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Executive Summary

In this report the literature will be outlining the importance of social media for the University of Wales Trinity Saint David. Following that an insight into which part of social media is the most important at each stage of the customer lifecycle using the RACE model. Then finally how the literature will monitor and asses the data gathered from social media platforms. Examples will be giving of possible reasons for the university to have the importance on social media and see the benefits they can gain from monitoring each of the platforms.
Social media is a major part of life today, as a business being successful on social media is down to have a good strategy. Brown (2012, Page 1) says social media has brought about a basic change in the way we communicate today. If you do not adapt to the new way of communicating with your customers and partners, you need to ask yourself: ‘Will my business still exist in five years if I don’t embrace social media?’



             Introduction

Firstly, the University of Wales Trinity Saint David which used to be Swansea Met up until a few years ago combined together with other welsh university’s to then be renamed the UWTSD. So already as you can imagine the university name itself struggles as a lot of students and in university and people wishing to start their university career struggle to understand what the UWTSD actually is. A lot of students know the Swansea Business Scholl campus as Swansea Met which is a main reason why the importance of social media needs to be looked at on a serious platform.
As brand awareness is so important in today’s market, A Barton (2017, Page 1) says,

“More and more digital content is being consumed on a routine basis by means of mobile phones, desktops, computers, laptops and more. When it comes to branding, the good news is that digital offers just as much potential to marketers as it does to the consumers.”

Barton clearly sees the importance of digital marketing in today’s market for brand awareness as the digital world is becoming very popular.
Social media is a big part of everyday life as technologies are growing and there are so many different ways to access social media. “As audiences grow and platforms become more sophisticated, social media is only becoming more valuable for marketers.” (Itzhak, 2017, Page 1)





Main Body

The importance of social media for the universities organisation is very big as social media today is one of the biggest platforms of people and it is certainly the best way to communicate and reach out to students at university or even people wishing to come to university as the age range of social media is great and also the age ranges that you would be expecting to reach out to are most probably the main users of social media. Here are some of the main benefits social media can bring to any organisation. According to Pickett (2013, Page 1) he believes that the main benefits that social media bring to a business are the following.

· You personally can connect with your clients
· Answer questions and respond to messages quickly
· You can show off your brand in the way you want
· The mass number of users that all the social media websites have

The numbers speak for themselves when it comes to the number of users on all of the different social media sites. 

· “800 million Facebook users
· 800 million unique Youtube users per month
· 400 million unique Twitter users per month
· 150 million Linkedin users
· 10 million Pinterest users” (Pickett, 2013, Page 1)

Being personally able to connect to your customers is important especially for the university. As students may have certain questions with regarding their course or events that are happening. Having a good relationship with them makes it better all-around for the students.
The mass numbers of users on social media is most probably the main benefit for the university. As most students will have some sort of social media access and it can be a good way to communicate with them. It can also be a platform for recruitment for people wishing to go to university as they can see what all is happening at the university. “Without marketing your business on social media, your inbound traffic is limited to your usual customers.” (Fountain, 2016, Page 1)
On social media you can show off your brand the way you want to. You can post the best things you feel relevant to the university and more importantly things that you feel will have a benefit to the organisation.


Using the RACE model for digital marketing planning each area has a certain social media platform that will work best with it.
Chaffey and Chadwick (2012, Page 28) say that RACE is a model that was designed by Smart insights, it was designed to benefit marketers and help them manage and improve their organisations with help from digital marketing platforms. 

1. “Reach
2. Act
3. Convert
4. Engage” (Insights, 2018, Page 1)
Reach – This is about how you draw your customers into your business and through social media the university can publish various posts to gain brand exposure to the public. For reach the best social media platforms for this particular area would be Instagram and Facebook where you can post all different things to get the customers interested within your brand. It basically draws people into your page were they then would follow you and once they follow it means they will always see your posts. “Reach involves building awareness of a brand” (Insight, 2018, Page 1)
Act – This is the stage which creates leads and you can see the traffic within your social media page. From this the university can see how many people are viewing the page and from that you could tell what you need to improve on. Facebook again would be the best platform for this as you can monitor everything on your page and you can also get shares and likes which spread the post all over Facebook and can be reached by many users all over the world.
Conversion – This vital stage is the part if the first two strategies have worked. For the university and if they were to use social media platforms for recruitment increases in students they would have to have a link for UCAS on their social media pages and monitor how many people click onto UCAS about applying for the university. “We examine your site, navigation flow, and entire acquisition process from ads to website to emails for improvements in Conversion Rate Optimization” (Frangos, 2016, Page 1)
Engage – The final stage is the engagement with customer/students. Having engagement with students through Twitter and Facebook it then creates a relationship between the university and students which can result in them being loyal with recommendations of the university and also, they can share posts online which can then be reached out to people who may not be aware of the university.

What is social media monitoring? According to Jaume (2013, Page1) she believes social media monitoring is the act in were organisations can take the time and see what is being said across the internet. By monitoring not just the world wide web but also social websites also. 
“If you want to connect with your customers and discover what they think about your brand, social media is your earpiece.” (Brown, 2012, Page 1)
There are many ways in which you can monitor your social media. For the university it can be a big benefit to growing their name and making more people aware of their name. Social media monitoring tools monitor the various platforms every 10 minutes and on twitters case it monitors with real time. The monitoring tools look for trends, form of queries, search strings and likes and comments. With these tools you can see how many people are searching your brand name each day and how many likes and shares you get each day. “However, to take advantage of the benefits of social media it is important to start and participate in customer conversations. These can be related to products, promotions or customer service and are aimed at learning more about customers and providing support so improving the way a company is perceived.” (Chaffey & Chadwick, 2012, Page 30)
Following the social media monitoring them comes many benefits with it for the organisation. As York (2017, Page 1) has 7 benefits that it will undeniably bring. 
1. Understanding the difference between social media monitoring and social media listening 
2. You become more approachable to your clients 
3. You never miss any messages relevant to your brand
4. Stay organised and up to date with marketing trends
5. Interact with your top brand clients and key customers
6. Understand what is and isn’t working for your competitors
7. Win back any lost customers

With each of the benefits they all have great significance to the success in your brand. “With over one billion people around the world regularly using the web to find products, entertainment and soulmates, consumer behaviour and the way companies market to both consumers and businesses have changed dramatically.” (Chaffey & Chadwick, 2012, Page 6)


             Conclusion
Overall the importance of social media for the university is key as with the right platforms up and running and then with some kind of social media monitoring the university can then see where they are in regard to their brand name being known and the popularity of the university and what people think about the university. Following them seeing the results they then can set into place a target on where the university can be in a few years’ time using the PR SMITH SOSTAC method. This method lets them start of where are they now followed by where we want to be then how do we get there, how exactly to we get there then the details of tactics who does what and when and finally how do we monitor performance? From this method and the university using key monitoring techniques through their social media pages they can improve many areas like the awareness of the new university name, recruitment for the university and overall, they can create an image for the university online that they want. Increasing their recruitment for the university can be helped a mix of things on social media. Starting with the image of the university and how they come across, to manages and staying up to date with competitors and finally by making it easy to access UCAS on applying for the university. 
“Many have jumped onto the social networking bandwagon and not been successful. They have registered with every social media site they know, and they have found themselves overwhelmed with all the information. They wonder how they are going to manage to keep up with all of the information flowing at them and do their job too. Without a good strategy and action plan it can be really difficult to carry out social activities in a consistent way to connect with their audience.” (Brown, 2012, Page 17)
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