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The following essay will critically evaluate the role and activities of the marketing department at BCUSU. The essay will initially explore the structure of the marketing department, and then make recommendations for future staff recruitment with a focus on big data, which has been highlighted as a key trend in shaping the future of marketing (Gruhler, 2018).The essay will then move onto discuss how the marketing department is aligned within the organisation with a focus on how the department feeds into organisational strategy, which is an indicator of high performing marketers (Arons et al., 2014). An evaluation of the target audience and how the department utilises relationship marketing will then be explored, before discussing the importance of digital media and the impact of social media, which has completely changed how consumers and companies need to communicate (Brown, 2012).  Recommendations on how to increase social media engagement will then be proposed before a critical evaluation on how the marketing department measures its effectiveness. Finally, the importance of segmentation will be evaluated as an area BCUSU marketing department should introduce before a critical evaluation of the brand differentiation techniques utilised to promote a BCUSU ran pub (Eagle and Ball) occurs. 
The marketing department at BCUSU is structured as a functional organisation, which is one of the most common forms known (Kotler and Armstrong, 2018). In a functional organisation different marketing activities are headed by a specialist (Kotler and Armstrong, 2018), at BCUSU there is a Digital Media Coordinator, who leads on all digital media including social media, a Website Developer, a Graphic Designer, a Sales Coordinator and the Marketing Manager. This allows BCUSU to have a range of expertise across the marketing department, with a specialist covering the majority of key areas to increase engagement with the organisation. 
The functional organisation structure has been the favoured structure for over ten years at BCUSU, however developments in marketing did lead to additional specialists being added. Social media had a huge impact on marketers and brought a fundamental shift in the way customers and marketers communicate (Brown, 2012). As of January 2016, the leading social networking sites worldwide were Facebook with 1.5 billion active users, WhatsApp with 900 million active users, Facebook messenger with 800 million users and Instagram with 400 million users (Retumetse, 2017). BCUSU’s predominant target audience are students with a large proportion of those being classed as millennials. Thirty percent of millennials say they engage with a brand on social media at least once a month (York, 2018). This shows the importance of social media and is why BCUSU invested in recruiting, initially, a Social Media Coordinator to build a social media presence, this position then further developed to incorporate all digital media. 
An area where BCUSU must invest in, to further develop its reach, is utilising big data. Gruhler (2018) highlighted big data as one of the five trends shaping the future of marketing. In today’s tech-savvy world marketers and organisations are awash in customer data, with most utilising that data to improve their marketing in ways such as targeting of messages (Arons et al., 2014). Big data includes the use of analytics, which can be used to understand customer behaviour both for current and potential customers, this can then help to increase marketing performance (Gruhler, 2018). High performing marketing departments are classed as high performing because they are able to integrate data on what customers are doing with the knowledge of why they are doing it (Arons et al., 2014). This makes it easier for organisations to understand how to best meet their customers’ needs (Arons et al., 2014). At BCUSU the marketing department has access to a range of data including, student information, purchase history, sports and society membership, event attendance and lots more. With no specialist to interrogate the data and look for insights it means data is either, rarely being used or not being used to its full potential. 
High performing marketing departments are actively engaged in creating organisational strategy as opposed to just aligning their activities with the strategy (Arons et al., 2014). Recently, BCUSU undertook a strategic review creating a new plan from 2017-2020, the Marketing Manager was a key stakeholder in this process ensuring that the marketing department actively engaged in creating the strategy. A communications plan was then created linked to the three areas of strategic focus ensuring that the organisation, through the marketing department can make progress against these areas.
The positioning of the marketing department and its relationship with other departments is absolutely key in organisations today, at BCUSU the Marketing Manager and therefore the department report directly into the Chief Executive Officer (CEO). Arons et al., (2014) discussed that leading marketers create a tight relationship with the CEO and this is certainly achieved at BCUSU through the direct line reporting. Relationships with other managers are built through regular meetings, such as Managers Meeting, this allows the Marketing Manager to develop relationships and discuss relevant issues. 
As previously discussed the target audience for BCUSU is predominantly students, BCUSU is able to access institution data to really understand the demographics of its target audience, for example, in 2013-14 58% of BCU students were under 21 with 9% aged 30+ (BCU, 2014). This access to data year on year means the marketing department at BCUSU is aware of who they are aiming their communications at. The target audience for BCUSU is specifically students who study at the institution (BCU), where BCUSU is based, this gives BCUSU quite a unique position in that they are the only Students’ Union for BCU students. This means that in the most part, gaining competitive advantage over rivals by singling out unique qualities, known as brand differentiation (DJS research, 2018), isn’t needed. The focus for the marketing department then needs to be on retaining customers and encouraging customer loyalty. One way to do this is relationship marketing, which is a strategy designed to foster long-term engagement, customer loyalty and interaction, it should provide information suited to customers’ needs and interests to develop strong connections with customers (Olenski, 2013). According to D,J (2015) there are 9 strategies and tools related to relationship marketing including, networking, cherishing each customer, listening to customers, building a brand identity, giving customers free information, loyalty rewards, communicating often, holding special events, and face to face time. 
Evaluating BCUSU’s Facebook page (https://www.facebook.com/BCUSU/) one could certainly see some of the relationship marketing strategies and tools being used. The page has eight posts across eight days so there is an attempt at communicating often, there is also an example of listening to customers as a customer commented that there were details missing on a job advert and this was immediately rectified and responded to. There is also a post on giving away free t shirts, which links to the strategy of loyalty rewards, and a comment from BCUSU thanking a student for bringing a mistake to their attention, which links to cherish each customer. Overall the BCUSU Facebook page utilises a lot of the strategies of relationship marketing but something could potentially be missing as the engagement on some of the posts is fairly low. There are two posts asking for students to like and comment but these posts only received three likes between them so not all posts are resonating with the target audience. This could be an issue across the sector though, as evaluating the University of Birmingham Guild’s page (https://www.facebook.com/guildofstudents/) the last four posts only have thirteen likes across them with some posts receiving zero likes. Similarly Warwick SU Facebook page (https://www.facebook.com/warwicksu/) has 16 likes across four posts.  Potential ways to resonate more with the target audience will be discussed later in this essay. 
BCUSU utilises a range of marketing methods to communicate with its target audience, with the most popular being digital marketing such as social media, website and emails. Digital marketing engages customers anywhere, anytime via smartphones, tablets, laptops etc. by using tools such as social media, website, mobile ads, email and other digital platforms (Kotler and Armstrong, 2018). New marketing strategies and tactics have been needed by marketers due to the revolution in digital, mobile and social media developments (Kotler and Armstrong, 2018). People spend twice as much time online as they used to twelve years ago (Alexander, 2016) with around 46 percent of the world’s population being online, according to one study people in the United States averaged more time per day viewing digital media than watching traditional TV (Kotler and Armstrong, 2018). Approximately 79 percent of adults use Facebook (York, 2018) with over 90 percent of social media users believing organisations should have a social media presence with over 80 percent of them believing organisations should interact with customers via social media (Michaelidou et al., 2011). This is why BCUSU heavily focuses on digital media and employs a Digital Media Coordinator to lead on and create content. 
Evaluating BCUSU’s website (www.bcusu.com) it is quite clear to see there isn’t a lot of content for the target audience to engage with, most of the links or advertising are calls to action for the target audience to register, apply or sign up. Today successful brands are using authentic storytelling to build loyalty and have realised that modern consumers are seeking personalised content (Gruhler, 2018). BCUSU should adopt authentic storytelling across its website and social media to help increase engagement. There does need to be some caution though, as the latest efforts from brands is to publish stories that consumers feel are from a familiar magazine or newspaper in order to make the brands seem more reliable and indispensable, but these can be viewed as an attempt to trick consumers (De Bruycker, 2016). In order for it to be authentic storytelling, BCUSU should utilise the voices of its target audience to create blogs and posts that will drive traffic to the website, this is also known as user-generated content (York, 2018).
Video content is extremely important to maximise engagement via digital media with approximately 90 percent of online shoppers believing a video helps them make the decision whether to purchase or not (York, 2018). Evaluating BCUSU’s Facebook page (https://www.facebook.com/BCUSU/) 28 percent of the last eighteen posts involved videos so BCUSU is certainly making an attempt at creating or using video content to maximise engagement. 
Measuring the effectiveness of marketing activity through the development of correct metrics is absolutely essential to marketers (Michaelidou et al., 2011), people who write down their goals are thirty times more successful, according to some statistics (York, 2018). BCUSU marketing department utilises Key Performance Indicators (KPIs) to measure the effectiveness of its marketing activities. A KPI is a measureable value that demonstrates how effectively a company is achieving key business objectives, KPIs can be used at multiple levels to evaluate their success at reaching targets (Klipfolio, 2018). High-level KPIs may focus on overall performance, while low-level KPIs may focus on processes in departments (Klipfolio, 2018). For BCUSU marketing department some of the main KPIs include social media followers (Facebook, Twitter, Instagram), email open rate, website visitors, and number of mass emails sent to the student database. Evaluating the KPIs of the marketing department shows there seems to be too much focus on followers of social media, marketers often view followers and likes as the most important aspect of a campaign as opposed to looking at engagement metrics (York, 2018). BCUSU marketing department will get more value out of measuring their effectiveness based on engagement metrics such as reach (the number of unique users who saw a post), and clicks (the amount of clicks on content). Other useful metrics are engagement (total number of social interactions divided by number of impressions) and hashtag performance (what were the most used hashtags) (York 2018). 
Another way BCUSU marketing department could measure the effectiveness of its communication channels is to analyse them using the Boston Consulting group’s product portfolio matrix (BCG matrix). This matrix allows businesses to review its portfolio of products to decide where to disinvest, develop products or where to invest and is designed to help with long-term strategic planning (Hanlon, 2018). The matrix is split into 4 quadrants, based on an analysis of market growth and relative market share (Hanlon, 2018). The quadrants are dogs (products with low growth or share), question marks (products in high growth markets with low market share), stars (products in high growth markets with high market share) and cash cows (products in low growth markets with high market share) (Hanlon 2018). The guidance then is that dog products are dropped, question marks are unknown quantities and may require significant investment, star products could be a market leader with investment and cash cow products are to be milked (Hanlon, 2018). Using the BCG matrix to analyse the marketing mediums of BCUSU against axis’ of channel growth and return of investment it could be hypothesised that there are no cash cows, that Facebook, email, twitter and face to face promotion are stars, that the website and digital screens are question marks and finally that snapchat and posters are dogs. A more detailed analysis is attached as appendix 1. The BCG Matrix does have its critics though, Kotler and Armstrong (2018) discussed that the matrix can be difficult, time consuming and costly to implement with Seeger (1984) stating that the model can be prone to oversimplification. Models like the BCG matrix can be useful but businesses need to adopt customised approaches (Kotler and Armstrong, 2018) or adapt existing models to suit organisational needs. 
An area where the marketing department could further increase its effectiveness is through segmentation as currently all students receive every email from BCUSU. Segmentation is the practice of breaking down customers into segments that differ in their responses to marketing strategies (Ipsos MediaCT, 2011). Segmentation is focused on the audience as opposed to the product, this helps marketers deliver more tailored messages to customers (Hanlon, 2018). In order for segmentation to be effective the market size needs to be large enough to justify segmentation (Hanlon, 2018) and there needs to be significant variance between the segments in regards to their behaviours or attitudes (Ipsos MediaCT, 2011). This is certainly the case for BCUSU as the Union has around 24,000 members with a range of demographics, beliefs, to name a few, so segmentation could have a real impact if the marketing department decide to introduce it. Loughborough Students’ Union introduced segmentation by asking all students five key questions, which then put the students into one of five tribes, allowing LSU to target different tribes with relevant information (Redbrick, 2018). This led to a dramatic increase in email open rates and boosts in students’ union democratic processes (Redbrick, 2018).  
As discussed earlier in the essay in the most part BCUSU doesn’t have to compete with another Students’ Union so doesn’t need to focus on brand differentiation or positioning but for some of its services it is in direct competition. BCUSU runs a pub (Eagle & Ball) that serves food, which is in direct competition with University ran catering outlets and this is where brand positioning is essential. Bueno and Jeffrey (2017) describe brand positioning as the ‘process of positioning your brand in the mind of your customers.’ They go onto discuss that the aim is to utilise various strategies including promotions, pricing, and product, amongst others to identify and own a marketing niche for a product, brand or service (Bueno and Jeffrey, 2017). 
Based on research the marketing department is aware of, students at BCU are not happy with the price or quality of food available on campus via the University ran catering outlets. This is why the marketing department has focused on price, promotions and product in order to differentiate the brand and own a niche for the Eagle and Ball. Appendix 2 is a screen shot from the Eagle & Ball Facebook page advertising a summer menu that includes numerous special deals with the focus on price as the key driver. Appendix 3 shows a screen shot of a video of the Eagle & Ball chef freshly preparing one of the most popular items on the menu with the product being the focus. Appendix 4 shows a competition for four weeks of free food with the focus being on promotion. These different examples of marketing show how the marketing department is trying to position the Eagle & Ball brand to gain a competitive advantage or a unique selling proposition (Vilpp and Lindberg-Repe, 2011). 
[bookmark: _GoBack]From the discussion within this essay, it is clear that BCUSU marketing department are working to a high standard within the constraints of a fairly small team, consisting of 5 staff members who aim to communicate with 24,000 students. The department utilises key marketing strategies such as relationship marketing and brand differentiation alongside being a key contributor to organisational strategy and measuring its effectiveness well through KPIs. In order for the marketing department to further increase its engagement with the target audience a focus and investment in data, segmentation and authentic storytelling needs to happen. With investment in these areas BCUSU marketing department could further increase its reach with its 24,000 members. 












Appendix 1 – BCG Matrix – analysis of marketing mediums at BCUSU
Cash Cows:
I haven’t included anything in cash cows as I think there are issues with all of them, we need to increase out engagement on Facebook and twitter as although we have a lot of followers I don’t believe the engagement is high enough

Stars: 
Facebook – over 10,000 members of the official BCUSU group, free to use and allows quick and easy sharing
Email – free to use, over 25% open rate. Needs more investment for targeted emails based on 5 key questions students answer when enrolling. 
Twitter – similar to Facebook and can track engagement using analytics.
Face to face – a classic but always very effective, would be a cash cow if we had the resources to massively increase the amount of staff who can go out and speak to students 

Question marks:
Website – low costs, chance to create engaging content but needs investment to drive traffic and keep students on the website, aware of the website and using it as a norm
Digital screens – free to use but needs more research around the impact of them

Dogs:
Snapchat – limited engagement, messages are only viewable once and relies on a member of staff posting regularly. 
Posters – limited space for posters, students suffering from poster blindness
















Appendix 2 - Price
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Appendix 3 – Product 
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Appendix 4 – Promotion 
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