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Executive Summary

The purpose of this report is to provide advice to a small business with their digital marketing initiatives. This report was written for the business owner, analysing their digital marketing best practice in a market-leading organisation from the same sector. These two channels discussed were email marketing and social media marketing as they are the most used by the business. 
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 need guidance on what they need to do to be the best in the sector in regards to digital marketing because they need to stay alive in the marketplace. 
Throughout this report, Chaffeys 5 M’s and Pepper and Roger’s 5 I’s are linked to the points made as they provide a clear understanding of the two channels within the market place which are used to make The Glynn Vivian Art Gallery understand what they must do to stand out with their digital marketing initiatives. 
The Egypt Centre is in the same sector as The Glynn Vivian Art Gallery and were rated the number one best museum to visit in the area, and the gallery came in eighth place, so this report highlights what The Egypt Centre does with their email and social media marketing and provides pointers for what the gallery can also do to overall improve their digital marketing initiatives.
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Introduction

This report provides advice to a small sized business with their digital marketing initiatives. It was written for the business owner, analysing and comparing digital marketing’s best practice in another market-leading organisation from the same sector. This includes two main channels, email and social media. 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). Digitally, they interact with their customers weekly on several social media platforms and always have their website up to date with the latest exhibitions and activities. The Egypt Centre is the market leader used within this report as they are the gallery’s biggest competitor. 


Report remit

This report will begin with a definition of both email channels and social media channels, with reasons to why these channels are a part of The Glynn Vivian Art Gallery. It will provide a section on both email channels and social media channels with examples of how the art gallery use them, but also how their competitors use them. Finally, it will provide a numerous amount of ways in which Chaffey’s 5 M’s (Chaffey, 2015) and Pepper and Rogers 5 I’s (Peppers et al, 1998) influence these channels and the impact it makes on the gallery. This should result in the organisation receiving advice on improving their digital marketing initiatives. 
Email channel
According to Ryan et al (2014), email marketing is one of the fundamental channels for maintaining engagement with the people who have already expressed interest in your brand. Email marketing allows businesses to build relationships with their customers and keep them excited about them as this is where promotion comes in. Businesses can send their customers promotions via email, allowing relationships to be formed and customers to be satisfied. 
	Chaffey (2012), has a framework for reviewing strategy, called the 5M’s. These include monitoring, mapping, management, middleware, and measurement. He describes mapping as finding relationships between a customer or segments using different platforms like Facebook or email marketing, Jobber and Ellis-Chadwick (2012) agree and add that this leads to a successful company as it is a promotion tool in marketing. The Egypt Centre use direct e-mail reminders to their customers who have opt-in to their mailing list, this sends them notifications for running events, cancelled events etc. Chaffey (2012) created a stage in managing inbound email.
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Receipt and acknowledgment – give alternative information source, for example, link in email to their website explaining further. 
Routeing – prioritising email to be forwarded to relevant staff, this can inform them they don’t need to work during these hours.
Response – add a question to knowledge base, meaning answering typically asked questions to satisfy customers. 
Follow-up – use phone if e-mail isn’t solving problem or satisfaction. 
If The Glynn Vivian decided to do this also, the will notice a lot of problems being solved in an easier manor. This stage allows automated e-mails to be sent instead of staff needing to rush around and use alternative routes, currently, The Glynn use Facebook only to announce events and cancellations, although, their customers may not be led to believe they need to look online before an event so having an e-mail will make them feel valued and appreciated (Woodruff et al, 1997).
In regards to promotion, Godin (2007) mentions the opt-in step is tricky, expensive, and slow and because of this, many marketers decide to avoid it and just rent or buy a list of e-mail addresses. Safko (2010) adds to Godin’s statement by adding that doing this it can fail your business as it’s called spam mail that is unsolicited commercial e-mails, in other words, ‘spam is like shoplifting’. This is where GDPR steps in as Tankard (2016) states that consumers will fight back by filing complaints against organisations for not getting permission do to so. The Egypt Centre ensure that their consumers agree and allow e-mails to be sent to them by doing so on their website. However, The Glynn need to consider this also, they have a mailing list but don’t mention what they will and will not be sending them, this can lead to their consumers getting fed up of them by receiving irrelevant information to them. 

Social media channel
According to Scott (2013) social media provides the way people share ideas, content, thoughts, and relationships online. Social media changes from different platforms from so-called mainstream media in that anyone can create, comment on, and add social media content. Social media involves text, audio, video, images, and communities. The Glynn Vivian Art Gallery don’t have their own website, although, they do use Facebook, Instagram, and Twitter. Their average following is around 4,500 people according to their Facebook page (2019). They post at least 3 post each month about their exhibitions and events to keep their audience up to date. 
The Egypt Centre is the number one rated museum in Swansea according to Trip Advisor (2019), whilst The Glynn Vivian is rated the eighth best. Firstly, The Egypt Centre have their own website which puts them at a better advantage as The Glynn don’t have one, this means that the customers at The Glynn aren’t able to access a page just associated to them, a website can express everything about an organisation which is aimed at ensuring their customers are able to access any information needed. The Egypt Centre mention opening times, opening days, events, volunteering, etc. (The Egypt Centre, 2019) whilst The Glynn only mention this on their Facebook page, this disallows their customers who don’t use social media to access this information, as a high majority of their audience are elderly this hinders them (Hope et al, 2014). 
According to Brown (2012), if you want to find out who the influencers and advocates are and get them to broadcast your message on your behalf, then social media will find the key people you need to do this. This is exactly what The Egypt Centre have done, as they have allowed their audience from 10 years to 99+ years to come and volunteer on their work placement free of charge, these people are then shared on their social media pages with certificates to show everyone their opinion of the museum. This could be a reason as to why this museum is rated the best in Swansea, so The Glynn need to notice this and realise that if they want to keep up with their competition, they need to create their own website and find people passionate about their brand so they can be an advocate. 
	Chaffey et al (2012), states that delivering the relevant message allows the development of a long-term relationship with every customer, leading to better a understanding of each customer’s needs and wants, resulting in a higher level of customer satisfaction and loyalty. The Egypt Centre share real life experiences and re-post customers posts to all three social media platforms, allowing a potential new audience to see and understand the depth the organisation go to in regards to customer satisfaction. However, The Glynn share their events but don’t show people anything that has already taken place, for example, they don’t share customers own photography of their events. If they did this, then a newer, wider audience will be able to see how good their organisation is and want to join in next time. 


Conclusion
This report shows how The Egypt Centre are a stronger organisation in regards to their digital marketing initiatives compared to The Glynn Vivian Art Gallery, but has also highlighted how The Glynn can improve their initiatives. They need to take strategic improvements including creating their own website as this will allow a bigger, safer platform for their targeted audience. Overall, The Glynn are on the right tracks, but they need to consider what their audience really want and aim for satisfying them and building on their relationships. 
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