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1. Executive summary 

The purpose of this report is to demonstrate a critical understanding of the Glynn Vivian Art Gallery’s main issue within the marketing industry through social media platforms, with a critical evaluation of the impact and/or potential impact of it. The final purpose is to provide the gallery with recommendation in order to strategically respond to their main issue, followed by reasons how it can be done. 
 	The Glynn Vivian Art Gallery is a small organisation who provide art to the public with tours, chats, sessions, classes, and exhibitions. They are a not for profit organisation so depend on the council for income, meaning it’s vital they keep the public interested in the gallery. They have an issue within their social media marketing which has the potential to prevent them from growing within the industry so therefore need a strategy to help them survive. 
	Throughout this report, the gallery’s aims and objectives and opportunities within social media marketing are well discussed in order to highlight the current situation of the organisation. Followed by identifying their main issue and how they are going to overcome this with the implementation and impact of the strategy including the strengths and weaknesses of this. 
	




1.1 Introduction 

This project report provides recommendations to appropriate strategic responses for the Glynn Vivian Art Gallery within social media marketing. The project demonstrates a critical understanding of the issue within the marketing industry, with evidence of a range of credible sources. It provides a critical evaluation of the impact and/or potential impact of social media marketing on the Glynn Vivian Art Gallery. Finishing off with recommended strategic responses to the issue justified with the evidence from the research found throughout. The gallery is known to use social media marketing for their organisation which is why they have been used for the purpose of this report. 

1.2 Background to organisation 

The Glynn Vivian Art Gallery is a small, not for profit organisation that aims to inspire people through all types of art, past and present, and they provide a variety of entertainment for all ages (Swansea.gov.uk, 2019). They currently use many types of social media platforms to market their organisation including, Instagram and Facebook, two of the most dominant social media platforms in the United Kingdom according to Weber (2011). The gallery currently has a combined number of 7,204 followers on both social media platforms (Glynn Facebook page, 2019) and with Swansea’s current population being at 246,500 (Population Swansea, 2019), this is a potential issue for the organisations growth as there is a reason to why the remaining citizens of Swansea don’t want to follow the gallery on social media. As the organisation aim to inspire people, its vital they get their social media marketing right as Weber (2011) says social media marketing is the future for organisations. 
1.3 Opportunities 

Content marketing has the power to influence organisations into opportunities, the Glynn Vivian are able to write to their audience through social media posts about upcoming events and this has the potential to build customer relationships as they have a platform to go to, to find out the latest information. However, the art gallery is also missing out on opportunities including not being on enough social media platforms, as previously mentioned, they are only on Facebook and Instagram, although according to Smith et al., (2012), YouTube is the second most popular platform in the UK, but instead of the use of words and imagery they provide videos which can be more personal to the consumer, he adds that social media users spend more time watching videos on YouTube resulting in this being an opportunity for the gallery to have a wider audience outside of Swansea. If the gallery creates this opportunity for themselves, then this will result in increased brand awareness, increased audience, and increased profit, however, they will need to increase to more social media platforms in order to do so. Eventually, their aim will be met with added impact from the social media platforms that they gallery will not have experienced. 

1.4 Aims and objectives 

The Glynn Vivian Art Gallery clearly state on their website that their main aim is to increase participation and engagement with people from a range of diverse backgrounds and cultures (Swansea.gov.uk, 2019), however, they could set themselves another aim to increase their social media marketing participation with their consumers to widen their knowledge and understanding of the gallery. This can potentially allow their consumers to feel valued and gives them a platform they can reach to find out upcoming events, current artwork at the gallery, and the history behind the gallery itself (Heinonen, 2011). Their objectives can include market research to identify whose interested in them, why they are, what they are specifically interested in, when they reach out, and where they go to find out information, all of these will allow the gallery to achieve their aim of increasing their participation and engagement with consumers as they will have a better understanding of how to do so through social media platforms (Madill et al., 2010). 

2. What is the issue?

Tadajewski et al., (2008) defines content marketing as a strategic marketing approach focused on creating and distributing valuable, relevant, and consistent content to attract a target audience, drive profit, and create opportunities. Similarly, Porter (2004) explains that it makes it easier to communicate with consumers and for brands and customers to connect with each other through social media platforms.  Businesses use content marketing through social media platforms by creating posts containing viable information they want their consumers to know, to spread awareness, and to give their consumers an easy way to get in contact with them (Parsons, 2009). Most importantly, the forms of social media used for content marketing are channels to make sure businesses content is read by the right audience, and social media is one of the most important platforms to promote your content on and should always be a part of your marketing strategy, says Moore et al., (2008). 
This comes with many advantages to businesses including, allowing the engagement with their target audience through sharable posts and the identification of insights through analytics with social networks, the development of social presence across different platforms, and it promotes the brand typically free of charge depending on the platform (Palmer et al., 2008). On the other hand, disadvantages also occur including, the lack of emotional connection between brand and consumer, the businesses problems are more visible, and a lot of time and skill is required from members of staff to get it right (Parsons, 2009). 

2.1 Implementation 

The implementation of social media is vital in the business world today according to Toffler et al., (2006) as customers are already using it, it provides a two-way dialog, and it gains more customer insight. Each social media platform can be used for customer service, paid advertising, finding new audiences, and making connections with influencers for example. As 67% of the UK population is using social media in everyday life (Thoring, 2011), this shows how important it is for businesses to implement it to survive in the industry. 
There are many different ways in which content marketing can help the Glynn Vivian Art Gallery, especially through social media marketing. As the current issue is that the gallery is only on two social media platforms, content marketing can help them to discover more platforms and implement them to highlight the organisation for themselves and to widen their target audience (Järvinen et al., 2016). To do this, the gallery need to create and distribute valuable, relevant, and consistent content to their target audience and extended audience in order to meet their aim and grow as a business (Tapscott et al., 2010). 
	Content marketing can help the art gallery to decide what social platforms are best suited to them and their target audience, keep their objectives in mind, and ensure their content adds value. Most social platforms allow businesses to have paid advertisements which helps to target specific people and a ‘look alike’ audience so if the gallery implement this, they will be making more profit and providing impact on their audience at the same time (Pearson, 2013).
	If the art gallery implements YouTube to their marketing strategy, they will be able to provide video content in which they can film the gallery, film customers in the gallery, film famous artists that attend the gallery, and film any event that take place. This way, their aim will be met to increase their social media marketing participation with their consumers to widen their knowledge and understanding of the gallery and increase their audience (Kaplan et al., 2011). One disadvantage that was mentioned towards the issue was the lack of emotional connection between brand and consumer, but YouTube is one platform that doesn’t do this, instead as you can hear peoples tone of voice through videos, the consumer is more likely to feel personalisation instead of the lack of emotion (Constantinides et al., 2008).  However, Dibb et al., (1997) explains that this implementation won’t work unless businesses plan in advance, find and monitor mentions from consumers, and create guidelines. 

2.2 Impact of the strategy 

According to Parsons (2009), the impact of social media on marketing strategy comes with both strengths and weaknesses to any business. Due to the impact of social media, the relationship between brands and consumers has changed a lot, as in today’s society businesses tend to create strategies after they have analysed and understood their target audiences wants, needs, desires, demands, likes and dislikes through social media platforms. Butler (2000) adds that it’s important for organisations to understand their current audience and further audience to ensure they are able to provide content that is engaging to then build stronger customer relationships, competitively, this has huge potential to outshine a brand and reinforce their customer care and value. 
	Yim et al., (2008) states that 73% of customers fall in love with a brand and remain loyal because of friendly customer service through social media platforms as its more convenient for them which results in better customer satisfaction, this is a huge potential strength for the Glynn Vivian as this allows them the opportunity to provide improved customer service at all times, they will have the opportunity to overcome their main issue by WOM (word of mouth) as current consumers are more inclined to spread the word of an organisation who have outstanding customer service (López et al., 2013). 
	As the gallery’s aims is to increase participation and engagement with people, social media is the most cost effective way of marketing according to Holt (2016), which is a huge strength for them as they are a not-for-profit organisation  and only have a small government budget per year to spend on many different things (Swansea.gov.uk, 2019). Social media marketing is cheaper compared to traditional marketing for making connections with an audience, however, an organisation with a limited advertising budget, like the gallery, are still able to maintain its social media channels to communicate (Mulhern, 2009). 
	Industry reports state that up to 64% of organisations spend around 6 hours on social media marketing and the remaining 36% spends over 11 hours on it which is highly time consuming for any business (Edelman, 2010), including the gallery who only have eight members of staff in office to be active on social media (Glynn Vivian, 2019), this is a disadvantage to the gallery as they simply don’t have the resources to be able to provide their customers with quick responses for example. Social media marketing allows customers the option to contact a business 24/7 which is a potential negative impact for the gallery as they may feel inclined to respond to messages out of business hours, however, this is allowing the customer to be fully satisfied with the gallery but leaves the staff working on after their shift (Agnihotri et al., 2016). 

3. Conclusion

This report shows the Glynn Vivian Art Gallery’s main issue within their social media marketing, being the lack of platforms they are on for their consumers, it also highlights the impact this has on them as a business, including if the introduce more planforms then they will have full potential to grown and expand on their existing audience, however, if they don’t then this may be the reason they don’t gown as social media marketing is taking over businesses worldwide. The report clearly provides examples of how the gallery can overcome their main issues and what it will do for them as a brand and do for their consumers which was their main aim. 

3.1 Recommendations 

As the Glynn Vivian Art Gallery have a main issue in regard to social media marketing, they may benefit from some recommendation in order to overcome their issue (Le Meunier-Fitz et al., 2006). Firstly, a strong recommendation is for them to introduce another platform, ideally YouTube as they haven’t got a platform based on videography, this has the potential to implement their main aim of increasing engagement from consumers and increase future growth for the organisation. If they increase growth, then this will result in them increasing sales also as they will provide themselves with a wider platform to welcome in more people (Castronovo et al., 2012). 
	However, they must ensure that they allow time management for their social media marketing to prevent them working unsocial hours, this recommendation can be achieved by simply changing their settings online to only allowing interaction from customers between certain times, if they do this, then they will be loyal to themselves as employees and they will be providing clear, understandable information to their consumers (Okazaki et al., 2013). 
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