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Background information
[bookmark: _GoBack]Digital marketing has become an increasingly important part of marketing with the use of technology belonging more prominent within our society. It can be defined as using digital channels, such as emails or social media, to market products to consumer (Lexicon, 2018). Using digital marketing can benefit both consumers and the business. It gives consumers more control over what they see giving them more motivation to act upon the marketing; and for the business it can be a cheaper form or marketing as well as a more direct approach to marketing. 
Analysis
Consumer behavior is constantly changing, meaning that the ways in which The Business School market themselves has to adapt. Consumers are becoming more and more curious with people using the internet to research into things and “surf” the internet; this has led to over 39 million people having a social media account (Statista, 2017). If the university uses digital marketing they can reach a higher amount of people and make their marketing more accessible for the consumers. 
Swansea Business School could benefit from digital marketing as it can reach a wider scope audience, especially within the demographics that The Business School target, as well as reaching more people. With 90% of households having access to the internet, digital marketing is a great way to reach potential students without forcing the marketing upon them (GOV, 2018). People from all over the word can be reached through digital marketing which can in turn increase the number of people interacting with the university. They can chose to look up the university online and have more control over what they see. This can encourage more people to look through the information, as well as find other social media accounts and learn more about the university.  
They could also benefit from using digital marketing techniques as it can be a cheaper way for the university market their courses. Things such as social media are free for the university to use, meaning that there are fewer costs involved in the marketing process. It also does not mean that more people need to be employed as the current marketing team can use digital marketing techniques. Having lower costs within the marketing department can mean that the money they have saved can be used elsewhere. This could make other departments run more smoothly. 
Summary
Overall the changing environment means that digital marketing can be important for The Business School as it can adapt more effectively than traditional marketing. It can ensure that they reach as many people as they can. This will also possibly be more cost effective. 
Recommendations
It would be effective for the business to increase their budget for online marketing as this type of marketing will be the most effective. This will stop budgets being wasted on methods that won’t be as effective at getting the interest of their target audience. 
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Digital Marketing Plan
The Business School is looking to analyse their use of digital marketing, and aim to introduce a new plan to better their digital marketing in the future.  Digital marketing is the use of digital techniques, such as websites and social media, to market a business (Lexicon, 2018). The use of these techniques can benefit The Business School’s marketing plan as it can reach a wider demographic of people and can also be more cost effective than traditional marketing. By using the SWOT analysis the current situation can be analysed and through that the aims for the new marketing plan can be set.  The “s” in the analysis stands for strengths; for The Business School this can be things such as the presence of the social media accounts and the website. The platforms are currently up and running and have a small following which gives a base to build upon. Another strength within the current digital marketing of The Business School is their search engine optimisation which is using different techniques to help consumers discover the content and making sure that when someone searches for the university their websites and social media come up (Google, 2018). The next part of the SWOT analysis is looking at the weaknesses of their current digital marketing. For The Business School one of their main weaknesses is having consumers interact with their social media; this includes people commenting on posts, sharing them or clicking on links that have been posted. This data can be seen through google analytics, and through this the amount of interaction can be analysed and The Business School can see what posts are being interacted with more and then from that more can be done to make their digital marketing more effective (Google, 2018). 
With the changing marketing environment there are many opportunities that The Business School can take advantage of. Things such as new technologies and changes in social patterns can benefit the marketing plan as it gives new platforms to market through and new ways to reach people. The final part of the SWOT analysis is analysing the threats. These threats can come from competitors such as other universities or from things like lack of funding. For The Business School this could mean threats from Swansea University’s business courses, with people choosing their university over UWTSD. It could also include consumers being more inclined to attend their events and open days over the events at The Business School (MindTools, 2018). 
Through this analysis aims can be created to better the digital marketing of the university. The first aim is to increase the interaction consumers have with The Business’ website and social media accounts. This means through potential students signing up to their courses, and current students attending more events and interacting with more posts and advertisements online. It also allows the consumers to have more control over what they see which can in turn encourage them to interact more with the posts that they want to (Ryan, 2017).  Secondly, the Business School should aim to have a bigger presence on Social Media. By having pages that are easy to find, and that are full of information to help students, existing and potential, the Business School can increase interest. 
The University’s Business School can complete these aims by ensuring that their social media accounts are kept up to date and that they are posting regularly. This can encourage consumers to interact more with the pages as they are more likely to see what is being posted. The pages should be advertised more during lectures, and also during open days, so that students are aware of the pages that are already there. There could also be a help guide to the pages available through the use of a flier or an email, this will help students identify the pages that they could find useful, such as careers services, and increase interaction with the pages. As well as this, the use of things such as google analytics to see what types of posts get the most interactions and then using that information to gauge what type of things should be posted more often could benefit the university. Creating more posts that are interactive, such as quizzes or links to other pages, can encourage the consumers to spend more time on the universities’ pages which means that they are more likely to look through different links and therefore see more marketing than they would just looking at one post. 
Another way in which The Business School can complete their aims could be through the use of new social media. This could potentially be done through the use of a Business School App. The App could be downloaded to student’s phones and will be able to give them notifications when new events and opportunities are made available. This would also allow potential students to browse through courses and show them the events they can attend, such as open days, without having to search through webpages to find the information they need. This could also be more accessible for the consumers as the majority of the demographics of the consumers would have access to a mobile phone. 
The Marketing Mix can help the Business School understand its aims and also understand how to identify what areas are a priority for the university to improve. The marketing mix is made up of four main P’s; Product, place, price, and promotion. The first P is product; in the Business Schools this is the courses they are providing. The university will need to identify the key aspects of their courses and identify what about these courses are beneficial to their students in order to showcase this to prospective students. By holding surveys on existing students and gaining feedback on their current information pages online The Business School can appropriately locate the information they should be putting in the forefront of their advertising. The second P is place which refers to the location of the advertising online. Some places are more relevant to advertise than others. The target audience for this business is on average between the ages of 18-25. People in these age groups tend to be online, and tend to own social media accounts. Therefore advertising on social media platforms would be effective. Facebook allow selective advertising, where they will advertise your business to the people they believe fit the criteria of audience the business is looking for. By using this, the business can ensure they are reaching their desired clients and not wasting resources on advertising to people who won’t be interested in their services. The third P is price which the business school will not compete with other schools on their price. The price of university is the same for courses around the United Kingdom as it is set by the government. However, this does not make this P irrelevant as Swansea is a place with cheap accommodation which is something that will attract students. This P is also relevant because advertising comes at a price, and the price of advertising more online will increase the business schools costs. However, along with increasing costs, it can also increase their profits due to more people joining the courses offered. Lastly, the final P is promotion. This P is the most important P in regards to digital marketing, as it is essentially built around the manner in which a business promotes itself. As discussed previously in this marketing analysis, The Business School can do various different ways of advertising online effectively. The main methods that The Business School has adopted are through the use of Facebook pages and other social media platforms; these can be very effective if used correctly. It is important that the School looks into ways in which it can optimize the information given on the page in order to retain the attention of the potential students (ProfessionalAcademy, 2018). 
In order to ensure that goals are being met there needs to be an indicator that performance aims are needed to be implemented. An indicator that the aim of increasing interaction with students has been achieved would be an increase in enrollments to the university, but also an increase in the number of interactions online, such as clicking on ads and liking the Facebook Page. The number of Facebook interactions and likes will also mean that the second aim of getting a bigger presence on social media has been met. This can also be met by getting more interactions on other social media platforms such as Twitter, and also by producing new accounts, such as a Snapchat account or Instagram. These goals should also have a time period in which they are met within. The Business School should also set smaller targets as set points on the way to reaching their goal. The business should give itself 6 months in order to meet short term targets set, such as gain 100 more likes on their Facebook page. If these are not met by then they should reevaluate what they are doing and see if there are any ways in which they could improve their efforts. With new aims, come new budgets too. The Business School will need to reevaluate the budgets to see where the money for new online advertising will come from. This may mean cutting money from initiatives that are not functioning as well as this possibly could, or by making smaller cuts all around. 
In conclusion, the way in which a business markets itself can be essential to the survival of the business itself. The University of Wales Trinity Saint David’s Swansea Business School can use methods to analyse the effectiveness of their advertising online. In today’s society people are more and more likely to use Social Media platforms, which is something the Business School cannot ignore when trying to improve their advertising. Attracting students with the advertisements is the overall aim for the Business School. However in order to reach this, short term aims needed to be implemented. The Business School already has a social media account, however, this account seemingly attracts students who are already at the university rather than those who are searching for a university to study at. In order to change this, the business school needs to monitor information on the page and ensure that there is information on courses and links to the relevant pages on the university website. It is also essential that the Social Media accounts themselves are being advertised in order to ensure the information on the accounts are being received by those who need it. It would be pointless to have an account with information on it if no one is going to read it. In order to reach see if their targets are being met the school needs to set targets and time frames in which to reach them. This needs to be closely monitored and new ideas need to be generated in order to tackle issues. 
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