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Appendix: Action Plan for the Digital Marketing for University of Upnorth 


I. Introduction 

1.1 Background of this report 

The University of Upnorth has been established for over 100 years and developed being one of the largest and newest universities in the North of England. Although it was a small technical college by its origin, it currently has 25,000 full time students of a wide range of socio economic backgrounds. The university is proud of its achievement of being accessible to everyone. Rather than following old fashion curriculum setting, the university provides tailored education to students, from both domestic and oversea, based on their age, experience and determination. 

With the increasing competition in student recruitment, in order to maintain its leading position in the north England region and UK as a whole, the university takes a new initiate by offering the lowest priced degree (at annual £1500) in the UK. To avoid the normal logic that low price (tuition) might related to low quality of education and to target their local, national and international students, the university has commissioned the writer as a digital marketing consultant to recommend them how to apply the new marketing tool in the internet era and boost its reputation and ranking among other universities. 

1.2 Term of Reference for this report 

Based on the above introduction, the terms of reference for this report is set as follows: 

• Review of influence of technology (IT) upon marketing practice 
• Discussion of digital marketing and its benefits 
• Target market identification 
• Application of Marketing Mix (7Ps) online 
• Recommendations based on analysis 
• Key issues identified for implementation 

II. Current situation of marketing and the Education market 

2.1. Influence on Marketing from IT Technology 

Marketing and marketing decisions are always influenced by external environments such as political, social, economical and technical factors. Among these factors, technological advance always plays an important role, especially for the marketing of University of Upnorth. Internet is one of the important inventions in the late 20th century, which has changed people’s life and business practice. Marketing development under internet technology resulted in a new way market approached called digital and interactive marketing. 

The quick development of IT technology like broadband Internet, WiFi and phone Web make consumers have access to internet globally. It is not surprising that billions of pounds spent on conventional marketing approaches has begun to switch to digital marketing campaigns and this will continue to increase with further development of internet technology. 

Digital and interactive marketing, internet marketing has had a large impact on many industries like music, banking, retail and even flea markets, as well as the advertising industry itself. Some argue that the intersection of marketing and information technology is shaping the future of brand (Shaughnessy, 2006). For example, more and more banks are offering online banking to appeal to customers because it is more convenient than visiting bank branches and many universities use e-learning and web-based community to facilitate communication between tutors and students and among students themselves. 

2.2 Education Market in the UK 

There are 168 higher education colleges and universities throughout the UK. In 2005/06, there were approximately 2.3 million university students in the UK, of which 1.9 million in England, 125,000 in Wales, 210,000 in Scotland and 55,000 in Northern Ireland (HESA, 2005). A total of 390,890 students were accepted onto undergraduate courses through Universities & Colleges Admissions Service (UCAS) for the academic year 2006/07, of which 345,564 were home applicants (UCAS, 2006/07). 

Between 1996/97 and 2002/03, the number of overseas students attending UK HE institutions rose by 39% (Higher Education Statistics Agency, HESA). There are, however, differences in the participation trends between students from other EU countries (i.e. excluding the UK) and non-EU countries (Figure 1). Between 1999/00 and 2002/03, despite 12% decline in number of students from other EU countries, the number of non-EU students rose by 51%. 
Figure 1 Overseas Students in the UK High Education Institutions 

Source: High Education Statistics Agency 
International students are one of the main sources of income for UK education institutions. Figure 2 is the latest of revenue make-up of UK institutions. For non-EU students only, the income accounts for 8% of the revenue. 

Figure 2 Incomes of UK Higher Education Institutions (2005/06) 


Source: Higher Education Statistics Agency (2007) 

Figure 3 give the picture of make-up of its international student sources for year 2005-06. As we can see, the main area of international student is Asia in general and China in particular (www.educationuk.org). According to British Council, by 2020 there will be over 800,000 HE students in the UK (Source: HESA). Asia (particularly China) will be the main source of international students by 2010. 
Figure 3 Non-UK Students by Regions 



These most recent statistics help the University of Upnorth to identify its target segment and concentration in marketing, especially for international students. 

2.3 Identification of Target Market segment 

Based on the above market analysis and the features of University of Upnorth, the following two segments target markets are identified. The target is defined as both domestic and international students intending to study at one of the top British universities that can provide higher education based on their requirement. 

 Home student who seeks for a featured university based on their particular needs; 
 International students who seek to study at one of the top universities in England; some particular focus will be targeting the Chinese student market. 

III. Discussion of DIM and Application to University of Upnorth 

3.1 Summary of current Marketing of the University of Upnorth 

The University currently still uses traditional way of marketing itself, like advertisement in news papers, journals and magazines. In the digital marketing era, apparently there are some disadvantages for this traditional marketing. 

First, its target clients are most youngsters in the age of education. This target groups spend much more time online than other media like newspapers and magazines. If they want to search some information like university selection or what major they will choose for their career, it is more likely that they go online. 

Second, the cost of traditional marketing is quite high. Since potential clients (students) are located in different regions, the university put advertisement in many different channels before the enrollment season. The combined cost is high and still cannot get to its expected target clients. 

Third, the traditional marketing is one-way communication and the university cannot deliver vivid and much information in a traditional advertisement. The target clients cannot get in time and interactive response from the University for their Particular Queries of their needs. 

3.2 Review of Digital and Interactive Marketing (DIM) 

3.2.1 Introduction to digital marketing 

Digital Marketing is defined as “the practice of promoting products and services using digital distribution channels to reach consumers in a timely, relevant, personal and cost-effective manner” (Wikipedia Website). By strict definition, the distribution channel of digital marketing is not limited to internet, such channels as mobile phones are also included. But in practice, digital marketing by internet is the most important one due to its wide availability to clients and wide area of sectors it performs. When it was first developed, digital marketing was regarded as a stand-alone approach, but with its development in the past few years with IT technology and its wide application, it covers almost, if not all, of the areas that traditional marketing approaches do. For example, direct marketing can be done better with digital marketing with its personalized style, more vivid and more responsive. 
3.2.2 Advantages of digital marketing 
As compared to traditional marketing, digital marketing has the following advantage and features: 
First, there is strong interactive response between marketer and clients. Rather than one way and transaction-based, digital marketing usually facilitate the ability to address the customer, remember what the customer says and address the customer again in a way that the customer expects to be addressed (Deighton, 1996). In this way, customer information and customer preferences can be recorded for personalised service. A case in point is the online bookstore Amazon, which use the interactive feature of marketing, to record customers’ preferences for book selections based on recent buying. 
Secondly, digital marketing reduces marketing cost but increase coverage area. With internet as supporting technology, it is equipped with many benefits at low costs in distributing information and with reach to global clients. 
The interactive nature of internet marketing, both in terms of instant response, and in eliciting response, are unique qualities of the medium (Wikipedia). Both pull and push techniques can be used in digital marketing through internet. For example, the marker can ‘push’ a message to someone like email, IM, or voice broadcast, and “pull” content serving a banner ad and Pay Per Click search terms 
Thirdly, the digital marketing integrated creativeness in all areas in including design, development, advertising and sales such as search engine marketing, e-mail marketing, online marketing research, interactive advertising, and viral marketing. 
Overall, Internet marketing can help expand from a local market to national and international market places. Compared to traditional media, such as print, radio and TV, digital marketing through internet has a relatively low cost of entry. Internet marketing can offer a greater sense of accountability for advertisers and is growing faster than other types of media. 
3.3 Identification of suitability by using DIM to University of Upnorth 

As compared to traditional marketing, digital marketing is more suitable for University of Upnorth to achieve its target for the following reasons. 

3.3.1 Product features of Upnorth University 

Unlike usual manufacturers, a university does not offer a tangible product but a special kind of service, which lasts as long as several years and involves physical involvement (attending to lectures, making presentation, taking exams etc). Unlike normal products, a university cannot ask a potential client to taste or touch it in one go. It is a service especially built on its quality, long history, brand and ranking. For this reason, it is therefore suitable to have marketing through internet, to reach its clients (potential students) locally, nationally and internationally. The content for marketing is mainly relevant information about the university, its strength and the specially tailored service it can provides to clients. 

3.3.2 Digital marketing is more suitable to international student 

With its history and high reputation in north England, the university has large potential market for both home and overseas students. To reach its potential customer in other countries, it is difficult to use its current tradition marketing approaches like advertisement in Guardian news papers since these news paper are not available in those countries. Traditional way of marketing usually involves distribution of some brochures in the British Council for education in those countries. But this is too limited to small areas around the embassy and is not effective for a certain country. Another way of marketing the university is to attend British Education exhibition in some countries. Again, this marketing is limited to some areas and very costly. By comparison, digital marketing through internet is very suitable for University of Upnorth. 

3.4 Proposed Marketing Mix setting for the target market (around 7ps) 

With this kind of primary data, we will be able to define the potential consumer’s need, in order to help us build digital marketing online through a marketing mix that fits to the target’s desire and requirement. 

Marketing Mix (7Ps) 

 Product/service: the university will provide educational service of the high quality and catering to the needs of different ages based on their particular requirement, “tailored education’ fit for the needs of different groups of consumers. This includes degree-oriented full-time students and training for both home and international students. 
 Pricing – The University charges tuition of competitive level as 1,500 pounds but quality education. Given its advantage, history and brand in the UK, this price is very competitive as compared to similar universities of that area like Lancaster. This competitive offer will be displayed in its website with a flash or popup window in an animated way. 
 Promotion. Use Google as the chief search Engine optimizers (SEO). For some key international market segment, use the most popular local SEO for example, in China, use Baidu due to the high percentage of Chinese student in the overall international students; Super link of this website with UCAS, British Council website, and presents some animated program in some British educational exhibitions overseas. 
 Place The main place of digital marketing is channel through its website (www.upnorth.ac.uk). As the gateway, the university website will be properly designed to give comprehensive information of the university in a user-friendly way. For some key international student source country liker China, a Chinese version of website will be created to cater for needs for the main target client. 
 People In addition to the interactive information service in its website. Some people will also be employed to supplement those that cannot be performed better through its website. For example, some staff will be on-duty 24 hours by telephone or live message online, to provide live and instant message communication with potential students, by internal set with popular tools like MSN, SKYPE. This is important for potential international students. Some of the staff can speak language of some key countries of international student source, like Mandarin Chinese to answer their queries about the university when they cannot express clearly in the inquiry stage. 
 Process Recruiting student for education is a special kind of service. The university will set a number of standard and professional processes online in handling student inquiries, their particular requirement, their complaints and the feedback of previous graduate about education in the university and their improvement suggestions. Students are likely to choose the university that serve them well in the process - from the way in which a telephone or online query is handled, to instant message or direct chatting or face-to-face interactions. 
 Physical Evidence--Students going to college or university have expectations about the quality of their accommodation and learning environment. Home and some of international students can be arranged to visit university campus on open days. Those dates will be set clearly in its website by banners to welcome potential student to the university to have a look and feeling attractive learning environments, student accommodation, shops, bars and other facilities. For those who cannot come to see the environment in person, the physical evidence can be achieved by viewing on the video clips on its websites or linked with YOUTUBE. 

IV. Conclusion 

University of Upnorth is one the leading university in north England. Faced with more competition of the education market and advantages of the digital marketing, based on the above discussion and analysis, it is identified that digital marketing is more suitable for it to reach its clients at less cost, more effective and wider reach. Based on its objective and target market, the marketing Mix (7Ps) has been identified. The effectiveness of the selected market mix needs to be prioritized and monitored in implantation as per the recommended approach in implementation. 

V Recommendation (Resources, Action Schedule and Prioritization) 

5.1 Digital Marketing Expenses and Budgets 

The Budget for the total this marketing plan is £600,000. This includes advertising, sales promotion, marketing research, and public relation campaigns. 

Activities and Item Amount (£) 
Creation of its main website and updated servers 50,000 
Creation of sub website in other main languages (like Chinese, French etc) 5,000 
Search engine optimizer (mainly Google, Baidu in China) 80,000 
Staff Live Service in its website (IM, Chatting, telephone) 50,000 
Hiring Staff with bi-lingual skills to respond international students 30,000 
Interactive Staff training (IM service online) 10,000 
Total Marketing expenses 225000 

5.2 Schedule and Monitoring Control 

To guide the implementation of this marketing plan, we have detailed schedule of month-by-month activity for each marketing program include the managerial responsibility. The pilot campaign will last for 12 months and then based on evaluation of the performance and it is subject to improvement in February 2009. The schedule in the Gantt chart is in Appendix 1. 

5.3 Priorities in implementation 

There are many aspects in the digital marketing. They are not of equal important in implementation. The following are some consideration of prioritization in implementation. 

 University Website Design (Vivid and interactive) 
Since its website, as the gateway to the university in the internet community, is of the pivot role in achieving the digital market strategy, therefore good design of its website if of the highest priority. The subject line of key features of the university (selling point) will be set in the prominent position in the main page of the website. A flash or banner is suggested to show competitive pricing of £1500 to attract students. Also marketing communications such word of mouths through forum of existing students and alumni should also be apparently set in the main page of the website. For most likely asked questions, a super link of FAQs should be clearly set. 

Also, its website should also be designed to reflect the interactive feature in communication between students and the university. For example, live chat or E-mail super link to the information service centre of the university so that student can get live/quick response to their inquiry. 

 Choosing of adverting search engine optimization etc 
Choosing a proper service engine is important for those students who know little about UK universities. Search engine optimization (SEO) is the process of improving the volume and quality of traffic to a web site from search engines via "natural" search results. It is suggested that the University uses Google as the main search engine and contract with Google to present the university as the "ranks" in this search result so that more searchers will visit the site. 

As a marketing strategy, eye tracking studies have shown that searchers scan a search results page from top to bottom and left to right (for left to right languages), looking for a relevant result. Contact placement with Google to put is at or near the top of the rankings therefore increases the number of searchers who will visit a site. 

 Build versions of website in other languages 

In order to attract international students, it is necessary to establish its website in other main languages. This is apparently not of equal importance and urgency. Based on the statistics of international students, it is of higher priority to establish its website of Chinese version in order to attract the largest segment of international students. 

 Timing 
University does not take in student all year around. Instead, the main recruitment season happens in autumn every year. Therefore the digital marketing campaign has to be launched before the recruitment season. This is important for the maximum effectiveness of the marketing campaign. Otherwise, it will lose the recruitment of the target year. 

Summary 

As compared with the traditional marketing approach, the digital marketing presents many advantages. This report discusses the UK educational market and the suitability of digital market for the University of Upnorth. The marketing mix is proposed with recommendation in implementations in action schedule, priorities etc. 
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