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[bookmark: _Toc535249235]1.0 Executive Summary
This report undertook a critical review of the Changi Airport social media platform Facebook. The report concludes of an introduction into the terms of marketing and the difference between general marketing and digital marketing. The researcher also touches upon the different digital marketing communication channels, before settling on Social media and explaining this in more detail. Changi Airport located in Singapore, Asia is a major global aviation hub that handles nearly 60 million passengers each year, with 100s of airlines connecting over 360 cities internationally (Changi Airport Group, 2017). Their Facebook page is one of the most successful aviation social media pages in the world (Socialbakers.com, 2019). The researcher used the frameworks the 7 P’s of Marketing developed by McCarthey and RACE developed by Smart Insights and Chaffey. Though some points of the frameworks were considered irrelevant when reviewing the social media pages, due to them being more focused on general marketing, they did raise some negative points, questioning the success of Changi Airports marketing strategy. Overall the positive factors outweighed the negative, and the researcher considered the Facebook marketing strategy a success of behalf of Changi Airport. 







[bookmark: _Toc535249236]2.0 Introduction
	This report will critically evaluate the e-marketing communication channels used by Changi Airport. By understanding what e-marketing is and how it differs from traditional forms of marketing. Exploring the different types of e-marketing communication channels, then critically evaluating the drivers and challenges of e-marketing communication channels being used by Changi Airport. 
	Firstly, traditional marketing is the management process responsible for identifying, anticipating and satisfying customers (Drummond & Ensor, 2005). E-Marketing is no different, apart from the fact that the marketing is online. The official definition used by the Oxford dictionary of marketing is “The use of digital technology, including web and multimedia and processes in the development, distribution, and promotion of products and services. Digital technologies include Internet media such as websites and e-mail as well as other digital media such as wireless or mobile and media for delivering digital television, both cable and satellite” (Doyle, 2011). 
	Due to advancements in technology over the past few decades, there are multiple digital platforms that can now be reached from most digital devices, such as desktops, laptops, mobile phones and gaming consoles (Chaffey & Smith, 2013). “DCM refers to the use of new digital communication channels to create an integrated, targeted and measurable communication process that helps organisations acquire and retain customers while building a deeper relationship with them” (Karjaluoto, et al., 2015). These marketing communication channels can be seen in figure 1 below, where the channels are split into six different groups, those being: Search Marketing; Online PR; Online Partnership; Interactive Ads; Opt-in Email; Social Media Marketing. 
[image: ]
Figure 1.  Source from Smartinsights.com
	This report focuses on the social media platform ‘Facebook’ though this will be discussed further in the report, the background of social media should be addressed. Social Media has become a huge influencer in regard to marketing over the past few decades (Felix, et al., 2017).  Social Media sites are the some of the most popular websites on the internet (Chaffey & Smith, 2013) , with Facebook being among the most popular social platform for consumer audiences (Chaffey & Smith, 2013). 

[bookmark: _Toc535249237]3.0 Changi Airport
Changi Airport located in Singapore, Asia is a major global aviation hub that handles nearly 60 million passengers each year, with 100s of airlines connecting over 360 cities internationally (Changi Airport Group, 2017). 
[bookmark: _Toc535249238]3.1 Digital Marketing Channels 
	Changi Airport uses multiple digital marketing communication channels. They own and operate a fully functioning website that allows viewers to view, book and manage holidays and flights (Changi Airport Group, 2019), They also use an outsource agency for their email marketing services, in 2017 they signed a year contract with the marketing agency Falcon (Tay, 2017). Changi Airport also use many social media platforms that they are extremely invested in such as Facebook, Twitter, Instagram, Linkedin, Youtube, Sina Weibo and WeChat (Changi Airport Group, 2019). In 2017 they reached new standards in terms of their social media pages (Changi Airport Group, 2017) they then continued to grow during 2018 and strengthened their customer engagement through several social media platforms (Changi Airport Group, 2018). Changi airport group have high expectations set for their social media pages to continue to perform at a high standard, in 2018 they utilised their social media presence to generate a greater awareness of the airport, in order to build firm bonds and brand affinity (Changi Airport Group, 2018). This is proven to be a successful way of creating customer relationships, in 2012 Forbes Magazine released an article stating that social media can encourage better relationships and communication between the business and the consumer as social media allows companies to break through barriers, and focus more on the consumer rather than the product, it is also easier to receive feedback for the companies, as people can freely express their stories and reviews of the product, However this can also be a downfall so a strong customer service team and strategy is needed to keep the balance (Young Entrepeneur Council, 2012). 


[bookmark: _Toc535249239]3.2 Marketing Strategy

	With limited resources on Changi airports digital marketing strategy, the use of annual reports and newspaper articles will be observed in this section, in order to apply a marketing model that will assess the performance of their digital marketing. The 7 p’s of marketing is a practical framework developed by McCarthey in 1960 in order for companies to set objectives, carry out a swot analysis and undertake competitive analysis (Hanlon, 2018). The 7ps consist of product, promotion, price, place, people, process and physical evidence (Chaffey & Smith, 2013).  
[bookmark: _Toc535249240]3.2:1 Product
	Firstly, within the 7 P’s of marketing mix is product, which refers to the company’s product, in this case Changi Airport offer aviation services in a unique way as they use the aviation hub (airport) as a tourist attraction, with the rooftop pool, free city bus tours and other attractions and events available within the airport (Khoh, 2017), This sets them apart from the airports all over the world, offering a new experience to travel and was also named the world’s best airport for the sixth year in a row by Skytrax for 2018 (Mutzabaugh, 2018). Changi airport have a clear image of their product and have managed to successfully keep their product new, by using innovation each year.
[bookmark: _Toc535249241]3.2:2 Promotion
	Moving along, promotion is the next step of the 7 P’s framework. This is the use of media channels to promote the product in question (Hanlon, 2018). Across social media channels Changi Airport have a significant following and utilize all aspects of services offered by social media platforms. In particular, during 2018 Changi Airport generated exciting product promotion through the use of video, influencers and continuous content (Changi Airport Group, 2018). The promotion of all services offered were extremely thorough and constant throughout the year, causing them to gain an increase in followers across all they’re social media platforms. This proves that they planned their promotion of the product well and achieved positive results. 
[bookmark: _Toc535249242]3.2:3 Price
	Pretty self-explanatory, Price is in connection to the price of a product and whether the organisation is in a position to change its pricing (Hanlon, 2018). Competing in the aviation market it is hard to reduce pricing for the sake of gaining new customers and increasing consumers, though many of the other services they offer within the airport are low cost or free to customers, and with so much to do at the destination, this is a real unique selling point for the airport. These free and low-cost services include, a roof top swimming pool, free city tour bus and gardens to walk among, through the use of social media, these free and low-cost activities are promoted and the pricing is highlighted making the airport a more desirable destination to fly to and from.
[bookmark: _Toc535249243]3.2:4 Place
	Place refers to the distribution options for customers to experience a product. This section of the 7 P’s marketing risk is slightly irrelevant in this case as being an aviation company, you can’t offer that product anywhere else other than the destination itself. However, due to the digital marketing strategy Changi airport have developed, they have found ways to offer their other services online for followers to experience. This can be seen on their social media platforms when they have live streamed events taking place in the airport and when they have shared photos and testimonials of all the services that are not associated with the aviation section of the company (Changi Airport Group, 2018). For a company that should find it difficult to offer their services online and away from the host destination, they have really utilized their other services to share with consumers on social media. 
[bookmark: _Toc535249244]3.2:5 People
	Again, another simple title, people. Refers to the people, meaning the customers and how the company communicate and involve with them (Hanlon, 2018). Changi airport utilize the review section on their Facebook page as it allows them to gain feedback and talk to customers in less formal manner making the complaint or positive review more personal (Changi Airport Group, 2018). They also engage with the customers in a fun way through the use of their Instagram page, with the use of hash tagging, and giving people the opportunity to share their experiences with the airport through images (Changi Airport Group, 2018). All in all, Changi airport have a good customer-business relationship due to the use of their social media pages. 

[bookmark: _Toc535249245]3.2:6 Process/Partners
	For the purpose of this report, the process section of the 7 P’s is slightly irrelevant, so instead this can be replaced by Partners (This can also be added as an 8th P).  Partners refers to whether an organisation are seeking new partners and managing existing partners well. Though much can be said on this in regard to Changi Airports general marketing, it is important to keep the attention on Facebook and in that sense, we may link social media influencers and advocates to partners. As stated throughout the report, prior to the opening of Changi Airports Terminal 4, Changi airport partnered up with social media influencers and advocates to give reviews and testimonials online to attract customers, creating new partnerships, and developing their marketing strategy further (Changi Airport Group, 2018).

[bookmark: _Toc535249246]3.2:7 Physical Evidence
	Finally, Physical Evidence refers to how an organisation reassures the customer of the standard of their product through their buildings, staff and online services (Hanlon, 2018). In the past few years Changi Airport have built new terminals and developed their venue reach high expectations (Platt, 2017). In addition to the high tech and extravagant architecture present at Changi airport, they also have an impressive website and social media standing, with the investment in social media, they portray a utopia, and connect with their customers on a daily basis to provide reassurance to the consumers (Changi Airport Group, 2018). With the extensive investments and careful planning of both construction and social media, they successfully provide the customers with reassurance with physical evidence. 

[bookmark: _Toc535249247]4.0 Facebook
	Facebook is one of the world’s leading social media web sites with over 2 billion active users per month, double that of YouTube and Instagram which are the second and third most popular social networks (Kallas, 2018). Launched in California, USA in 2004 by Mark Zuckerberg, Eduardo Saverin, Andrew McCollum, Dustin Moskovitz and Chris Hughes it is now a multi-billion-dollar revenue site, that is used internationally to connect people all over the world (Facebook, 2019). This is why it is an appealing platform for organisations to use within their marketing, they are able to access a wider network of people all over the world, and also for free. Although there are paid features on Facebook that organisations take advantage of, most content posted is not needed to be promoted through these features as it can be shared by customers organically creating a less forced advertisement.

[bookmark: _Toc535249248]4.1 Changi Airport’s Facebook
	According to Changi Airports annual report ‘Facebook’ is their most popular social media platform with over 2 million followers, which is also a 30% rise in followers since 2017 (Changi Airport Group, 2018). 
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Figure 2. Source: (Changi Airport Group, 2018)
	As shown above in figure 2 Changi Airport have a large social media presence, the largest being Facebook. They utilize social media influencers in order to generate exciting content and attract new viewers. Social media influencers are people who have an extremely large following on their social media accounts, so-called ‘internet celebrities’ use their large following endorse products and services and influence their viewers (Pratt, 2018). This has become a popular marketing strategy with in the tourism industry (Pratt, 2018), Changi Airport used this strategy to promote a new terminal opening by organising over 100 social media influencers and advocates to share their personal preview experience of the new terminal and build up excitement to the grand opening (Changi Airport Group, 2018), with the help of these influencers and advocates and the Changi airport groups social media team , they were able to generate over 8000 pieces of user-generated content in just two weeks across all their social media platforms (Changi Airport Group, 2018). Changi Airport group took into consideration the current trends and developments on Facebook and discovered that video was the most consumed type of content on social media, from this discovery they started utilizing the live streaming features on Facebook to offer consumers behind the scenes content and live events at a more personal level (Changi Airport Group, 2018). 
[bookmark: _Toc535249249]4.1:1 Facebook Advantages
Facebook has grown from much more than a social media page and is considered its own web (Brock, 2011). Some of the advantages of Facebook are; 
· The ability for people to connect with one another, and also the ability to set privacy settings and only connect with people and organisations that you choose to connect with (Brock, 2011).
· Video and Audio links are available for multi-purposes (Brock, 2011).
· The Groups feature offers the ability for people with similar interests to connect (Brock, 2011).
· Applications give organisations the ability to interact with customers and vice versa (Brock, 2011).

[bookmark: _Toc535249250]4.1:2 Facebook Disadvantages
Similarly, the disadvantages are as follows;
· Fake profiles are on the rise, people are impersonating other people, brands and organisation and it is difficult for some people to differentiate the fake profiles from the real profiles, this has led in some cases to fraud (Sutar-Patil, 2018).
· Leading on from the fake profiles, scams can also be linked on, causing more fraudulent activity, where people send links pretending to be organisations and then hacking those profiles who are unfortunate to believe that it is the actual organisation (Sutar-Patil, 2018).
· Criticism on Facebook. As people can post freely on Facebook it is easy to receive negative comments and reviews, that the whole world can gain access to (Sutar-Patil, 2018).



[bookmark: _Toc535249251]4.2 Analysis of Changi Airports Facebook
	In order to analyse Changi Airports Facebook page, the framework RACE, developed by smart insights will be used. The framework RACE stands for Reach, Act, Convert and Engage (Chaffey, 2017).  RACE was developed in order to help organisations plan and manage their social media accounts with a structured framework and help form a well-developed digital marketing strategy (Chaffey, 2017).  

[bookmark: _Toc535249252]4.2:1 Reach 
	“Reach involves building awareness of a brand, its products, and services on other websites and in offline media in order to build traffic by driving visits to different web presences like your main site, microsites or social media pages. It involves maximising reach over time to create multiple interactions using different paid, owned and earned media touchpoints” (Chaffey, 2017). Relating back to Changi Airports Facebook page, as previously discussed the Changi Airport Group’s social media team researched online trends and found that influencers drive a lot of traffic to online sites, they took advantage of this and invested in influencers to produce testimonials and reviews of their Singapore airport in order to create awareness of the brand and the services they offer (Changi Airport Group, 2018). However, it is important to understand that this is just in relation to their Facebook page and no other digital marketing communication channels. With regard to ‘reach’ it can be said that Changi airport have successfully followed this step and created awareness of their brand through the use of Facebook. 

[bookmark: _Toc535249253]4.2:2 Act
	“Act is short for Interact. It's a separate stage since encouraging interactions on websites and in social media to generate leads is a big challenge for online marketers” (Chaffey, 2017). This step is all about the visitors actually interacting with your webpage, liking, sharing or commenting on posts, leaving reviews on your services etc. According to Socialbakers.com (2019) Changi airport is the most liked airport Facebook page, with over 3 million hits. This shows how they are keeping the attention of customers who view their page and getting them to interact with their social media account. They manage this with the utilization of the Facebook Live streaming features and by adding continuous content to their account each day to keep the viewers engaged (Changi Airport Group, 2018). 

[bookmark: _Toc535249254]4.2:3 Convert
	“This is conversion to sale. It involves getting your audience to take that vital next step which turns them into paying customers whether the payment is taken through online Ecommerce transactions or offline channels” (Chaffey, 2017). Though there is no reliable evidence that suggests customers purchase flights or holidays with Changi Airport due to their Facebook page, they engage with the viewers on such a high level that it could contribute to direct sales. However, there is no evidence to suggest this and this could be seen as a limitation to their Facebook page as they cannot fully evaluate how well their Facebook page is in this sense. 

[bookmark: _Toc535249255]4.2:4 Engage
	“This is long-term engagement that is, developing a long-term relationship with first-time buyers to build customer loyalty as repeat purchases using communications on your site, social presence, email and direct interactions to boost customer lifetime value” (Chaffey, 2017). In terms of engagement Changi airport have managed to develop an impeccable social media team that are definitely managing to keep engagement levels high, especially on their Facebook page as it is still growing and gaining viewers as seen by their annual report in 2017 (Changi Airport Group, 2017), and in 2018 (Changi Airport Group, 2018).

[bookmark: _Toc535249256]5.0 Conclusion
	 To conclude, Changi Airport are a leading aviation hub that handle over 60 million passengers each year (Changi Airport Group, 2019). They operate several social media accounts, including Instagram, YouTube and Twitter, however their most successful social media platform is Facebook (Changi Airport Group, 2018). When reviewing Changi Airports marketing Strategy against McCarthey’s 7 P’s of marketing, it was fair to say that overall, they have a good marketing strategy, especially in regard to their social media pages, they are able to use Facebook as a platform to achieve better connections with the customers and create rapport. As this paper was only focusing on Changi airports marketing strategy for Facebook, some of the P’s were slightly irrelevant, as the 7 P’s of marketing is used as a general marketing framework and does not focus on social media in particular. This led on to the researcher reviewing the Facebook account to the Smart Insights framework RACE. RACE provided a much more detailed account of the social media page Facebook as it focuses more on social media than that of the 7 P’s framework. From this the researcher was able to discover, that though the Facebook page was successful in terms of getting viewers, likes and keeping customer engagement, there is no physical evidence readily available to prove that the Facebook page is encouraging sales for Changi Airport, therefore, begs the question if the Facebook page is really successful at all.  All in all the use of Facebook by Changi Airport in regard to their marketing strategy is considered successful by the researcher due to their capability of managing to create new exciting content regularly and keeping the viewers engaged, and continuously growing their social media following. 
[bookmark: _Toc535249257]6.0 Recommendations
	Though Changi airport have proven to have established a well devised Facebook page, the researcher has some recommendations. 
Firstly, the researcher recommends that the current social media team derive a contingency strategy that will allow easy adaptation, if and when trends on social media change, as although they have managed to keep up with trends to present, they are fickle and may change again, so they need to be prepared for this. 
	Secondly, the researcher would like to address the other social media platforms operated by Changi Airport should receive more attention, as Facebook is becoming a less popular platform with the younger generation, there for, Changi Airport need to invest more attention in attracting more viewers to other social media platforms such as Instagram.
	Lastly the researcher suggests adding the link of their website to their social media pages, in order to convert their views into sales, which is one of the steps in the RACE framework that they have yet to acknowledge. This will generate more potential sales, and also allow Changi Airport group to understand where they are getting their customers from. 
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