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Executive Summary

This report provides a detailed analysis and evaluation of the importance of social media, media management and monitoring for Swansea Business School. Other areas evaluated are the importance of social media models such as ‘The Customer Lifecycle’ and how to identify key points of engagement between consumers and Swansea Business School. This report indicates the advantages of social media monitoring and the various platforms of social media and how they can be implemented effectively. 

This report was commissioned to evaluate the importance of social media to Swansea Business School as well as assessing procedures that could be used to optimise and monitor social media activities. Results show the effectiveness of social media monitoring is high as well as adopting these approaches can scientifically increase a competitive advantage. 

Recommendations discussed include:

· Swansea Business School adopts a balanced mix of social media platform relevant to the content in which is posted (Facebook, YouTube, Instagram)
· The implementation of models such as RACE to define the key interactions needed for a returning customer 
· The deployment of inbound marketing strategies to reinforce a social media campaign is vital  
· Swansea Business School should adopt a social media management and monitoring platform such as Buffer in order to sustain a competitive advantage  
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Introduction – The Digital Era

Communication between organisations and their consumers is one of the most important factors in creating sustainable relationships and ultimately generating sales. (Smith, 2017) suggests that the importance of social media is indefinite and with such amazing growth, every business today needs to leverage proper social media channels in the best possible way. As traditional channels of communication are still relevant to the majority of organisations, the presence of social media is considerable and innumerable more beneficial.

(Mangold & Faulds, 2009) also indicates the importance of social media and its effects on organisational success by identifying that the emergence of Internet-based social media has made it possible for one person to communicate with hundreds or even thousands of other people about products and the companies that provide them. Thus, the impact of consumer-to-consumer communications has been greatly magnified in the marketplace. This is vitally important to organisations as customer service is just as important as the value to the consumer as more and more consumers turn to reviews and recommendations.
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Digital Marketing can be defined as an umbrella term to describe the entirety of an organisation’s online efforts of communications between consumers. (Alexander, 2017) explains that marketing has always been about connecting with your audience in the right place and at the right time. Today, that means that you need to meet them where they are already spending time: on the internet. (Statista, 2017) reinforces that the use of social media websites is a common part of life in the United Kingdom. At the beginning of 2017, the total number of social media users in the UK had reached over 39 million users.   

The importance of using digital marketing strategies to connect with consumers is vital to an organisation as it helps gain insight into customer trends, opinions and loyalty. (Chaffey, 2018) also defines digital marketing as managing different forms of online company presence and presences such as company websites, mobile apps and social media company pages. Whilst both Alexander and Chaffey agree that the term digital marketing is broad, there can be many different approaches to digital marketing which complement different organisational goals. For example, universities such as the Swansea Business School rely on organisational awareness to attract potential customers. In order to achieve this, tactics such as Search Engine Optimisation or SEO can be very useful to promote website traffic which in turn leads to more potential customers. 

(Ridley, 2018) explains the importance of digital marketing efforts for universities as being critical to the success of awareness and promotion of services. Without the ability to promote student life and culture, students wouldn’t be able to identify what it would be like to study there. Furthermore, the ability to successfully identify key platforms for advertisement of university life is just as important as the content in which you provide. For example, Facebook is very well-known for its ability to create groups and pages for specific events or organisations. Utilizing these functions that other social media platforms don’t have can be vital in the success of an awareness campaign. On the other hand, other consumers based on demographics may prefer visual or auditory content which platforms such as YouTube dominate, therefore a balance between different platforms increases the chances of a successful campaign.
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Understanding different approaches to digital marketing is vital due to the ever changing digital environment. A core concept to understand when approaching digital marketing is ‘The Customer Lifecycle’. (Chaffey, 2017) defines the customer lifecycle as treating a managed communications or contact strategy to prioritise and integrate the full range of marketing communications channels and experiences to support prospects and customers on their path-to-purchase using techniques such as persuasive personalised messaging and re-marketing. As many marketing research suggests being able to create a loyal customer is more cost effective and beneficial to an organisation as they are more likely to buy again and again. The customer life cycle identifies key points of engagement between the consumer and the organisation to ensure a better understanding and relationship between them. 

[bookmark: _GoBack]Figure 1 – The Customer Lifecycle RACE Model 
Source: (Chaffey, 2017)
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Using this model Swansea Business School can identify which platforms are most suitable as well as identify key areas of engagement to increase customer loyalty. For Example, Facebook is arguably the most popular social media platform with 42.7 million UK users according to (Statista, 2018). Reaching consumers and generating awareness is vital for Swansea Business school, adopting Facebook for reaching customers due to its larger user base would be most beneficial.  

The second stage of the customer lifecycle is Act, this is the most important area to focus on creating engaging content as most of its influence is online. (HubSpot, 2018) explains that adopting an approach called ‘Inbound marketing’ can help in creating and sustaining actionable relationships with consumers. Adding value to every stage of the customer lifecycle can be difficult to address in many organisations, (MatchCraft, 2017) deliberates that whilst adopting these approaches can be cost efficient and effective, they also require a lot of internal resources and time. For example, Email marketing is also cost effective and requires less time but on the other hand, spending more resources to create between content can result in better customer engagement. Ultimately the use of inbound marketing to aid action from consumers is very beneficial if the organisation can support it. 

Converting the consumer to into a returning customer can also be very demanding on an organisation. This use of tools built into social media platforms such as messengers and automation can make converting customers more effective and less time consuming. Facebook’s messenger tool helps organisations engagement more personally to individual consumers enabling them to form a closer relationship. Swansea business school should utilise social media tools such as this to increase consumer conversions as well as sustainability. (Rampton, 2016) explains that choosing the right social media platform for an organisation is vital due to the inherent differences in the way content is created and managed. Facebook is one of the best social media platforms for organisations due to its reusability of content creation as well as its vast number of tools. For example, Facebook offers easy analytics to help organisations identify target audiences and expectations.

Engagement is vastly important in the customer lifecycle as it determines a returning customer. Yet again Facebook does an amazing job at this due to the usability and utility of its platform. (Mineo, 2017) reinforces that Facebook is arguably the best social media platforms for business, the large size of its user base and easy integration of third party software is a key factor in why businesses should opt in. Whilst this is a very positive point there are limitations to Facebook that our social media platforms my overcome. For example, businesses may lack the time to create manual content over and over which in turn may lead to a lack of social media presence. Other platforms such as Instagram only require an image and tagline but also lack the engagement Facebook offers. This is vital in the universities aspects as engagement to students is crucial to maintain a customer through their lifecycle. For example, being able to reach out to a new student to ask how well their course is being taught can significantly increase the likelihood of them recommending it to their friends and giving good feedback to use in the future. Swansea business school needs to adopt a more engaging approach to social media as it is vital to maintain great customer relationships due to the nature of our organisational goals.
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(Jaume, 2013) defines social media monitoring as the act of using a tool to listen to what is being said across the internet; monitoring media not just from traditional publishers, but on millions of social sites too. As the use of multiple social media platforms can be challenging to simultaneous manage, the invention of management tools and tactics make it easier for organisations to control as well as incorporate other actions such as analytics. The use of management websites such as Hootsuite and Buffer can dramatically change the way an organisation approaches its social media presence. For example, Hootsuite allows you to add and control a large number of social media account to its easy to use dashboard which allows easy visual performance indicators as well as social monitoring software. This tackles issues such as time consumption as well as it being cost effective due to the low rates and even free plans for smaller organisations. Swansea business school needs to adopt a management tool such as Hootsuite in order to increases its consumer awareness as well as sustaining a competitive advantage.

(York, 2017) explains the inherent advantages of social media monitoring tools such as Hootsuite as it allows organisations to gain valuable customer insight as well as allowing for more open and easy communication. For example, Swansea business school could adopt this approach to assess where a certain course is more popular than an another and how the university can exploit this and branch out into different markets. Although Hootsuite offer these tools, Facebook has its own analytic tools which can provide accurate data for analysis as well as being cost effective. On the other hand, the flexibility and ease of access toHootsuite offers a more beneficial advantage to organisations who have a lot of social media platforms. 

Social media monitoring can also provide a better understanding of consumer behaviour and brand loyalty. However, the use of sentiment analysis to achieve this can prove inaccurate as known one really knows if their option is true or false. (Rogalski, 2017) identifies that there are several limitations to social media monitoring that adversely affect the effectiveness of the results as well as hinder many organisations to focus on one platform at a time. For example, the implementation of social media monitoring can cost a lot depending on the provider as well as the limitation of image analysis. Image based platforms such as Instagram lack the word based content can prove difficult to monitor as the development of image monitoring is basic. However, the advantages of social media monitoring platforms argue the increased consumer interaction and the ability to predict issues that may hinder an operational strategy far out weights these disadvantages.

(Parmelee, 2016) believes that a balanced social media strategy typically integrates several social media platforms in order to create the most effective inbound marketing campaign. Platforms such as Hootsuite dramatically help the ability of creating a balanced social media strategy by providing a platform to automate your posts to multiple platforms ensuring the best interaction between consumers. By monitoring consumer opinions Swansea business school could increase its situational awareness as well as being able to predict future 
problems that may occur. 
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In conclusion, the importance of social media is vital to Swansea business school as it helps form a strong connection between the organisation and its consumers. It is outlined that the use of models such as RACE can identify key points of interaction to increase consumer relationships in order to create a returning and happy customer. Swansea business school needs to adopt a balanced social media strategy to ensure the consistent consumer interaction across all platforms. It is also outlined that Facebook should be the main focus of a social media campaign do to the advantages such as the largest user base as well as being flexible and consistently effective. However, the implementation of other social media platforms such as YouTube and Instagram can increase organisational awareness due to their ability to create easy and engaging content.

Finally, the use of social media management platforms as well as the use of social media monitoring is vital in the success of a social media campaign. The importance of inbound marketing strategies reinforced by good social media management is also vital, Swansea business school needs to adopt a platform such as Buffer in order to become more efficient when creating and distributing engaging content. 
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It is recommended that:

Swansea Business School adopts a balanced mix of social media platform relevant to the content in which is posted (Facebook, YouTube, Instagram)
The implementation of models such as RACE to define the key interactions needed for a returning customer 
The deployment of inbound marketing strategies to reinforce a social media campaign is vital  
Swansea Business School should adopt a social media management and monitoring platform such as Buffer in order to sustain a competitive advantage  
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