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Executive summary.
La Trobe University is one of the leading education providers in Australia. The demand for digital education has led to a strategic marketing plan that would position the University as a leading education provider, locally and internationally. This study, therefore, investigates the situation of the business environment that may influence the institution. Other institutions have adapted to the business world's changes to ensure that they positioned themselves to compete with other institutions in the education industry. The study proposes to the University how to establish a five-year strategic marketing plan to enable the institution to remain competitive in the industry.











Introduction.
La Trobe is one of the leading education providers in Australia and has continued to impact the community in matters academic positively. For more than fifty years now, this pioneer university has emerged as the top brand preferred by learners as a potential destination. The University, which is named after the school's founder, reported an enrollment of 552 students in 1967 as the third University being opened in Victoria. The capacity of this school has continued to expand and is now accommodating 36,000 students. The University has been an academic destination for about seven thousand students from one hundred and ten countries globally. The University has so far established a network of campuses. The Melbourne campus has 28 000 students, while the other campuses worldwide have about 7,500 students.
The institution focuses on being a leading academic provider, especially in the newly created online market. The market position has been marked by its transformation towards the people who go through the institution and the society or community in which it has been located. This has seen the University achieve a high ranking, becoming among the top four hundred of the world's three major universities. The students are at the center of every action taken by the University to promote excellence and inclusivity. The goal of the University is to deliver a consistently high-quality experience for all students. The University has developed its strategic plan, which is updated and evaluated every year. One of the plan's components is a mobilization of financial and other resources that will enable the institution to achieve its goals and objectives. The institution's priority is to provide the best students experience on all campuses, including the online learners.
Situational analysis-external.
As the business environment, the education industry is dynamic, which calls for differentiation of products or services to sustain competition and other factors that may influence the institution. Therefore, La Trobe University must position itself in a way that it gets to benefit the opportunities that may arise in the market and mobilize its resources against existing threats such as competition. The University has made strides in ensuring that it modifies or differentiates its products and other services as the market demands. Technological advancement has greatly transformed the education sector. Through the internet, learning has changed from a classroom activity to virtual learning that does not require learners to physically present for learning. This brings about a high demand for education because of the flexible programs that allow learners to design their timeline (Zajda et al, 2020). Latrobe University has put up policies to establish its online process and attract online learners by ensuring they also get the best experience while undertaking education programs.
The education market in Australia was valued at $4 billion in 2018, and there is still anticipation for it to grow by 8% in the next six years to stand at $7 billion in 2024 (Brand and Todhunter, 2016). This is attributed to both availabilities of smart devices in the country and advancement in technology. Institutions must therefore align themselves in a way to meet the market demands. The high population of young people in Australia is also a major contributor to the country's high demand for education. Therefore, the Latrobe university must ensure it is strategically prepared to harness the available resources and use them to benefit from such business opportunities. To become the best choice for potential learners building admirable brands that respond to people's interests. Learners tend to be attracted to those institutions that provide them with an opportunity for academic and personal development.  
Another external factor that influences business operations is the competition from the other education providers in the industry. Many institutions have identified the high demand for education, especially virtually and instituted policies earlier that have enabled them to have an online presence. Therefore, this has increased competition, as every institution uses different strategies to win the largest part of the market. The value of the education sector and the estimated growth rate by 2024 are factors that attract more investors towards the education sector. Latrobe University has to present its brand strategy as the best amongst all the competitors. Competition advantage can be attained through cost leadership strategies or differentiation of products. Cost leadership strategies enable the learners to pay less for some education products and therefore chooses to learn this institution. 
The institution should continue focusing on providing the students with the best experience. This is one of the ways to differentiate products and services to attract more students into the institution. Advancement of technology has been a key in providing some institutions with a competitive advantage in the industry. Marketing and branding have been modified to focus more on the online market for education are growing significantly. The only way to tap the international market in a cost-effective approach is only through virtual learning (Hollensen, 2019). Institutions can advertise their courses internationally, and they get a platform to learn and finally get accredited. Such changes in the external market determine the institutions' structure and organization that can handle the economic challenges or opportunities that may follow such situations.


Situational analysis- internal.
According to Slemp et al, (2017) there are various internal factors in the institution that has influenced the brand in the education industry. The management of the University regularly develops the strategic plan, which is evaluated annually to determine the projects' progress or targets. A management team that is committed towards the growth and expansion in the industry. Marketing strategies are required to establish the brand as an equal competitor to other institutions offering similar programs and curriculum. Marketing should be targeted to the group with the likely number of potential learners or market portions with gaps in the provision of education. The marketing process enables the marketing objectives of the University to determine the institution. The objectives vary from time to time because of the varying needs of the market.
Latrobe University has indicated the need for revenue growth to sustain some marketing strategies that the University wishes to undertake. Every need in the market brings about the need for various resources to efficiently gain the desired competitive advantages over other industry firms. Financial resources are important enablers for the achievement of marketing goals and objectives. Therefore, the brand will be highly affected by the financial resources available in the institution at a given period. Otherwise, the institution will have to forego the cost of advertising and other strategies to ensure that there is no expenditure in the marketing sector. Latrobe University should also be focusing on growing its revenue as the market keeps on expanding, to apply the best marketing strategies.
Another important enabler towards achieving the desired brand in the market is the human resource available in the institution. The achievement of a desired is a collective responsibility of both the management and the team players at different levels. Although the leaders should be able to inspire results, the team of staff should be ready to give out the best of their services and focus on achieving the intended objective at the specified time. A positive brand attracts more potential learners to opt to learn from this institution. A brand is built by creating rapport with the stakeholders and offering high-quality education to be associated with success and excellence. A practical and successful brand is not built overnight, which calls for the participation of all the university stakeholders, including learners, to be ambassadors in the market.












Problems and opportunities.
One of the research problems is the inadequate finance resources that can be used to fund the marketing strategies that may achieve the branding that the University desires. Without financial resources facilitating the brand as designed by the institution is a deterrent to achieving the highest quality of branding that would contribute to achieving the desired sales target.
Stiff competition in the industry has become a threat to the institutions that do not adhere to the changing times in the business world. High competition for the high cost to achieve a cost leadership strategy would give the University an added advantage compared to other institutions. Therefore, the universities must ensure that the selected marketing method is cost-effective and would provide the desired product differentiation.
Segmentation of the market is a problem that influences the branding process because each segment has unique interests and preferences, and all their needs must be included in the branding process to ensure that the brand is responsive to each of their preferences. This, therefore, makes the branding process expensive to sustain.  
The advancement in technology brings about cheap and affordable marketing methods through social media platforms. Social media is estimated to have a subscription of about half the world population. 4. 57 billion people use internet services, and new users are recorded every day. This makes social media a strategic location to market the courses and programs available in the institution.
Increased demand for online education is an opportunity for the institution to take up and make the best out of them. Latrobe University is well established, and therefore the online campus is an excellent opportunity to increase its impact even internationally. The marketing strategies focus on a specific segment of the young and working population who would need working while undertaking education programs.
The strong management team and other stakeholders can use their knowledge and skills to implement the strategic marketing plan. This enables the University to define its marketing objectives based on market needs. Implementing such programs allows the stakeholders to play their role in protecting and promoting the university brand. The University should use the diverse student body to promote the institution as a desirable destination for local and international students.  









Recommendations.
Latrobe University should put up a committee drawn from the different university departments to develop the best framework for strategic marketing and establish a diverse digital platform that provides the best user experience. This committee will monitor the changes in market needs regularly and make the necessary adjustments to ensure that the digital site is well updated and easy to use or navigate through the courses. The University will be able to promote its brand both in digital and physical learning. There is a high demand for online education in Australia and other countries in the world. With a team of specialists and analysts of the dynamic business environment, the management will be regularly advised on potential opportunities in the technological world and therefore respond in time before the market is flooded.
The strategic marketing plan should use targeted marketing to ensure every group with unique needs and preferences is approached in a unique method to get their attention. The market is divided into different parts or groups that may have common needs and preferences. The group did not get educated, and while still employed, they would want to begin their programs. Other group have completed up to a certain level and wishes to advance. Each of these is required to learn, but they have different interests that must be taken care of individually. Every group needs to have some courses or programs tailored specifically for every depending on their financial level and availability.
Latrobe University should conduct market research before implementing any education program. The market undergoes boom and recession, which may create some temporary demand in the education sector, which may not be needed in the long run. Planning and analyzing how to implement a program should be informed by thorough market research and situational analysis.
BIBLIOGRAPHY.
Hollensen, S. (2019). Marketing management: A relationship approach. Pearson Education.
https://www.latrobe.edu.au/
Slemp, G. R., Chin, T. C., Kern, M. L., Siokou, C., Loton, D., Oades, L. G., ... and Waters, L. (2017). Positive education in Australia: Practice, measurement, and future directions. In Social and emotional learning in Australia and the Asia-Pacific (pp. 101-122). Springer, Singapore.
Zajda, J. (2020). Globalisation and neo-liberalism in higher education: Australia. In Globalisation, Ideology and Neo-Liberal Higher Education Reforms (pp. 47-57). Springer, Dordrecht.
Brand, J. E., and Todhunter, S. (2016). Digital Australia Report 2016.
Williamson, B. (2016). Digital education governance: An introduction.

[bookmark: _GoBack] 
