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S T R A T E G Y  1

INCREASE IMPACT OF DIGITAL 
MARKETING

 
Number of followers, comments, and shares on 

MOA’s social media accounts 
Click through rate and bounce rate of MOA’s 

landing page 
Email list growth rate and open rate  PERFORMANCE 

METRICS



Balance h igh leve l  
and low leve l  

engagement  posts

Incorporate  v ideos  
and re levant  

hashtags

Use r ich  media  to  
generate  leads    

Tactic 1A: Social Media Audit 



Tactic 1B: SEO

 SEO tools: 
Google 

Keyword 
Planner, Google 
Analytics, Moz 

Keywords: 
"UBC fun", 

"free events 
UBC", "UBC 
student life"



Tactic 1C: 
Email 

Marketing 
Makeover

Current 
newsletter: 

dull & 
plain

Pop-up link

Design

Bi-weekly 
newsletter



S T R A T E G Y  2

INCREASE BRAND AWARENESS 
IN THE UBC COMMUNITY

 
Number of student attendance per faculty, 

percentage change in overall student 
attendance (year over year), analytics 

gathered from survey results, number of 
club events held at MOA, number of UBC 

courses in partnership with MOA

Performance 

Metrics



T A C T I C  2 A :  
M O A  

A M B A S S A D O R S

We will spread 
awareness, promote 
events, and receive 

student feedback



T A C T I C  2 B :  S P O N S O R  F A C U L T Y  
E V E N T S

CUS,  AUS,  SUS

V E N U E C A M P U S  T O U R

Discounted pr ic ing  
packages  for  UBC 

c lubs   

Imagine Day ,  The 
Spark ,  UBC 
Or ientat ion

T A C T I C  2 B : S P O N S O R  
F A C U L T Y  E V E N T S



T A C T I C  2 C :  I N T E G R A T E  
M O A  T O U R S  I N T O  

C O U R S E  C U R R I C U L U M S

  Client, Project artifact, Research 
Topic, or Field trip

Extracurricular Credit

Group Patronage 



S T R A T E G Y  3

CREATE EXTERNAL MOTIVATION 
FOR NEW AND EXISTING 

CUSTOMERS

Attendance of students to 
workshops hosted by MOA, 
increase in attendance rate 

from all target audiencesPerformance 

Metrics



T A C T I C  3 A :  
I N T E R A C T I V E  

E X H I B I T S

Encourage Social 
interaction

Involve Physical 
Activity

Leverage Social 
Media Mediums



T A C T I C  3 B :  
I N T E R A C T I V E  

E X H I B I T S

Dreamcatcher 
Workshop

Aboriginal Art 
Workshop

Aboriginal Face 
Mask Workshop



R I S K  A N D  
C O N T I G E N C I E S



Q U E S T I O N S ?


