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Mastering Metrics
Task 1 (a)
Organisation Summary
Organisation Name - College of Engineering, Swansea University
Type of organisation
The College of Engineering is a department within Swansea University, which is a non-for-profit high-level educational institution in which students’ study for undergraduate and postgraduate degrees and research is undertaken by academics and post-doctoral employees.
Size of organisation
Within the College of Engineering there are currently 2,500 undergraduate students, 500 postgraduate students, 160 academic staff and 200 support staff.
Range of products and services provided
Engineering has been studied at Swansea University since it began in 1920 and the multiple departments joined together to form the School of Engineering in 2007, in 2010 this changed its name to the College of Engineering. 
The College offers accredited degrees in areas such as Aerospace, Chemical, Civil, Electrical, Environmental, Materials Science, Mechanical and Medical Engineering. These can be studied at Bachelors (BEng) or Masters (MEng) level and each discipline has the opportunity to have a Year in Industry and some have a Year Abroad option.
Mission statement – Marketing & Recruitment Specific
· Provide undergraduate students and postgraduate researchers with the best-resourced programmes in the UK and focus on student experience, diversity and inclusivity transformations for 2020.
· Lead an ambitious challenge led research programme with multiple partners to deliver high quality outputs with impact
Customer Base
The College of Engineering’s main customer base are students who are studying A Levels or the equivalent qualifications at schools and colleges around the world. Other customers include those looking to study a postgraduate qualification as well as companies looking to complete research.
Main Competitors
The College of Engineering’s main competitors are Loughborough University, Sheffield University and Cardiff University. Students picked these universities as their ‘Firm’ choice when Swansea University was put as ‘Insurance’ choice for the majority of undergraduate degrees.

Task 1 (b)
For Marketing Metrics to be implemented effectively there needs to be a free-flow of data not just within the Marketing team but between all of the departments within the organisation. Not only is this important for planning but it’s a vital element for the success of every business.
 “Information sharing is critical to an organization’s competitiveness and requires a free flow of information among members if the organization is to remain competitive … However, extensive information sharing within organisations still appears to be the exception rather than the rule.” (Hatala and Lutta, 2009)
To be able to consider the flow of information within the College of Engineering it is important to look at its organisational structure:
Figure 1
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Whilst this functional structure is great for operational efficiency as employees with shared skills and knowledge are grouped together, unfortunately it doesn’t encourage cross-departmental communication and this is exhibited in the College.
Movement of data within the College of Engineering is completed at a need to know basis and departments do not regularly share their data with each other. Due to this the areas managed by the Associate Head of College Operations end up working in disjointed silos being fully aware of their own situation and how they impact the College’s goals, but not aware of the targets and objectives of others. 
This is not an efficient way of working because each department has a knock on effect to the other and poor performance in any department would hinder the successful completion of the College’s business plan objectives. For example if predicted student enrolment numbers aren’t made available to Infrastructures and Development they cannot plan areas of expansion, which would have a knock on effect to student experience, which would damage league table rankings used by the Marketing & Recruitment Team. 
In order for the College’s Marketing & Recruitment Team to plan and monitor success of their activities they need to collect multiple metrics – a metric is “a measuring system that quantifies a trend, dynamic or characteristic” used to “explain phenomena, diagnose causes, share findings and project the results for future events”  (Farris et al, 2009). 
Metrics are not only used to plan, measure and monitor marketing activity but also help forecast trends. There are many benefits to using metrics including “driving revenue, saving money, persuading executives, encouraging experimentation and reducing internal politics” (Sorger, 2013). 
Teams based in Swansea University’s central departments hold the data needed by the College team. These departments, managed by the University’s Director of Marketing, Recruitment and International Development, include Admissions, UK Student Recruitment Office (SRO) and the International Development Office (IDO) - a basic organisational functional structure for these departments can be found in the Appendix noted as Diagram A. 
The data and metrics regularly needed by the College’s Marketing & Recruitment Team from the Central teams include:
Table 1
	Student Applications
	Open Days 
	Visit Days
	School/College visits 

	Amount
Home address
School/College name
Gender
Declined/Conditional Firm/Conditional Insurance choices 
Amount likely to enrol (based on previous data)
	Numbers booked
Numbers visited
Survey feedback
Applications made from Open Day attendees

	Numbers booked
Numbers visited
Survey feedback
Enrolments made from Visit Day attendees

	Names of Schools Visited



The above data cannot be accessed directly by the College so they need to request data from certain team members within the Central departments. 
This provides multiple problems including:
· Marketing & Recruitment Team members each asking different teams for the same data
· Annual leave or staff absence causing delays in providing data
· College not having priority over an individual’s workload therefore the request will not be completed in a timely or accurate fashion
· Relying on individual’s good-will as it’s not their responsibility to provide College teams with data
· Data is often downloaded in a complicated spreadsheet leaving the College team to have to cleanse the data, which can be very time consuming
· Data can take anything between 30 minutes to 1 month to be provided which delays planning
The solution to this would be to create multiple cross-functional teams across the University and also across the College of Engineering that include key representatives from each team. This would help the spread of communication through departments and help break down obstacles around gathering data.
The following matrix organisation structure (CIM, 2016) illustrates how a cross-functional team would work:
Figure 2
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To change this there needs to be a change in the organisation’s culture as culture is the “bedrock of behaviour in organisations”.  
The whole of the University has a “role culture” and its strength lies between the “organisational ‘pillars’” (Mullins, 2010) such as Finance, Admissions, and Information Systems & Services. To improve the data flow the interaction between these ‘pillars’ needs to improve. 












Task 1 (c)
The College’s Marketing & Recruitment team’s main objectives are to continuously increase the number of students to 3,729 by 2020 (+25% on current number) and to raise the profile of the College, its research and its academics. 
To generate more undergraduate students there are multiple offline promotional activities that the team will undertake including school visits, summer schools, open days and applicant visit days.  The team will also create a prospectus, subject specific posters and also create a range of online campaigns using Facebook and Google Adwords. 
Other than increasing application and enrolment rate the main aim for each promotional event, material created and campaign organised is brand awareness this is due to the fact that each customer is already sold on the product e.g. the degree however the College needs to influence the customer’s decision on where they study it.
One way of justifying their activity would be by using brand penetration metrics. Brand is not currently being measured by the College due to the lack of data, time and resources. To move forward the team would need to make this measurement a priority and utilise time and the data available to put together the following metrics. 
Table 2
	Brand Penetration Metrics adapted from Farris et al 2009

	Market penetration (%)
	Customer who have purchased a product in the category (Number) / Total Population
	Total Engineering Applications / Total Amount of UCAS Applications

	Brand penetration (%)
	Customers who have purchased the brand (Number) / Total Population
	College of Engineering Applications / Total Amount of UCAS Applications

	Penetration Share (%)
	Brand penetration (%) / Market Penetration (%)
	

	Penetration Share (%)
	Customers who have purchased the brand (Number) / Customers who have purchased  product in the category (Number)
	College of Engineering Applications / Total Engineering Applications


However it’s not all about proving their worth through brand awareness metrics “with the increasing amount spent on events, companies understandably want to know what their events are achieving and their effectiveness and return on investment (ROI) compared with other marketing tools and strategies.” (Bowdin et al, 2012)
To be able to justify the budget spend on the various promotional activities the College’s Marketing & Recruitment Team need to show that they are getting a good return on investment. 
For the basis of this report the planned promotional activity is the College of Engineering’s Applicant Visit Days. Applicant Visit Days follow similar format to the University’s Open Days in that students can attend talks about the University, student finance and take accommodation tours and then spend the rest of the day in their chosen department. The difference between the two is that for an Applicant Visit Day only applicants are invited to attend and to avoid too much repetition the students do practical lab sessions to get a flavour of the course they’ve applied for. The purpose of the Visit Days is to encourage an applicant to accept their offer and become a student. 
The main reason behind these particular planned activities is that a positive amount of applicants who attend an Applicant Visit Day go on to enrol. There is not enough historical data available to show this, however data from 2015 and 2016 (Diagram B in Appendix) shows that around 30% go on to enrol. This conversion rate is higher than other methods used within the Education industry by 11% (Diagram C in Appendix).
To encourage people to book onto an Applicant Visit Day applicants are sent a letter, a ‘Congratulations on your offer’ postcard from the College plus multiple emails and text messages via the University’s central admissions team.
To justify these promotional activities the College will need to look at the following metrics:
Table 3
	Metric
	Construction
	Why?

	Open Day -Conversion Rate
	No. of University Open Day attendee applications / No. of University Open Day attendees 
	This data would prove that if you get a prospective student on to campus they are very likely to apply – which justifies why the team should get more students on campus.

	Previous Applicant Visit Day - Conversion Rate
	Previous years - No. of Applicant Visit Day attendee enrolments / No. of  Applicant Visit Day attendees
	This data would prove that if you get an applicant on to campus they are very likely to go on to accept their offer and enrol – which justifies why the team should get more students on campus.

	
Sales Funnel

	Awareness - No. of Applicants
Interest – No. of Visit Day Bookings
Decision – Visit Day Attendee
Action – Enrolment 
	The data provided by the Sales Funnel would show an applicants’ journey to becoming a student and would let the team be able to see on average how many would move through this pathway, which could be used to predict future events.

	Customer satisfaction
	% of Open Day survey responses to question – “Are you more likely to apply?” 
	This metric would also confirm the likelihood that visitors to the campus will go on to apply and show why an investment should be made in this area.

	Return on Investment
	Cost of visit days / Average no. of attendees who will enrol x Lifetime value of student = £27,000/£34,000 (BEng/MEng)
	This would show that the amount of money spent on Visit Days is a small amount compared to the amount of money made by just one visit becoming a student.

	Return on marketing investment
	Cost of congratulations flyer + Cost of letter postage / No. of visit day bookings
	This data shows will show that the amount of money spent on the booking campaign is minute in comparison to the amount of potential enrolments made. 


In Higher Education it is difficult to focus on a monetary Return on Investment value because the main priority in departments within the University is student numbers. 
Promotional events cannot be restricted to being solely evaluated for their ROI as there is so much more that they provide. As Bowdin et al (2012) suggests   “it is not appropriate to conduct such a study on all meetings and events” and that “events aimed at external stakeholders are typically measure by attendance numbers, sales leads obtained or changes in attitude or perception. It is often as much about brand awareness and enhancement as it is about actual sales or measurable outcomes.”




Task 2 (a)
To be able to measure the Applicant Visit Day the College’s Marketing & Recruitment Team need to set clear objectives to determine the visit days’ success. The measures of success will be the number of bookings, the number of attendees, and the event’s return on investment. The only metrics being measured currently are the booked and attendee numbers. 
The metrics outlined below can be used to measure the performance of the College’s promotional activity:
Table 4
	Metric
	Construction
	Relevancy

	Return on marketing investment
	Cost of congratulations flyer + Cost of letter postage / No. of visit day bookings
	This data shows how much it costs to get a student to a visit day – depending on this amount the team may look to reduce or increase costs. This data is very relevant to work out the effectiveness of the campaign and for planning how to increase bookings to future events.

	Return on investment ROI
	Net profits over the investment needed to generate the profits 
Net profit (£) / investment (£) = ROI (%)


	This sum looks at the overall cost of visit days and compares it to the lifetime value of a student.  A worthwhile metric, however the cost of a degree is not available so this calculation will never be fully completed.

	Response rate
	Measure the number of people who respond to an offer related to those who receive it e.g.
No. of people who respond to the message / no. of people exposed to the message
	The result of this metric would show how successful each ‘booking campaign’ was and if the Marketing and Recruitment Team need to look at other ways to encourage bookings.

	Customer Satisfaction
	% of Visit Day survey responders who are more likely to accept their place
	This data shows personal responses of visit day applicants. Whilst it shows the positive effect of Visit Days it doesn’t help the team in planning for future activities. 

	Average acquisition cost
	Cost of visit days (booking campaign + ambassadors on day + any refreshments + staff extra hours) / number of visit day attendees
	This data shows how much a visit day costs per attendee. Reflecting on these costs will be relevant for the team to see if the College is getting value for the money spent on this event in comparison to those run in the past.

	Conversion Rate
	No. of visit day attendees /No. of visit day bookings
	This metric would help the team identify any problems between booking and attendee. For example if a large percentage of people were not attending this could trigger the team to do some research to find out why.

	Market penetration

	No. of visit day bookings / Total no. of applications
	This is very relevant as it would show how successful each ‘booking campaign’ was and if the Marketing and Recruitment Team need to look at other ways to encourage bookings.

	Sales Funnel

	Awareness - No. of Applicants
Interest – No. of Visit Day Bookings
Decision – Visit Day Attendee
Action – Enrolment 
	The data provided by the Sales Funnel would show an applicants’ journey to becoming a student and would let the team be able to see on average how many would move through this pathway, which could be used to predict future events.

	Customer Lifetime Value
	The present value of the future cash flows attributed to the customer relationship
	A student’s lifetime value changes overtime due to tuition fee amends. Students may also drop out after 1-2 years or add extra years on to their studies. This is not a relevant metric as it’s not concrete and doesn’t directly affect the activities of the Recruitment & Marketing Team.

	Awareness or Brand Penetration
	Percentage of total population that is aware of a brand’s advertising:
 % of people who pick up an Engineering prospectus at a visit day out of number that were put on display.
	Whilst this could be a great numerical metric to show the Senior Management Team it doesn’t mean much in the way of actual successful applications.

	Brand Engagement
	Number of applicants talking about visit days on Social Media Accounts
	This metric would show what impression the visit day had on the student, however it is hard to measure and to quantify. It also could be seen as a vanity metric unless the content of the posts are collected and evaluated as well.


There are many metrics above that focus on the financial measures, however these “are lag indicators that report on the outcomes from past actions” (Kaplan and Norton, 2001). To avoid these limitations the use of the Balance Scorecard, a business framework used for tracking and managing an organisation’s strategy (Jackson, 2016), below will help focus the range of metrics on “the drivers, the lead indicators, of future financial performance” (Kaplan and Norton, 2001). 
Table 5 
	Financial Perspective

	Goals
	Measures

	Increasing revenue i.e. more student numbers
	Measure the increase by looking at ROI and ROMI of events in terms of student bookings and enrolment figures.

	Internal Business Perspective

	Goals
	Measures

	Improve sharing of data between departments around Visit Days
	Issue with data flow flagged and steps created to create better working practices

	
Customer Perspective

	Goals
	Measures

	Excite and Inspire Applicants
	Customer Satisfaction Surveys

	Innovation and Learning Perspective

	Goals
	Measures

	Grow staff presence on open days
	Work with Senior Management to bring in an incentives scheme for academics – helping to overcome any issues staff have e.g. childcare.



The above metrics would help the College’s team to appropriately measure the performance of their promotional activity. Results would help them to improve and plan their future activities.






Task 2 (b)

Using raw data made available to the College by departments throughout the University we can use the above metrics to evaluate the offline promotional activity and decide whether it was a success or otherwise.

Table 6, 7, 8, 9

	Return on marketing investment
	Cost of congratulations flyer +  Print of Timetable + Cost of postage / No. of visit day bookings

	2016
	£2930 + £240 + £1616 (2886 x 56p) / 850 = £5.63 per booking

	2015
	£2442 + £1330 (2463 x 54p) / 727 = £5.18 per booking
No timetable printed in 2015



	Return on investment
	Net profits over the investment needed to generate the profits 
Net profit / investment = ROI (%)

	2016
	£2930 + £240 + £1616 (2886 x 56p) = £4786 booking campaign
£6.70ph x 5hrs x 40 = £1,340 ambassadors on day
£900 x 5 (Visit Days) = £4,500 

675 attendees of which 30% went on to enroll = 202

Value = £27,000/£34,000 (BEng/MEng)
5,454,000 / £10,626 = 513%
Net profit cannot be calculated as the cost of an engineering degree are not available

	2015
	£2442 + £1330 (2463 x 54p) = £3772 booking campaign
£6.70ph x 5hrs x 40 = £1,340 ambassadors on day
£900 x 5 (Visit Days) = £4,500 

533 attendees of which 30% went on to enroll = 160

Value = £27,000/£34,000 (BEng/MEng)
4,320,000 / £9,612 = 449%


	Customer Lifetime Value/Sales Funnel Value
	The present value of the future cash flows attributed to the customer relationship

	Sum (both 2016 + 2015)
	£9,000 per year for UK/EU students x 3 = £27,000 (BEng)
£9,000 per year for UK/EU students x 4 = £34,000 (MEng)



	Average acquisition cost
	Cost of visit days (booking campaign + ambassadors on day + refreshment on day / number of visit day attendees

	2016
	£2930 + £240 + £1616 (2886 x 56p) = £4786 booking campaign
£6.70ph x 5hrs x 40 = £1,340 ambassadors on day
£900 x 5 (Visit Days) = £4,500 

£4468 + £1,340 + £4,500 / 675 = £15.74 per visitor

	2015
	£2442 + £1330 (2463 x 54p) = £3772 booking campaign
£6.70ph x 5hrs x 40 = £1,340 ambassadors on day
£900 x 5 (Visit Days) = £4,500 

£3694 + £1340 + £4,500 / 533 = £18.03 per visitor


The above metrics show that the event had a positive result as the even though the cost of booking was higher than 2015 the cost is so low when comparing it to the potential return of the visits day. The investment needed to bring students onto campus e.g. £10,626 is only 39% of just 1 student’s customer lifetime value. If around 30% of visitors enroll the return on investment is massive, which proves how worthwhile these events are.

Table 10, 11

	
Response rate
	Measure the number of people who respond to an offer related to those who receive it e.g. No. of people who respond to the message / no. of people exposed to the message

	2016
	This number cannot be calculated efficiently as the material sent from the College to the applicants encouraging them to book does not have any unique call to actions e.g. special landing page, separate phone number – which means that they cannot fully measure how many people responded to their message. They will move towards unique call to actions in 2017/18.



	Customer Satisfaction
	% of Visit Day survey responders who are more likely to accept their place

	2016
	99 out of 107 surveyed* said they “were more likely to accept the University's offer  = 92.5% 

	2015
	Survey data not made available from 2015


*Data in Diagram D in Appendix

The survey data indicates that the event was a success because over 90% of visitors were more likely to accept their place after visiting. 

Table 12, 13, 14
	Sales Funnel

	Awareness - No. of Applicants
Interest – No. of Visit Day Bookings
Decision – Visit Day Attendee
Action – Enrolment 

	2016
	Awareness - 2886
Interest – 850 (29.4% of applicants book on an Applicant Visit Day)
Decision – 675 (79.4% of people booked attend the Visit Day)
Action – 202 (around 30% of people enrolled)

	2015
	Awareness - 2463
Interest – 727 (29.5% of applicants book on an Applicant Visit Day)
Decision – 533 (73.3% of people booked attend the Visit Day)
Action – 160 (around 30% of people enrolled)



	Market penetration
/ Response Rate
	No. of visit day bookings / Total no. of applications

	2016
	850 booked / 2886 total applications** x 100 = 29.4%

	2015
	727 booked / 2463 total applications x 100 = 29.5%


**Diagram E in Appendix
	Conversion Rate
	No. of visit day attendees /No. of visit day bookings

	2016
	675 / 850 x 100 = 79.4% of people who booked on an Applicant Visit Day attended.

	2015
	533 / 727 x 100 = 73.3% of people who booked on an Applicant Visit Day attended.



Whilst the visit days are successful promotional activities due to the fact that 30% go on to enroll unfortunately the amount of applicants booking is very low. This indicates that there is a lot more to do to encourage applicants to book and then to come along to the event. 

The Sales Funnel metric is the most important when gauging whether the activity was worth its investment.  The last few years have shown that once applicants have registered to attend a visit day they are very likely to turn up as between 70% and 80% have done. 

The data (Diagram B in Appendix) also shows that the number of students that are going on to enroll is consistent at 30% for both 2015 and 2016. The College Marketing & Recruitment Team need to look at how to get more people from the awareness phase through to the interest phase as this will obviously increase the output numbers.

Overall the metrics show that the Applicant Visit Days have a positive impact; however there is definite room for improvement to increase attendee booking figures.












































Task 2 (c)
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Task 3 (a)

Evaluating marketing activities varies from organisation to organisation and within Swansea University even from department to department.

Every year more and more marketers are becoming fluent in data and metrics and are demonstrating their value to their managing directors and in turn are being held accountable for their activities. It is important that marketers chose the right measurements and metrics because incorrect usage could lead them down the wrong path and lead them to both marketing and business failure.

There are multiple risks associated with interpreting the results of using metrics incorrectly. Firstly there can be a problem with an over-reliance on historic data which is then used to forecast future results of promotional activity. If a Marketing Team totally relies on what has happened in the past to predict the future and don’t take into account external factors they could start making incorrect forecasts.

For example with Applicant Visit Days at the College of Engineering the previous year’s data applied to the Sales Funnel shows that 30% of those students who were in the decision stage went on to the next stage and enrolled. If the College’s Marketing & Recruitment Team used this number not taking into account any margin of error to predict the number of enrolments for future events they may risk under or overestimating the amount of enrollments the College will gain. 

Both create large problems for the College because under-enrolment to courses means less tuition fees, it could also mean that the course may need to close or that the College will, in desperation, accept lower academic quality students to fill places, which will in-turn bring down the reputation of the College. Over-estimating enrolment numbers will cause problems with class numbers, room space, accommodation and staff workloads. 

If the team feels the percentages are too low they may decide to put on more visit days in the future thus increasing the amount of people coming on to campuses or look at reducing them if they are too high.  

Another problem faced by marketers is focusing on the wrong metrics. “Too often, marketers’ rely on “feel good” (Marketo Inc, 2011) measurements to justify their marketing spend” opting to the large number ‘vanity’ metrics “that sound good and impress people.” For example the College team could only look at Applicant Visit Day attendee numbers to justify the event’s spend and success. 

However just because the Visit Day rooms were full that doesn’t mean that the students will go on to enroll at the College, which is the events ultimate objective. The effect that this could have on the College is that their future promotional activities become inefficient as they start focusing on quantity of attendees not quality e.g. they could continue doing events, which aren’t having a positive impact, which is a waste of employee time and College money.

Research done by Ambler suggests that company senior management teams mostly “concentrate on how the firm’s money is spent, not on how it is generated” (Ambler, 2000). A large risk associated by interpreting metrics incorrectly is that money is spent unnecessarily or in the wrong area. 

For example the Applicant Visit Day booking encouragement campaign includes the design, print and postage of a small package to each applicant, which costs in total around £5,000. By itself this could be seen as a large output and if it’s then compared to percentage of people who have booked out of the people who have applied (29.4%) it could be seen as an ineffective spend. This may push the team to reevaluate their activities and find ways to spend money elsewhere that increases the amount of visit day bookings even if the original was having a positive impact.  

Interpreting metrics incorrectly could risk the team becoming complacent with positive qualitative results. At every Applicant Visit Day attendees are asked to fill out a survey answering questions including:
· How would you rate your visit to your subject
· How would you rate the Swansea University applicant visit day
·  Overall, how would you rate the Swansea University applicant visit day?
· Having visited Swansea University for an applicant visit day, do you now feel more likely to accept the University's offer?

The answer to the majority of these questions is either ‘Yes’ or ‘Good’/‘Excellent’. If this is taken on face value the College’s Marketing & Recruitment Team may just use this to decide whether the event was successful or not. They may not look at the percentage of attendees who responded or take into account the likelihood that only people who felt very positive or very negative about the experience would take part.

The problem with the team focusing on this metric when developing their future promotional activity is that they don’t look at any specific comments, don’t try anything different and don’t look to continuously update and improve their events. 

Another risk is that marketers have an agenda that may force them to interpret results incorrectly, which can have major effects on the planning of future promotional activities. For example if a member of staff has annually spent an investment both of time and money they may massage the data so that it supports their efforts.  

One final is risk is the amount of data used by marketers to calculate metrics. If the raw data used is from a very small sample the conclusions made from the metrics may not give the marketer a clear picture. Bock and Sergeant have said that “we should be mindful of the difficulties inherent in any attempt to make generalisations about populations from small samples” (Bock and Sergeant, 2002). This is usually the case when collecting qualitative data like survey responses as you cannot force everyone who took part in the event to take part in a survey. It would be very dangerous if the College’s Team made dramatic changes to Applicant Visit Days based on collected survey data as out of 675 attendees only 15% completed the survey, which is not enough of a majority to take seriously. 

The College of Engineering yearly spends money putting an advertisement in a science publication that is sent out in the local newspaper. The only metric that the College uses to justify this spend is the reach of the newspaper. There are no engagement figures such as website visits or calls available as this isn’t thought about before the content is created. The fact that this activity is not being created with measurement in mind could mean that the expenditure is a waste of both time and money.

“No one metric is going to give you the full picture” (Farris et al, 2009) and marketers need to fully understand what the objective of aim of their activities is and also more importantly what metrics will help them evaluate its success and also help them plan future activities. 

It is also important that marketers do not spend too much time “collecting data and monitoring activities and not enough time managing the project” (Meyer, 1994).  The risk of this is that no decisions get made and that no new activity is undertaken because there aren’t any solid metrics to support it.  The College’s Recruitment & Marketing team is hesitant to try new offline promotional activities due to the large outlay expenditure and not-guaranteed return on investment, which shows the negative impact of not have any metrics. 

Marketers need to be able to “crunch the numbers” as it is “vital to success in marketing” (Farris et al, 2009). Marketing is no longer considered just as an art but has become a place of data analysts and scientists. 
Interpreting the results of metrics correctly is vital for organization to stay afloat and competitive. 












































Task 3 (b)

Marketing metrics help marketers understand their customer’s behavior and also the effects of their marketing activities. The availability of metrics enables them to make more informed decisions and also demonstrate the impact of their activities on the business and therefore justifying their existence.

Today’s marketing activities take place over a range of medias both offline and online. Offline promotional activities include things like print ads, direct mail, advertorials in publications, vehicle wraps and trade shows/recruitment fairs. Whilst online activities include websites, emails, search engine advertising, banner advertising, blogs/vlogs and social media. 

The following is a sample of the sorts of metrics that can be used to measure both offline and online promotional activities:

Table 15

	Offline
	Online

	Reach
	Impressions

	Market share + growth
	Click through rate

	Leads at a UCAS fair
	Visits

	Mail out response rates
	Time on site/reading email

	Brand awareness + penetration
	Open rates

	Return on investment
	Pages per visit

	Advertising response
	Downloads

	Customer satisfaction
	Cost per click

	Customer lifetime value
	Follows, Likes, Shares, Views

	Conversion rate
	Referrals 


 
Key:

	Strategic Metric
	Operational Metric
	Activity Metric



When it comes to the measurement of online promotional activities one of the many strengths is that one of its main data sources is Google Analytics, which is a web analytics service offered by Google that tracks and reports website traffic. The main reason for its strength is that this software is free, quick and easy to use.

Marketers most likely only know a lot of the metrics named in the table above because they are measurements within Google Analytics. 

By using online metrics you can find out your audience characteristics. The data available includes your website user’s age, location and interests, without asking them to fill in a survey. You are also able to observe your customer’s movements through your webpages as the data shows where each user has come from and then tracks where it goes and then puts all of this information in an easily navigated dashboard. 

“The data and tools available today can give you the insight you need to improve marketing and advertising performance. You can now better understand both the qualitative and quantitative dimensions of a prospective audience. You can use this knowledge to personalize user experiences and facilitate a real value exchange that meets users’ needs and expectations.” (Hemann and Burbary, 2013)

These metrics are very effective in helping marketers plan online campaigns as they can use this information to segment their audience and target the individuals with specific messages. They can also use this data to review how successful their activity has been. For example the College’s main target audience is 17-25 year olds with an interest in Engineering and other STEM subjects, if the website analytics show that mostly 40 years old that are interested in DIY are visiting the site they know something is wrong. They can look to see where the traffic is coming from and put together plans to change it. 

A large problem with offline metrics is that this sort of audience data is not readily available especially because data for these activities are collected and have to be retrieved from multiple sources. “Marketing metrics are hard to assemble. Different metrics are scattered all over large companies for different time periods, different customer and stakeholder segments, and a multitude of purposes. Each market research firm supplies data efficiently, according to its own system. This keeps costs down and makes the information affordable, but it does not make it comparable. It may be easier to commission new research than to locate reports that are gathering dust” (Ambler, 2000) 
With offline data you need to do a lot of market research before deciding which areas and how to target them, however with online data everything is already there and you can target a specific audience with a click of a button.

Another strength is the accuracy of data created and supplied by systems such as Google Analytics and multiple online advertising services such as Google Adwords, Bing, Facebook and Twitter Advertising.  Each of these gives reliable accurate information that gives marketers the opportunity to evaluate their campaigns to see their success as well as use the information created to plan for future campaigns. 

Marketers can now breakdown online promotional campaigns into the finest of details from showing exactly how many times the advert has been viewed (impressions), how many times it’s been engaged with (clicks) and can show you how much it costs (cost per click).  This gives immediate return on investment figures, which can easily be evaluated.

Offline promotional activity metrics produce limited amounts of information for example if an advert is put into a paper or on a billboard the number of views can only be guestimated by working out it’s ‘opportunities-to-see’ which relies on a lot of information from a variety of sources.

The best way to measure an offline promotional activity is combing both online and offline metrics. For example to evaluate the performance of an offline print advertisement responses can be gathered if people ring a special number or type in a certain website address. However its success cannot be entirely measured on these actions as many users may just use a search engine for the advert or ring the company’s general number. The effectiveness of the online promotional metrics means that you can see exactly how many people have seen the advert and every user who has responded to it, which means that marketers know exactly what works and what doesn’t.

Online metrics are very easy to interpret and there is hardly any calculating involved as a lot of it is automatically generated. For example on Google Adwords the cost per click is available in a column without you having to calculate the number of clicks and comparing it to the amount spent. When looking through website traffic data sets from previous months or years are available and the ability to compare is made easy by the automatic calculation of comparison percentages.

“Marketing may once have been regarded as more an art than a science” (Farris et al, 2009). For those marketers who have a strong background in creativity and feel that they have a weakness for calculations, the numbers produced by offline metrics could look very daunting and off-putting. They may try to avoid numbers, which could be the most impactful to both reviewing historic activities and planning future ones. 

A weakness of offline promotional marketing metrics also includes the length of time it takes to get the data. Metrics like response rate are easy to monitor throughout an offline campaign, however you don’t get a full picture until the campaign has finished. 

This provides multiple problems for the College’s Marketing & Recruitment team when evaluating the success of their activities. For example a key metric for them is the conversion rate of attendees from Applicant Visit Days, however they won’t get this data until at least 9/10months after the events took place. This means that they will struggle to fully evaluate the event and will find it very difficult putting in place objectives and targets for the next year’s set of events.

Online metrics are the complete reverse of this as the data and metrics are available throughout the promotional activity so the marketer can continuously monitor the campaign and can see immediately if something isn’t working e.g. the cost per click rate is very high or the quality of traffic isn’t beneficial they can immediately stop it or tweak it.  This flexibility is not possible with an offline campaign as once the letter, print ad or leaflet has been created, sent and posted there is no changing it.  

The real-time availability of data makes it very easy for marketers to complete A/B testing with their advertising campaigns. Marketers will able to see straight away what is or isn’t working and can also be assured that they are making judgments and decisions on accurate numbers. Using metrics such as click through rates, return on investment and time of site will help them to effectively measure their campaigns and help marketers plan improved adverts and activity for the future.

Another real strength of using systems like Google Analytics is that they not only present the data in an easily digestible way but they also create automatic charts and dashboards, which makes the process of gathering and presenting data simple for the marketer. In comparison offline data is normally given to marketers in large excel spreadsheets and marketers have to mine the data to find the gems that will help them review and plan their activities. 

Online survey data has also been proved to be of more use than offline surveys as “respondents seem to be more willing to reveal information about their experiences” (Gunter et al, 2002). The research also showed that compared to offline surveys “respondents who answered e-surveys made fewer mistakes and answered more items. They also gave richer answers to open-ended questions.” Showing that online data in this instance is stronger than offline. 

However totally relying on online promotional metrics would be a mistake as even though they are readily available there are still some weaknesses with the data. 

Whilst the information produced by systems like Google Analytics has been praised for the variety and accuracy of data, it still takes a lot of time to gather metrics after those at the topline.  Many systems predominantly focuses on a lot of big number or “vanity” metrics, which look impressive because they’re very large numbers but don’t always mean anything of value. 

The first metrics pointed out to the user is usually the number of visitors to the website or impressions on an advert, however these doesn’t indicate the quality of the user e.g. if they are the target age, their length of time on site, pages visited or if there was a return on investment.  To get to these sorts of metrics you have to dig a little deeper, combing metrics and completing your own analysis, which ultimately means more time and effort for the marketer.

Another weakness is that when running campaigns across multiple online platforms the data collected in each system rarely matches. For example when an advertising campaign has been set up on Facebook it collects and presents various metrics including impressions, cost per click, advert engagements plus clicks through to website. However when you go through to Google Analytics and check the referral traffic from the same Facebook campaign the numbers seldom match with those presented in the Facebook dashboard. This is very confusing, as the marketer has to decide which one to use to evaluate their campaign with. 

Online systems always have a set of data that they don’t show the user titled ‘not provided’, which again is very frustrating, as the marketer won’t have the full picture when making plans for the future.

This is where offline promotional activity metrics become more favorable as their strengths lie in the reliability and availability of their figures. Unlike online systems there is no hidden data, there may be areas of guestimate work involved when it comes to things like calculating opportunities to see for print advertising, vehicle wraps, etc. however number of event bookings, attendance numbers, and for student recruitment purposes application numbers from UCAS are solid figures, which give you solid metrics. For example response rate for an offline campaign like a postcard competition entries is a definite figure as responses have been physically received.

This makes decision making very easy for marketers as these number are trusted and also as these sorts of metrics like return on investment, leads, customer satisfaction, response rate have been used to evaluate marketing activities for a very long time so they are widely understood by company employees who aren’t involved in marketing. This makes it easier to get multiple department buy-ins when discussing marketing strategies that need to run throughout the organisation.  

For a marketer the more trusted the data the more easy it is to properly evaluate past activities and forecast trends that help create new ones. 

The majority of marketing campaigns weave both offline and online activities together and to be able to measure the effectiveness of each element marketers need to be able to collect together data sets from multiple sources.

“Marketing research is responsible for providing managers with accurate, relevant, and timely information so that they can made marketing decisions with a high degree of confidence” (Cooper and Schindler, 2006). As well as the data being comprehensive the data also cannot be overly time consuming or expensive as this would hinder the decision making process.

There is an endless list of metrics available to measure online promotional activity including impressions, click through rates, cost per click, average time on site, pages per visit and they are provided by very trustworthy and simply digestible systems. They are very effective in that they provide an accurate picture of your online audience and show you, in real-time, what is working and what isn’t. However the problems with these metrics is that they are focused on technical performance and only measure a specific activity, they fail to measure the wider elements of a marketing strategies like brand awareness or market share.

The weakness of offline metrics that they are very limited and the majority are only available after the activity has finished. The metrics are easy to interpret as they are based on solid data however the journey towards this requires a lot of data gathering and often a lot of calculating, which is extremely time-consuming. The offline metrics usually measure how effective the activity is towards completing the company’s objectives, which is extremely important.

Marketers have a lot of metrics available but the ones they decide to use “should flow from the behavior they are trying to affect” (Hemann and Burbary, 2013). This will then enable them to find the correct metrics, whether it is offline, online or a mixture of the two that will be the most helpful in evaluating the activity’s performance and also helping to provide them with a good understanding of what should be done in the future.













































Task 3 (c)

Metrics are used in organisations for a variety of purposes, however to what point that they start affecting the strategic decision-making depends on how much importance and value they have been given by those making the decisions.

Within the hierarchical organisation at the College of Engineering the Senior Management Team, which as noted above consists of the Head of College, three deputies, each with their own academic or business responsibility, and the Head of College Operations, writes the College’s Business Plan.  

The team is not thoroughly interested in the data and the metrics created by each department and look only at the outputs and end results. Typical areas of importance within the plan will be to grow student numbers, become a top 10 research college, increase student satisfaction and continue to invest in and develop both the College’s academic and professional staff.  

Over the last 3-5 years the College has seen steady, continuous successful growth and this has led to complacency where there are no set targets and therefore no pressures on departments. For example the College’s Marketing & Recruitment Team are only set rough student enrolment figures annually, however are under no scrutiny if that target is not met. There are no targets set on metrics such as conversion rate, return on investment or brand awareness.

The problem with this is that because data and metrics are not taken seriously there is no scenario planning. These could lead to student numbers dramatically falling in the future because there was no planning to counteract external factors such as the declining number of university-age students and the rise of students studying alternative qualifications. 

This mentality has been created within the organisation not only because of its recent successes but by the availability of data within the organisation being is so poor. As noted in Task 1 (b) the College’s Marketing & Recruitment do not have direct access to the majority of the data that is produced from the activities they create. Metric analysis is just not possible when the data needed is not provided in a timely or easily interpreted fashion. This means that the team cannot make strategic decisions and therefore struggle to be able to justify their spending to other departments within the College. It is just as well that they are not being asked to do this because they would find it almost impossible.

It is commonly known that the metrics that are the easiest to measure usually are not of any importance and vice-versa. Marketers need to make sure that they “measure what is truly important, not just what is easy to measure. Vaguely right is better than precisely wrong” (Hauser and Katz, 1998).  This is very true of the metrics and the availability of data within the College as the most valuable data, student enrolments from event attendances, is hard to get so the College’s Marketing & Recruitment team can only use booking and attendance numbers to analyse, which aren’t the most effective.
This is the same for online advertising campaigns, which are evaluated on their impressions and click through rate metrics rather than their return on investment. When looking at the data to complete the sales funnel metric the College team has to stop after the decision stage as they are clueless to whether that set of customer made an action or not. 
The problem that grows from this is that they cannot predict future behaviours, define trends and will never be able to measure whether their activities are giving them an appropriate return on investment. 
Another weakness related to the poor flow of data is that because the marketers have only a limited amount of data to focus on they will focus their efforts on improving these metrics, however this may lead the business in a dangerous direction. “Every metric, whether it is used explicitly to influence behaviour, to evaluate future strategies, or simply to take stock, will affect actions and decisions (Hauser and Katz, 1998). Hauser and Katz looked at metrics and how an importance on a certain kind of metric will let the company ignore the “counter-productive consequences.”
The easiest and most available data to the College’s Marketing & Recruitment Team is application numbers, which as noted in Task 1 (b) are sent through to managers in bi-monthly installments. Because this data is regularly available targets and activities are easily focused around these. However it doesn’t matter how many applications the College receives if the conversion rate of applications to enrollments doesn’t rise simultaneously. Conversion activities could be ignored or abandoned if applications were all the team focused on. 

The College’s Marketing & Recruitment Team has access to various data sources for their online activities. Google Analytics provides them with a wealth of website analytics, whilst Google Adwords contains all of their advertising data and Social Media accounts Facebook, Twitter and Instagram also provide metric insights as well.

There is a vast amount of data for the team to use and members of the team can spend hours mining through it trying to pick out the best metrics that will not only evaluate the activity but also work towards identifying trends for future activity. A problem with relying on metric data to make strategic decisions is that there is a multitude of data available for marketers to pick and choose from and instead of making decisions more time is spent “discussing the mechanics of the measurement instead of discussing what to do” (Meyer, 1994). 
One of the most important metrics that should always be taken into consideration when making strategic decisions is return on investment as budgets are forever decreasing and getting value for money is vital. The availability of data and the importance of justifying spend has changed marketers tactics and is “one reason companies are increasingly shifting their dollars from TV and print ads to the Net and direct marketing as they can get a swift and accurate measure of the impact of their efforts for a fraction of the cost of advertising in traditional media” (Brady and Kiley, 2004). 
The College’s Marketing & Recruitment Team split their budget between multiple activities including overseas travel, recruitment events and marketing campaigns. For each activity a member of the team needs to justify its cost, which is why the ROI metric is so important.
Solid data and metrics will help strategic decision making by their use in creating SMART objectives. Metrics will give marketers a starting point and if there is a lot of historic data they will be able to help predict trends when setting future goals.  When enrollment data is finally made available to the College’s Marketing & Recruitment Team they can create a sales funnel to look at the amount of people that go from application to a recruitment event and on to enrolling. They can then use this data to create targets for next year’s recruitment cycle including increasing the amount of applicants who book on a visit days to 35% in 2018. The team then can look at the multiple metrics that effect applicant bookings e.g. response rate to direct mail-outs, webpage views and event bookings to see where they can make improvements.
As metric analysis is data-driven when making strategic decisions the College Senior Management Team would find it hard to ignore the Marketing & Recruitment Team and its contribution to the organisation.  Within the College those outside of the team still believe that “marketing exists solely to support sales, or that it is an arts and crafts function that throws parties and churns out colour brochures” (Marketo Inc, 2011). However with the data and metrics available the team cannot only report on the positive impact that their activity is having but also start forecasting showing what they can do to improve business.  
“Metrics empower managers and employees to make the decisions and take the actions that they believe are the best decisions and actions to achieve their metrics.” – (Hauser and Katz, 1998)
To be able to improve the use of metric analysis in decision making within the College of Engineering there needs to be a cross-departmental metrics reporting team set up that has access to central data systems and to their own systems across the College. Using the below the matrix organisation structure (CIM, 2016) the team would look at “customer insights, business strategy, goals and required performance” (Ambler, 2000).

Figure 3
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This would not only help the marketing department become more efficient but help other departments see what the priorities are and how they can work together to achieve them.

Metric analysis can cause organisations and their departments to become paralysed by data and when that data is limited or not available it will cause marketers to pick the easiest things to measure. Because data is so sparse within the College of Engineering it will take a lot of effort for the Marketing & Recruitment Team to convince the Senior Management Team that financial metrics is not the only data that matters. 

The answer is to not present anything and everything but to use metrics that relate to the College’s strategy. This will help the organisation make sure that they are doing the right things rather than doing things right.  
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Appendices
Diagram A
Marketing, Recruitment, Admissions and Internationalisation Structure
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Diagram B
Visit Day Bookings/Attendee/Enrolment Numbers for 2015 and 2016
	
	Booked
	Attended
	Enrolled
	Booked
	Attended
	Enrolled

	
	2016
	2016
	2016
	2015
	2015
	2015

	Aerospace Engineering
	126
	99
	30
	145
	117
	35

	Chemical Engineering
	102
	86
	26
	67
	47
	14

	Civil Engineering
	84
	56
	17
	81
	62
	19

	Electrical & Electronic Engineering
	41
	35
	11
	33
	25
	8

	Environmental Engineering
	10
	7
	2
	3
	2
	1

	Materials Engineering
	31
	29
	9
	27
	16
	5

	Mechanical Engineering
	163
	134
	40
	152
	117
	35

	Medical Engineering
	35
	32
	10
	14
	9
	3

	Foundation Engineering
	85
	64
	19
	102
	72
	22

	Sports Science 
	173
	133
	40
	103
	66
	20

	Totals
	850
	675
	202
	727
	533
	160




Diagram C
[image: education]
Website: Anon (2015) http://www.business2community.com/b2b-marketing/heres-an-industry-analysis-of-the-most-effective-b2b-marketing-channels-01361533#E3UdkSkHZVBYteqq.97 – (Accessed 27 June 2017)
Diagram D
Applicant Visit Day 2016 Survey Responses
	What degree subject were you invited to visit? e.g. Mechanical Engineering
	Date of applicant visit day attended
	Having visited Swansea University for an applicant visit day, do you now feel more likely to accept the University's offer?

	
	
	

	Aerospace
	Wednesday 8th February 2016
	Yes

	Aerospace
	Saturday 18th February 2016
	Yes

	Aerospace 
	Saturday 4th February 2016
	Yes

	Aerospace Engineering
	Saturday 4th February 2016
	Yes

	Aerospace Engineering
	Saturday 4th February 2016
	Yes

	Aerospace engineering
	Saturday 4th February 2016
	Yes

	Aerospace engineering
	Saturday 4th February 2016
	Yes

	Aerospace Engineering
	Wednesday 8th February 2016
	Yes

	Aerospace Engineering
	Wednesday 8th February 2016
	Yes

	Aerospace Engineering
	Wednesday 8th February 2016
	Yes

	Aerospace Engineering
	Saturday 4th February 2016
	Yes

	aerospace engineering
	Wednesday 8th February 2016
	Yes

	Aerospace Engineering
	Saturday 18th February 2016
	Yes

	aerospace engineering
	Saturday 18th February 2016
	Yes

	Aerospace Engineering
	Saturday 18th February 2016
	Yes

	Aerospace engineering
	Saturday 18th February 2016
	Yes

	Aerospace Engineering
	Saturday 18th February 2016
	Yes

	Aerospace Engineering
	Saturday 18th February 2016
	Yes

	Aerospace Engineering
	Saturday 18th February 2016
	Yes

	Aerospace engineering
	Saturday 18th February 2016
	Yes

	Aerospace engineering
	Saturday 18th February 2016
	Yes

	Aerospace Engineering
	Wednesday 1st March 2016
	Yes

	Aerospace Engineering
	Wednesday 1st March 2016
	Yes

	Aerospace engineering 
	Saturday 4th February 2016
	Yes

	aerospace engineering 
	Wednesday 7th December 2016 
	Yes

	Aerospace Engineering 
	Wednesday 8th February 2016
	Yes

	Aerospace Engineering 
	Wednesday 1st March 2016
	Yes

	Aerospace Engineering 
	Wednesday 1st March 2016
	Yes

	Aerospace engineering 
	Wednesday 1st March 2016
	Yes

	Areospace Engineering
	Wednesday 8th February 2016
	Yes

	Chemical Engineering
	Saturday 4th February 2016
	Yes

	Chemical engineering
	Saturday 4th February 2016
	Yes

	Chemical Engineering
	Saturday 18th February 2016
	No

	Chemical Engineering
	Saturday 18th February 2016
	Yes

	Chemical Engineering
	Saturday 18th February 2016
	Yes

	chemical engineering
	Saturday 18th February 2016
	Yes

	Chemical engineering 
	Wednesday 8th February 2016
	Yes

	Chemical engineering 
	Wednesday 7th December 2016 
	Yes

	Chemical engineering 
	Saturday 18th February 2016
	Yes

	Chemical engineering 
	Saturday 18th February 2016
	Yes

	Chemical engineering 
	Wednesday 22nd March 2016
	Yes

	Chemical Engineering 
	Wednesday 22nd March 2016
	No

	Civil Engineering
	Saturday 4th February 2016
	No

	Civil engineering
	Saturday 4th February 2016
	Yes

	Civil Engineering
	Saturday 4th February 2016
	Yes

	Civil Engineering
	Saturday 4th February 2016
	Yes

	Civil Engineering
	Saturday 4th February 2016
	Yes

	Civil Engineering
	Saturday 4th February 2016
	Yes

	Civil Engineering
	Saturday 4th February 2016
	Yes

	Civil Engineering
	Saturday 18th February 2016
	Yes

	Civil Engineering
	Saturday 18th February 2016
	No

	Civil Engineering
	Saturday 18th February 2016
	Yes

	Civil Engineering
	Wednesday 1st March 2016
	Yes

	civil engineering
	Wednesday 1st March 2016
	Yes

	Civil Engineering
	Wednesday 1st March 2016
	Yes

	Civil Engineering 
	Saturday 4th February 2016
	No

	Civil Engineering 
	Saturday 18th February 2016
	Yes

	Civil engineering 
	Saturday 18th February 2016
	No

	civil engineering 
	Saturday 18th February 2016
	Yes

	Civil Engineering 
	Wednesday 1st March 2016
	Yes

	Civil Engineering 
	Wednesday 22nd March 2016
	Yes

	Civil engineering 
	Wednesday 22nd March 2016
	Yes

	Electrical and Electronic Engineering
	Saturday 18th February 2016
	Yes

	Electrical and electronic engineering
	Wednesday 1st March 2016
	Yes

	Electrical and electronic engineering 
	Saturday 18th February 2016
	Yes

	electrical engineering
	Saturday 18th February 2016
	Yes

	Electronic and Electrical Engineering
	Saturday 18th February 2016
	Yes

	Electronic and Electrical Engineering
	Wednesday 22nd March 2016
	Yes

	Material Science
	Wednesday 1st March 2016
	Yes

	Materials engineering
	Wednesday 1st March 2016
	Yes

	Materials Science and Engineering 
	Saturday 4th February 2016
	Yes

	Materials science and Engineering 
	Saturday 18th February 2016
	Yes

	Mechanical 
	Wednesday 1st March 2016
	Yes

	Mechanical Engineering
	Saturday 4th February 2016
	Yes

	Mechanical engineering
	Saturday 4th February 2016
	Yes

	Mechanical Engineering
	Saturday 4th February 2016
	Yes

	Mechanical Engineering
	Saturday 4th February 2016
	Yes

	Mechanical Engineering
	Saturday 4th February 2016
	Yes

	Mechanical Engineering
	Saturday 4th February 2016
	Yes

	Mechanical Engineering
	Saturday 4th February 2016
	Yes

	Mechanical Engineering
	Saturday 4th February 2016
	No

	Mechanical engineering
	Saturday 18th February 2016
	Yes

	Mechanical Engineering
	Saturday 18th February 2016
	Yes

	Mechanical engineering
	Wednesday 1st March 2016
	Yes

	Mechanical engineering
	Wednesday 1st March 2016
	Yes

	mechanical engineering
	Wednesday 1st March 2016
	Yes

	Mechanical Engineering
	Wednesday 1st March 2016
	Yes

	Mechanical Engineering
	Wednesday 1st March 2016
	Yes

	Mechanical Engineering
	Wednesday 22nd March 2016
	No

	Mechanical Engineering 
	Saturday 4th February 2016
	Yes

	Mechanical Engineering 
	Saturday 4th February 2016
	Yes

	Mechanical engineering 
	Saturday 4th February 2016
	Yes

	Mechanical Engineering 
	Wednesday 8th February 2016
	Yes

	mechanical engineering 
	Saturday 18th February 2016
	Yes

	Mechanical engineering 
	Saturday 18th February 2016
	Yes

	Mechanical engineering 
	Wednesday 1st March 2016
	Yes

	Mechanical Engineering 
	Wednesday 1st March 2016
	Yes

	Mechanical engineering 
	Wednesday 1st March 2016
	Yes

	Mechanical engineering 
	Wednesday 22nd March 2016
	Yes

	Mechanical engineering 
	Wednesday 22nd March 2016
	Yes

	Mechanical engineering 
	Wednesday 22nd March 2016
	Yes

	Mechanical Enginerring 
	Saturday 18th February 2016
	Yes

	medical engineering
	Saturday 4th February 2016
	Yes

	medical engineering
	Wednesday 22nd March 2016
	Yes

	Medical engineering 
	Saturday 4th February 2016
	Yes

	Medical Engineering 
	Saturday 4th February 2016
	Yes

	Medical engineering 
	Wednesday 22nd March 2016
	Yes



Diagram E
Application Numbers for 2015 and 2016
	Aerospace Engineering
	478
	369

	Chemical Engineering
	401
	399

	Civil Engineering
	336
	340

	Electrical & Electronic Engineering
	150
	105

	Environmental Engineering
	30
	35

	Materials Engineering
	133
	125

	Mechanical Engineering
	681
	523

	Medical Engineering
	110
	86

	Foundation Engineering
	567
	481

	Totals
	2886
	2463
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