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1 Executive summary 

The purpose of this report is to provide advice to the Glynn Vivian Art Gallery’s business owner with recommendations of two digital marketing objectives focused on two channels. These two channels are email and social media marketing. Adding onto this, the report provides a strategy focusing on segmentation, targeting, and positioning followed by how the gallery can achieve them. 
The Glynn Vivian Art Gallery is a small organisation that hosts exhibitions of old and new pieces of art to the public. They are a not for profit organisation so rely fully on government funding, meaning staying current and exciting is important for them otherwise they would run off nothing. They are in need of guidance in regards to their digital marketing and strategy so need advice from a marketing consultant. 
Social media and email marketing are a huge part of the organisation as this is their primary source of communication to their customers. Therefore, it’s vital they keep on trend and take factors seriously including GDPR to gain trust with their customers. This report provides ways in which the gallery can achieve their objectives and the benefits it will capture for the business. 
The overall aim of this report is for the Glynn Vivian to see exactly how to achieve their objectives in each channel, why they need to, and how it will benefit their organisation overall for the future. 



2 Introduction

This report provides advice to The Glynn Vivian Art Gallery’s business owner, recommending two digital marketing objectives focused on social media channels and email channels, followed by a development strategy focusing on segmentation, targeting, and positioning showing how they can achieve them. The Glynn Vivian Art Gallery is a small, not for profit organisation. Their aim is to inspire all ages through art from years ago to new art, and they provide entertainment through classes and events (Swansea.gov.uk, 2019). They interact with their audience through social media by having a live chat and blog posts sharing what happening each month. 


2.1 Report Remit 

This report will begin with an objective for both social media channels and email channels with an explanation as to why these objectives are linked to The Glynn Vivian Art Gallery. It will provide a section on how the gallery can achieve these objectives and what benefits it will capture for them as a business. Finally, it will provide a section on how the gallery can develop a strategy focusing on segmentation, targeting, and positioning and show how they can achieve them. This should result in the organisation receiving advice on improving their business digitally. 


2.2 Objective for email marketing
According to Chaffey (2012), email marketing is how organisations communicate with their existing customers who have opt-in to receiving their emails. He adds that there are two different types of email marketing which include outbound email which are emails sent to customers and inbound email which is the management of emails from customers by an organisation. 
	The main objective for The Glynn Vivian to achieve is increasing the attendance of their activities through their email system. Gray et al (2012) states that email is mostly used as a prospect conversion and customer retention tool using an opt-in house list meaning the customers have agreed to receive emails by giving the organisation their name, address, etc. This objective must be measurable due to the gallery needing a time frame for this objective to be complete. An option for in-house email marketing that will be beneficial to the gallery is conversion email, this is when a customer expressed interest in a service by registering and providing their email address to the website but not actually attending the service. An auto-mated email can then be sent to them to persuade them to attend next time by providing all the information they need to know. This is measurable as it won’t take long for the customer to add their email address online, it will take a matter of seconds, allowing the gallery to not face barriers with their customers struggling for time to do it. 
	The gallery can achieve this by allowing their customers assurance that their information is safe with them. This is where The General Data Protection Regulation 2016 (GDPR) comes in, according to Tankard (2016) this law was set in place for data protection and privacy for individuals, allowing customers to gain trust in giving organisations their personal information. Once their customers are satisfied with how they will be contacted and what for, they should begin to see an increase in attenders as they will be emailing the right people, at the right time, with the right information to persuade them to attend (Stauss, 2000). If the gallery use integration through their email marketing by making it personal, for example if the gallery only send 55+ class emails to people aged 55 and over then they will notice more people attending as they’re contacting the right age group. However, their audience aged 55 and over may not have access to a computer or have their own email address so this might not be an option for this age group (Salehi et al, 2012). 



2.3 Objective for social media marketing 
Chaffey (2012) describes social media marketing as monitoring and facilitating customer interaction and participation through online platforms to encourage customer satisfaction from the organisations brand. Sashi (2012) adds that social media marketing is vital as it encourages customer communication through websites and platforms such as Facebook which was never a thing years ago, showing that social media has increased customer relationships. Finally, Michaelidou et al (2011) mentions that to receive the full benefits of social media marketing, organisations must aim to provide their target audience with promotions and customer service. 
	The main objective for The Glynn Vivian Art Gallery to achieve is to increase following and awareness through their social media platforms. Forrester (2007) suggests POST as a useful framework for social media marketing, which involves people, objective, strategy, and technology. This objective also must be measurable due to the gallery needing a time frame for this objective to be complete
According to him, it’s important to know your ‘people’ as a starting point, the Glynn know that their audience involve ages from 2 to 55 and over (The Glynn Vivian Art Gallery, 2019). Next, he states ‘decide your objective before you decide on a technology, then figure out how you will measure it’, he then adds the next step is to imagine the endpoint and you’ll know where to begin, the Glynn want more people to be interested in their organisation which will lead to a bigger audience so they need to introduce more activities for example to the age group who don’t attend as much to ensure more people come and spread awareness with their peers which is also known as WOM (word of mouth) according to (Anderson, 1998). Finally, he says you need to decide the best social media platform, after looking, the gallery’s Facebook page has the most following and interaction so far (Facebook, 2019), meaning this could potentially be the best way to get more people involved. 
If they follow the POST framework, they will benefit financially, as Edosomwan et al (2011) states that social media marketing is the most cost-effective way of increasing a wider audience and awareness to your brand as platforms such as Facebook are completely free. As the Glynn is a not-for-profit organisation, they can really do with this as they don’t have a big enough budget to risk any other form of achieving their objective. However, Scott (2009) adds the biggest concern is to actually make their posts go ‘viral’ so that more people can see and hear about their organisation. This is measurable as it doesn’t have to take a long time to complete the POST framework as it’s all basics on their social media accounts that they already have with customers they already have. 




2.4 Strategy on segmentation, targeting, and positioning 
According to Chaffey (2012) digital marketing strategy involves making adjustments to marketing strategy to take advantage of all their benefits of their channels. 
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(Figure 1: stages in target marketing strategy development, Chaffey 2012)
Brown (2012) states that segmentation is a management technique that allows businesses to focus their efforts on their customers. Segmentation assesses current market size, competitor market shares within the segment, current and future market share etc. The Glynn Vivian need to understand their customers needs at this point, to see exactly what they want and expect from their social media and email channel, to achieve this they could create an online questionnaire for them to fill out in their own time, they would only need to ask a few in depth questions to identify what exactly it is their customers want from them. 
Next is targeting, Godin (2007) describes targeting as identifying a company’s web presence and email marketing by being more focussed on their customers. This is where they will evaluate and select target segments, for example, the gallery must ensure all of their posts are targeted to the right gender, right age, and overall right audience. To achieve this, the gallery needs to find out exactly what age group and gender are attending, they can do this by checking their attendance records for each class they hold or even by members of staff asking the classes to interact with them and become more of a friendly level. After finding out who attends and who doesn’t, they will be able to focus on ensuring they add new elements to the age group who don’t attend to target them. 
Finally, positioning is described by Armstrong et al (2015) as the customers perception of the product or services offer in comparison to their competitors. The aim of positioning is to develop a ‘differential advantage’ over competitors using the marketing mix to identify the differences between themselves and their competitors. Barnes et al (2004) mentions a way of doing this is online value proposition (OVP) which is the benefits of the differences between an organisation and its competitor, an OVP involves communicating these messages to all appropriate online and offline customers in different levels. This comes with the benefit that it helps provide a focus to marketing efforts so that staff are aware of the purpose of their sites. The gallery can achieve this by researching into their main competitors and identifying their unique selling point, after this they can work around it to come up with their own that’s different and even more unique, this would be beneficial as their competitors are in the same sector meaning there is a high possibility that their target audience is the same.
The Glynn Vivian Art Gallery need to ensure they know who their customers are, exactly what they want and expect, and give them more than what their competitors can offer them. Strategy plays a big part in overcoming their objectives as promotion, engagement, and customer behaviour can all either be a part of it or be a reason as to why they’re failing their customers (Fill, 2009). If they gallery can do this, they will achieve their objectives as their customers play the biggest part of involvement when it comes to their objectives as they are set in place for them. 
2.5 Conclusion 

After realising The Glynn Vivian Art Gallery’s main digital marketing objectives within the email and social media marketing channels, it’s clear that they have all the skills and resources to be able to overcome them as they known their target audience, their aim, and their differential advantages to stand out from their competitors. Most importantly they have the ability to overcome their objectives strategically using segmentation, targeting, and positioning. 
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