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Key Benefits

Thanet College provides a wide range of education and training solutions across Kent, the South i
East and internationally. Located in Broadstairs, East Kent, the college caters for 2,000 full time Only 30 minutes to generate a
and 7,000 part time students. Amongst the broad provision on offer, the college have a number target list of 500 addresses
of specialist curriculum areas including hospitality and catering.
£2,500 initial income generated

The Challenge from campaign after costs
At a time where funding is tight, colleges need to diversify their income base away from reliance Further £2,500 potential income
on standard government sources. Thanet College have developed a portfolio of full cost courses on waiting list for future course

to supplement their funded income. One such course is a Change Management course aimed at
supporting senior managers of local companies during the recession. However, despite targeting
3,000 local companies and speaking with various external sources to promote the course, the
marketing effort generated little interest. Consequently viability of the course was in question and
cancellation was a likely consequence.

Over 10 times return on
investment

Course filled within 10 days of

The Solution campaign

Thanet College needed to find an alternative approach to marketing this course, away from the
traditional B2B method, that was quick to undertake and cost effective given expenditure on the
previously unsuccessful campaign. Working with ACTIVE, Thanet College undertook a Lifestyle
review to identify key target groups that met their preferred target audience criteria. By initially
identifying target groups by employment status they were able to specify households that are
likely to contain Senior Managers and Directors. This targeted approach ensured that marketing
costs were kept to a minimum.
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into a target list of full addresses, while full interrogation of the supporting lifestyle material helped

the college to ensure the methods used and messages employed would engage their audience.

This revised approach identified 500 target households within their locality, which were targeted
with a flyer at a cost of just £250 for materials and postage. To supplement this direct mail Product
approach, the college also placed posters in selected local supermarkets that the target audience

were likely to frequent as indicated by the lifestyle data.

The Result @ TSM

In only 30 minutes of using these simple techniques Thanet College were able to profile their ideal total solution mapping
audience within their local areas specific to the under-recruiting course, thus ensuring that
messages could be tailored to be more engaging. All seven spaces were filled in only 10 days,
generating £2,500 of income, while also generating sufficient interest to fill the waiting list for a
subsequent course. Of the seven delegates who attended the initial course, four have already
welcomed Thanet in to look at training needs right across their businesses, and the college are
looking at further up sell and cross sell opportunities in these areas. This approach has ensured
that the college can take a more targeted approach to future campaigns and move away from the A
expensive and resource intensive scatter gun approach previously employed.
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