
Social Media Report UWTSD
Digital Marketing


4/4/2018
Business Management
	



Executive Summary

In this report the use of digital marketing will be discussed in accordance to The University of Wales Trinity Saint David’s Business School. The use of social media as a part of digital marketing will be explained along with ways in which the University can optimise their use of social media. This includes the use of Klout and Google Analytics to collect data from the websites. The RACE model will also be used to analyse the steps in which the University can take to better their digital marketing strategy. 
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Introduction

The way in which a business advertises itself digitally is fundamental to the success of the overall marketing of the enterprise. In today’s business environment there are new forms of technology being introduced every day. This means that the ways businesses are able to market themselves digitally is increasing rapidly. Alongside this there is a rapid increase in the correlation between a business’s success and their ability to properly utilize digital marketing channels. Digital marking can be defined as being “the marking of products or services using digital channels to reach consumers”; this can be through the use of online advertising as well as using social media platforms to market a product (Lexicon, 2018). By making use of the different forms of digital marketing techniques and platforms that exist, The University of Wales Trinity Saint David’s Swansea Business School could possibly reach more prospective students and allow them to gain more awareness of the courses and facilities the School has to offer. Using digital marketing can create a mutually agreeable platform whereby the marketing of a product can be on the terms of the consumer. This can create an environment in which the consumer feels valued in terms of their money and their time (Ryan, 2017). 99% of adults in the UK aged 16 to 34 have access to the internet, meaning that using the internet to market the university will reach a large percentage of the population (UKGOV, 2017). This age range is the target audience for The Business School, which shows that using digital marketing will benefit the university. Alongside this, 67% of these adults have a Facebook page meaning that a high percentage of the target audience will be reached by the use of marketing on social media platforms (Statista, 2018). Using the RACE model The Business School can analyse the current use of digital marketing, set goals, and manage the overall digital marketing of the university (Chaffey, 2016). 








Social Media

Social media can be used in marketing by using different social medial platforms to communicate products and ideas to the consumer. This can be through using their different technologies and software to reach different demographics of people (Tuten, 2012). The Business school has multiple social media accounts across different platforms, such as Facebook, Twitter and Instagram. By utilising these accounts The Business School can communicate with different people in a more relaxed and open environment. The demographic of the potential and current students has a high percentage of people between the ages 16 to 34, and according to the statistics provided by UK GOV (2017) 99% of people within that age group have access to the internet and social media. This means that using social media to market The Business School could be beneficial as it will reach more of the potential and current students and communicate with them in a way that they feel comfortable. Rather than marketing being pushed upon the consumer, social media allows the consumer to be in control over what they see. As well as this, using social media can allow the consumer to interact with the marketing that they see. This can be through liking a post, or even commenting on them. This can give the business feedback on their marketing by seeing what the consumers are most interested in and which posts are interacted with most. Through this the business can change what they post on social media and cater more for the different demographics by understanding what the consumers are wanting to see (Brown, 2010). There are ways in which The Business School can monitor their social media accounts to see which posts have the most interaction and see what demographics are more likely to follow their social media accounts. Social Media websites, like Facebook, use cookies on browsers in order to track what their users are using the internet for. This can help businesses market to the correct people. In the Business School’s case, their advertisements could be shown to people who are actively searching for university courses. Klout is a website that takes all the data from different social media accounts and turns the data into charts and numbers. This can help the business visualise what parts of their social media accounts are bringing in viewers and which aren’t (Klout, 2018).  






RACE Model

The RACE model can be used to analyse the use of digital marketing within a business. The anagram is interpreted differently by different people; Dave Chaffey (2016) depicts the anagram to stand for Reach, Act, Convert and Engage. Each letter gives a different step that a business can take to better their use of digital marketing by creating achievable goals for the business. This could benefit The Business School as it could help them monitor their social media accounts and ensure that goals are created and met to better their marketing plan. 
The first word of the anagram, “Reach”, guides the business to build awareness and build the brand online. This can involve using things such as social media marketing, or search engine optimisation to reach more people. Using social media can help to reach potential and existing students by giving them more control over the marketing as they can choose what they want to see. Reaching the target audience set by the business is an essential factor to the business getting the success it needs to survive. It is also important because it is the first step in a business starting to compete and be a presence in the business environment. Without reaching its customer base, a business would have no one to sell their product or services to, thus never achieving a profit, or in The Business Schools case getting enough students to be able to run their classes.
“Act” is the next word in the anagram. After The Business School has reached their consumer they need to encourage the consumer to interact with the website. This could mean getting consumers to click through different links on the website, reading blog posts or interacting with a post on social media. Social media is a good way for students to interact with the university as it is simple to use and it is something that the majority of students will use every day. Updating the social media pages regularly will encourage the students to stay interested in the posts and give them more chances to interact and find out about things such as events that the university is holding. 
The next step is to get the consumers to “Convert” to being a customer. For the Business School this could mean getting potential students to sign up to open days, or apply to a course within The Business School. Having different links on social media to the university’s website can encourage the students to search through the website and find important information that could sway their decision. Keeping up to date on social media can show different opportunities in an accessible way. This also means that the link that an advert takes a potential student to should be easy to navigate and easy to understand. If the consumer can not find the information they need easily on a website they will lose interest and look elsewhere.
The final step is “Engage”; this is the creation of long-term customers through things such as brand loyalty or even just continuing to communicate through social media or through the website. For The Business School it could mean that students who are already studying at the University will stay on at the same University for their Masters, or to do different degrees within the University. Engaging with students will also create a lower drop-out rate, and create an environment where students are happier to return every year (Chaffey, 2017). 

Optimising the Use of Social Media

There are different ways of optimising the use of social media for the use of marketing. The Business school would benefit from ensuring that all social media is kept updated regularly as it would ensure that the consumers see the marketing and do not miss it between other social media posts (Gebauer, 2017). Another way in which social media can be optimised is through the use of google analytics. This software can gather data from websites and help the businesses see the flow of people through their websites. It collects data such as how many people are opening the website, how long they are spending on the websites and whether the views are coming through other sites such as social media accounts (Google, 2018). If The Business School uses this technology they can keep track of where the website views are being directed from and see how effective their use of social media is. If the views are coming through certain social media links the business can analyse which posts are the most effective. This can be used alongside Klout to analyse the flow of people through social media and the universities website. 
Another way in which The Business School can get the most out of social media is though search engine optimisation. This consists of taking steps to reach the top of Google search when certain key words are typed in. The main way in which this can be achieved is to include those key words within the URL of the website and within the text on the main page. This can allow Google to flag up the content and add it to the browser when those words are searched. The more views a site has the higher up on the search the website becomes. This can also be used for social media accounts, and having links between the social media account and the website can higher the ranking on Google (Google, 2018). 




Conclusion

Overall, the use of digital marketing can benefit The Business School as it can reach a larger and wider array of consumers. Social media can also help The Business School by being able to engage with their target audience directly. It also allows the use of age demographics and search histories in order to better the accuracy of targeted marketing. Marketing online is also cheaper than other forms of marketing such as TV adverts, and will have the opportunity to reach the same amount or more people. Advertising online, through a website also allows a business to give a lot of information to a potential student. Other forms of advertising limit the amount of information that can be given, however websites can hold a lot of information that is easily navigated. Advertising online also makes it easier for students to contact the University for information; this is due to their phone number and email being shown on their website. If they did not have a website or social media account, this would mean that potential students would have to search through phone books to find a way to contact the university. It is also something that is easy for The Business School to monitor as there are technologies that can collect the data. Using Google Analytics is free for the University to use and easy to use, while being very effective with collecting the data. The use of digital marketing will better the marketing plan for The Business School and in turn bring in a higher number of students for both the courses and events they may be holding. 
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