Professional Development – Work Placement 
This is a formal report based on the Professional Development module and reflecting on the current work placement at Y Tŷ Poeth. 
My initial placement was with Optimwm Productions. With the long-term goal of establishing an accredited & reputable video production company, this seemed like a great opportunity. The owner was interested in having me onboard initially, however weeks into the module, he turned around and said it wasn’t suited for my level. He believed I wouldn’t learn anything valuable in comparison to a first-year filmmaking student. He also seen me as a future competitor. With this in mind and my fellow classmates’ placements also being inconvenient, we then partnered together to create a virtual marketing agency.  This opportunity will give us a foundation to build on in our 3rd year during our entrepreneurship module.
About “Y Tŷ Poeth”
Y TY Poeth is a virtual digital marketing agency based in Carmarthen specialising in marketing and video production. This will give filmmaking students an opportunity to gain valuable experience and collaborate with other artists on live projects. With the progression of the virtual agency, future students can participate to create content for live projects and learn extracurricular skills. That includes video production, editing, compositing graphics, advertising, web design and more. This builds on the previous course work of creating and adapting our CVs, websites, social media channels etc. It gives students the ability to produce a creative portfolio that’s appealing to potential employers and freelances.
The Idea was created to adapt to our changes with the module. We decided to create a digital marketing agency based on the demand for it within West Wales. Within Cardiff, there are endless agencies and businesses offering creative services, whereas Carmarthen is lacking the high frequency of creative businesses. We brainstormed a few ideas as we needed to establish an identity and brand. With our first meeting being inside Canolfan S4C Yr Egin, we took inspiration from the commercial companies and the vision of the creative hub. We wanted the identity of the brand for our marketing agency to be welsh. Period. This was very important to us as students & to reflect the University also. Being one of the oldest towns in Wales with a rich heritage & history, we believed that creating a welsh name was necessary to set our brand apart. Could we succeed still with an English name? I believe so. However, creating a Welsh identity was crucial to setting us apart from competitors & to be a part of a host of Welsh named companies in the creative hub.
Along with a name, we need a few other things in place before we plan our marketing strategy. We needed to come up with our brand identity. It took an afternoon to come up with “Y Tŷ Poeth”. The idea in the name, firstly was to be Welsh, secondly it needed to have some energy to it. Something that described the business. A fast-paced environment and the creatives work hard. The branding needed to be simple and eye catching. The team came together to design a logo. The warm colours compliment the name in both Welsh & English. It’s quite unique and will stick into people’s heads as the business grows.
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The students who work on this project will gain valuable experience and will develop their own creative skills. Securing opportunities to grow and develop their craft, the placement can be added to their work experience in their CVs. Not only would it be work experience, but subject to the success of the business, this could provide jobs to undergraduate/post-graduate students who are currently studying at Carmarthen. This would highly beneficial for current filmmaking students who will gain a wage & experience at the same time. It’s incredibly hard to work a part time job & study. If employment or internships were a possibility, this would give students the flexibility they dream of. 
If the work placement is successful, we could grow the business to work with external clients. We could have an office space at Yr Egin and offer our services to clients in Carmarthen and beyond. The future goal, to establish ourselves in Canolfan S4c Yr Egin, as the number one marketing agency in West Wales. 
Live Brief
As filmmakers, we felt the current courses are very underrated when compared to other institutions in Wales. Why this is the case, I’m unsure. It could be due to a variety of factors. Marketing departments lacking staff, realistic budgets or resources. Perhaps a lack of vision or direction from senior management. Whatever the case, we weren’t to judge. With this issue in hand, we knew as a collective we’d need to address the problem and provide dynamic solutions to improve the awareness of our course. As a group we back it wholeheartedly, however we need to show the rest of the country, “Why Carmarthen?”. As students, we know it has a host of amazing thing’s to offer to aspiring film students. They need to know about our course. With the problem now known, we needed to troubleshoot and provide achievable solutions to raise the institutions’ profile for film in Wales. This would be done best by attracting new students to open days. Our goal for the placement was to create as many marketing videos as possible for the February open day.
We needed to work out what Carmarthen’s best features were to attract new students. As a group, we discussed what influenced us to study Filmmaking or Adventure Filmmaking at Carmarthen. We had a lot of talking points which has developed some interesting ideas for video content. Ieuan mentioned the preferred class sizes. The intimacy of smaller classes gave him a greater sense of support from the tutors. Liam mentioned a heavily practical course that benefitted those who struggle with exams. Seb moved from England to study in Carmarthen. He voiced his love and passion for the locations in Wales. That is very true of Seb to say that, because as a county, we’re very blessed with our costal seascapes & vibrant woodlands. Despite that, we’re within an hour from three national parks. The Brecon Beacons, Pembrokeshire & Gower. For myself personally it was the ability to learn business skills as a freelancer. My personal goal is to establish my own video production company. One of the key modules in the Filmmaking course is Entrepreneurship. From personal experience, I have many friends who have graduated from Film & TV Courses from other Universities. They are however unsuccessful in working in their field of study. I believe that’s down to the content of these courses. They don’t teach you as a freelancer how to make a living. They teach you the basics of how to produce a film or how to edit video etc. That’s where Carmarthen is different. Like the professional development module is preparing us to work in professional environments within a creative field. This is exactly what Carmarthen has over other universities. Especially the additional lecturers from industry professionals. Some of which, we had the great opportunity of filming for our marketing campaign. This is their unique selling point that we need to highlight in our marketing strategy. This is what will set our campaign apart from other institutions. 
During our meetings we’d discuss as a team the marketing assets we’d need to produce to succeed in our marketing campaign. We looked at competing universities like Royal Academy of Dramatic Art, University of South Wales & UWE Bristol. We analysed their marketing campaigns and compared with ours. With close observation on their campaigns, you could see the impact, reach & engagement they were getting was pretty good. Not only was their content creation of a high standard, the content was consistent & specific. They weren’t running generic campaigns; they were specific to a goal or an action. 
During the meetings we shared our experiences as a prospective student. Positively, we found the common ground with our experience was the hands-on support & communication from department staff. With previous marketing videos, it was lacking practical processes & authenticity. After analysing other university film courses, we could see that their marketing approach was very different. To hear stories from the student’s perspective created a far more intimate and relatable connection to the videos. We wanted to take a similar approach in our marketing. Producing authentic & honest content that showcased Carmarthen’s best. 
The campaign would be to distribute multiple videos via social media and to end with a simple call to action. The call to action would promote the next open day (February 28th) & prompting students to sign up. This would direct the prospective students to a landing page where they could register their interest in attending an open day specific to know more about the Filmmaking & Adventure Filmmaking courses. We’d be reviewing the live and comparing the different videos to see what’s performing best & worst. We’d look at lots of data such as reach, engagement, links clicked & forms submitted. The overall conversions would be tracked using various marketing & analytic tools. The conversion value would be based on the forms submitted. We’d also look at the amount of filmmaking students attending in comparison to those who signed up. This data would give us the number of unique people who have signed up to the next open day. After the campaign has finished, we can use the data collected for future marketing & advertising campaigns to track and compare performance. With this marketing data, we can analyse and review all the results to improve spend, work on high conversion rates & feedback to course tutors. 
The material we’ll produce will be a collection of short videos ranging from 30 to 90 seconds in length. While analysing the competitors’ campaigns, we could see that this timeframe was common and it’s the trend among most marketing videos on the likes of Facebook & Instagram. The biggest channels we aim to distribute on. Our CTA (call to action) is “Study Filmmaking at Carmarthen”. We discussed the different options and themes we could use in this campaign and decided that “Study Filmmaking at Carmarthen” fitted best. The repeated use of this call to action would raise the awareness of our film courses specifically. Not only would it raise our profile as a key film course in Wales, but the repeated use of the CTA would create consistency for the whole campaign. With each short video ending with the CTA, it gives our campaign credibility and uniformity. With our advertising, we could retarget those who have already seen our videos. Because some prospective students would have seen one video, the CTA would have been embedded into their brains subconsciously. With the continued use of the CTA it gives the ability to have the consistent theme and key thought, but also gives us freedom for creative licence when editing and producing our videos. One simple theme and style which doesn’t restrict our videos to be too similar an unengaging.
Our solutions for creating marketing assets were to get a varied perspective of what it’s like to study filmmaking at Carmarthen. That included the staff, guest lecturers, new students & progressive students. With all of the short videos, we wanted to create 4 collective groups of videos to give more detail about life at Carmarthen.
· Behind the scenes from student films
· Highlight video of Carmarthen town, campus & scenic locations
· Interviews with course tutors & guest lectures about their teaching
· Viral video initiative based on “What not to do as a Filmmaker” 
After our 2nd meeting, we planned out the videos and delegated tasks to the team. With multiple videos to create it was essential that we manage our time well to meet our deadlines and finish them before the start of the next semester. To plan ahead, we also arranged to film most of the tutor interviews all in the same day to make use of our time. I created a schedule within our 2nd meeting notes on who we could film & when. Also, I noted the locations we’d need to shoot at to include the relevant BRoll coverage to make the videos more engaging.
For the marketing videos, I did quite a lot of the work from pre-production to editing. I scheduled to shoot the interviews with the team and worked with the tutors to get their availability. I then started to schedule the shoots to get as many interviews done in one session. On set, I directed the crew to make sure everything was running to plan and within schedule. There was difficulty managing our time around other projects & modules simultaneously. As well as on set directing, I was the senior editor for the crew. With so many assignments due this semester, it was impossible to edit all the videos myself. I had to edit the first video to give a sense of style and direction for the other members of the team to edit. The direction I gave myself was to shy away from the corporate style previously commissioned by the University. But to create an authentic dialogue with relatable visuals and showcasing students and staff being practical, working on live projects. The whole idea of our campaign was to make these videos attractive & engaging and I believe the first video edited was the right style we aimed for as a collective. The first video I made was Geraint Radford’s interview, our Adventure Filmmaking lecturer. 
Marketing 
After doing market research on search engines against our competitors, we could see how we compared for the search term “filmmaking courses in Wales”. There are a few search engines available online, but Google is by far the most popular. Search terms or keywords aren’t accurate when searched individually. For example, one of our team searched “filmmaking courses in Wales” and UWTSD came 3rd organically. Myself, UWTSD came 6th. We can see that we are performing well. The 1st page is quite the achievement. There won’t be a need to create Google Ads for filmmaking in Wales. We could create targeted PPC ads for general filmmaking courses, but we’d be competing with large universities in London such as Met Film School, NFTS, London Film School. With those big institutions, we’d need a massive PPC budget & a strong SEO (search engine optimisation) strategy.	Comment by James Owen (1203440): Add SEM Rush position tracking if time allows
After studying recent marketing trends, we came to a conclusion what marketing assets we’d need to produce. With Facebook & Instagram being our main distribution channels, we need to produce the content specifically for that medium. Instagram videos are best viewed in portrait 4:5 or 9:16 for Instagram stories. Facebook can use the same aspect ratios too. It would be best to test one or two videos with different ratios to test which performs better. 
With reference to our 2nd group meeting (Appendix Something), we decided to distribute the marketing assets to PPC (Paid Per Click) primarily Facebook & Instagram Ads. We’d need to target & segment a specific audience to get the most cost effective spend on our PPC campaigns. With PPC you are competing against other advertisers. Your bidding for clicks against your own competitors. To be truly cost effective, it’s best to test and finetune advertising campaigns to get your money working the hardest it can. Within PPC, it’s very easy to throw money away and get few conversions. 	Comment by James Owen (1203440): Sort out appendix
To increase our chances of successful conversions we need to target individuals based on a variety of factors. For example, with demographics, we’d be targeting young adults aged 17-25 with an interest in creative media. With that data inputted we’d then target the audience based on location too. It’s very common for students in Wales to stay in Wales. That would be a safe value to target. It’s possible to target by a specific location, multiple locations or a radius of a location. We discussed it would be best to target all of Wales & the surrounding border. We’d extend the reach into Bristol also as there’s a good film university there. It might attract students who want to move to Wales to study. 
Conclusion
To close, I believe I’ve learnt a lot during this process. I’ve developed my professional skills within a team based project and successfully worked towards the results specified in the live brief. As a team we delivered, despite one or two not showing up. The remaining crew pulled together to fill in shoots, drive to locations to film BRoll and editing over the holidays. 
I’ve spoken about the marketing hypothetically, but I’m excited to see the results and to see if our videos engage any better than previous in-house marketing campaigns. I’d like to think it would, because of the simple addition of authentic dialogue. The previous corporate videos lacked just that. That’s why I believe Y Tŷ Poeth can provide some excellent quality content and put Carmarthen on the map for Film in Wales.
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