the use of PPC advertising and given that Facebook is a popular social networking site, commonly used by students. Therefore, SBS should implement this digital marketing technique as these adverts could appear on student’s social media feeds.
Another major benefit of digital marketing is increased consumer engagement. Digital Marketing Philippines (2018), suggests that “digital marketing earns people’s trust” Through social media sites such as Facebook which allows for live streaming SBS with the help of current international students can market the importance of having diversity in the university through vlogs. These students can share their university experience which is one way of engaging with an audience on their level through using social media tools whilst gaining their trust through peer review.

changes in online customer behaviour:
According to Ervin (2016), “online reviews impact 67% of respondents’ purchasing decisions” Therefore it is vital that SBS monitors their online reviews religiously and by having an increased budget this can allow for an increased level of staff to maintain the social media presence. Previously, consumers would purchase products purely based on convenience whereas now consumers will seek information from online reviews to make an informed decision, therefore it is important to maintain loyal customers because it’s their recommendations that will help your business flourish. Moreover, the internet has simplified consumers shopping experience with the help of comparison websites which allows consumers to chose the best deal. This highlights the significance of how having effective online presence can result in sales. Ultimately, it is vital that SBS improves their digital presence so that they can have a competitive advantage over other universities, good reviews or example a student seeking a course may come across several universities and therefore having good reviews and a strong digital appearance should increase the chance of gaining more students.
Ervin (2016), claims that “85% of Shopify sales generated by social media happen on Facebook” This suggests that currently, consumers are targeted by marketers through social media on a personal level. Previously, marketers would have to adopt a blanket approach to advertising, for example, traditional marketing involved non-personal and irrelevant advertising to the majority of their consumers. Nowadays, marketing can be specific and personal to the consumer, therefore, businesses can increase their conversion rate. The above suggests that SBS should focus on targeting their consumers predominantly through Facebook given the success rate of sales generated by the site. This would benefit Swansea Business School because it is a quick and effective way of reaching consumers.

A dIGITAL MARKETING IMPLEMENTATION PLAN
SITUATION ANALYSIS:
Swansea Business School’s (SBS’s) current digital consumers are students. In order to establish what location has the most engagement with their social media platforms, analytics tools such as Google Analytics can identify where the website traffic has come from. This can help with determining the location where the least interest is and marketing strategies can be put in place to increase awareness and interest from that area. 
The organisation’s main strength is having a strong digital marketing presence which provides greater accessibility for students. SBS currently implemented several social media platforms including, Facebook, Twitter, YouTube and Instagram. Nowadays, this is the most desired way of being contacted because it is fast, free and easy. 
However, given that the majority of undergraduate students are the ages between 18-25, video content and pictorial content are extremely relevant. Unfortunately, SBS’s YouTube channel displays the most weakness of all other social media channels with only five subscribers and very little content available to consumers. Content that can be added to encourage more traffic could include vlogs of current student’s experiences to provide a real experience to consumers and video content of workshops that take place at the university so that students can see what opportunities are available at the university.
An opportunity that the university could implement is to encourage current and post-graduate students to leave reviews on all social media channels to enhance the university’s good reputation and increase its brand awareness. It is very common these days that people will look through reviews in order to make an informed decision about whether to purchase an item or commit to something due to its ease of accessibility. Therefore, it is crucial that SBS encourages students through incentives to ensure that this approach is implemented.
Potential threats to the success of recruiting undergraduate students could involve newer universities standing a higher chance of recruitment due to its desirability. SBS’s local competitor is Swansea University Bay Campus, in order to sustain competitive advantage, the university should promote its unique selling point for example, due to the size comparisons between the universities, SBS’s students can have a more intimate learning experience. For more examples, refer to Appendix A.
objectives:
It is vital to have an effective digital marketing mix strategy in order to achieve the organisation’s objectives. According to Borden (1984), the four main areas of the marketing mix are price, product, promotion and place. UCAS (2018), claims that University fees across the United Kingdom (UK) remain the same, other than Scottish citizens, studying in Scotland are entitled to free education. Therefore, it is less likely that the university will have Scottish students over other regions. Online price comparison has become very common, allowing for easier access to comparison websites to find the best prices. SBS has the advantage that student accommodation around the area is relatively low in comparison to universities in England for example, in London area. Therefore, SBS has the competitive advantage due to it being more affordable for students to study in that area.
Research plays a big role when it comes to deciding on a product, therefore it is vital that SBS remains visible online. Over the years, there has been an increase in the amount of online purchases. The university can use their online presence and the reviews that come along with them to promote their product, in this case, is providing an education.
Swansea Business School is located in the city centre, surrounded by accessible transport, a variety of entertainment and restaurants. This can be highlighted on the social media sites, as well as the university’s website to attract undergraduate students to the area. SBS has implemented ‘Google My Business’ a Search Engine Optimization tool to increase the visibility of the organisation on search engine results.
The main area of the digital marketing mix that applies to SBS is ‘promotion’. The advertisement of the university is the most important because it helps achieve the organisations main objective of recruiting undergraduate students. The benefits of digital promotion are that it is cost-effective, instant and measurable. SBS could promote the university through the use of social media campaigns, not only is this measurable through the use of analytical tools but it is also cost-effective. It is suggested that the campaigns involve a variety of content for example, videos, blogs and topical interviews. This helps to engage a variety of consumers.
Strategy and tactics: 
One of the key weaknesses of SBS over their competitors is that their university website lacks in engaging video content. The website contains interesting photos of current students, however the more content containing real student experiences the better. Therefore, it is suggested that SBS shares video clips of any important workshops that have taken place and events that have happened at the university. This provides real examples of what potential undergraduate students can expect to experience during their studies at the university.
Swan (2018), claims that “90% of all searches in many markets are conducted through Google” Therefore, SBS should ensure that their website and social media channels are visible through Google Searches in order for their consumers to reach the universities content. To ensure that this is possible, marketing tactics that can be used to increase brand visibility is the use of SEOs. Improving keywords and phrases on their website and social media platforms will help determine the websites search engine ranking. The more relevant the keywords used in the content, for example, being specific by using full words such as Swansea Business School rather than SBS will improve ranking.
It is suggested that an email marketing strategy is adopted to ensure that better consumer engagement is provided. An email marketing tactic that can be utilised it to improve the newsletters provided to the current students through ‘Mail’ on the MyDay app, and include rich engaging content to attract the student’s attention. Additionally, this email campaign could be used to utilize students reviews in order to collect information on the strengths and weaknesses of the university’s student engagement. Incentives can be sent via email to students to encourage the recruitment of friends and family.
Action:
It has already been identified that SBS will be focusing on their digital marketing key strengths which include having a broad range of social media channels, therefore being visible and accessible to a wide range of students. Furthermore, with the improvements made to the social media channels that were suggested in the SWOT analysis, it will increase the activity on their social media.
From May to July SBS should focus on advertising upcoming open days to consumers as this is proven to be one of the most important factors in recruiting undergraduate students. To implement this, SBS should deploy social media marketing campaigns, email marketing campaigns as well as highlighting this event on their website. The effectiveness of this strategy will be evaluated through the use of key performance indicators, such as measuring the number of people the campaigns have reached. 
Throughout the months of August to October, it is suggested that SBS advertise for Clearing across all of their social media platforms as well as their website in order to increase the number of positions of students filled. Due to not being the applicants first choice, it is more important to have effective marketing strategies whilst advertising Clearing in order to clinch the sale. Digital marketing strategies could include collaborating with local businesses that have similar target audiences such as Costa to refer their consumers to the Swansea Business School website or social media channels to increase brand awareness.
In the months of November to January SBS should focus heavily on consumer engagement through social media. In order to successfully implement this approach, improving the quality of the content provided on these social media platforms can maintain customer loyalty. This plan suggests that SBS focuses on posting at least one interactive content per day for example, a discussion topic question to increase the overall engagement. 
Lastly, from February to April it is recommended that the implementation of a recruitment app could help sustain competitive advantage over other universities. This app provides in-depth information about what the university has to offer so that potential students are more informed in order to make a decision. A great feature of this app is that it provides information on those that have visited courses on the app that are potentially applying for the university, through linking the app with social media. Therefore, undergraduate students can see whether their friends on social media are interested in applying for the university. Implementing this app can be costly and time-consuming to set up, but overall the benefits outweigh the disadvantages. 
Recommendations:
In order to implement the above digital marketing strategies, it is recommended that a budget of £10,000 is required. According to Ring (2016), highly successful recruitment apps such as ‘Talent Pool’ a London-based recruitment start-up required £300,000 including investment from other investors. However, Ring (2016) also suggests that given that smartphone users spend 90% of their time on apps, rather than on browsers a recruitment app is more desirable than recruitment content on social media. A budget of £10,000 will provide the supporting of an innovative app of a good standard and in order to secure the success of recruitment via social media campaigns.
Appendix: 
Appendix A: SWOT analysis of current performance
	Strengths
	Weaknesses

	Opportunities
	Threats

	The university is accessible through most social media channels, particularly Facebook where current students are included in year groups where updates are sent out via posts.
	At present, not all social media channels have a high level of engagement. For example, SBS’s Twitter page has a following of 684. The higher number of followers, the more popular the page is and the easier it is to reach consumers. Therefore, more engaging content must be used on Twitter in order to attract more consumers.

 
	Due to the support and facilities that the university offers, there is an opportunity to market more for international students to create a more diverse and multicultural university. Not only does this allow for greater knowledge but different skills amongst students can be shared. 
	Given how quick and easy it is to use digital marketing techniques and follow other people’s ideas this can also be a disadvantage from a competitors point of view because it’s never too long before competitors will copy an idea.



[bookmark: _GoBack]Appendix B: A twelve months digital marketing recruitment plan
	Months
	Aims & Objectives
	Expected outcome

	May-July 2018
	According to Shaw (2014) “57% of marketers said open days were more important than five years ago” Therefore, the main focus will be on advertising open days. Shaw also identifies that only 38% of students believe that a university prospectus is a useful way of attracting students to open days. Therefore, a better marketing strategy would be to advertise across digital marketing platforms.
	More volume of students at the open days 

	August-October 2018
	Promote Clearing on all social media platforms 
	Increased level of student applicants for the current academic year

	November-January 2018/2019
	Increase engagement from consumers on social media 
	Consumers become loyal customers which then turn into brand ambassadors that helps with promoting brand awareness.

	February- April 2019
	Moving forward a digital marketing recruitment strategy could be through creating an app aimed at recruitment. This could feature video clips of lectures, tips on applying for university, photos of current students at events and breakdowns of which modules are available for each course. This provides further insight of the university so students can be more informed before making a decision.
	It is more likely that students will choose SBS because they would be providing more information than some other universities, which is reassurance for the students that they are making the right decision to apply.
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