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Introduction
This report will analyse Caerphilly County Borough Council (Council, 2018) which develops the marking methods for Llancaiach fawr manor which is located in Nelson, the purpose of the Manor is it being a living museum which hold craft  (Manor, 2018)  is to analyse one of the social media platforms it currently use and investigate the benefits and limitations of the platforms they are currently utilising,  furthermore this report will examine the resources which are required which relate to both its technical and non –technical methods of strategic digital marketing and social media.
Since 1995, social media and digital marketing  have become an additional way to engage with customers for many organizations these new methods of marking have enabled its Business of a large of smalls scale to apply better customer service and engage in more conversation with their online users, this is something which other forms of traditional marketing techniques were incapable of, those types of marketing are still being used alongside the digital strategy, however the benefits to using digital marking instead of traditional methods are saving resources mainly in terms of cost, speed and sustainability. 
Blakeman and Brown (2010) identified several benefits of using social media for marketing, branding and awareness, such as acquiring new customers, gathering feedback from customers or community, raising awareness of community efforts and connections, building community network, and fund raising.
This can also be broken down into the 5 ss 
· Sell- Grow sales 
· Serve- Add value to the company
· Speak – Get closer to the customer
· Save, Save Costs for the company
· Sizzle, Extend The brand to an online market.
This new way digitalized way of marketing is changing the way businesses engage with their consumers, firstly it allows them to communicate instantly and engage in conversation however it also has an effect on the way it’s users communicate with each other, it has created new communication opportunities for both the business and its consumer (B2C) and Business to Business (B2B).
Although many business models and marketing models are emerging the same principles of marketing apply online and offline: these include getting closer to the customer and listing to their needs, involving them as much as possible, serving them, adding value, engaging and retain expositing customers and test measure and improve themselves constantly. 
According to (marketing, 2018) A definition of marking is Marketing is “The management process responsible for identifying, anticipating and satisfying customer requirements profitability”
The term internet marketing refers to the external perspective of how the internet is used in conjunction with traditional media, these methods help to acquire and deliver services to their customers. There is also another term known as e. marketing (Chaffy, 2005) Digital- Marketing defined is: Applying Digital technologies which form an online channels to market, for example web , email, data bases, mobile/wireless and digital T.V.

[bookmark: _Toc504226413][bookmark: _Toc504260134]Caerphilly County Borough Council- Llancaiach Far Manor)
Building a social media plan is vital for any business to achieve success the way communicate online means that organisations need to work hard to respond and adapt to this fast pace of change, by creating this strategy it enables the organization to create a long-term plan.
Along with the advantages of social media there are also risks which need to be considered when relying on a third-party platform, the organization has to consider the lack of content control and that information gets spread very quickly due to a large number of users on established social media platforms, the effectiveness is also a factor which needs to be considered as the number of organizations already unitizing this method of marketing.
Create a Digital Strategy- (Council, 2018) needed to develop number of social network platforms their aim is to drive and develop new ways for engagement and communication, in order for them to do this they need to use Smart KPI’S and use a focused investment in the content marketing this is essential to define the market, targeting and the organizations segmentation and positioning. 
LFM (2018) have a segmented target audience of all ages and interests, the Company are  trying to provide a service and create a product awareness, they are encouraging a two way dialogue both on and offline, will enable them to for better customer service method, they are trying to focus on self-serve platforms wherever possible,

RACE Planning Framework- 
	 A Strategic approach Digital Marketing & Social Media
 

	
Here are 8 steps CRM- which were adapted by Radcliffe et al (2001)

1. Vision- 
2. Strategy-
3. Customer Experience – Map the online journey-
4. Organizational Collaboration- 
5. Processes- Customer life cycle-
6. CRM management – One view across all channels -
7. Technology- Applications, Infrastructure-
8. CRM- Matrices, value, retention, satisfaction, loyally, Cost to serve.

It’s vital to prepare an integrated digital marketing strategy which outlines the segmentation, Target audience and the organisation online values. 

REACH-

	The Application: Search engine, Social Networks, Publishers, Blogs
 key measures: Unique visitors, Value per visit, Fans and Followers

	
· MainWebsite:https://your.caerphilly.gov.uk/llancaiachfawr/content/welcome-llancaiach-fawr
· Purpose of the website is for information purposes/
· No Credit Debit card/PayPal available
· Both Desktop and mobile accessibility
· Search engine Google Can be found in Organic search no PPC required.
· (SEO) Search Engine Optimization that Uses Keywords this method helps to boost the company’s positioning on search listings, E.g.: Castles, Points of interest, Historic Buildings,
· Backlinks to Caerphilly County Borough Council, Visit Wales,
· Online/offline Directory submissions
· UX 
· Proto Types-Discovery/ Analysis of the audience 
· Design, 
· Features
· Creation of the Site
· Split testing-Individual pages or function buttons to optimize usability and whether or not it’s engaging with the audience


Build awareness 
 online 
· Facebook
· YouTube
· Diss
· Delicious
· Stumble upon
· Performance and other KPI measurements-Google
· Market trends-
· Customer insights
· Internal capabilities and resources- Build leads (B2B) & C2C)
· (LFM) The website is the main source of digital marketing they are providing information about their products and services.

It’s also vital to Create awareness of the digital strategy through all traditional marketing material, LCF is using all these sources effectively.

ACT:-   

	Website, Blog and Interactive tools
Key measures: Leads/ Lead conversation rate, Time on site, Shares, Comments and Likes

	
· KPI- Finding Ways to measure are very important – Google Analytics
· Bounce rate it’s essential to monitor the length of time spent on the website.
· Using compelling content and persuasion to prompt brand interaction, also ensuring the Optimization Technique reflect the organisation's vision and values, build trust in the brand.
· Split testing –individual pages testing There are ways to optimize the buttons and send them to different marker segments to figure out which is the more functional 
· Content optimization techniques – Engaging content to draw the consumers to the website and other affiliate partnership sites
· Social bookmarking via Stumble upon
· Videos, Blogs posts and another form of marketing material, maintaining the brand name and promoting its products and services.
· Engage with the social media platforms in order to get more fans to like and share.
· 



Convert:

	E. Commerce Process, Product, Price and Promotion
Key measures are online & offline, Revenue and Profit, average order prices

	· Build leads (B2B) & C2C)
· Also, Capture the leads 
· Customer journey- drives them to use online marketing but also provide traditional methods that complement each other.
· (CRO) Conversation rate optimisation-
· Directory submissions-via Google
· The 4 p’s & 4 c’s of the marketing mix are explained in more detail (see pages 8-9)


ENGAGE

	Customer Advocacy
Key Measurements: Repeat Purchase, Satisfaction, Loyalty, Advocacy

	· Customer retention – Emails promotions, surveys, feedback from demographic groups 
· (CRM) when they have bought from you
· Tracking fans through blogs and mentioning the brand
· How do we control the process- assessing the results against the objectives is vital through the digital marking strategy  CCBC do this by monitoring and evaluating all of their communication activities regularly which are set out within the plan, They regularly hold meeting and conduct 
· Surveys to gain feedback from key demographic groups in order to measure their success. 
· Google analytics, measure views, google ranking
·  (CRO) Conversation rate optimisation?
· To control the process- assessing the results against the objectives, CCBC does this by monitoring and evaluating all of their communication activities regularly which are set out within the plan, they regularly hold a meeting and conduct surveys to gain feedback from key demographic groups in order to measure their success. Google analytics, measure views, google ranking





SWOT Analysis- LFM (Manor, 2018) Digital Marketing Plan
	Strengths-
	Weaknesses

	-Prioritized marketing activities 
-The local authority it is their role to keep the public informed 
-Strategic framework SOCITM – One Voice communication strategy developed 2005.
	- The Core marketing skills are centralized within (CCBC) 
-Marketing funding within the local authority is limited. 
- Lack of resources E.g. I.T Services and staff training
- Organisation marketing activities are Synchronised

	Opportunities 
	Threats

	- Embracing the evolving changes in the way its consumers were choosing to communicate via the internet 
-Increased traffic Via the web, email and Social media
- Capitalize on a large audience 
-Conversations in real time 
- Competitive advantage
	- There are many other companies online using the same methods
-Bad reviews if not managed efficiently
-Competitors




(Council, 2018) Digital Marketing Objectives:
· [bookmark: _Toc504226415][bookmark: _Toc504260136]Ensure that consumers receive a consistent, positive experience across all access channels.
· [bookmark: _Toc504226416][bookmark: _Toc504260137]Maintain a range of contact channels for each service to ensure that consumers with protected charismatics or language requirements can access in a way that is appropriate for them
· [bookmark: _Toc504226417][bookmark: _Toc504260138]Ensure that every contact adds value to the customer
· [bookmark: _Toc504226418][bookmark: _Toc504260139]Reduce the number of customer contacts by ensuring the way they deliver services does not result in unnecessary contact.
[bookmark: _Toc504226419][bookmark: _Toc504260140]PEST Analysis Framework
Various factors should be considered to determine the environment of an organization CCBC (Council, 2018); firstly those need to be identified and analysed so it can achieve optimum performance. PEST analysis categorizes these factors affecting the organization under four headings:
	Political
	Economical

	-Government and legal changes 
-Data protection and privacy
-Disability and discrimination 
-Brand trademark rights
-Welsh language legislation
	-Interest rates
-Inflation 
-Disposable income of the consumers

	Social
	Technological

	-Changes in the way we socialise 
-Shared belief or attitudes towards the organization
-Population growth
-Age distribution 
-Access to the internet
-Google Wallet, PayPal
	-Rapid changes frequently 
-New development of Voice searches 
-Cloud-based software
-Technological developments for desktop, mobile devices, tablets and wearables (Screen size of where the internet is being accessed from)
-Easy access and the user journey
-New methods of IT could make elements of within the marketing mix redundant.


[bookmark: _Toc504226420][bookmark: _Toc504260141]Segmentation, Targeting and Positioning (STP)
Firstly as with any other marketing (LFM) (Manor, 2018) has to understand its target market both through a traditional marketing perspective and within a digital strategy in this case it’s essential to divide their consumers into Segments - Geographically, Demographical, Physiographic and Behavioural but also develop a customer persona the benefits are to ensure that they are efficiently and effectively dividing the market into targets of people who have an interest or desire to their products and services. 
Research carried out by Reichland and Schefter (2000) suggests that acquiring online customers is very expensive (20-30% higher than for traditional businesses) so that Internet start-ups may be unprofitable for at least two to 3 years. Therefore it is essential to building a strong relationship with consumers, it has been recognised that Creating Customer relationship management (CRM Strategy) is a much more cost-effective way for companies to operate as it will automate the tailoring of services to develop relationships, with particular customer segments or groups. This strategy allows a company to build long-term customers through the use of tailored messages these can be delivered by e-mails or through online promotions.
[bookmark: _Toc504226421][bookmark: _Toc504260142]Marketing Mix -P’s & C’S – The ‘Traditional marketing mix’ also known as the 4Ps, looks at how the organisation's Product, Price, Place and Promotion. This method was designed at a time where businesses sold products, rather than services. This concept of the 4Ps was developed by McCarthy. (1964) however, it was excused of being too customer-centric. (1964) There has been an updated version of the marketing mix has been adopted since the introduction of digital marketing (Jobber and Fahy.2009) referred to this framework as a combination of four factors: Clarity, Credibility, Consistency and Competitiveness, Therefore it is essential to incorporate these into the Marketing matrix,
	TARGET AUDIENCE
	PRODUCT
	PRICE
	PLACE 
	PROMOTION

	-All ages
-Preschool 
-Primary School 
-Families
-Female
-Male
-Adult Learners
-Over 50+

*Segmented 
Within their interests:
-Crafts-
-Model railways
-Jewelry making
-Basket wreathing
-Needle and felt
-Quilting
-Sugar crafts
-Bookbinding
-Vintage Cars/Bikes
-Super natural 
-Educational visitors- Schools, adult learning
- Agricultural groups 
-Historical society
	Llancaiach Fawr Manor is an historic building built within 1665.
-A large Barn & Courtyard 
- Educational Block
-Living museum 
-Medieval Re-enactments
-Ghost tours
-Wedding fryers
-Car shows
-Craft workshops
-Children’s activities during half term- Easter, Christmas 
-Educational workshops
-Conferences
-Wedding venue
- Bed Welty Agricultural show
-Dog Show
- Vintage car and Motorbike Show
- New events held which alter every year,
Some events such as King’s Fayre have to go ahead to mark the Anniversary.
- visitor shop
- Café/ restaurant 
-Exhibition
-Gardens
-Tribute bands

Digital-Quality is poor
Image – Is Professional but outdated website
Branding – all coherent will the leaflets, all platforms are integrated
-Online support is available in the form of Telephone- website and social media
(No instant online queries) or Frequently asked
Q&A



	Admission - from 1st April 2015
Adult: £8.50
Concessions: £6.95 (child, senior citizen 60+ and students with a NUS card)
Family: £25.00 (2 adults + 3 children)
*Children under 5 - free
*Group Discount rates 
*concessionary 
*School Group rates
*Student reductions

Positions?
List-?
No online discounts available
No debit or credit card/PayPal  payment service
No Free or valued added services on offer







	Location-
 Nelson
Directory submissions- 
-Main website
-Visit Wales website
- BGCC  website
-Leaflets
- Email 
- Newsletters
-Press releases 
-Model magazines
-Craft magazines
-Radio
-Television 
(Most haunted
-Time Team)

Trade Channels-


























	Online Platforms
key messages are distributed through communication channels via : 

Local authority -
Caerphilly Council website 
Key stakeholders in the form of (B2B)
Online and offline Marketing Material
- Visit Wales
- Facebook
- Digg 
- Delicious
- Stumble upon
- YouTube- Video 
-Emails
-Links through CCBC 
-Twitter
-Instagram
-Trip advisor

Marketing communication is poor? Even through social media platform – the Very little sin of marketing the most recent posts were repeated 13th17th Dec and then again Jan 4th
Personal promotions?
PR-
Banding?
Direct marketing?


	[bookmark: _Toc504226422]The customer wants and needs

WOM-  Word of mouth
Through trip advisor and rating of the website.
Customer-led marketing strategy -Use opt-in Marketing *Trusted brands within it affiliate marketing material
priding themselves in  Customer service
loyally rewards
Special offers/Discounts 
Promises fun and adventure
Quality Assured Visitor Attraction logo
*Customers should, however, be able to purchase online for lower rates- early bird tickets for events






	Costs to the customer 


keep its customers in the know with managing a
Multi-channel platforms for easy access to information.

	Convenience


The Company doesn’t currently offer any instant web chat, Debit or credit card payments for event ticket sales- This is an inconvenience for consumers 
	Communication


Branded Marking-Vision, reflective of the Local authority culture, Mission, Values. 
Segmented marketing strategy
Equality’s & Use of Welsh language Standards
Usage of opt in-person marketing
Internal & external communication with the reflection of the vision and values. 
Easily assessable 
Clearly understood
non-technical 
Good P.R Management- * two-way communication
Responding in real a timely 
Upton date content on all marketing
Customer Entertainment, inspiration, and educational marketing content
Q&A’s, Blogs, Online forums
Feedback surveys



[bookmark: _Toc504226427][bookmark: _Toc504260143]A critical review of (LFM) digital channel Facebook
[bookmark: _Toc504177076][bookmark: _Toc504189677][bookmark: _Toc504226428][bookmark: _Toc504260144][image: ]

On looking at The statistics sourced from Simularweb(2018) its demonstrates how much traffic was being generated through social media platforms, As the company operates under the umbrella of its local authority marketing strategy  it is not surprising to see that 75% of traffic to the main website are through direct organic (SEO) methods 8.25% are through referrals 16.35% .
[image: C:\Users\catherine\Pictures\Screenshots\Screenshot (446).png][image: C:\Users\catherine\Pictures\Screenshots\Screenshot (448).png]
When analysing the way that (LFM) is utilizing Facebook it’s clear that they are currently not making use of the social media platform to its full potential, Facebook, if used correctly and efficiently, has the capability to engage in two way conversation provide good customer service and enable themselves to gain market research, Facebook is currently one of the main platforms for creating awareness of Businesses and the services and products that they offer this is because they are engaging with the majority of their consumers through this one platform, 
Llanciacach Fawr manor currently has 6,191 likes and 6,141 followers and a high 4.6 stars rating out of 5 for their reviews which is very good, if the Organisation used this platform more efficiently it would increase the footfall at the Manor living museum and their seasonal Events.
The model which will be applied to the Facebook Platform Facebook has been developed to assess online service quality E-SERVQUAL (Zeithaml, et al., 2002) developed a Model which contains 7 different stages to apply the first 4 have been described as the core service scale and the remaining 3 are related to the recovery scale this is because they are only relevant when a consumer has questions or problems.
1. Efficiency- LFM (CCBC, 2018) Facebook page is easily accessible contact information appears on the home page which includes the location, telephone number, email and the link to the main website, there is also an instant message to make enquires through which states that a consumer should get a response within a few hours,
2. Fulfilment-Is measured against how they are current accuracy of the organisations service promise, including the availability and delivery of the products/services they provide, when looking at the recent lack of advertising content it suggests that they need to create new methods of entertaining and inspiring their customers to interact with the company, the quieter period during the winter could potentially be a good opportunity to adopt a social media marketing strategy, it’s highly likely that during the quieter period in January more potential customers are using their phones to socialise. 
3. Reliability- The technical functioning of the site is fast loading and doesn’t have any broken links of the page currently, the overall lack of engaging photos and videos are a shame, the Brand identity and the local authority objectives are not performing as well as they could.
4. Privacy-LFM doesn’t handle any E.Buisness Debit Card payments/PayPal, They do take payments via the telephone, and all customer databases are protected by confidentiality they do not pass on information to third parties. 
5. Responsiveness-The Company seem to be answering questions within a few hours via Facebook Messenger in a reasonable timeframe, However on a deeper look through their online reviews,  you will notice a few negative remarks and low ratings the customer service operating through a digital transparency need to be handling those promptly as they have less control through Facebook negative feedback can leave a lasting impression, this is because  bad reviews get shared via social media quicker than the positive, even negative reviews can be put right if engaging with the customers, it’s the best way to gain market research and improve the level of standards within the company.
6. Compensation- This does not apply to the website as much as it would in the venue, they don’t offer any customer satisfaction guaranty, they do have a trusted Quality Assured Visitor Attraction certification on their page.
7. Contact-There is only basic communication over the Telephone or Via Emails and Facebook Instant Messenger
When scrutinizing their page it was extremely noticeable that the content of their posts are quite poor, also the images don’t do the location any justice via the internet,  the lack of photos and interactive contents that are of an interest to the target audiences seems quite poor, the organisation do update the customers with the Key events and Important messages however the statuses are just written in a bland and boring text messages,  not all contain images of the event or location, some events are being advertised better than others, the organisation should consider a better method of applying engaging content to its Facebook platform 
Examples of Event Advertising submissions – Llancaiach Far Manor via Facebook
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The local Authority take control of the marketing and it Operates on a very tight budget, unfortunately, this stops them from developing the digital marketing until through whole of the Organisation changes the structure or online marketing strategy, the Contiguous research & Monitoring of social digital marketing needs improvement.
Conclusion 
The visitor journey and experience will have a negative impact on the retention of the customers visiting ,  however they are monitoring the posts well and answering questions quickly , it is a shame that some of the posts are not using more engaging content considering that this is a Historic building that holds very successful events and ghost tours besides many popular events seasonally, throughout the Facebook they are many (B2B) posts which are working very effectively, if they were engaging with the target audience more frequently there would be further opportunity to generate more traffic to their website, the most recent comments on this platform where advertising Sunday lunches, the same post had been sent out 3 times within the space of a few weeks with no other content of any interest which demonstrates poor quality, online advertising is an  if any recommendations were made it would be to include a customer led approach to it marking content, the site is used by schools and holds many Arts and Crafts workshops, they really need to be engaging with these types of visitors through links to other points of interest, tutorials or others historical points of interests  in Caerphilly, that could potentially enable them to get more likes and shares through its followers, there are other benefits of using a better Content marketing material as it could also fuel many of the inbound marketing techniques through search engine optimisation and lead magnets, they would benefit from using a content calendar more regularly to ensure that all of their posts are effectively engaging customers.
With regards to the photos on their Facebook page the profile photos only consist of two, therefore it requires the visitors the search through the albums, this does not engage the visitors on their customer journey. They are currently linking the Facebook page with a Trip advisor but I would further suggest that the linked more YouTube videos to Facebook – As this would provide them with a more interactive visitor experience. 
Not only on Facebook, looking at their website I would recommend the use of an instant web chat, they could also create a way of purchasing tickets for events online, they don’t have their own Twitter or Instagram however they do make use of links from other affiliate partnerships.
[bookmark: _Toc504226431][bookmark: _Toc504260147]Appendices 
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