To examine the current role of e-marketing within the - mm
event industry, specifically looking at the social media ez
techniques used and the impacts they present. '
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Using social media Lo deepen our comersaions with beraiure lovers indomes all
srmi aspects of the festival fom programming and production vaes i markesing and
box office, helpirg us % make de Best use of our Fmited resounos:.”
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In canchusion the use af socall meda has roven i be the mast successhul lem;
v the cligg ol merketing sampain, as iToMers (o0 ks (o st & lrger mone diverse
audience thars mere engaged and responsie. Cne of the key aspects of sock
media is the way il crosses channel bourdaries

Guslomes service i lhe reeson wiy mos| comparnies first enter e socinl space o
50 whois complaiing Sbout thar brand and o o somethng Sbout It (W, ey,
2010 . MLF as a case study nov fave the contral an how their festival is being
preszeried, talked about and promoted an the dferent social media platfams.
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Recently. following a false tweet from the twitter acoount of
The Associated Press, accepted their accownt had been hacked
The tweet resd ek inge T ex sk in The White Hotse Thie saetssite shawel reflect e bjecives of the business, Using

P . . cammunication 1o build & direct retatars hip with customers, {Befthon.
and Barack Cftarma is injured. The hacking of a re-nowmed B, Bill, L & Watsan, R.T. 1966) The MLF websile was [sunched and
companty indicates that any company could be hacked, relyng developed by PageFlay In 2012 |is purposa was 1o make purchasing
wrong infiermation and having negative impacts. onling tickets easier and offer contact information about the dates,
rness, iba was There and mew Slog updates. In 2013 78,273 peaple
wisited Manchester's Lierature Festival website in 2013, showng a
17% increase rom the previous year with a total of 65,273 in 2012 (K.
Feld, 2014}
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Imternet marketing describes the process of developing, displaying, presenting or promoting & product, senvice
cause or event by the intended organisation. Il's the apphcation of the internet and relaled digital technologees
that organisations choose o achieve marketing objectives (Chaffrey et al, 2009). The promotion of thess
activities can be completed cnline and offline, and mast recantly the evant industries have bagun o realise
how important the use of strategic digital marketing is (Chaston, 2000),

The interconnectivity that online marketing provides organisations is & global operation, estimating that we
should expect to see six connected devices o every one person cnline by 2020 (UN report, 2011}, This
highlights the impartance for organisations to understand how to successfully explait the: digital marketing tools
and technigues to improve their customer value proposition and overall competitiveness (Rowe, 2014). The
use of a wide range of inter-related procedures to drive anline engagemeant and participants is key to ensure
the business is successful within sockety and does not get left behind (R. Macdonald, 2013).

This report will discuss the benefits, weaknesses, impacts and future pathways for organisations optimising
there online marketing techniques using social media platforms. In particularly, one case study will focus on the
successhul implementation of the use of digital marketing techniques at Manchester's Literature festival {(MLF)
and how they plan o develop further. 72% of all internel users are aclive on a social media site (J. Bullas,
2014). This statistic highlights how large the social web demographic percentage is, and how these online
users are all polental largel markels lor organisations. Applicalion to the event industry shows how useful
social media platforms are to event organisers, especialty when there is a direct comelation between the
amaount and average age of social media users and the age group who atterd the most events. 18-28 have an
89% usage of facebook, twitter, blogs and websites. (J.Bullas, 2014)

Using MLF case sidy the report will describe the digital marketing campaign the festival undertook during
2012-2013. Realising that if they spent more time, money and personnel on the development of their anling
marketing techninues, specifically their social media uses, the festival would be ahle to engage more
Ccustomers and grow as a festival, Kate Feld, the digital engagement co-ordinator at Manchester's Literaiune
Festival described the underlying digital marketing technigues used throwghout the two years and how
successhul they were
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Case study: Manchester's Litera

Manchester's Literature festival (MLF) is the city's largest event and t
-20th since 200E. It consists of 80 evenls across vatious venues arou
from its successiul predecessor, Manchester's Poelry lestival, The mi
are;

The main objectives for Manchester's Literaiure Festival's digital marl
0 Engage our loyal audience mare meaningfully
o Expand our audience in new areas with the help of more social met

o Spread digital marketing resources across the calendar = start pron
effort to link to ticket sales

o Update our website to improve user experience and create an onlin
better fits our eurrent neads.
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The current role of e-marketing

In May 2013 the University of South Wales hosted a joint event from the Chartered Management Institute and the
Chartered Institute of Marketing at its Newport City Campus, which looked at the opportunities and challenges of
the changing digital landscape. Presentations at the event focused on the increasingly interactive nature of digital
marketing, and how rapidly the industry will continue to change, claiming that although people say 2013 is the year
that ‘digital marketing’ will become simply marketing, he believes that this has already started to happen (University
of South Wales, 2013)

Every internet user is a communicator, creating and delivering information to each other, purposefully or not. This
includes identity (name and address), information about the person, about his or her previous online behaviour and
information about recent purchases (C. Molenaar, 2012).

Companies who use the information effectively can adapt their marketing strategy around new developments or
recent studies to make sure they are reaching their target markets in the best possible way. A necessary starting

point for achieving successful e-marketing is a creation of a clearly defined strategic process that links the
objectives of e-marketing through to the marketing communications and design tactics intended to achieve these

objectives (Chaston, 2000). : i ’QF.J % ! 'f
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