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1A. Organisational Summary
Organisation Name: XXXXXXEvents and Hospitality (XXXXXX) – Event Experts. This is the event management consultancy service within XXXXXX. 

[bookmark: _GoBack]Type of Organisation: XXXXXXis a not for profit, higher education institution and is ranked within the top 300 institutions in the Times Higher Education World University Rankings 2018. A section of the University’s Estates and Facilities Management directorate focuses on commercial growth and business development, and this is where XXXXXX – Event Experts sits. 

Size of Organisation: XXXXXXhas approximately 3000 employees, with the Estates and Facilities Directorate equating to roughly 400 of this number. The core Event Experts team is made up of 4 members of staff, however they are supported by a number of other departments within the directorate, from Business Development Marketing, Catering and Campus Services who aid the development and delivery of the service. 

Range of Products and Services: XXXXXX is XXXXXX’s conferences and events service product. The service strives to provide a professional, sustainable service that supports and delivers conferences and events of all types and sizes. Used by both internal and external customers, for events ranging from academic conferences and public lectures to summer schools and weddings, the service facilitates all events within the hundreds of meeting spaces available across the University’s two campuses.

As an additional service, XXXXXX offers an event management consultancy, Event Experts, adopting a holistic approach that takes care of the end to end event process, from planning and budgeting, through to duty management of the event. The service has seen sporadic success, however service and profits have always been fairly inconsistent.

Customer base: The customer base for Event Experts is varied, however the main areas are; academics (largely internal) educational organisations, national and international associations, local businesses, group travel organisers and agencies who can help to bring conferences, groups and summer schools to Swansea in academic and sporting arenas.

Main Competitors: The main competitors for the service have been identified as Welsh Universities, such as Cardiff, Bangor, USW and Aberystwyth, who are the closest geographical competitors offering a similar service, although Bangor and Cardiff do offer a more basic service. Hotels in Swansea, are also competitors for the local market, with the Marriott and King Arthur hotel delivering event management services. There are also a range of small dedicated event management companies in Cardiff, who can focus their full attention on delivering event consultancy, whereas our Event Services team must also deliver a number of non-commercial internal events outside of the Event Expert remit, which take a considerable amount of time to facilitate. 

1B. Compare TWO online and TWO offline internal communication methods available to your organisation to successfully communicate the relaunch.
Leonard Berry is widely credited as first recognising the term ‘internal marketing’ in his 1983 Journal of Relationship Marketing when he addressed that “the stress placed on customer satisfaction in external marketing is just as appropriate, just as necessary, in internal marketing” (Berry, 2001, p67-68). 
There are a range of internal communication methods available to employees within XXXXXXthat are currently used to varying degrees of success. If an integrated mix of online and offline channels is used, they can help to establish the employee brand (Fill, 2016) and can help try and overcome negative attitudes and reluctance to change approaches to work in order to successfully relaunch Event Experts. The most appropriate online channels to use have been identified as a digital newsletter and staff intranet and the two offline channels would be poster boards and ‘lunch and learn’ drop in sessions.
The internal audience within XXXXXXis twofold; they are both a customer who can use the Event Experts service, whilst also being responsible for helping deliver the service to external customers. One of the biggest challenges faced internally is a lack of awareness as to what the Event Experts team do and what their responsibilities are. 
A digital newsletter can help to overcome this, and be used to persuade and educate staff working across the dual campuses as to the value of the service. The channel does not only allow for factual information but personality too, with features focusing on members of staff sharing what they do. This personable touch can also engage the audience, making them more willing to participate in the vision of the relaunch. 
Digital newsletters are visually engaging, especially when compared to the intranet and ‘lunch and learn’ sessions, with the templates allowing for images, bold fonts and helpful links to further information about the relaunch of the service. When used within the parameters of the corporate guidelines, this method allows for clear and consistent messaging and “short, fast updates” (Fill, 2016, p314) which can help to establish, familiarise and communicate the service’s brand and message. 
This consistency can also be seen by using the intranet, where important information can be stored in a central place so employees can stay up to date on the relaunch. The university imagery will help maintain consistency and award authority to the brand. This will help reduce the risk of miscommunication, mixed messaging and missed communications. For instance, once the ‘lunch and learn’ is over, the poster taken down or the email deleted or ignored – only 30.9% of Higher Education newsletters are opened (Chaffey, 2018) – the message is no longer accessible. The intranet does not run the same risk, as there is a greater sense of permanency. 
In spite of its benefits, it must be acknowledged that the current staff intranet is somewhat flawed. As acknowledged by Fill (2016, p314), “websites are used to alert staff to fresh information but also to archive it for retrieval as necessary” XXXXXX’s online archive is poorly controlled and the intranet crowded with outdated documents, policies and pages, broken links, and irrelevant information, therefore it is safe and reasonable to assume that information regarding the relaunch could be overlooked by staff if attention is not paid to cleaning up the data. 
It is inevitable that people will have questions as a result of the relaunch, however neither of the online channels highlighted allow for two way communication. Berry (2001, p68) observed that “if employee needs and wants are to be satisfied, they must first be identified”. It is therefore important that a channel is used that allows for engagement with colleagues to find out their views and opinions. 
Comparatively, a series of offline ‘lunch and learn’ sessions would provide employees the opportunity to attend a face to face session to be educated as to the details of the relaunch. Fill (2016, p314) states that “interpersonal communications are the richest and most important form of communications to employees, as this strongly influences attitudes and behaviours” therefore, this is arguably the most engaging communication method available, granting employees the chance to raise any concerns, and for marketers to challenge any misconceptions regarding the relaunch and discuss the opportunities for employees to achieve better customer focus. 
In an organisation the size of XXXXXX, however, it would take a considerable amount of time to meet with every employee, especially when accounting for a dual campus setup and shift working. It would also be challenging to ensure messages are not miscommunicated between departments. Considering Schramm’s (1955) linear model of communications, the message we encode could be decoded incorrectly through noise and personal opinions, risking dilution and inconsistency of the message, resulting in damaging misconceptions of the relaunch (Schramm, 1955, cited in Fill, 2016).
Similarly, using posters to communicate important details could be a risk and result in the incorrect message being received, as during a relaunch, information can quickly become outdated, resulting in the posters becoming irrelevant, and there are cost implications in redesigning and printing posters each time there is an update to share.
To overcome this, the best way to use the posters is as an awareness tool in conjunction with another channel, as part of a wider communications mix, such as directing employees to the intranet, or inviting them to attend the ‘lunch and learn’ sessions. They would be displayed in central university locations with high footfall, so can help to familiarise employees with the iconography and imagery of the Event Experts brand, but should never feature time critical information as they can only be accessed on campus. 
In comparison, both digital newsletters and the intranet allow employees to read, absorb and digest communications at a time and in a location that suits them and would not require them to be in the same place at the same time as would be needed for a face to face communications campaign. Furthermore, these online tools provide greater metrics on how well people have engaged with the communications when compared to the offline channels.
Each communication channel highlighted has a crucial role to play, from the visually engaging posters, to the immediacy of an e-newsletter, the central focus of the intranet and personal interaction of a face to face meeting, when used together in an integrated internal communications campaign, they can contribute to a successful internal relaunch.
1C. Describe TWO personal and TWO practical marketing skills that marketers would require in order to communicate details of the relaunch to other teams within your chosen organisation.
In their Professional Marketing Competencies Framework 2016, the CIM indicate that marketers must possess a number of personal and practical skills to successfully deliver their roles. From being creative, commercially aware, able to influence, challenge, collaborate and inspire, to being financially literate, responsible, innovative and entrepreneurial, a marketer must display specific behaviours in order to successfully communicate the details of the relaunch of the Event Experts service at XXXXXX.
The two personal skills that would be needed are networking and communication. The two practical skills that would benefit the relaunch would be writing and planning.
As aforementioned, one of the internal channels that will be used to communicate details of the relaunch, is ‘lunch and learn’ sessions with colleagues from other departments. One of the most important personal skills that a marketer would need to successfully undertake this, is networking. “More than any function, [marketing’s] role has been to create an interface with the rest of the organisation” (CIM, 2014, p138) this skill, can be mapped against the CIM’s Professional Marketing Competencies behaviours of collaborative and commercially aware. 
For the relaunch to be successful, internal partnerships must be formed with cross functional departments. Operational teams such as catering and campus services have a wealth of skills and experience that could improve our Event Expert offering. Marketing will need to identify these key stakeholders and establish meetings with them in order to forge alliances and collaborate to deliver a successful relaunch for the whole organisation. “In essence, internal marketing involves creating an organizational climate…that lead to the right service personnel performing the service in the right way”. (Berry, 2002, p69).
Strong communication skills are the second essential personal skill needed by marketers. They need to clearly explain what the changes are, why they are happening, how they will benefit employees and how they can contribute to successful execution. Helping employees understand their position in the process is essential, and depends on the organisation being able to “communicate desirable values and goals, as this helps employees to identify with the organisation” (Fill, 2016, p315). Internal teams will have varying degrees of understanding of the service, and a range of attitudes towards the relaunch could be encountered, so marketers must be able to communicate clearly with colleagues to transform their views. Successful communication and keeping colleagues in the loop as to the value they add, will empower them to want to engage with the process, and could help to overcome some inflexible attitudes that are a result of not understanding.
A key practical skill that a marketer should possess to support this, is writing. In order to deliver the relaunch, written communications will need to be produced and shared with colleagues within the organisation. The internal communication channels identified earlier in the report, call for broadly differing writing styles. For instance, writing content for a poster in a reception area will require a succinct, direct style with a clear call to action in order to capture the attention of the internal audience. In contrast, creating content for the intranet, which will be the central hub for information, will need a more informative style, offering detailed guidance and using a business tone and language. The ability to successfully change writing styles to clearly communicate messages will therefore be essential in order to convey the right message to the right audience at the right time. 
Fill (2016, p22) addresses that “the management of marketing communications is a complex and highly uncertain activity” therefore it would not be possible to successfully relaunch Event Experts without a clear strategy and plan so as to be as prepared as possible for the relaunch. As a result of this, the second practical skill that would be of great benefit to a marketer when communicating details of the relaunch would be planning skills. 
To ensure engagement and buy in from the internal audience, a plan must be developed, looking at what is going to be said, how it will be said, and when it should be said. Any costs that may be incurred and key timings must be thought out and budgeted for so the message is successfully delivered. Acknowledging the importance of establishing a clear plan for the relaunch is welcomed by Marketing Week columnist Mark Ritson (2017) who believes that “we have lost the art of developing clear strategic direction”. There has been a general attitude within the organisation of ‘doing something and then thinking about why we did it’, however to successfully relaunch Event Experts, clear objectives and plans must be created in order to mitigate risk of failure. 
Harnessing the aforementioned skills should help equip marketers with the tools needed to successfully communicate the relaunch of Event Experts internally, whilst forming strong internal relationships and overcoming any opposition.

2A. Discuss why the organisation would choose to relaunch an existing product or service instead of developing a new one.
In an ever evolving climate, with new products and services being launched daily and outside influences impacting on success, “it’s easy for companies that develop, produce and support products to lose control over a product” (Stark, 2011, p3).This can be especially true in a service environment, particularly during the growth stage of the product lifecycle when a number of teams are involved in promoting and delivering the service. During busy periods, attention to detail can slip and shortcuts be taken in order to meet stringent time demands. Relaunching Event Experts gives the opportunity to improve this, by internally communicating and refining the service whilst there is still demand for it. 
As explained by Ries and Trout (2000, p5), the aim of relaunching the service “is not to create something new and different, but to manipulate what’s already up there in the mind to re-tie the connections that already exist”. A relaunch can help remind stakeholders that the Event Experts service exists and place it at the forefront of their minds. Historical analysis of the service has shown that customer loyalty has lapsed over time, so relaunching the service is an opportunity to reach out to lapsed clients to regain their business. This can create a competitive advantage over other event consultancies in a crowded and competitive market. 
The relaunch also provides the opportunity to study the service’s positioning within the marketplace, and evaluate if that positioning is reflective of the service the customer receives.   
New product development is risky, costly and timely and there is a considerable failure rate. Eventbrite’s 2018 Event Industry Report revealed that 63% of event bookers would consider reputation as an important factor when deciding where to host their event, something that would take a long time to build if we were to look at launching a new service. 
Further than this though, whilst it can be acknowledged that there are flaws in the performance of the Event Experts service, developing a new product would not be a viable option for XXXXXX, as there is a corporate need for the service in order to deliver against an ambitious corporate strategy. 2015 saw the opening of the second campus, which created “both an opportunity and a requirement to undertake significantly increased levels of conference and events activity” (XXXXXX, 2017). This pressure to deliver against the corporate strategy has prompted a review into how profitable Event Experts is, and whether changes can be made to improve the service so as to meet evolving customer needs. 
The reasons behind organisations hosting events has evolved, and as a result, the service offered to customers’ needs to do the same “there are occasions when offerings need to be repositioned in the minds of consumers/stakeholders” (Fill, 2016, p206) as a result of changing buyer preferences.  
A sense of bringing people together and networking are now among the top reasons for organisations hosting events (Eventbrite, 2018) therefore marketing also need to refocus messages to support and accommodate these customer values. By communicating messages of unity, collaboration and togetherness, stakeholders should view Event Experts as an extension of their own organisation, as opposed to a separate business. Organisations should be “listening to their customers and responding in a way that offers a meaningful solution to them”. (Bacon, 2017). This familiarity will also help to build customer loyalty, which would not be possible straight away if we launched an entirely new service.
Relaunching in order to satisfy the needs of an evolving customer market has been undertaken by academic venue finding service, Venuemasters, who recently relaunched under the name of Academic Venue Solutions. Steve Crawford, chair of the board of directors said of the reasons behind relaunching: “it is important that Academic Venue Solutions retains its established values, but at the same time develops a new and modern identity” (Fullard, 2018).
It could be observed that the historic pricing structure of Event Experts is contradictory to the flexibility that the service claims to offer. Organisers are charged a set fee per delegate, regardless of the work that is involved in the management process, resulting in disconnect between the amount customers are charged and the service they received.  This has been apparent in feedback surveys, with some organisers feeling they had excellent value for money, and others feeling that they had paid too much for what they received. 
Developing a new pricing architecture that is a true reflection of the work involved and tying it in with the relaunch can help resolve this, as well as addressing the issue of decreasing budgets. Although the Event Experts service has always claimed to offer flexibility, there has been a significant gap between the claim and the reality. Therefore in relaunching the service, the organisation has the opportunity to refocus its efforts on delivering true customer value. 
Whilst new product development is an essential way of moving business forward, it is not the only way to respond to declining sales and productivity. Through relaunching a product or service and realigning it to better suit the marketplace and climate, it is possible to extract new value from something that is already in existence and still has much to offer both the organisation and the customer.  
2B. Explain how branding techniques can help reposition the product or service in the marketplace and highlight the resulting benefits to your chosen organisation.
As is widely observed, branding “can help to transform commodities into unique products” (Palmer, 2004, p221) therefore in order to reposition Event Experts in the marketplace, developing a strong brand is essential. To do this, every aspect of the brand must be assessed to ensure there are no gaps between its vision and its image. This process can be aided through the use of a brand model. An appropriate model would be the Brand Onion.
Fig 1. Shows how the desired repositioned Event Experts Brand Onion would look:
POSITIONING
The first choice event consultancy in South Wales





EXTERNAL

VALUES
We are reliable
We are professional
We care

INTERNAL
PERSONALITY
Knowledgeable
Innovative
Reliable
Caring
VISION
Everything your event needs

Vision: The first ‘layer’ examines the ‘vision’ of the brand, which underpins brand strategy and is how the brand wants to be perceived by employees, customers, and stakeholders. (CIM, 2014). For Event Experts, being perceived as ‘everything your event needs’ is empowering, ambitious and creates a sense of being an integral part of the event planning process. This vision will also help shift the service’s position from an event consultancy ‘option’, to an event consultancy ‘must have’. 
Values: The next layer of the onion looks at the brand ‘values’ that should be integral to every contact between the brand and stakeholders. These values mirror the Professional Service Values of XXXXXXwhich will help to ensure consistency between the service and the organisation, which adds to greater brand credibility and enhances corporate reputation.
Personality: “Aaker (1997) developed a framework for measuring brand personality” (CIM, 2014, p181). To suit Event Experts, appropriate personality traits would be knowledgeable, innovative, reliable and caring. Developing a brand personality can be an asset as there is extensive literature reporting on how consumers form an emotional relationship “between a brand and their own perceived or sought personality” (Palmer, 2004, p220). By repositioning the ‘personality’ of the brand, the organisation can define human characteristics that are likely to appeal and relate to stakeholders on a psychological level, as “buy-in, or engagement, consists of two main components: intellectual and emotional” (Fill, 2016, p314).
Positioning: Once all of the layers have been formed, they come together to create the basis of the repositioned brand. Positioning is the hardest layer for the organisation to control, as it is a sum of stakeholder views, often shaped through experiencing the brand, or the reputation inherited from others. Fill states (2016, p289) “Successful brands deliver consistently on their promises, by meeting or exceeding expectations, and in doing so reinforce the positioning and the credibility of the promise”. Through successfully building the other layers of the brand and delivering a positive service, combined with an integrated communications approach the organisation are however in a strong position to influence opinions. 
A way that this could be done is by using DRIP techniques in communications surrounding the relaunch, such as pointing out what makes Event Experts different from other services through advertising, reminding previous customers of positive experiences through personal selling and lapsed client campaigns, keeping them informed of the relaunch through direct marketing and enticing them to come back through engaging messages or sales promotions.
Also to be considered as part of repositioning the brand, is the fact brands are made up of both intrinsic and extrinsic attributes. The intrinsic attributes are those mentioned in the brand model, if they are altered, the product would also change. The extrinsic attributes are more widely used by consumers to differentiate between products and services, the name, price and visual presentation. (Fill, 2016).
Changing the extrinsic attributes alone would not be enough to reposition the service, as this could be defined as a “superficial change which does not increase the product’s perceived value” (Palmer, 2004, p222). This being said, applying consideration to the Event Experts’ logo can help to cement the reputation of the brand through providing valuable identification, which can be an “important tool for identifying and developing…long-term consumer–brand relationships” (Kumar and Kaushik, 2018, p1).
As highlighted by Fill (2016) the logo has a key role to play in the shaping of a brand. (Assail 1990, cited in Fill, 2016) also alluded to the importance of visual identifiers, by defining a brand as “the name, symbol, packaging and service reputation”. XXXXXXhas a strong reputation as being a centre of excellence for research and development and has forged strong partnerships with businesses across the country. Embracing the corporate reputation can benefit Event Experts during the relaunch and repositioning the brand. 
Featuring XXXXXX’s shield and their exact shade of blue, a colour that is positively associated with strength and dependability, alongside the Event Experts name can help to create connections between the organisation and the service brand. The name ‘Event Experts’ creates a positive association with the benefit of the product (Palmer, 2004) Experts instils a message of security and reassures the stakeholders that the service is delivered by professionals.
The transferring of messages created through symbolic imagery is an example of Schramm’s (1955) Linear Model of Communications (Schramm, 1955, cited in Fill, 2016, p41). In relaunching Event Experts, marketers are encoding messages within brand assets (name, logo, colour usage) and are “transferring the intended message into a symbolic style that can be submitted”. Stakeholders are then responsible for decoding the assets, and when combined with other layers of the brand, assessing how it can relate to their needs. 
Palmer (2004, p220) states that “brands are chosen when the image they create matches the needs, values and life-styles of customers” therefore a benefit of creating a successful brand and repositioning Event Experts as a fully customisable service that satisfies a customer’s complex needs can give XXXXXXan advantage over competitors offering similar services. This is echoed by Kumar and Kaushik (2018, p3) who acknowledge that “as consumers interact with hundreds of brands every day, it is not possible to develop meaningful and strong relationships with each of them” as a result, marketers must identify the most important customer needs and shape their brand around being able to satisfy these, and do it better than the competition. In the case of Event Experts, being the brand that can be relied on, relieve stress and give event planners more time to focus on other elements of their jobs, will make them indispensable. 
Successful execution of these branding techniques can help ensure consistent service delivery and positive customer experience, which in turn, can lead to loyalty to the Event Experts brand. The customer loyalty journey has been examined by Christopher et al, (2002) in the Ladder of Brand Loyalty, likening the relationship between brand and customer as climbing an imaginary ladder from prospect to advocate. In doing this, Event Experts will have an advantage over competitors and have the potential to seize a greater market share, as it is estimated that ‘intangibles’ which includes an organisation’s brands, account for around 75% of a company’s worth (CIM, 2014) rendering Event Experts a considerable financial benefit to XXXXXX. 
To conclude, repositioning the Event Experts service will take time and effort, however through creating a strong brand vision and communicating it in a way that provides value to stakeholders both inside and outside the organisation, numerous benefits will undoubtedly be seen. From improved customer satisfaction results, increased customer loyalty and repeat bookings to greater service consistency from internal teams as well as increased market share and profits, Event Experts will become an asset to XXXXXX. 
2C. Present a creative brief, for an external communication campaign, focussing on relaunching the product or service.
Brief: To relaunch XXXXXXEvents and Hospitality’s ‘Event Experts’ service as the leading event management consultancy in South Wales, providing everything event organisers need in order to deliver a successful event.
Background: 
Event Experts have been operating since 2010. Working closely with the organisation’s wider support teams, the service was designed to offer an end to end event management consultancy service for customers organising events on campus.
Event Experts have seen sporadic success over the last 8 years, however the service has never achieved considerable profitability. Internal analysis has revealed that this is a result of a lack of focused marketing activity, internal confusion over the expectation of service and a complicated pricing structure, resulting in an over promising and under delivering service.
To overcome these issues, a decision has been made to relaunch Event Experts in order to support an ambitious Event Strategy that is being implemented for the 2018-2019 academic year. To assist the relaunch, we need to devise a communications campaign to educate existing, lapsed and potential customers as to the revised service offering. 
Target Market: 
This campaign is aimed at customers and will need to target the key decision makers responsible for booking events within their organisation. The customer base can be broken down into the following groups:
· Academic conferences (agencies and board members)
· Associations holding conferences (agencies and board members)
· Local Swansea businesses looking to host meetings, dinners and awards
· Sports event organisers delivering large sporting events
Campaign Messages and Service Specifications: 
· Event Experts offer an end to end service, helping with all stages of the event planning cycle, from initial theme concepts and budgeting, to on the day duty management
· The in-house team know the venue inside out, all events are held on campus so their knowledge of what can be achieved is second to none – they really are event experts
· Our flexible pricing structure offers a ‘pick and mix’ of services charged hourly and the offering is truly bespoke. The flexibility of the service and staff should be a central message, highlighting our willingness to accommodate all requirements and devise logistical solutions
· Take comfort in knowing everything is taken care of, relieving organisers of stress
· The service is part of XXXXXX, a reliable and trustworthy institution
· Sustainable service, supporting welsh economy through using local produce and suppliers
Tone of Voice: The Event Experts service should be perceived as an extension of the customer’s own business, therefore the campaign tone should be friendly, warm and professional. Colloquialisms and slang language should be avoided in order to maintain XXXXXX’s corporate image.
Desired Results:  
As a result of this campaign, we want to:
· Increase enquiry rates by 50% by the end of the 2018-2019 academic year.
· Achieve a 40% event re-book rate with Event Experts for summer 2019.
· Secure 2 new leads for residential conferences for summer 2019.
· Revive business with 3 lapsed clients in the 2018-2019 academic year.
Budget: Payment will be on a 15% commission basis.
Timing: The service is being relaunched on 1st August, in line with the start of the new academic year. Communication activities will be taking place in the lead up to relaunch and beyond. 



3A. Describe which communication tools can be used to maintain corporate reputation when relaunching the product or service.
Corporate reputation is “the sum of people’s perceptions of an organisation…experienced through product usage, customer service, the commercial environment and corporate communications”. (Smith & Taylor, 2006, p665). Regardless of how an organisation views itself, the way it is perceived by stakeholders is what forms corporate reputation. Whether positive or negative, customers, employees, partners and communities will form beliefs and opinions about the organisation. 
As addressed by Fombrun (1996, cited in De Leaniz et al, 2016, p169) unless managed properly, corporate reputation can easily be damaged as each of us approach situations with “our own personal combination of economic and social, selfish and altruistic criteria in judging a company and its future prospects”. 
Following a broad portfolio of successes, XXXXXXboasts a fairly positive reputation as a first class research institution, which can be considered an asset when relaunching Event Experts. This being said, the organisation cannot be complacent during the relaunch, and ways to protect and maintain this reputation must be considered. This is especially important as a decision has been made to incorporate XXXXXX’s name and logo into the brand so a corporate connection will easily be made. 
Abratt (1989, p63) enforces this sentiment by stating that “organisations need to make a concerted effort to manage their corporate images...managing the corporate image is the key to security and maintaining public trust”. A way in which public trust can be maintained is through a robust PR program that can be used to enhance corporate image and identity. The CIM (2014, p193) identifies PR as “the function or activity that aims to establish and protect the reputation of a company or brand, and to create mutual understanding between the organisation and the segments of the public with whom it needs to communicate”. 
As highlighted in Jefkin’s Public Relations Transfer Process (1994, cited in Egan, 2007) clear, informed communications can increase awareness and transform feelings of hostility and ignorance to interest and acceptance. This can be done when relaunching Event Experts through using press releases, inviting press and stakeholders to a launch event, publications and internal PR at all stages of the relaunch and ensuring consistency of messaging is maintained and the service is aligned to what is expected of the organisation. As noted by Fill (2016, p199) “the corporate brand needs to be communicated to a large array of stakeholders” therefore an integrated PR approach should be used to reach relevant parties. 
Ensuring consistency in communications is crucial to maintaining corporate reputation. If confusing, mixed messages and visual signals are shared, marketing will be communicating “a splintered identity [which] fragments the corporate image, [and] in turn, dilutes the corporate presence among key audiences” (Smith & Taylor 2006, p662). A way to minimise this risk, is through creating and adhering to corporate branding guidelines, specifying the exact typeface, colours, logos and tone of voice to use in all communications, as “to achieve maximum effect, corporate visual identity should be applied consistently” (Palmer, 2004, p225). This visual identity should be present on all marketing materials and the requirement to use them should be communicated to all employees.
Internal communication is crucial to maintaining corporate reputation. Further than simply communicating the values however, management, employees and representatives of the organisation need to ‘live’ them. 
This is an approach adopted by the Saga Group when they repositioned themselves in a new market. CMO Matt Atkinson explained: “We are not advertising our way into the change, we are behaving our way into it” (Vizard, 2017). Through an integrated approach and by building a strong corporate brand identity that focusses on the “aims, values and ethos of an organisation” (Egan, 2007, p253-254) and embedding these values into the Event Experts service, the company’s desired and actual reputation can be aligned. If employees understand and can engage with the corporate identity and adopt these values into their attitudes, it will help to solidify the corporate reputation. 
It could be perceived that owning corporate reputation is intangible and to an extent out of the control of the organisation, especially through advancements in interactive technology and social media where both positive and negative opinions can be shared with a mass audience at the click of a button. However through integrated communication campaigns, consistent brand imagery and ensuring internal awareness is prioritised, the organisation should be able to retain considerable control over the corporate reputation during the relaunch.
3B. Recommend a marketing communications plan for relaunching the product or service, targeting TWO external or connected stakeholders.
1.0 Introduction
This is a marketing communications campaign designed for relaunching Event Experts, using Fill’s Marketing Communications Planning Framework (2016). Communications will target customers and the local media. Although the plan is primarily aimed at external stakeholders, it will highlight some internal activity as this is integral to the success of the relaunch. 
2.0 Context Analysis
2.1 Business context
Whilst Event Experts are part of XXXXXX, which is in the Higher Education industry, a more appropriate marketplace would be the Event Management market in South Wales. 
The UK event industry is in a healthy state, which is promising in light of XXXXXX’s ambitious Events Strategy. A survey completed by 1000 UK businesses personnel responsible for organising events revealed that 57% have seen an increase in the number of events organised in 2018 from 2017 (Eventbrite, 2018). 
In spite of this promising state for the wider UK event management industry, there is a lack of business coming to Wales as a whole, with event bookers preferring to base their events in more central locations, such as London, Birmingham and Bristol. 
As identified, Event Experts are in competition with other Welsh Universities and Swansea hotels. Unlike Event Experts, many have dedicated conference centres, so do not worry about availability of meeting spaces or the need to facilitate free of charge events. Those in Cardiff also carry more appeal than Swansea, which is an hour further away, with little perceived benefit in return.  
Advantageously, Event Experts operate a largely sustainable service and do not rely heavily on external suppliers, however do support the welsh economy through sourcing local food produce and local entertainers. The University does also not have any intermediaries.
2.2 Customer Context
Event Experts’ customers are event bookers, working directly for the organisation and booking agents who represent their final customer. They serve a wide customer base, however academics, associations and major sporting events have been the most successful areas, contributing to 88% of the event profit from 2012-2017. 
The buying situation is extensive and competitive, usually secured through a bidding process managed by Business Development. The decision process is rarely emotional, with the customer shopping around for the ideal venue to satisfy their needs and presenting their findings to the event organising committee. The relationship is not always loyal, although some bookers return, this number has steadily been in decline (16% over 5 years). 
The key factors considered when selecting an event venue are location, capacity and customer service (Eventbrite, 2018). Cost is a consideration, but not the primary focus – a trend mirrored in the experience of Event Experts. Feedback from previous event organisers has shown that Event Experts have been chosen for a variety of reasons, including the promise of flexibility, and the time-saving convenience of having their event managed.
Approximately 75% of bookings are initiated by the customer, which is not a sustainable business model, the organisation should be investing more time in generating leads. 
Whilst there aren’t key dates for bookings, there are seasonal patterns as seen in Table 1:
	January-March
	Historically the busiest booking period.

	April-June
	Key for late (14-month lead) and early (26-month lead) bookings.

	July-September
	Main operational period. Fewer bookings and enquiries, more emphasis on engaging with existing clients, publicity, and securing repeat bookings.

	October-December
	Best time to engaging with academics.



2.3 External Context
Table 2 shows the external factors that can impact successful delivery of Event Experts: 
	Political
	Economical

	Brexit: With Britain leaving the EU it is unknown what impact this will have on UK business.

Welsh Language Regulations: Updates to Welsh Language laws require that all external communications issued by the university are done so in English and Welsh. This strengthens the organisations position as a Welsh institution, but may also cause delays in issuing communications.
	Destination Management Plan: Welsh Government’s Destination Management Plan focusses on bringing visitors to Wales. This is an opportunity for government support and networking between Welsh institutions to bring industry to Wales.

Restricted Budgets: 69% of event organiser’s budgets have not increased from 2017 (Eventbrite, 2018) so it is important that Event Experts can satisfy lean budgets.

	Social
	Technological

	Sustainability: Sustainability is an increasingly important social issue. Event Experts have an opportunity to promote their sustainable service, emphasising how local produce is used and that the organisation is ranked 9th in the ‘University’s Green League’ (People & Planet, 2018).

Social Media: Marketers are no longer delivering messages to passive targets, as audiences are becoming more involved through interactive technology. This can be a threat, as negative opinions of the service can rapidly spread and be hard to control. There are however opportunities for more dynamic communication and brand engagement. New customers can also be reached. 
	SEO and PPC: There is increased competition for online presence, with organisations investing more time and money into increasing their position. There is a risk that XXXXXXcan be left behind with such rapid developments as many organisations have dedicated digital teams. The opportunity here is to improve writing skills and create relevant, engaging content that will, in time, help build reputation with the customer. 





2.4 Internal Context
Fig 2. The university’s internal context can be reviewed using The McKinsey Seven-S Model. 
Structure: The organisation’s structure was revised in 2017, aligning Professional Service Units and Academic Colleges. Points of contact between colleges and Event Services have been altered, resulting in confusion over processes and an even greater need for improved internal communication. 



Strategy: The Events Strategy 2018-2021 focusses on expanding business by generating leads and retaining customer loyalty. For the first time, dedicated marketing focus is being applied to the Event Experts offering.
Systems: The internal event management system is not always used consistently. This makes it challenging to trust as a reliable database to evaluate opportunities and manage customer relationships. There has historically been a lack of structure for managing the system process which needs to be reviewed.

Shared Values: Professional Services areas at Swansea University operate to a defined set of Core Values: We are professional. We work together. We care. The successful relaunch and delivery Event Experts must see these values adopted in the brand identity in order to contribute to the University’s strategic vision.

Style: The management style is strategic and forward thinking, which is reflective of being a research lead organisation. There is a danger of ‘running before we can walk’ with teams being unable to deliver success against the ambition which must be considered.
Staff: Staff are committed to the service they deliver, however there is disconnect between teams as a result of poor internal communication as to why certain decisions are made. This can result in inflexible and reluctant attitudes towards suggestions for improvement, a contradiction to the Event Experts brand values.
Skills: The Event Experts team are highly skilled in organising, planning and delivering events. When aligned to the CIM Professional Marketing Competencies Framework (2016) there is a gap in commercial awareness and financial literacy, however Business Development bridge this gap.  




3.0 Promotional Goals and Positioning
3.1 Corporate Goals
· To become the market leading event management consultancy in South Wales by the end of the 2019-2020 academic year.
3.2 Marketing Goals
· Increase the number of Event Expert bookings by 25% during July-September.
· To achieve a consistent score of at least 90% customer satisfaction in event organiser feedback surveys throughout the 2018-2019 academic year.
3.3 Communications Goals
· Issue one newsletter per month to the Event Experts e-mailing list with helpful event planning tips.
· Engage with the 10 most historically profitable lapsed clients by December 2018 to understand their event needs through a calling campaign.
· Secure a half page editorial in the Evening Post and Bay Magazine within a month of the relaunch.
3.4 Positioning 
“Positioning strategy for a brand is a crucial part of developing a sustainable competitive advantage” (Palmer, 2004, p235) so marketing must ensure that in repositioning the service, they are framing it where it needs to be in order to fulfil customer needs and expectations. A way that this can be done, is by assessing it on relevant criteria in comparison to the competition.
Fig 3. Shows how Event Experts can be mapped in a positioning diagram against competitors in terms of price and level of service.
[image: ]
Positioning Statement: Event Experts; everything your event needs.
4.0 Promotional Strategy
To relaunch the Event Expert service targeting the two specified stakeholders, a combination of pull and profile strategies will be used. The communications budget will be allocated in almost equal measure to both strategies in order to forge strong customer relationships and support the corporate brand, both internally and externally. This budget will cover all activity 2 months pre-relaunch to 6 months post re-launch to align with annual budget planning cycles.
5.0 Coordinated Communications Mix
· All activity will be managed in house, apart from train station advertising which will be managed by an agency.
· Whilst there will be a spike in the activity pattern surrounding the relaunch it will still be a relatively soft launch to reflect the nature of the service. 
· Definition of the abbreviations used in the communications plan: PS (Personal Selling) PR (Public Relations) DM (Direct Marketing) SP (Sales Promotion) Ad (Advertising) IC (Internal Communications). 
Table 3: Integrated Communications Plan.
	Activity
	
	2 months to relaunch
	1 month to relaunch
	Relaunch month
	Month post relaunch
	Ongoing activity
	£

	PROFILE
	 
	 
	 
	 
	 
	W
	M
	Q
	£8,700

	Internal communication programme sharing details of relaunch
	IC
	 
	 
	 
	 
	 
	 
	 
	£200

	Internally communicate brand guidelines (logo, fonts, colours)
	IC
	 
	 
	 
	 
	 
	 
	 
	£0.00

	Press conference - informing local press about re-launch
	PR
	 
	 
	 
	 
	 
	 
	 
	£500

	Launch event, publicity, branded giveaways, networking
	PR
	 
	 
	 
	 
	 
	 
	 
	£1,500

	Familiarisation visits, explore campus, experience hospitality
	PR
	 
	 
	 
	 
	 
	 
	 
	£2,500

	Sponsorship of Swansea Bay Lifestyle Awards
	PR, Ad
	 
	 
	 
	 
	 
	 
	 
	£1,500

	Press release and editorial, Bay Magazine & Evening Post
	PR, Ad
	 
	 
	 
	 
	 
	 
	 
	£500

	Internal meetings to update on strategy
	IC
	 
	 
	 
	 
	 
	 
	 
	£0

	Produce video testimonial videos to trickle out on SM and web
	DM, Ad
	 
	 
	 
	 
	 
	 
	 
	£2,000

	Blog updates - event tips from the experts
	PR
	 
	 
	 
	 
	 
	 
	 
	£0

	PULL
	 
	 
	 
	 
	 
	 
	 
	 
	£9,600

	Social Media campaign creating a "buzz" - what do Event Organisers value? Top tips for event planners
	DM
	 
	 
	 
	 
	 
	 
	 
	£0

	Exclusive offer for event organisers to celebrate relaunch - free prosecco for the first 100 delegates.
	SP
	 
	 
	 
	 
	 
	 
	 
	£100

	Digital newsletter to current subscribers updating on relaunch
	DM 
	 
	 
	 
	 
	 
	 
	 
	£0

	Lunch and learn sessions on campus, target internal event bookers
	IC
	 
	 
	 
	 
	 
	 
	 
	£500

	Lapsed client calling campaign
	PS
	 
	 
	 
	 
	 
	 
	 
	£0

	Train station advertising - M4 corridor stations from Cardiff to Carmarthen
	Ad
	 
	 
	 
	 
	 
	 
	 
	£3,500

	Rebook your event and get a free breakfast promo
	SP
	 
	 
	 
	 
	 
	 
	 
	£250

	Google Adwords
	Ad
	 
	 
	 
	 
	 
	 
	 
	£1,500

	Swansea business networking evening, showcase service
	PR
	 
	 
	 
	 
	 
	 
	 
	£500

	Magazine ad, featured venue supplement, Conference News
	Ad
	 
	 
	 
	 
	 
	 
	 
	£3,000

	Know someone who would love to organise an event with Event Experts? Refer them and both receive a £5 discount per delegate
	SP
	
	
	
	
	
	
	
	£250



6.0 Control and Evaluation
6.1 Control
In order to control the Marketing Communications programme, monthly meetings will be established between the Marketing Coordinator, Commercial Manager and Event Services Manager. The meetings will take place on campus over the course of an afternoon. The focus of the meetings will be to review how campaigns and activities are performing against the objectives previously identified.
From the meetings, wider operational teams will be briefed on details that affect their areas, such as specific feedback from events, a change in focus or progress to targets. Monthly marketing reports will also be implemented with the measures for success being based on the objectives set.
The plan itself should be reviewed monthly to ensure that the future planned activity is still relevant to the results of the relaunch and responses to the communication.
6.2 Evaluation
The overall evaluation of the Marketing Communications Campaign will be whether or not the defined targets for the relaunch are met, whether the service has remained true to its brand values and identity and how people relate to the campaigns. Further to this though, each communications tool used in the plan will be reviewed individually.

Table 4 shows the various evaluation methods that will be used:

	Advertising
	Reach and engagement of online and offline advertising campaigns (CPT), enquiries received as a result of advertisements, increased awareness of the brand.

	Sales Promotions
	The number of people who redeem the offers, volume of referrals as a result, return on investment.

	Public Relations
	Attendance numbers at launch event and familiarisation trips, number of press cuttings, length of articles quality of press release write-ups.

	Direct Marketing
	Newsletter open rates, mailing list subscribers vs. unsubscribes, reach and engagement through social media, enquiry conversion rates, website traffic and retention.

	Personal Selling
	Lead generation, conversions, increased network, repeat bookings, and changed perceptions.



7.0 Conclusion
Relaunching the Event Experts service will be a complex process, the success of which will hinge upon a number of factors. The first of these is engaging internal staff through robust and clear internal communications, and establishing an ongoing policy for monitoring views and behaviours. The second fundamental element will be reshaping the brand and defining its position in the market, but arguably most importantly, living up to the brand promises and protecting corporate reputation. All of this can be managed and aided through the use of appropriate, ongoing integrated communications.

CIM Number: XXXXXXX. Integrated Communications. July 2018
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