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The aim of this report is to develop ways to increase students’ awareness of Creative Bubble and improve the general marketing strategies that are currently in place. This is done by analysing the findings of an online survey that was answered by students of UWTSD. The survey asked what the students knew about Creative Bubble and what they thought of their marketing. The results were analysed and findings showed that the current level of marketing carried out by Creative Bubble online was not enough, it was not reaching their target audience. The primary way people found out about Creative Bubble was through word of mouth. With these conclusions, recommendations were made to improve online engagement, visit relevant courses that may need to use the venue for work, introduce new events and develop a closer relationship with the students union. If these recommendations are acted upon, the consultant believes that the general awareness of Creative Bubble among students will improve and footfall will increase.
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1. [bookmark: _Toc512861659][bookmark: _Toc512882278]Aim 
The aim of this report is to develop ways to increase students’ awareness of Creative Bubble and improve the general marketing strategies that are currently in place. 
This was looked into as staff of Creative Bubble noticed that the same courses from the university were the ones taking the most advantage of the space. This led to the same types of events being held in Creative Bubble, these being pop up shops and art exhibitions. With the diversity and potential the shop space has, the project officer of Creative Bubble – Lucy, found there was an issue with the marketing, not only students but lecturers had no knowledge of Creative Bubble. As the shop space is owned by UWTSD, it is available to all students to hold their own events, exhibit their work, and transform the Creative Bubble into whatever they wish. With this being available and students having this opportunity, it can be seen as a shame that very few people know about it. For this reason, this report analyses the issue and looks into ways this could be improved.
Currently, the only frequent form of marketing done is on the Creative Bubble Facebook page, even then it is not very much and posts are made right before events take place. There does not appear to be very much marketing in place to give people notice of events that are taking place in the days/weeks leading up to them. Apart from pizza with a pro, the page does not have any ‘upcoming’ events to be viewed online. Photos and success stories are often posted after the event which is great publicity for the event organisers and Creative Bubble as the venue however, more engagement with people before the event may improve the footfall to Creative Bubble for the event.
The objective is to analyse the current marketing strategies of Creative Bubble and the effectiveness of them. This is done through the use of a questionnaire to find out what students of UWTSD know about Creative Bubble. After analysing the results, conclusions and recommendations can be made to increase the students’ awareness and improve the marketing of Creative Bubble to make it more effective and reach a wider audience with the aim of increasing footfall in the future.


2. [bookmark: _Toc512861660][bookmark: _Toc512882279]Research Methods
The research for this project mainly consisted of primary research through the use of an online survey. The web link for the survey was posted on Facebook in several student group chats, was shared publicly by the president of the Swansea students union and shared via Moodle to all first year School of Tourism and Hospitality (SOTAH) students. This ensured all respondents were students of UWTSD. 
Additionally, a short interview with the project officer of Creative Bubble, Lucy Beddall was carried out. This was done to get an understanding of what marketing Creative Bubble currently do and what they have attempted to do in the past that may not have worked. Knowing this ensured the consultant did not suggest or recommend anything that had already been done. This way, all recommendations would be new ideas to Creative Bubble and possibilities that could be implemented for the future of the business.
Secondary research was also carried out. This was done in order for the consultant to have a greater understanding of marketing strategies theories. 
[bookmark: _Toc512861661][bookmark: _Toc512882280]2.1 Deviations to the PID
Unfortunately, due to the fact that the universities Easter holidays were 3 weeks long and exactly when the most research was to be carried out, the consultant was unable to go into university buildings to ask students in person and gather a wider range of respondents from the university. In this aspect, the original planning document for this project was not followed. 
This also led to a smaller sample size of students answering the survey. The original plan was to get 100 respondents however, only 40 students took the time to fill in the online survey. Positively, these responses still provided good data that could be analysed. 
Interviews were planned to be had with volunteers of Creative Bubble in order to gather some feedback on what they believed needed improving or for any more information on the topic. These were not done as the consultant no longer believed these interviews were needed as they would not be relevant to the research. The survey provided enough evidence for conclusions and recommendations to be made.


3. [bookmark: _Toc512861662][bookmark: _Toc512882281]Findings
[image: ]The online survey that was created and published to several social media pages for feedback on Creative Bubble found what students knew about it and how likely they were to hold their own event there. The results of the survey are as follows:
Question 1:
It is clear from this question that the form of marketing that students take most notice of is on social media. This is understandable as the current generation of students are constantly connected to the internet and have different accounts on practically every social media platform. For this reason it is clear that if a business wanted to market to this particular age group, social media pages and ads would be the most effective way of doing so. 
According to the survey, the second most effective form of marketing with students is Word of mouth. This is always a good way to get the message out to people. When someone hears a recommendation from a friend or family member, they are more likely to trust their opinion and try that product or service for themselves. Whereas, seeing an advert on TV for example may come across as biased. The company promoting themselves is likely to make themselves seem as good as possible even though that may not be the case.
The next most effective marketing was adverts along with posters, followed by emails and lastly was flyers/leaflets.





Question 2:  
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This question showed that 72% of respondents had heard of Creative Bubble and 28% had not. This result was not what was expected as it was believed that very few students had heard of the space however it is clear that students do in fact know of Creative Bubble.
Question 3:
[image: ]
The results of this question showed that the majority of students had heard about the Creative Bubble from a university lecturer, followed by friends/family. This is positive as is shows people have been talking about Creative Bubble and spreading the word about them through word of mouth. Referring back to question one, this was found to be the second most effective form of marketing and it is clear in these answers that is true. 
Other ways respondents had heard of creative bubble was by walking past and through a student email/newsletter. These are all forms of marketing that Creative Bubble could do more of and improve on as it has worked so far. 
The results from this question were also slightly surprising as none of the 40 students said they had heard about Creative Bubble on Facebook or social media. This is strange as question 1 showed this form of marketing is what students took most notice of and it is also the main form of marketing that is actually done for Creative Bubble. The majority of their marketing is done on Facebook and Twitter however, looking at these results that is not clear.  It could be argued that not enough is being posted online or that there is not enough interaction with students to ensure they are made aware of what is going on in the venue. 
Question 4:
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This question was asked in order to see just how much people knew about Creative Bubble. It can be seen that most if not all answers mention that it’s a space for students to hold events however not many people knew much more about it. A few knew it was owned by the university and only 2 out of the 30 answers mentioned that it was free for students. This may suggest that the rest of the people may not be aware that it is completely free to them and that it is owned by the university. Knowing this may encourage more people to use Creative Bubble for their own events.





Question 5:
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The results from this question show that out of the 30 students who had heard of Creative Bubble, only 40% had actually been to the venue itself, the other 60% had only heard of it. This is not very positive for Creative Bubble, it suggests that even though people know about it, they have not been so interested in it to actually go and attend an event there. 
[image: ]Question 6:
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This question was asked to see how likely the respondents would be to look into holding their own event in Creative Bubble. The answers show a range of likelihood with the average answer being a 3 out of 5. As shown above, some students said they would be very likely to look into holding an event there, giving it a 5/5. However, others were not likely at all to even look into it. 
There can be a range of reasons for this, it can depend on what the person is interested in and what course they may be doing. People may be doing an engineering course with no interest in holding any type of event whereas others doing an events management degree are likely to be extremely [image: ]interested in holding an event in Creative Bubble therefore would have answered a 5.
[image: ]Question 7:
It is clear from the results of this question that the most popular event to take place in Creative Bubble would be live music evenings. Exhibitions and social networking events were the second and third events that the students would be most likely to attend.



[image: ][image: ]Question 8:
The most common answer from this question was suggesting for a staff member to go around different courses to speak to students about the Creative Bubble and what is available to them. Having the first person contact with a member of staff may make the student more confident to approach them to hold an event. Other suggestions were to interact more with students on social media.


[image: ]Question 9:
The figures from this question show that 100% of respondents were students of UWTSD. The ‘other’ option showed that 2 people were past students of the university.
Question 10: 
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This question showed that there were people from a range of courses who answered the survey. However, although there were a number of courses, they were all from the same 4-5 courses such as Events management, tourism, business management and games design. This could be seen to have had a slight effect on the results as there were the same 4-5 courses answering meaning, if one person had heard of Creative Bubble through their lecturer, it is likely that the rest of that class will have too. On the other hand, not everyone would have had the same opinions on all questions asked so data is still different and a trend can be seen. 

4. [bookmark: _Toc512861663][bookmark: _Toc512882282]Discussion & Analysis
The results of the survey show that it may not be students awareness of Creative Bubble that is the issue, their marketing does not seem to be as effective as it should be which in turn affects students awareness. 
The first question asked what form of marketing they found most effective, social media was the most popular. However, even though the main marketing Creative bubble does is on their Facebook page, none of the respondents said they had heard about it on social media, the majority was through word of mouth from their lecturers. This shows that the current level of marketing that is done through the Creative Bubble media pages is not enough to reach their target audience. 
Word of mouth appears to be the most effective marketing for them however, it is still not necessarily getting more people in to the space. Out of the 72% of students who had heard of Creative Bubble, only 40% had actually been to or held and event there. This suggests that simply being aware of Creative Bubble may not be enough, students should know more about it in order to develop a real interest and attend an event or put on their own. For example, question 4 asked what people knew about Creative Bubble, practically all answers mentioned that it was for students however not many knew that it was owned by the university and is free of charge for them. Knowing there is no cost associated with hiring it may encourage more students to at least look into holding their own event there. Also knowing that it is owned by the university may make students more willing as they are not having to deal with an independent business which may have strict terms and conditions. Getting these points across clearly to students, especially those in courses that require a space such as Creative Bubble for part of their degree will not only ensure students are aware but may encourage them to look into it further.
Students’ suggestions for how they can better market themselves can be found from question 8. Apart from improved online engagement, many students believed having a member of staff come into their course to tell them about it would be great. Alternatively, ensuring all lecturers know about it would help too. This way when students are tasked with finding their own venue for an exhibition or event, lecturers can suggest Creative Bubble so they can look into it for themselves. 
Creative Bubble as a venue only hold one regular event which is called ‘Pizza with a Pro’. This event is generally held monthly and the description given on the Facebook page is as follows: 
‘Come to ‘Pizza with a Pro’ and learn some new skills. These FREE sessions are designed to empower you with the knowledge and confidence to either start your own business or to increase your employability when you graduate.’ (Facebook.com, 2018)
The event is a workshop that students can attend to learn about a range of topics from professionals in different industries, free pizza is also offered. Although the event is successful, when asking students what type of event they would be most likely to attend, only 23% of people said talks from professionals. The most popular event chosen was live music evenings, followed by exhibitions. As mentioned previously, Creative Bubble do hold multiple exhibitions organised by arts students however, there are no live music events. 
On the other hand, Creative Bubble have hosted a summer stage in the city centre. This is when “Students manage a busking stage and entertain shoppers in Swansea City Centre,” (Burst of News, 2018).  The stage was successful at entertaining shoppers, therefore there is no reason to say it wouldn’t be successful when moved into the Creative Bubble shop space, 77% of respondents on the survey said they would be most likely to attend this type of event.  
5. [bookmark: _Toc512861664][bookmark: _Toc512882283]Conclusion
After carrying out research on the topic and analysing the results the conclusion is that an improvement in marketing is required for Creative Bubble to reach and attract more students, this is exactly what the aim set out to do. 
One of the objectives for this report was to analyse the current marketing strategies. This was done by finding out what marketing is currently in place by asking the client and then asking the target audience (students) how effective they found it. The results showed that marketing online needed improving as none of the students who answered the survey had actually heard of Creative Bubble through their Facebook page. The majority of answers were found to be from word of mouth or by walking past the shop front.
The type of events that are put on in the Creative Bubble is different to what students said they were most likely to attend. Introducing new events such as music evenings and marketing them better would increase the footfall into the venue
Many of the objectives set out for this project can only be met if the client decides to implement the recommendations made. Suggestions on how to make students aware of the opportunities and developing new marketing strategies can be found in section 6 of this report.


6. [bookmark: _Toc512861665][bookmark: _Toc512882284]Recommendations
After taking the results of the survey into consideration, there are several recommendations that can be made in order to improve the marketing of Creative Bubble.
1. Improve online engagement.
The current posts that are being made are not assisting in spreading the word about Creative Bubble and the events that are going on there. Market events with plenty of time, create social media events and invite everyone who likes the page to them. This way, even if people see the event and don’t go, the Creative Bubble name will still pop up in peoples notifications every so often and will remind everyone of the name and what is going on.
2. Work closer with the Students union. 
Asking them to share posts online will automatically spread the word of Creative Bubble as their pages have a wider range of students following. Also working with them to put on a new event, perhaps a small Freshers evening for those who don’t necessarily enjoy the partying. A calm event such as a movie night or simply an event for students to get to know each other. Alternatively, throughout the year students union meetings could be held in Creative Bubble, for example – SU elections event. This will of course have to be discussed further with the students union. 
3. Send out an email to all lecturers/visit courses to ensure they know about Creative Bubble.
Sending out an email to all (relevant) course lecturers with all the information they need to know about Creative Bubble may lead to them talking about it in class (depending on the course). It may also generate further interest from them and they may ask someone to come in to speak to students about the opportunities they have in Creative Bubble. Finding out what courses may need a space like this to hold an event will ensure any time spent going into lectures to speak to students will be useful. For example, Arts courses including photography and design students may need somewhere to exhibit work, Psychology students may require somewhere to carry out primary research, Events students may want somewhere to hold their own events etc.
4. Organise wider range of regular events.
The results of the survey show that live music evenings would be most popular with students. Organising a one off acoustic evening may generate some interest from people, particularly performance students. From the feedback of the one off event decisions can then be made as to whether to put on the event on a more regular basis, such as monthly. Other events such as social networking events may also be popular if marketed correctly. Again, a one off event would be a good tester to evaluate the general response and then further decisions can be made on the frequency of it. 
If these recommendations are acted upon, the consultant believes that the marketing and general awareness of Creative Bubble among students will improve and footfall will increase.
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Appendices
Appendix 1: Survey questions
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Appendix 2: Interview Questions asked to client
1. What form of marketing do you currently do for Creative Bubble?
2. Is there anything you have tried in the past that you do not do now? Why?
3. Are there any events that you would personally like to see more of in Creative Bubble?
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What course/department do you study/work in?
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4. What do you know about Creative Bubble?
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8. In your opinion, how do you think Creative Bubble could better market
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