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Executive Summary

The Talent Tap is a not-for-profit charity within the UK, serving as a vital link between
business and talented students from diverse underprivileged backgrounds, by presenting
valuable opportunities to young people, and enabling businesses to access a diverse talent
pool. Many charities lack in digital marketing expertise, therefore the objective of this
report seeks to understand how and what the charity can implement to ensure they can
increase their brand awareness online to be more digitally present within the social noise of

today. This discussion extracts data from a primary questionnaire and industry data online.

An evaluation of the external environment in which the charity sits within discovered the
economic crisis, user engagement and accessibility, along with the emergence of technology
affecting the charity’s ability to maximise success. The internal environment discovered The
Talent Tap’s current unengaging and low awareness digital marketing strategy for their
website, combined with a large number of young people living in deprived areas and only
9% of businesses focusing on social mobility. In relation to their digital presence, it was
made evident that the majority of students and employers hadn’t heard of the charity, and
those that had, had not felt the website was representative of the work the charity does.
The underlying factor for this presented a lack of awareness and lack of knowledge in the
marketing field. A market analysis discovered the importance of charities to establish a
strong digital presence in light of technological advancements with results presenting the
requirement for marketing training, website design and SEO optimisation, and the creation
of more comprehensive content to provide users with a complete understanding of the

charity’s mission and service.

Drawn from the analysis, it is recommended that The Talent Tap implement a website and
SEO strategy which consists of optimising for mobile, enhancing their content and design in
line with competitors, including keyword optimisation. By putting these recommendations
into practice, The Talent Tap can achieve their aim of increasing their brand awareness and

visibility, thereby expanding their reach and impact within the community it serves.

This research uncovered a void for future researchers to explore the link between social
media marketing, SEO and websites and an exploration into how contextual factors and the

characteristics of users impact the importance of different aspects of website usability.

Word Count: 8836




Acknowledgements

I would like to express my deepest appreciation to my dissertation supervisor, Rob Warwick,
for his invaluable support and feedback received throughout my project. | would also like to
extend my sincere thank you to The Talent Tap, with particular thanks to Naomi and Laura
for their dedication in supporting me and contributing their thoughts and knowledge, not

only throughout my placement but for the support throughout my years of study too.

Lastly, | would be remiss without saying a big thanks to my family, especially my mother and
father. Their belief in me, and constant support throughout my years of studying here at
Chichester, serves as a continuous motivation to strive and succeed. | will be forever
grateful for their time invested and attentiveness they showed to encourage me to attain

this degree.

Word Count: 8836




Contents

Development of a Website Page Redesign and SEO enhancement to increase Website Visibility and

Brand Awareness for students and employers across the UK at The Talent Tap charity, based in

VA g Yol (=R =Y ST 1A ST 1
EXECUTIVE SUMIMIAIY ittt ettt e e e ettt et e e e e s e s eaabbbee e e e e e e e s aasbbteeeeeesesannsssaaeaesssnsannnnnes 2
Yol o 1YY F=To F =T o Y=Y o PRSP 3
TADIE OF FIGUIES ...eveiee ettt e et e e e et e e e e bteeesebtaeeeeabteeeesasteeeeanstaeeesnsraeeeaseaeansnes 7
L1 o1 L TP PP T PSSP PRRPRRRPR 7
(@ 0 F=T o} =T it R [ 4 o 1o (¥ o1 4 [ o PP PR 9
1.1 Organisational backGroUNd ..........ccuuiiiiiiiiii e e e sbee e e e areeas 10
B T CY: [ ol o I OIS 4 Tor= o o ] o USRS 11
1.3 RESEAICh @iM @N0 SCOPE .ooiiiiieie ittt et e et e e et e e e et e e e e e abe e e e eeabeee e esabeeeeennraeeeennsenas 12
R Y=Y [ ol o W] o] [T ot 4 7= PSP 12
1.5 Structure of the research project doCUMENT.......c..viiiiiiiiii i 12
Chapter 2: Organisational background and research context.........ccccoecieeiiiiiii e, 13
2.1 Company backGrOUNd .........ccocuiiiiieiiee ettt e et e e e ette e e e ebteeeeebteeeeesteeeesntanaesanes 13
2.2 The Talent Tap’s OFfEIING ...oee it e e e ttr e e e e tte e e e ebee e e e eataeeeeanes 13
.......................................................................................................................................................... 16
2.3 The Internal ENVIFONMENT .......oiiiiiiiiiieite ettt ereesne e saeesane e 17
2.3.1 Low Engagement through their WebSite........ccceoeeiiiiieciiii e 18

2.4 The EXternal ENVIFONMENT ...c..oiiuiiiiie ettt st sttt et esbe e saeesane e 20
2.4.1 ECONOMIC MBCESSION....utiiiutiiitiiiitie ittt ettt aa e s b e e s ba e e sab e e sba e e saaeesnaeesabeesane 21
2.4.2 User Engagement and AcCesSibility ......ccueiiiiiiiiciie e 22
2.4.3 EMergence Of tECANOIOZY .......uuiiiiiee ettt e et e e et e e e e areeas 22

2.5 Research Approach and a Review Of LItEratUre.........cccoccuveeeeeciiiee ettt 23
2.5.1 Integrated Marketing APProach .........ooeeiiiciii e 24

2.5.2 What is a good website and what are the key factors that are vital in contributing to the

success of a website’s visibility and aWaren@ss? .........ooooeciiiiieciiee e 25

Word Count: 8836




2.5.3 What is SEO and why is it important to implement to enhance a brand’s visibility and

AWATENESST .eviieitieiteeeitte sttt ettt e s et e st e s bt e e bt e e s bt e e b et e s bt e s b e e e s b e e e e ba e e s et e s be e e s bt s be e e ann e e s raeesnreesane 26

2. 5.4 SUMIMIAIY e e e s e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eeaaaaaaaaaaaaasaaaaaasaaasasasasanaannenns 28

(0 o oY =Taie B 1V F=Yd o Yo Yo o] [o =4V PSPPI 28
3.1 Chapter INTrOQUCTION. ....cciiiiiee ettt et e e et e e e rta e e e e rata e e e e ntaeeeensaeeesnsaeeesanssneenan 28
3.2 RESEAICH APPIOACK ... e e e e e e et e e e e aar e e e e a e e e e nttaeeeaaaaaeaan 28
3.3 ACCESS ISSURS .ueteeeeiiteeee ettt e sttt e s sttt e s e bt et e s e se et e s aane et e e s ane et e e s nr et e e s ns et e e s nneeeesnreeeesnreeeesnnneeenan 29
3.4 Sampling and SUDJECE SEIECLION ....eiiviiiieicieee e e e s e e e saaeeeeas 29
3.5 BRIl ISSUBS ..ttt ettt e b e s bt s ae e sttt et e b e be e be e sae e eaeeeare s 29
3.6 QUESLIONNAITE UESIZN ..eeeiiiiiiie ettt ecte e e et e e et r e e e e ata e e e e ataeeeesasaeeessssaeeessnsseeesanssneenan 30
I 30 R o To ] o [Ty - o PRSP 30
I 30 A o To | B 1 e T o - PP 32
3.6.3 TOOl @adMINISTIAtiON ...euiiiiieiieeieete ettt sttt be e st e e e es 33
I D E - - L0 T 112 U 33
3.8 RESEAICH lIMItatiONS. .. ceiueieiieiieiie ettt st sttt et e b e e s st et eeneeas 33
Chapter 4: Results and @NalYSis ....icuuiiiiiiieie ittt e e s ebre e e e sabae e s ssnbee e e eenbaeeeennreeas 34
4.1 To determine the impact of SEO enhancement on brand visibility and awareness................... 34
4.1.1 Use Of MODIIE AEVICES ....oeueiiiiiiiiie ettt ettt et st st et sbe e s 34
4.1.2 Search-Engine Informational SEarch...........oooi i e 36
I R o F- o [T Y-y o T T=Tc PPt 37
A TR Y [T o 1Yo T 2 o = PSPPIt 38
4.2 Assess the impact of having a good website for increasing brand visibility and awareness...... 39
4.2.1 Importance of first impressions 0N @ WebSIte .........cccceeeeciiiiieciiii e 39
4.2.2 Engagement by users and the significance of specific website design elements................ 40

4.2.3 Students and employers’ comparison of their preference in channels to fulfil their

TaYieY g et 1u Lo ] aT=1IRT=T= L o TR 41

4.3 To identify the key factors contributing to the website’s low visibility and limited brand

awareness amongst students and EMPIOYETS. ........uiiiiiii i 42

Word Count: 8836




4.3.1 Knowledge of The Talent Tap and importance of building awareness.........c.cccceeevcvveeenns 42

4.3.2 Comparison of website aesthetics t0 a8 .....ccccviiiiiciiii e 43
4.3.3 Perception of the design, colour and multimedia ..........cccccviiieeiiiiiccciiiiie e, 44
Chapter 5: Conclusions and recommMeNndatioNnS.........cuiviiieeiiiiieee i e e 45
5.0 Chapter INTrOQUCTION. ....cciiiiiee ettt e e e et e e et e e e e e ata e e e esnsaeeesansaaeesanssneenas 45
5.1 Key findings of the research report and how objectives were met.........ccccceeeeeiieieeicieeecccneeenn, 45
5.1.1 To determine the impact of SEO enhancement on brand visibility and awareness............ 45

5.1.2 Assess the impact of having a good website for increasing brand visibility and awareness

...................................................................................................................................................... 46
5.1.3 To identify the key factors contributing to the website’s low visibility and limited brand
awareness amongst students and EMPIOYEIS .......c.uuei e 46
5.2 Recommendations to The Talent Tap for a website redesign and SEO enhancement for
0o [T o = o Lo I =Ya 0] o] (o] V=T oS 46
5.2.1 Enhance marketing expertise with training for The Talent Tap team ......c..ccccvevevciveeernnnn. 46
5.2.2 Incorporate SEO into their wWebsite Strate@gY .......cccveveieciee e 47
5.2.3 WEDSItE REAESIZN. ....oii it ettt e e e tee e e e atee e e e abe e e e e abaee e eeabeeeeennsenas 50
5.3 Reflections 0N the PrOJECE......cou i e e esa e e e satae e e ssnareeeeas 52
5.3.1 Explaining the charity, what it does and what a website redesign and SEO is in the
(o (=R o] a1 aF- 11 ¢ =IO PSP PP UPPPPPPIRE 52
5.4 Further research for the ProjeCt ... i e e e e e aaeeeeas 52
5.5 Researcher’s professional development...........c.uuei i e 53
REFEIENCE IST ..ottt ettt sttt e b e bt e s be e saeesaneeneenneesneesane e 54
F Yo7 1=] o Yo Lol YRRt 68
Appendix 1: Ethical APProval FOIM .............oueuieieccciiiieeee ettt e e e eecctaee e e e e e e e ssaarae e e e e e e e e ssaraeeeaens 68
Appendix 2: QUESEIONNAIIe fOr SEUAENTS .............cccueeeeeciieeeeciiee et e et e e et e et e e e e sareeaeeeateeaeeanes 78
Appendix 3: Questionnaire for employed professionals. ............ccoueevcvieeiiciieeisiiiee e 81
Appendix 4: Research Project SUPPOIt FOIM .........c.uuiiecueeeieciieeeccieeeeeciee e e e sttee e e sstaeee s esvtaeasssntaeeseanes 85
Appendix 5: The Talent Tap previous website vs redesigned website mock-up .........cccccceeeccuveennn.. 86

Word Count: 8836




Table of Figures

Figure 1.1: Social Mobility Coldspots The Talent Tap targets (The Talent Tap, 2024) 10

Figure 2.1: Leading digital marketing channels according to marketers worldwide as of July 2022

(Denvencha, 2023) 23
Figure 2.2: Consumer Journey Map (Stephens, 2022) 24
Figure 2.3: B2B SEO and Blog Implementation, Three Year Results (Scott, 2009) 27
Figure 4.1: Comparison of Respondents’ Age with Device Preference 34
Figure 4.2: Ease of use on a mobile device 35
Figure 4.3: Comparison of channels and how respondents first learnt about The Talent Tap 36
Figure 4.4: Loading speed of The Talent Tap website in comparison to the BBC News website. 37
Figure 4.5: First impressions 39
Figure 4.6: Respondents opinion on the most important website elements. 40
Figure 4.7: Age vs preferred channel for fulfilling an informational search. 41

Figure 4.8: Percentage of respondents who had heard of The Talent Tap prior to the questionnaire.

42
Figure 4.9: Comparison of respondents age to their preferred aesthetics of a website. 43
Figure 4.10: Respondents perception of The Talent Tap’s current website’s design, colour and
multimedia. 44
Figure 5.1: Mock-Up of PPC advert 49
Tables
Table 2.1: The Talent Tap’s business objectives, adapted from (Ambrose, 2023) .......ccccceecvveeeecnreennn. 13
Table 2.2: The Talent Tap's target audience — adapted from (Fyall, et al., 2008) ..........ccccveeirveercreenns 14

Table 2.3: 4P’s Marketing Mix Model applied to The Talent Tap. Adapted from (McCarthy, 1964) ...15
Table 2.5: SWOT analysis — adapted from (Miller, et al., 2010) (The Talent Tap, 2024) and (Ambrose,

.............................................................................................................................................................. 19
Table 2.7: Porter’s Five Forces Model, which explores The Talent Tap’s competitiveness in the
industry. Adapted from (POrter, 2004) .......cccueiieeiiieee et et ee e e et e e e e ere e e e e eabee e e eenteeeeeeateeaeenreeas 20
Table 2.8: PESTLE analysis — adapted from (Aguillar, 1967) ......cccueeeeiiiiieeeciiee et 21
Table 2.9: Summary of Literature Review FINAINGS .......oooiiiiiiieeieee ettt e 24
Table 2.10: 2024 Google Algorithm Ranking Factors (Bailyn, 2023)........ccccoveieeiiiiieeiiieee e 27
Table 3.1: Posts advertising the questionnaire were posted on the following accounts..................... 29

Word Count: 8836




Table 3.2: Types of questions included within the questionnaire. .........cccoccveeiiiiiiiicccee e 32

Table 3.3: Questionnaire limitations and the actions taken to address the issues.........ccccccveeecvneennn. 34

Table 5.1: SEO tactics The Talent Tap can €mMPlOy....cccuueeieciiie et e e e e 48

Table 5.2: Website redesign recommendations for The Talent Tap ....ccccoeevvveeeeiiieeecciiee e 51
8

Word Count: 8836




Chapter 1: Introduction
This chapter provides an introductory discussion which includes the organisation’s
background, justification of the research being undertaken, research aim and scope,

research objectives, and the layout of the research project document.

Both the focus of the research and the population targeted were led by the features and
necessities of the placement, which focused on identifying the best ways in developing the

website and SEO to increase the brand’s visibility and awareness for The Talent Tap.

The placement research project was conducted between October to March 2023, and

comprised of questionnaires with the charity’s stakeholders.
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1.1 Organisational background

The research study presented examines The Talent Tap, a non-for-profit charity operating
since 2009, with an income of £416,451 for the financial year ending 2023 (Charity
Commission for England and Wales, 2024). It is positioned in the educational charity sector,
with an office based in Winchester, serving both London and Manchester hubs. The Talent
Tap is a charity dedicated to promoting social mobility, with their primary aim to provide life
changing, career enhancing opportunities to young people from Year 12 and above. The
charity targets students from areas identified as social mobility coldspots across the UK,
where factors such as geography, lack of networks, and lack of parental support pose as
significant hindrances to opportunity and their futures. The organisation offers the following
services: supporting students access work placement opportunities in London or
Manchester, mentoring opportunities, employability workshops and bursaries, along with
supporting employers by allowing them to access diverse lower-socioeconomic students, to
help businesses achieve their efforts of CSR, and provide them with a talent pipeline of
highly engaged but hard to reach students. The scale of the organisation operates as a small

third sector charity with 9 stakeholders as employees.

Figure 0-i.1: Social Mobility Coldspots The Talent Tap targets (The Talent Tap, 2024)

10
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1.2 Research justification

The organisational problem identified is the charity’s low visibility and awareness via their
website. The charity will aim to address this by considering a website redesign, along with
enhancing their SEO efforts to increase brand awareness, to result in an increase of leads
and engagement for further expansion. In the monopolistically competitive environment in
which The Talent Tap sits within, charities need innovative marketing tools (Ungerman, et
al., 2018), including an effective overhaul of a website to enhance the understanding of a
cause, expand a charities reach and create increased backing (Noel, 2024b). Many charities
frequently operate with limited budgets and are heavily dependent on the generosity of
donors and volunteers (Noel, 2024b), and lack the marketing expertise due to these high
costs with market analysis (McDonald & Hugh, 2011). The instability of the current
economic climate with businesses cutting costs and donations, also aggravates the poor

website visibility and engagement (Charities Aid Foundation, 2023).

Supporting the statement of the lack of brand awareness and visibility for charities,
evidence indicates through the assertion ‘Mobile traffic to charity websites is increasing, but
only a third of charities pass Google’s Core Web Vitals’ (CharityComms, 2023). This suggests
the low levels of visibility and awareness could be as a result of a business’s website design
and low levels of knowledge of SEO. For example, half of all internet users suggest that they
consider a website’s design when developing an opinion about a business and whether to
continue, with elements such as an easy navigation, appealing graphics and distinct calls-to-
action (Haan, 2023). Dwell time is another example for low engagement and awareness of
websites, as it could be argued that some people don’t have the attention span to read
further if they don’t feel engaged. Additionally, evidence presented through the statement
‘Users dedicate 5.59 seconds to perusing written content on a website’ (Yanchycki, 2023)
emphasises the research issue whereby people don’t engage in a website lacking on design
and content. This in turn affects the charity’s competitive position, and when there is a
resistance in engaging with the website, this results in a lack of leads for the charity, limiting

the opportunity to expand their portfolio further.

The research outcomes seek to pinpoint the pain points of the current Talent Tap website
that employers and students face and to identify the opportunities to enhance a user’s

experience. By implementing this outcome, The Talent Tap should be able to support
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employers and students seeking an understanding of the charity and acquire the
information necessary to make an informed decision, to enable them to bolster their brand

awareness and visibility and aid the charity’s efforts of portfolio expansion.

1.3 Research aim and scope

The research endeavours to develop suggestions for how The Talent Tap could address low
visibility and awareness levels. The outcome of the research is to generate website and SEO
recommendations in order for The Talent Tap to successfully redesign a website and devise
an SEO strategy, to contribute to the long-term goal of expanding the charity’s employer
and student portfolio. By administering questionnaires to employers and students, it
highlights the downfalls of the current website, the success of various website elements and

the improvements necessary in order for increased success.

The research is aimed at employers and current students in the UK owing to convenient
access. Information will be collected through a deductive approach, sourcing both
gualitative and quantitative primary data in the form of questionnaires, and through

secondary data from sources online.

1.4 Research objectives
1. To determine the impact of SEO enhancement on brand visibility and awareness
2. Assess the impact of having a good website for increasing brand visibility and
awareness.
3. Toidentify the key factors contributing to the website’s low visibility and limited

brand awareness amongst students and employers.

1.5 Structure of the research project document

The structure of the research project will include: an introduction to the report, Chapter 2
exploring the company’s internal and external context within the charity sector. Chapter 3
will discuss the methodology, which looks at the chosen data collection methods, Chapter 4
presents the results and analysis of the data, and the key issues that arose. Chapter 5is a
conclusion and summary of the key recommendations drawn from research. The final
section will include a reference list, along with an appendices, with documents including the

Ethics Review form.

12
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Chapter 2: Organisational background and research context
This section covers the company’s background, external context, internal dynamics, and a

survey of the existing literature.

2.1 Company background

Established in 2009, The Talent Tap is non-profit organisation (NPO) overseen by a team of
five full-time employees responsible for business development and programme delivery to
students and employers. Additionally, four part-time staff members contribute to
programme delivery, with one member dedicating a few hours to marketing (Ambrose,
2023). They aid businesses with their CSR targets by providing businesses with students
from diverse talent pools, whether that be refugees or students from lower socio-economic
areas outside of the businesses’ postcode. The Talent Tap’s current marketing channels

include LinkedIn, Instagram, Facebook, YouTube, email marketing and their website.

One identified weakness facing charities is that websites can be a challenging way to
market, with 57% of charities ranking as having a skills gap within this area and a lack of
financial backing (Amar & Ramsay, 2023). With this in mind, research states that improving a
charities website and an online presence is one of the top digital priorities necessary within
a strategy for a charity to remain visible (Barclay, 2023). This research project provided a
solution to this issue by identifying the pain points and opportunities to improve the

website.

The Talent Tap business objectives

® Increase our leads and digital presence to support The Talent Tap’s objective of
expansion into more hubs Southampton or the North East (Ambrose, 2023).

e Improvement to the website to increase leads, with the website’s focus to be
more product based and corporate based for The Talent Tap to be able to
monetise from the website and services (Ambrose, 2023).

Table 2.1: The Talent Tap’s business objectives, adapted from (Ambrose, 2023)

2.2 The Talent Tap’s offering
The Talent Tap offers a variety of opportunities to students from low socio-economic

backgrounds, including work placements, mentoring, networking and pastoral support.

The Talent Tap is aiming to target more students from disadvantaged backgrounds and

increase the portfolio of corporate partners that they work with through a revitalised
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website and SEO. Table 2.2 displays The Talent Tap’s current and target service providers

and customer personas, utilising demographic characteristics proposed by (Fyall, et al.,

2008).

CHARACTERISTIC (Fyall, et al., 2008) EMPLOYERS

—
=
o
<
o
1)
(@]
=
L
(o]

e Based with The Talent

Tap's residential hubs -
GEOGRAPHIC London and
Manchester, with the
aim to expand to
employers in
Southampton or the
North East

STUDENTS

e The Talent Tap works
alongside schools within
deprived areas to select
students whose home
postcode sits in the bottom
20% of the most deprived
areas of the UK of the social
mobility index (Kernaghan,
2024).

GENDER e The businesses teams
that The Talent Tap
work with are both
female and male,
depending on the
representative’s role.

e 53% of the students’ The
Talent Tap works with are
female, and 44% are male
(Kernaghan, 2024).

e Ages 18 to 25 years old

e The top four sectors in
which The Talent Tap
work with include Law,

OCCUPATION Business and Finance,

along with STEM

(Kernaghan, 2024)

e The breakdown of The Talent
Tap students who the charity
supports is as follows: 37% in
sixth form/college, 42% in
university, 19% in full-time
work and 2% other
(Kernaghan, 2024).

PSYCHOGRAPHIC e Inspired by levelling
the playing field and
contributing to
breaking down the
barriers of
socioeconomics.

e Many businesses The
Talent Tap works with
are included within the
‘Social Mobility
Employer Index 2024’

e (Career-driven and motivated
to succeed.

e Resilient in setbacks

e Determined and ambitious
for what their future holds to
achieve their goals

e Able to use their initiative in
seeking out opportunities to
further develop

e Aspiration for change

e Grateful for The Talent Tap in
providing opportunities
which they may have not had
access to previously.

Table 2.2: The Talent Tap’s target audience — adapted from (Fyall, et al., 2008)
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PRODUCT PRICE

e The Talent Tap offer a product to both
their employers and students, in various
ways.

FOR STUDENTS:

- Fully funded residential programme, with
work placement opportunities

- Mock recruitment process

- Professional industry mentor

- CV based workshops.

- In-person networking opportunities

- Signposting to opportunities

- 1:1 pastoral check-ins

FOR EMPLOYERS:

- Atried and tested residential work
placement programme, allowing
businesses to give back and fulfil their CSR
and ESG targets.

- Access to talented, and cognitively diverse
graduates

- Opportunities for employee volunteerism
through interviews, comprehensive
corporate mentoring programme and
sports fundraising events.

- Social mobility insights and data

e The Talent Tap promotes all aspects of
their charity offering via their website and
social media, along with networking, word-
of-mouth and school visits.

All students are from deprived areas of
the UK. The Talent Tap therefore covers
the full cost of the residential, and any
opportunities offered to the students,
making it free of charge for them.

The Talent Tap charge £1500 per student,
per placement for businesses to take on a
student, with the aim to monetise more
services such as mentoring to increase
the charity’s profits, via the promotion of
all of our services through a redesign of
the website.

PROMOTION PLACE

The two hubs The Talent Tap focuses on
providing the students with a residential
experience, is London and Manchester,
where the students are presented with
various opportunities that they wouldn’t
have otherwise been able to do. London
and Manchester as they are major
economic centres with diverse industries
on offer which provides the cities with a
more diverse and wide talent pool

In the next 5 years, The Talent Tap would
like to expand into more hubs, with the
potential of Southampton or the North
East.

Table 2.3: 4P’s Marketing Mix Model applied to The Talent Tap. Adapted from (McCarthy, 1964)
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Below, the brand identity prism depicts the company culture and personality, thereby

providing a holistic view of how the charity is viewed both internally and externally.

PICTURE OF SENDER

PHYSIQUE

‘Talent is everywhere, opportunity is not’ (The Talent Tap, 2024)

PERSONALITY

Established — ‘The Talent Tap has been
established since 2009’ (Ambrose, 2023).

Logo: simplistic, minimalistic and effective. The various colours in the

shape of a world shoes the interconnectedness of unity, inclusivity and
Inspirational, supportive and a forward thinking

charity encouraging students to see their potential
regardless of their background.

networks. The colours create a visually striking and meaningful

representation of the charity’s brand identity.

RELATIONSHIP (@ VIR RV]:{= Purpose-driven charity and performance based

with a caring nature, evidenced through the

charity’s mission ‘to deliver long term social
impaCt,.

w Young people focused strategy adopted
throughout their slogan.

Values diversity, equity and inclusion, creating a
supportive environment where students feel
empowered to overcome barriers.

A pastoral and supportive role
in the professional relationship.

-
% of repeat students and employers ’I
returning each year highlights the
emphasis on customer centric attitude.

REFLECTION SELF-IMAGE

Disadvantaged Gen Z students from

Determined, ambitious
lower-socioeconomic backgrounds

and career driven
students.

Continuous learning
mindset and are

; motivated to improve
Trusted advocate and catalyst for social change, P

; . : : . themselves and use
recognised for their commitment to advancing Supportive network & C

) " ; their initiative.
social mobility. community

PICTURE OF RECEIVER

Table 2.4: The Talent Tap’s Brand Identity Prism: Presenting the six different yet interrelated sections
that conveys to the brand'’s overall appearance when engaging with employers, and students.
Adapted from (Kapferer, 1994)

The Talent Tap, as a service orientated entity, recognises the need to have a distinct identity
in the absence of a physical product. Thus, The Talent Tap relies strongly on the social media
promotion, the website and active advocacy of the brand’s mission and initiatives to

enhance the awareness, generate leads and expand.

Supporting this, (Noel, 2024a), highlights that branding is a critical consideration for any
charity, and goes beyond merely brand differentiation, it has the potential to inspire and

drive impactful leads and advocacy that generates an awareness.
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2.3 The Internal Environment

A SWOT analysis of The Talent Tap’s marketing operations, and current website promotion
was applied to identify the strengths, weaknesses, threats and opportunities of which
charity resources and capabilities are probable to be contributors of competitive advantage,

and which are not (Gurel, 2017).

STRENGTHS

e Usage of social media is consistent, both in terms of its messaging to the audience,
and visual coherence. The Talent Tap has a strong brand logo and colour design,
representing the power of connections and networking (Ambrose, 2023).

e LinkedIn following is consistently increasing, increasing word of mouth
recommendations, awareness, and loyalty (Ambrose, 2023).

e The Talent Tap team’s knowledge and experience within social mobility is strong
(Ambrose, 2023).

e SSL encrypted.

WEAKNESSES

e Average position on the web is 24™ and cannot be seen on the first search engine
results page which indicates poor SEO (Google Search Console, 2024).

e Page performance via desktop is 85, and via a mobile device, it is 47, highlighting
usability issues and barriers to engagement (Page Speed Insights, 2024)

e Limited budget to carry out the recommendations necessary (Ambrose, 2023).

e Interms of leads from schools to support students in deprived areas, 90% is The
Talent Tap approaching them, with only 10% approaching us (Kernaghan, 2024).
Most employers and students find out about The Talent Tap through word-of-
mouth, which means it is difficult to trace (Kernaghan, 2024).

e Highly poor search queries rating (Google Search Console, 2024).

e Although some time is invested, The Talent Tap has not been investing money in
the website or social media campaigns/ads (Ambrose, 2023).

e No reviews have been made by students/businesses/schools via Google My
Business, Bing Places for Business or social media which could damage the
charities local SEO effectiveness (Pike, 2022).

OPPORTUNITIES

e Enhance and increase the brand awareness, visibility and leads through a website
redesign using feedback from data.

e Persuade and incline positive advocacy to employers and students, where they can
leave reviews about The Talent Tap via Google reviews, Facebook, Instagram and
LinkedIn.

e Alongside the website redesign, develop the content and copy to enhance The
Talent Tap’s position in SERPS against competitors.

e 1.9 million children and young people were in low income between 2022-2023
(Francis-Devine, 2024), highlighting a key opportunity for The Talent Tap to raise
awareness online to be able to expand their portfolio.
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e Only 9% of businesses within the last five years have looked to improve equality
and diversity in relation to social mobility, highlighting the key opportunities The
Talent Tap has to expand and market to (CIPD, 2023).

THREATS

e The threat of substitutes becoming direct competitors is high, with other
competitors investing large amounts of budget into their marketing materials,
including the website and SEO to reach the Search Engine Results Page (Dawood,
2018).

e Businesses are less likely to involve themselves with charities like The Talent Tap,
with charitable giving by FTSE 100 companies dropping a quarter within a decade
(May, 2023)

Table 2.4: SWOT analysis — adapted from (Miller, et al., 2010) (The Talent Tap, 2024) and (Ambrose,
2023)

2.3.1 Low Engagement through their website

The Talent Tap have very low engagement via their website and ranked the lowest when
compared to their four main competitors. Using (Similarweb, 2024) competitor analysis tool,
it allows The Talent Tap to gather rich insight into the charities landscape, to glean best
practice from main competitors, highlighting the importance of enhancing the website and

SEO to be able to improve the charities competitive strategy (Ellis, 2024).

Charity Channel Number Device Average Domain Links Bounce Page
Distribution (o] distribution time Authority | referring  rates loading
visitors spent Score to the on speed

per on the website website
month website
via
website

The Talent Not Not 37 Not
Tap available available seconds | available
Social Direct — 9976 Desktop— | 1 min 39 36 15,437 | 38.40% 0.58
Mobility 44.77% 71.22% seconds seconds
Foundation Organic Mobile -
search — 28.78%
53.40%
Zero Direct — 43 Desktop — Not 30 73,771 99.73% 0.73
Gravity 64.67% 93.64% available seconds
Organic Mobile -
search - 6.36%
35.33%
Upreach Direct — 35,073 Desktop — 2 Not Not 37.91% 0.92
65.40% 37.70% minutes | available | available seconds
Organic Mobile - 15
search - 62.30% seconds
16.54%
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Social —
9.4%

Table 2.5: Competitive landscape in comparison to The Talent Tap. Sources from (Similarweb, 2024)

(Haan, 2023) proposes that the average time spent on a website is 54 seconds, with users
expecting a website to load within two seconds. Table 2.6 illustrates that The Talent Tap did
not surpass this and taking into account the other statistics within the table also, it is
evident that overall engagement on the website is very poor, suggesting they are either not
reaching the right audience, or the content does not capture the attention and engage the
intended audience. This provides an opportunity for The Talent Tap to redesign their
website and enhance its content and features to engage their target audience more

effectively.

Keywords, page loading speed and other features which contribute to the low levels in Table
2.6 will also adversely impact the SEO algorithm and crawling for search engines and not
allow The Talent Tap to improve their visibility. Faster page loading speed, and other
features such as competitive keywords, will increase the chance of Googlebots crawling the
website and improving the SEO ranking which will increase visitation and awareness of the

brand (Yoast, 2022).

Porter’s Five Forces, in Table 2.7, explores the charities competitive forces within the
industry, and allows The Talent Tap to make enlightened decisions where they can adapt to

evolving trends if required (Harvard Business School, 2024).

RIVALRY AMONGST EXISTING COMPETITORS IS MEDIUM.

In the competitive landscape against existing rivals, The Talent Tap faces competition from notable
entities such as the Social Mobility Foundation, Upreach, Zero Gravity and Speakers for Schools, as
shown in Table 6. These organisations are all non-for-profit social mobility charities. This indicates that
the competition does not seem ‘aggressive’ due to the charities relying on the goodwill of donors and
businesses’ support. As outlined within Table 6, in terms of their website and digital marketing, the
competitors in comparison to The Talent Tap leverage a wide array of social media platforms and exhibit
strong website performance, underscoring the competitive rivalry to rank against competitors.

A case in point is the Social Mobility Foundation, which underwent a significant rebranding effort to
better articulate its mission to their audience, with the help of the charitable arm JKR foundation, at no
cost to the charity (Dawood, 2018). This shows the competitiveness that The Talent Tap faces when
looking to rank highly and be visible against charities with highly similar missions.

BARGAINING POWER OF SUPPLIERS IS HIGH THREAT OF NEW ENTRANTS IS MEDIUM
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The Talent Tap has four suppliers: Corporate
partners and the donors who support The Talent
Tap, along with the Youth Partnership members
and Trustees.

The bargaining power of all of trustees and Youth
Partnership membership is high because they give
up their free time and can choose to step down at
any point and withdraw support, which The Talent
Tap has no control over.

The bargaining power of The Talent Tap’s
corporate partners is high because these
businesses support the charity through pro-bonos
and paying the charity to take on multiple students
for the work placements. If a business chooses to
no longer work with the charity or has limited
funds to be able to support the students, then The
Talent Tap have limited control over this.

There are many direct and substitute competitors
offering this opportunity to students, along with
employers to get involved, so both employers and
students have a wide selection to choose from
with no switching cost.

For students, all direct and substitute competitors
offer this opportunity free-of-charge due to the
students being targeted, are from low socio-
economic backgrounds.

The Talent Tap’s industry has low barriers to entry
because the start-up cost for a charity is low.

The element of The Talent Tap that increases the
barrier of entry is that The Talent Tap is already an
established charity. New entrants would need to
become a registered organisation, apply to be a
charity, apply for grant funding, create in-depth
business plans, deliver pitches, sort insurance, DBS
checks and employ staff (GOV.UK, 2024)

BARGAINING POWER OF BUYERS IS HIGH ‘ THREAT OF SUBSTITUTES IS MEDIUM

There are many substitute competitors, as shown
in Table 6. The substitutes have strong marketing
and usage of their website.

Table 2.6: Porter’s Five Forces Model, which explores The Talent Tap’s competitiveness in the
industry. Adapted from (Porter, 2004)

2.4 The External Environment

A PESTLE analysis was completed to identify the external factors impacting the charity and

UK NPOs (Worthington, et al., 2018), which highlights both positive and negative elements,

and by leveraging opportunities, addressing risks, and keeping up with trends and legal

requirements, the charity can optimise its strategy and maximise its impact in the social

mobility space.

POLITICAL

Commission, 2022)

e State of the Nation 2022: The Government introduced a fresh new approach to
social mobility with an index, rather than a one-size-fits-all (Social Mobility

e In 2020, the government introduced the ‘social value framework’ requiring the
public sector to examine how they can develop the economic, social and
environmental wellbeing via their procurement practices, benefitting The Talent
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Tap with the public sector having to take on board equal opportunities within the
workplace (Executive Compass, 2021)

ECONOMIC

e Economic recession — The Talent Tap relies on donations and support from
businesses in order to run the programme. With a recession, charities may feel the
impact (NCVO, 2009). FTSE 100 companies charitable giving dropped a quarter
within a decade (May, 2023)

e 54% of charities say that their hardest challenge is the struggle to find the funds
for devices, software and infrastructure, along with 44% not prioritising digital
(Charity Digital Skills Report, 2024).

e Businesses view some philanthropic causes more important than other charities,
with social mobility often overlooked (Wright, 2024)

SOCIAL

e Many businesses are now focusing on improving inclusion and diversity in relation
to social mobility and socioeconomic status in the past five years (Mayne, 2023).

e Many businesses still only look to recruit within their area, due to the large talent
pool, rather than creating a diverse team and helping to support levelling up.

e CSR has become more important within businesses since 2022 (Gurchiek, 2023)

e ESG goals are highly important for a business’s brand identity and their talent pool
(Cooper, et al., 2023)

TECHNOLOGICAL

e Mobile traffic to charity websites is rising (CharityComms, 2023)

e Increase in the number of companies offering virtual work placement
opportunities (Not Going to Uni, 2024)

e Increased usage of technological devices for information searches, making it more
accessible for everyone (Close, 2017)

e Increased usage of social media platforms, rising from 4.72 billion in 2023 to 5.04
billion in 2024 (Chaffey, 2024)

e 90% of websites are inaccessible to people with disabilities and impairments
(Monsido, 2022)

LEGAL

e Staff need DBS checks and training, including safeguarding to work with those
under 18 (GOV.UK, 2022).

e New GDPR rules meaning all data needs to be protected and processed, as per the
European Law. This affects businesses as they must ensure accurate storage of
data and exercise greater caution, particularly in digital marketing efforts
(GOV.UK, 2024).

Table 2.7: PESTLE analysis — adapted from (Aguillar, 1967)

2.4.1 Economic recession
Inflation and rising energy prices have led to an economic recession, lowering the disposable
income, lowering the demand for services, and increased financial challenges for businesses

(Gold, 2024). With charities financial pot dependent on fundraising, donations and the
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disposable income from businesses from the uptake of the charities service, the recession
has reduced charities spending power, with FTSE 100 companies having cut charitable
spending by 17% (O'Dwyer, 2023). The Talent Tap therefore must alter communication
strategies, including social media platforms and website, to convey a distinctive value
proposition. KPIs such as levels of engagement, donor, student and employer retention,
fundraising outcomes and brand perception can monitor and report of revised strategies

over time.

2.4.2 User Engagement and Accessibility

From a holistic perspective, the interconnection between social and technological factors
for the website redesign is crucial. Ensuring accessibility for users from diverse backgrounds,
demographics and abilities, is essential for promotion of social inclusion. Linking in the
technological element to this factor, prioritising accessibility aligns with the mission of
fostering an equitable and inclusive community online. This upholds the charity’s values and

has the potential to increase website loyalty and visibility (Peck, 2023).

2.4.3 Emergence of technology

The emergence of technology, encompassing social media, devices and websites has
enabled businesses and non-for-profits access to market their services with global reach
24/7 (Tuten, 2021). Online marketing channels accounting for the most successful channels,
with websites accounting for 36% of the leading marketing channels, and SEO Marketing at
26% (Denvencha, 2023). Whilst this presents opportunities for The Talent Tap, standing out
in the pre-existing social noise can be challenging. The charity must create compelling
content, and ensure their website communicates messages that resonate with their
audience, persuading businesses and students that the charity serves their needs and offers

unique qualities (O'Brien, 2023).
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Leading digital marketing channels according to marketers worldwide as of July 2022

50%

Share of respondents

Social media Website/blog Email marketing Content Influencer SEO marketing Virtual events
marketing marketing

Figure 0-i.1: Leading digital marketing channels according to marketers worldwide as of July 2022
(Denvencha, 2023)

2.5 Research Approach and a Review of Literature

Chapter 2.5 explores, analyses and evaluates books, journal articles and websites. Table 2.9

synthesises the literature review findings.

Literature Review Findings

EFFECTIVE OPTIONS FOR A WEBSITE REDESIGN 20 distinct design elements affecting user
engagement (Garett, et al., 2016):
1. Organisation
2. Content utility —is it useful or interesting?
3. Navigation
4. Graphical representation — utilisation of
symbols, colours and multimedia content
Purpose
6. Memorable elements — does it enable
returning users to navigate it effectively.
7. Accurate links

o

8. Simplicity
9. Impartiality —is the information fair or
objective?

10. Authenticity

11. Uniformity/reliability — must have no
changes to the page layout throughout

12. Accuracy

13. Loading time

14. Security/privacy

15. Engaging

16. Robust user control capabilities

17. Readability

18. Efficiency

19. Accessibility

20. Learnability

EFFECTIVE SEO OPTIONS As stated by (Coleman, 2022) and (Quirk, 2024)

ensuring a business can rank highly on Google
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search, it is important to have engaging content,
multimedia options including images and videos, a
blog page, backlinks, and most importantly
researching keywords to pinpoint what users
search for to find a company specifically.

Table 2.8: Summary of Literature Review Findings

The research will address the internal and external findings by examining how to achieve an
effective redesigned website and SEO strategies to boost the visibility as a charity, and what
the criterion for this is, thereby increasing reach and engagement with the target audience.
Discovering a resolution for both internal and external issues is company management
reacting by executing a competitive marketing strategy, solely aimed at how a company
should deploy its marketing resources to achieve positional advantages within the market

(Morgan, et al., 2019).

The definition of effective promotion through website redesign and SEO promotes the

guestion — what attracts customers to learn more and take action to a charitable cause?

2.5.1 Integrated Marketing Approach

In today’s digital age, the shift towards an online presence is the norm, with it becoming
increasingly evident how a website is becoming an indispensable requirement for the
success of a company, and their purpose of serving as dynamic conduits that connect with
customers throughout their journey, as shown within Figure 2.2. Having a well-designed and
functioning website has the potential to set companies apart and spotlight their unique

value proposition (Riofos Technologies Private Limited, 2023).

DIGITAL TOUCHPOINTS
OFFERS TO CUSTOMERS
EMAIL -~ . -
ot % WEBSITES/LANDING PAGEs  WEB SELF-SERVICE s ‘
PAID CONTENT A N COMMUNITY . EMAIL
’ SOCIAL MEDIA ‘
SEARCH ( ‘ weed A ® - , LOYALTY PROGRAM
! 3RD PARTY SITES \ . SURVERY
onunepiseiay (@) , MOBILE APP/SITE O TWITTER/SOCIAL
1
m
! ‘\ /I ' S
. WORD OF MOUTH : | AGENT/BROKER ® @ Vauncs
~ . 4 ~ -
y >
o ./ DIRECTMAIL > —gy S cawcenterfive ~ @
OFFERS IN INVOICE
PR RADIO, TV STORE/BRANCH
PRINT AND OUTDOOR
PHYSICAL TOUCHPOINTS

Figure 2.2: Consumer Journey Map (Stephens, 2022)
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2.5.2 What is a good website and what are the key factors that are vital in contributing to the
success of a website’s visibility and awareness?

78% of adults now rely on the internet as their primary informational search, with 92% using
it for a broad information search and 78% as a precise service information search,
highlighting the imperativeness for brands to maintain an up-to-date website to ensure that
they effectively tailor their communication strategies to their target audience (Close, 2017).
Research indicates that implementing a meticulously crafted website with high usability can
significantly boost the retention of visitors and positively impact purchasing behaviour

(Avouris, et al., 2003).

Proven by Zhou (2009), cited in (Wilson, et al., 2019), a website’s design quality is classified
as having a great design when it is visually attractive to users and offers seamless
navigation, enabling users to view the website more in-depth and avert them from

difficulties.

2.5.2.1 University of California Case Study

An extensively referenced article by (Garett, et al., 2017) undertook a study on effective
website design and defined the elements frequently listed across thirty-five diverse studies.
The most frequently mentioned were navigation (62.86%), graphical representation (60%),
organisation (42.86%), content utility (37.14%), purpose (31.43%), simplicity (31.43%) and
readability (31.43%). These elements were recommended to businesses to enable
researchers and developers to identify and adhere to optimal methods for fostering user

engagement.

This study proved to be highly pertinent for examination of The Talent Tap project.
However, the results relating to the similar styles of websites was conducted after the year
2000, so website preferences may have evolved since, but due to the limited studies
available in this topic area, it is still highly useful to take into account the best practices for
facilitating and measuring the website’s engagement. Additionally, different industries may
pursue divergent objectives when redesigning a website, so it depends on what a brand
wants to optimise (Petrie, et al., 2006). For The Talent Tap, the objective is to elevate their

brand presence through content accuracy to better reflect the charity’s brand identity.
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2.5.3 What is SEO and why is it important to implement to enhance a brand’s visibility and
awareness?

SEO, or ‘search engine optimisation’, involves optimising a website to improve its ranking on
search engine results page. This includes multiple elements including on-page and off-page
optimisation, keyword research, link building, and optimised content creation (Ologunebi &

Taiwo, 2023).

According to (Nguyen, 2020), websites that appear on the first page of a Google search
engine results receive 71.33% of all organic search traffic, with 63% of marketers
considering SEO as one of the most effective methods for driving organic traffic to a
business’s website, highlighting its importance in increasing brand visibility and awareness

(Chaffey & Ellis-Chadwick, 2019).

Comprehending and executing efficient SEO strategies are vital for charities looking to thrive
within the highly competitive digital landscape, proven by a report by (Tsang, et al., 2004),
which demonstrates that customers increasingly trust a brand if they appear within the top
search engine results, both in paid listings and organically, highlighting the significance for

The Talent Tap to reach the front page visibility.

2.5.3.1 On-page Optimisation
On-page SEOQ is the optimisation of pages by integrating targeted keywords into meta tags,
headers, engaging content and the structure of the URL. Sufficient on-page optimisation

enhances the visibility and ranking of a website (Lyons, 2023).

2.5.3.2 Off-page Optimisation

Off-page includes the activities which are not associated with the website to improve the
brand’s authority, including building backlinks, engagement on social media, and reviews
online. This concept has been highlighted on its impact on organic ranking for a business

(Krrabaij, et al., 2017).

As stated in Table 2.10, Google’s 2024 Algorithm Ranking Factors state the following factors
contribute to the effectiveness of SEO strategies. Improving these factors for The Talent Tap
could make it easier for their service providers and students to discover them as a trusted

authority in the charity industry within search engine results and provide an opportunity to
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solidify their position, resulting to increased lead generation and conversions (Ziakis, et al.,

2019).
Producing engaging content regularly 21%
Keywords in meta and title tags 15%
Backlinks 14%
Niche expertise 14%
User engagement 11%
Freshness 6%
Trustworthiness 5%
Mobile-friendly 5%
Page speed 3%
Internal links 2%
Site security/SSL certificate 2%
Schema Markup/Structured data 1%
Keywords in Meta Description Tags 1%

Table 2.9: 2024 Google Algorithm Ranking Factors (Bailyn, 2023)

2.5.3.3 Proteus SEO Case Study

(Scott, 2009) conducted a study from one B2B website which found that implementing
search engine optimisation with unique keywords, engaging content and posting blogs can
dramatically increase website traffic. As a result of these efforts, Proteus had a 17-fold

increase per quarter post-launch.

This links to The Talent Tap charity’s focus, when promoting their charitable purpose and
benefits B2B to their corporate partners and shows the significance the SEO efforts could
produce in return. However, it is essential to recognise that the effectiveness of SEO
strategies, as stated by Proteus, may vary on target audience preferences and the landscape

in which it fits into.

Case Study: B2B SEO and Blog Implementation, Three-Year Results

10000

9,652
i Total Visits

7500
Unique Keywords
Organic Search

Total Visits

5.794
Org. Visits

HEN

5000

2,847
Keyword

10/06 Optimized 12/07 Blog Started 7/09
Proteus™

Source: Proteus SEO

Figure 2.3: B2B SEO and Blog Implementation, Three Year Results (Scott, 2009)
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2.5.4 Summary

It is essential to understand the fundamental importance of a website redesign and
enhancing SEO efforts in the digital landscape and must be part of a charity’s
comprehensive digital strategy. Within Chapter 4, there will be further discussion around
the impact of SEO enhancement, and the critical role of websites on brand visibility as The

Talent Tap seeks to optimise their online presence.

Chapter 3: Methodology

3.1 Chapter introduction

This chapter discusses the data collection method used to identify the requirements of a
website redesign and how The Talent Tap could increase their visibility and awareness of the
charity. Both access and ethical issues are displayed, as well as an analysis of the limitations
to research design. A description of the sample population, data analysis and presentation

method are also embodied.

3.2 Research Approach

A deductive research method was employed in the online questionnaire (Saunders, 2012),
which involves progressing from the general to the concise, using the objectives and testing
them (Locke, 2007). This approach enables the investigation of specific hypotheses, along
with supporting the generalisations of findings within the wider context, consequently
advancing knowledge in the field. This approach employed research questions based on
existing theories found in reports and journals, which was focused on the statistics and
generalised conclusions about the essential requirements for a good website. The research
guestionnaire collected mainly quantitative data, along with a small percentage of
gualitative data to explore perspectives on The Talent Tap website and factors that
captivate the audience. The data was collected using a ‘convenient’ sample approach to
data collection via the questionnaires being sent out through social media platforms,
primarily LinkedIn, along with a ‘purposive’ sample approach with a small percentage of
emails sent out. This is a representative sample, where targeted professionals and students

were specifically approached to gather an opinion (Ben-Shlomo, et al., 2013).

28
Word Count: 8836




The online questionnaire aimed for a 90% confidence level with a 9% margin of error,
necessitating a minimum of 60 responses (SmartSurvey, 2023). The response rate received

the minimum response rate and more, reaching 71 responses.

3.3 Access issues
To collect data about the topic, a sample of employed individuals and students were

approached.

A meeting with Naomi Ambrose, CEO of The Talent Tap, on 20™ October 2023 confirmed
The Talent Tap’s support with the research project. In discussion, the proposal of an online
guestionnaire to be sent out via the researcher’s social media platforms, was confirmed by

Naomi Ambrose (Ambrose, 2023).

Due to the questionnaire being distributed via social media platforms, mainly LinkedIn,
there was the possibility for demographic bias where results may have been skewed
towards specific demographics and limiting the diversity of the respondents. If this were to

be the case, a contingency plan were in place.

Social Media Account — Profile Name Number of connections/followers

LinkedIn: Researcher 285 connections

Facebook: Researcher 396 followers

Table 3.10: Posts advertising the questionnaire were posted on the following accounts.

3.4 Sampling and Subject Selection

The survey population was divided into two distinct groups - professionals and students. The
choice of this audience was deliberate as it represents the demographic that The Talent Tap
targets and aims to expand its reach further to (Ambrose, 2023). Both groups were

individually addressed by creating separate branches within the questionnaire.

Both the professionals and students’ participants were a ‘convenient’ access population,
and ‘purposive’. They were approached online via social media platforms, via LinkedIn and
Facebook (Table 3.1). These sample approaches were chosen to ensure the researcher

received an adequate number of responses and of the highest standard.

3.5 Ethical issues

To protect the wellbeing of participants, the research adhered to rigorous ethical standards

in accordance with the University of Chichester’s research ethics policy (University of
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Chichester, 2024). This encompassed the submission of an ethical approval form (see

Appendix 1) before data was collected.

To conduct the questionnaire, an Ethical Approval Form (see Appendix One) was secured.
The primary ethical considerations of this research encompassed obtaining informed
consent, ensuring participant anonymity, and upholding data protection standards. To
address these concerns, participants provided consent before engaging in the
guestionnaire, and their responses were gathered and treated with confidentiality. Prior to
initiating the questionnaire, participants were informed about the intended use and
protection of their data, as outlined by (Saunders, 2012), and had the right to not

participate or withdraw at any stage during the data collection process.

In order to maintain confidentiality, the gathered data was stored on a computer secured
with a password. Subsequently, access to the published data was restricted to The Talent
Tap, the research supervisor, the second marker, and individuals who may have access to

the University of Chichester library.

3.6 Questionnaire design

3.6.1 Tool design

JISC Online Surveys was used to execute an online structured questionnaire to collect
guantitative data and a snapshot of qualitative data using a deductive approach for the
research project (Cox & Verbaan, 2018). The selection of this tool was based on the research
aim, which necessitated the gathering of a large amount of data from an array of individuals
(Saunders, 2012). The questionnaire was shaped and guided by the insights gained from the
research, and sense checked, developed and formed in association in order to reach The
Talent Tap objectives. Appendix 2 and 3 shows a copy of the questionnaire sent to both
students and employers. The survey encompassed a diverse range of question types,
incorporating forced-choice, open-ended, multiple choice, and Likert scale questions (Brace,
2008). It comprised of fifteen to twenty questions, depending on the route taken from filter
guestions, taking up to 10 minutes to complete. Given that my sample comprises partly of
professionals who often have time constraints, this tool was chosen to enable them to fill
out the questionnaire at their convenience, aiming to enhance the overall response rate

(Hague, et al., 2013).
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As a deductive approach was employed, the majority of questions were closed, which allows

the research to be measured using variables and test the research hypotheses using the

data collected, as well as to enhance the respondent’s convenience and sustain their

interest in the survey questions (Ekinci, 2015). As stated by (Robinson & Leonard, 2018).

Questions were developed from the literature review undertaken in Chapter 2.5. The first

section sought to acquire demographical data including their age, current employment

status, and if employed, what sector they worked within. The second section consisted of

guestions to identify their thoughts of the current Talent Tap website, to enable the

researcher to determine the changes needing to make within the redesign and produce a

recommendation plan.

Professionals survey Students survey

Screening question

Q1: How old are you?

Q1: How old are you?

Who are the respondents?

Q2: What is your occupation?
Q3: In which sector do you
currently work in?

Q2: What is your occupation?

Understanding the user

Q4: What device did you use
to access the website?

Q5: Have you heard of The
Talent Tap before?

Q6: How did you first learn
about us?

Q7: If you selected ‘Search
Engine’, what is it specifically
you searched for to find us?
Q8: How often would you use
the Talent Tap website?

Q3: What device did you use
to access the website?

Q4: Have you heard of The
Talent Tap before?

Q5: How did you first learn
about us?

Qé6: If you selected ‘Search
Engine’, what is it specifically
you searched for to find us?
Q7: How often would you use
The Talent Tap website?

What do the respondents
think?

Q9: What was your first
impression when you entered
the website? Rate your
opinion from 1-5

Q10: How do you perceive the
appearance of the website,
including the design, colour
and photos? Select all options
that apply.

Q11: Having looked at the
website, please select all the
options that you feel the
website fulfils.

Q12: Do you think the website
is a just representation of the
work we do?

Q13: When comparing our
website to that of the BBC’S,

Q8: What was your first
impression when you entered
the website? Rate your
opinion from 1-5

Q9: How do you perceive the
appearance of the website,
including the design, colour
and photos? Select all options
that apply.

Q10: Having looked at the
website, please select all the
options that you feel the
website fulfils.

Q11: Do you think the website
is a just representation of the
work we do?

Q12: When comparing our
website to that of the BBC’S,
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how would you rate our
website’s loading speed?

Q14: Was there anything on
the website you felt was
unclear or lacked information?
Please select all that apply

how would you rate our
website’s loading speed?

Q13: Was there anything on
the website you felt was
unclear or lacked information?
Please select all that apply

Why do the respondents think
that way?

Q15: Have you encountered
any challenges whilst
navigating our website for
relevant information? If yes,
please specify.

Q16: What improvements or
changes would you like to see
in the redesigned website to
better cater to the interests of
the business you
own/employed by? Please
specify’

Q14: Have you encountered
any challenges whilst
navigating our website for
relevant information? If yes,
please specify.

Q15: What improvements or
changes would you like to see
in the redesigned website to
better cater to the interests of
a student like yourself? Please
specify.

Table 11: Types of questions included within the questionnaire.

3.6.2 Tool Piloting

A pilot study was carried out on three colleagues to assess the appropriateness of the

guestions for respondents and to ensure the collection of relevant data. It was sent to The

Talent Tap team for approval (Hague, et al., 2013). Feedback found that the questionnaire

took up to 10 minutes to complete.

The pilot testing found some initial errors in the survey, so steps were taken to address

them. The following alterations were made.

= Addition of an employment sector option as neither charity nor non-governmental

organisation was included.

= The specific marketing jargon was too comprehensive, so language was adjusted to

ensure clarity for individuals who are not marketing experts.

= Rephrasing of the questions to ensure they are clearer and better aligned with the

desired response. For example, from ‘How often do you use the website?’ to ‘How

often would you use it?’ as most participants will never have used or rarely have

used the website so providing participants with an open answer.

= Adjustment of the multiple choice options were updated to make it clearer for the

guestion ‘When comparing our website to that of the BBC's, how would you rate our

website loading speed?’ to include options of ‘Faster’, ‘Same’, and ‘Slower’.
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3.6.3 Tool administration

The researcher implemented the questionnaire through the JISC Online Survey Platform

(JISC Online Surveys, 2024). Respondents self-administered the survey using the link to the

Online Survey platform.

The questionnaire was posted on LinkedIn and Facebook on the 22" of February 2024 at

2pm. According to research, the optimal posting times for both LinkedIn and Facebook fall

between 12pm and 3pm, which influenced the researcher’s decision to schedule the post

for 2pm to give them more chance in getting a higher response rate (Needle, 2023). A

reminder post was published to ensure the response rate was fulfilled. The questionnaire

was closed on the 22" of March.

3.7 Data analysis

The questionnaire received 71 responses. The results were transferred from the JISC OS

platform to an Excel spreadsheet for data processing where pivot tables (Grech, 2018) were

created to concisely depict the data collected and exhibit the correlations between

variables. All data was changed into percentages for a simpler representation. The data was

split into the three objectives and analysed correspondingly.

3.8 Research limitations

The questionnaire faced various challenges, which can be seen below in Table 13.

Limitation Actions to address the limitation

Fatigue (Fass-Holmes, 2022)
Whilst respondents completed the
questionnaire, there was the risk of them
becoming bored when answering the
questions, resulting in incorrectly answering or
leaving the survey entirely

To prevent this from happening, the questions
were adapted to ensure they were not
reiterative, and instead, to the point.

Sampling bias (Suchman, 1962)
Online social media platforms were utilised,
drawing individuals with akin characteristics,
fostering a tendency for like-minded thinking
and behaviour, consequently often reinforcing
and endorsing views similar to their own.

The survey was posted on various social media
accounts, with varying audiences viewing the
posts to ensure that a wide range of people
were approached.

Limited Contextual Understanding (Rogelberg,
et al., 2003)

As an online questionnaire was used, it may

lack the depth of contextual understanding that

could have been achieved through alternative

research methods, such as interviews or focus

Prior to the main questionnaire, pilot testing
was conducted with a small group of
participants to gather feedback on the clarity
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groups. This method may restrict the ability to and completeness of the questionnaire to
uncover nuanced insights into participants ensure it was understandable for all users.
perspectives of the website.

Table 12: Questionnaire limitations and the actions taken to address the issues

Chapter 4: Results and analysis

This chapter presents the findings and analysis of the dissertation, delving into the existing
engagement with The Talent Tap’s website, the factors influencing the low engagement
rates with The Talent Tap’s website, and the types of factors that would best serve to
increase The Talent Tap’s low visibility and awareness rates, along with recommended

actions for The Talent Tap.

To analyse the data and identify trends and correlations, pivot tables have been utilised to
enable dynamic summarises and cross-tabulations of data. This facilitates exploration,

summarisation and presentation of data from various angles (Grech, 2018).

4.1 To determine the impact of SEO enhancement on brand visibility and awareness.

4.1.1 Use of mobile devices

Device usage vs age

20
18
16
14
12
10

B Computer
B Mobile

H Tablet

O N B OO

Employed Student

Figure 4.1: Comparison of Respondents’ Age with Device Preference

According to (Petrosyan, 2024), cited in Statista, 96.5% of global users prefer mobile

devices, while 62% opt for computers.

In Figure 4.1, covering both students and employers, 54% of employers and 48% of students
used a mobile device to access the website which indicates the significance for The Talent

Tap to mobile optimise the redesigned website, whether that be optimising the loading
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speed, simplifying the navigation for touch-based interactions, or implementing a
responsive design that adjusts seamlessly to different screen sizes, utilising web
technologies such as media queries (Subic, et al., 2014). For local SEO, mobile SEO is crucial
and cannot be overstated (Becker, 2023). If The Talent Tap do not prioritise mobile
optimisation as a key improvement area, this could pose losing a significant part of their

target demographic.

Did you find the website easy to use on a mobile device?

= No

= Yes

Figure 4.2: Ease of use on a mobile device

Although 50% of respondents felt the website easy to use on mobile, there was still 50% of
respondents who did not, indicating the significant optimisation necessary to see results in
higher click-through rates and lower bounce rates. This supports the research of (Caine,
2017) which suggests that for businesses to be able to take full advantage, companies must
regularly evaluate their mobile strategies and that mobile optimisation can’t be
exaggerated. With the increasing number of users choosing to use a mobile device to access
online activities, it is vital charities like The Talent Tap offer an exceptional experience,
however this requires SEO expertise that the UK’s leading professional body for marketing
suggests is the lowest performing skill for the charity sector (Chartered Institute of
Marketing, 2020), suggesting improvement in this area is required, in order to develop the

optimisation element.

Drawing from qualitative research from within the questionnaire, respondents’ comments

supported this ‘On mobile it went funny when | tried to look and wasn’t optimised which

35
Word Count: 8836




made me frustrated’ and ‘I couldn’t see all the content as it didn’t fit my screen size’ which
according to (Steller, et al., 2009), the statement from this respondent highlights the
requirement to ‘optimise semantic reasoning to realising semantic applications and services

on mobile devices’.

4.1.2 Search-Engine Informational Search

How did you first learn about The Talent Tap?

25
20 H Referrals
School visits
15 Search engine
Social media platforms
10
M Via the questionnaire
5 1 B Word of Mouth
0

Employed Student

Figure 4.3: Comparison of channels and how respondents first learnt about The Talent Tap

(Close, 2017) findings, discussed in section 2.5.2 may indicate that 78% of adults today use
the search engine as a precise service information search. A study by (Salehi, et al., 2018)
investigated the information-seeking behaviour for educational purposes, which found that
most participating students aged 18-24 declared they used the search engine as their

primary information-seeking tool.

Excluding the self-referential responses who stated they first learnt about the charity via the
qguestionnaire, 46% of respondents stated that they first learnt about the charity via word of
mouth, indicating that this method had the biggest impact on how people became aware of
the charity, and shows that the charity’s awareness is largely driven by interpersonal or
offline channels (Zhao, et al., 2022). For the website, this could suggest that fostering
positive experiences with individuals and utilising the impact that word of mouth has by
promoting the website to them could lead to increased website traffic for individuals to find

out more.
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With only 1% of respondents stating they first learnt about The Talent Tap website using the
search engine, this would indicate that the charities online presence may not be effectively
reaching potential users. This could be attributed to insufficient keyword optimisation, poor
web structure or limited backlinks. One of the most key aspects to SEO is developing a
website’s ranking in SERPS. By utilising such techniques, this will allow for The Talent Tap to
be more visible and specifically target the right traffic, to result in profitable leads and a
competitive advantage over their competitors (Simmons, et al., 2023). (Nguyen, 2019)
supports this notion, highlighting that increased visibility of a brand leads to an improved
awareness of a brand, which can have a favourable impact on consumer perception,

intentions and service selections. This would align with the charity’s objective of expansion.

4.1.3 Loading speed

Loading speed in comparison to the BBC
20

e e S )
N B OO 0 O

H Employed

=
o

B Student

O N B OO

Faster Slower The same

Figure 4.4: Loading speed of The Talent Tap website in comparison to the BBC News website.

In 2017, the BBC had a rebuild of one of their most visited BBC News pages to make it
lighter and fresher than before. (Wynn, 2017), who worked on the new site, noted a 150%
improvement on mobile loading speed and 70% on desktop. As the world’s leading
broadcaster, the BBC must ensure that they serve their users with an enhanced experience,

which serves as a best practice website to follow.

Although 50.1% of the respondents’ results stated that they felt the website loading speed
was the same as the BBC, a significant portion at 39.1% believed that the website was

slower than the BBC, which indicates that the speed of the current Talent Tap website is not

37
Word Count: 8836




meeting their expectations. Slow website loading often results in high bounce rates as users
become frustrated and leave the site, detrimentally impacting both engagement and
performance resulting in missed sales opportunities, which for The Talent Tap is key to their
portfolio expansion. Currently, it will hinder users to fully explore the opportunities offered
by the charity. As the research by (Jimit, 2023) cited in (Bansal, 2024) suggests, user
engagement and an experience on a website is explicitly influenced by the speed of a
website, and that for charities like The Talent Tap to provide the optimal user experience
and inspire valuable engagements, the charity must acknowledge the importance of website

performance and consider enhancing their SEO efforts.

4.1.4 The Talent Tap Blog

(O'Neill, 2012) states that although a charity’s website may encompass all the essential
information that students, employers, volunteers and donors require — such as mission
statements, impact reports, and the charities services and opportunities — it is vital that
charities maintain an active blog. This is key to drawing in both new visitors and current
target audiences, along with enhancing their SEO practices. When blogs are done correctly,
a blog contributes new and up-to-date information frequently, which is taken into
consideration by Google when choosing what sites to place at the top of search engine

results pages.

The Talent Tap have recently introduced blogs to their website. Only 31%, perceived them
as valuable and useful, indicating that the blogs are somewhat fulfilling the intended
purpose of SEO practices and providing value to users. However, 69% still believe they are
not fulfilling their expectation. This would suggest that The Talent Tap needs to consistently
post blogs rather than at present, the blogs being published sporadically, and tailor the
content further to specific areas of relevance to ultimately drive greater engagement and

awareness of the website.
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4.2 Assess the impact of having a good website for increasing brand visibility and awareness.

4.2.1 Importance of first impressions on a website

What was your first impression of the website?

24
25 20 19
20
15
10 6
- N
2 3 4

5 - Great

(6]

1- Awful

Figure 4.5: First impressions

31% of respondents stated that their first impression of the website was ‘Awful’ to ‘Fair’
indicating a notable dissatisfaction with the layout and content of the website, highlighting
the importance of addressing these shortcomings to enhance engagement. (Reinecke, et al.,
2013) study indicates that the combination of both colour and visual intricacy accounts for
48% of the variability in users’ first impressions. This supports questionnaire results where
respondents who selected 1 or 2, indicated that 29.6% of the colour and visuality of the
website contributed to their first impression. This response rate suggests that the charities
website does not satisfy their need for visual design of a website, which according to
(Reinecke, et al., 2013) could establish a lasting opinion about a website’s appeal within a
split second of seeing it, and can be influential enough to have affected a user’s opinion of

the site’s trustworthiness.
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4.2.2 Engagement by users and the significance of specific website design elements

What are the most important website elements?
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Figure 4.6: Respondents opinion on the most important website elements.

As stated by (Garett, et al., 2017), the three most popular website design elements to user
engagement were navigation, at 62.86%, graphical representation, at 60% and organisation
at 42.86%. From the questionnaire, the responses diverge from the findings of (Garett, et

al., 2017).

Using a weighted score, 56.3% of respondents indicated that navigation was the first
element to keeping them engaged on a website, with the second element being ‘how it
looks’. 44.1% of the respondents feel as though the navigation on The Talent Tap website is
unclear, which highlights the paramount importance and value this element provides to a
user’s experience and presents an opportunity for The Talent Tap to reassess the
navigational structure critically. Comments from several respondents revealed their
frustrations with the navigational element, supporting the issue ‘The headings and
navigation are misleading and doesn’t provide you with the information you are searching
for’ ‘It feels more homemade at the moment. I'd prefer to see a more professional looking
website that is easy to navigate and not visually distracting’. Decreasing the disorientation
concerns displayed by users, not only benefits the website’s performance but also
significantly boosts the engagement in users’ interactions (Webster & Ahuja, 2006), which

would achieve the ultimate objective for The Talent Tap and the research aim.
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The study of (Garett, et al., 2017) states the third most important aspect is the organisation
of a site, however respondents of the questionnaire state that the usefulness of information
ranks third. As the study by (Garett, et al., 2017) was published in 2017, the results from the
guestionnaire may have diverged from the study due to a potential shift in technology
influencing a user’s preferences of website usability, and highlights to The Talent Tap that
they must improve this element and remain attuned to the constant evolvement in

preferences.

4.2.3 Students and employers’ comparison of their preference in channels to fulfil their

informational search.

Age vs preferred channel for fulfilling an informational search

4.5 B Contacting your main point of contact
4 at The Talent Tap (e.g email)
3.5 Search engine
3
25 Social media platforms (e.g Linkedin,
<
2 Instagram, Facebook)
1.5 B The Talent Tap website
1
0.5

Employed Student

Figure 4.7: Age vs preferred channel for fulfilling an informational search.
Among respondents familiar with the charity, 62.5% of students reported that they use
social media as their preferred channel to fulfil their query relating to The Talent Tap,

whereas the two most popular channels for employers was the website and social media, at

72.7%.

(Dimock, 2019) and (Zajicek, 2007) states, older adults still persist on using older
information and telecommunications such as email and websites, with their adoption of
newer technology such as social networking sites lagging behind the younger generation.
With the results converging with the research by (Dimock, 2019) and (Zajicek, 2007), this
indicates to The Talent Tap that although one of their main target audiences, students, use

the charities social media accounts rather than the website more, their second main target
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audience, employers, still prefer to use websites to fulfil their informational search which

would suggest that the website must still be frequently updated and maintained.

A comment made by a student respondent “It doesn’t fulfil my search. I’d much prefer to
speak to someone or search through social media to find the answer | need as the
information is not very informative and lots is missing on the website” suggests that the
need for a redesign of the website is required to cater to various age groups. Doing so is
vital to ensure the charity stays current, can provide an exceptional user experience and to

improve their search engine rankings, which results in a larger web traffic (Rehman, 2023).

4.3 To identify the key factors contributing to the website’s low visibility and limited brand

awareness amongst students and employers.

4.3.1 Knowledge of The Talent Tap and importance of building awareness.

Have you heard of The Talent Tap before?

= No

= Yes

Figure 4.8: Percentage of respondents who had heard of The Talent Tap prior to the questionnaire.

The Talent Tap lacks awareness with only 30% of respondents having heard of the charity

and their mission prior to filling out the questionnaire.

Among the 30% of respondents who had heard of The Talent Tap before, only 28.6%
believed that the website accurately represented the work of the charity, with 71.4%
believing that information was missing, and that the website didn’t fulfil their perception of

the charity.
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This suggests that The Talent Tap lacks effective marketing and SEO strategies, resulting in
limited awareness of the charity and its mission among students from low socio-economic
backgrounds and potential employers. (McKeon, 2020) states NPOs and leaders must
maximise performance by leveraging resources to provide engagement and awareness
through promotion and community building on a charities website to increase awareness,
indicating the current lack of utilisation of resources. It is identified that there is little
effective usage of SEO and content strategies by The Talent Tap incorporating limited
measures to promote the charity. The charity’s involvement is far scarcer than their
competitors in terms of SEO and website strategies, suggesting an increase of these

strategies are required to increase awareness.

4.3.2 Comparison of website aesthetics to age

Age vs preferred website aesthetics

0.7
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0.5
0.4
0.3
0.2
0.1

W 18-24
W A45-54

Normalised agreed responses

Classical Expressive

Website aesthetic

Figure 4.9: Comparison of respondents age to their preferred aesthetics of a website.
(Lee, 1998) and (Reinecke & Bernstein, 2013) have suggested that the age of a user highly

influences aesthetic responses and that it is ‘highly important to understand your target

audience’s preferences and expectations’ (Hartmann, et al., 2008).

(Tractinsky & Lowengart, 2007) studied the aesthetics of websites on Generation X (44-59)
and Generation Z (1997-2012) age groups. It was stated that classical and expressive
aesthetics had a different effect on these age groups. Users perceive classical aesthetics as

‘cleanliness’, “clarity’, ‘symmetry’ and ‘order’ and expressive aesthetics convey ‘creativity’,

43
Word Count: 8836




‘special effects’, and ‘novelty’. It was stated that Gen X users favoured the classical

aesthetics, and Gen Z users preferred the expressive aesthetics.

Although (Tractinsky & Lowengart, 2007) suggested age-based differences in aesthetic
preferences, the researcher’s questionnaire results disproved this, indicating that both
employers aged 45-54 and students aged 18-24, preferred the expressive aesthetics. This
highlights a shift in user preferences towards more creative and fun websites. Therefore,
The Talent Tap would need to pay increased attention to how the website is perceived and
whether the expressive element, including creativity and novelty is present, to maximise

user engagement.

4.3.3 Perception of the design, colour and multimedia

Respondents perception of the design, colour and multimedia
of the current website
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Figure 4.10: Respondents perception of The Talent Tap’s current website’s design, colour and
multimedia.

A widely referenced article by (Bonnardel, et al., 2011) states that redesigns of websites not
only need to encompass usability, but it also has to include aesthetic value to ensure a little
fun and pleasure is pumped into the user’s lives. From the study’s results, the emotions
related to the feeling of ‘beauty’ has a vital role in ascertaining the length of a user’s visit,

the nature of the information and the extent to which the information was retained.

Figure 4.10 exhibits the top three statements which ranked the highest were ‘cluttered’
(41%), ‘chaotic and overwhelming’ (35%) and ‘disorganised and visually unappealing’ (32%).

These results, supported by respondents’ comments on aesthetics, underscores the critical
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issues that lie within the current website and could be contributing to the adverse user
experience and engagement levels currently being experienced, indicating a pressing need
for a redesign. Comments such as ‘Brighter colours are needed for a more fun and less
formal website’, ‘It is difficult to find information due to the chosen colours’ and ‘It feels as
though there isn’t a clear colour palette and feels disconnected to the website’ sheds

further light on the negative perceptions of the target audience.

Insights from (Bonnardel, et al., 2011) study would suggest that The Talent Tap’s website
redesign would benefit from a holistic approach, taking into account usability and the
aesthetics of the website to allow for a more enhanced experience online for students and

employers.

Chapter 5: Conclusions and recommendations

5.0 Chapter introduction

This chapter identifies key findings from the research and provides recommendations for
The Talent Tap on how to ensure they can be developing their visibility through redesigning
their website and improving SEO. It will also cover the success of the project upon
reflection, while identifying weaknesses that would be considered differently and issues

which could have been looked into deeper based on the findings from the report.

5.1 Key findings of the research report and how objectives were met

Kipling’s framework consisted of his ‘six honest serving-men’ names which were ‘What,
Why, When, How, Where and Who' (Sharp, 2002). This framework supports the structure
from the beginning of the research to the final results which seeks to find out the what the

research was and why the findings were so important.

5.1.1 To determine the impact of SEO enhancement on brand visibility and awareness

The research identified the significant SEO improvements necessary for an enhancement in
visibility and awareness, as the research identified the low levels of awareness via the
charity’s website currently. 54% of employers and 48% of students used mobile devices to
access the website. Supporting evidence was highlighted by (Petrosyan, 2024), presenting
96.5% of global users use a mobile device to access a website. It is evident that the charity

should prioritise mobile optimisation in the redesigned website strategy.
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One of the main reasons students and employers are currently not engaging with the
charity’s website is due to a lack of awareness and visibility, probable to the lack of SEO in
place. With 97% of users who find a service for their specific needs use search online,
ensuring The Talent Tap can benefit from this is vital. Consequently, as recommended by
(Silva, 2024), The Talent Tap must incorporate various tactics into their SEO strategy, which
allows them to generate, optimise and market themselves to promote the charity and build

awareness in search engine results.

5.1.2 Assess the impact of having a good website for increasing brand visibility and awareness
A key discovery from the research project was the lack of awareness of The Talent Tap
charity via digital platforms, specifically the website. As found within section 4.3.1, only 30%
of respondents had previously heard of The Talent Tap. This could be a result of the limited
effort and time put into updating the website’s various elements such as content, aesthetics

and design to raise awareness and increase visibility.

5.1.3 To identify the key factors contributing to the website’s low visibility and limited brand
awareness amongst students and employers

A variety of key factors were identified which contribute to the website’s low visibility and
brand awareness, including the lack of marketing knowledge and time where the team at
The Talent Tap were not aware of the requirements necessary to remain in the forefront of
users’ minds including regular blog posting, and for the website to be consistently updated.
For The Talent Tap to enhance their website engagement effectively through website
revitalisation, the charity must look to enhance various areas within the website including

the content.

5.2 Recommendations to The Talent Tap for a website redesign and SEO
enhancement for students and employers.

The research project has identified the following successive measures that The Talent Tap

should execute to maximise the charity’s awareness and engagement.

5.2.1 Enhance marketing expertise with training for The Talent Tap team

(Amar & Ramsay, 2023) found charities lack in website strategy and SEO expertise, coupled
with evidence from respondents to show that they believe the website isn’t a just
representation of the work the charity does, with a large proportion having no awareness of
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the charity, creates an opportunity for The Talent Tap to upskill and develop the team’s

marketing knowledge in order to achieve maximum success and capitalise.

5.2.2 Incorporate SEQ into their website strategy

Initiative Comments

Build inbound and outbound links to the e To promote the charity’s site,

website inbound links should be utilised as it
drives traffic and improves its
search ranking (Dinther, 2009).

e Users perceive websites as
authoritative and credible if
businesses are linked within other
websites, making this a key tactic to
utilise to boost engagement
(Mailchimp, 2024).

e The Talent Tap should explore
partnerships with relevant
businesses, schools and the press to
exchange links to increase visibility.

Mobile optimisation e Regularly test the mobile

optimisation effectiveness on

various devices to ensure this is

maintained.
e This should include
Use keywords such as ‘Social Mobility e The Social Mobility Foundation
Charity’ “Work experience’ on the website charity is an exceptional example to

follow as these keywords are
already used by the charity, and
most other competitors. By
selecting the best keywords to
target all users who have an interest
in social mobility and would like to
get involved, it would elevate the
search engine ranking of the charity.
If the charity ranks consistently well,
it can exponentially increase trust
and familiarity (SocialSellinator,
2023).

e Although keywords such as ‘Social
Mobility Charity’ and ‘Work
Experience’ is not specifically
targeted for The Talent Tap, it is
likely people will search these
terms, so using these will bring the
charity closer to the top of the page.
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Local SEO e Asshown in section 2.3, The Talent
Tap should utilise the Google My
Business account and look to create
a communications strategy around
encouraging both students and
businesses to leave a review to build
credibility and enhance visibility
across the charity’s digital

platforms.
Develop a blog schedule to be more e Asidentified within section 4.1.4,
consistent blogs have been introduced.

However, there is no consistency to
the blogs and are sporadic. The
Talent Tap need to ensure a
schedule is created to rank highly in
search results by regularly
publishing fresh content on the
website (Hans, et al., 2021)

Table 5.1: SEO tactics The Talent Tap can employ.

5.2.2.1 Optimise the website for mobile devices

Although the recommendation of optimising the website for all devices is essential, a key
recommendation would be to prioritise mobile. This is attributed to being the most popular
device for the target audience of the charity, identified in 4.1.1. This approach would
address the issues raised by respondents, who expressed frustration with the current web
experience, causing them to leave the website sooner than they may have otherwise.
Ensuring that the mobile speed is enhanced, reformation of content, larger navigation
buttons and optimisation of images, this will elevate the charity’s user experience and
achieve the goal of boosting brand awareness by having a user-friendly interface (Becker,

2023).

5.2.2.2 Enhance the charity’s blogs and maintain a consistent posting schedule

Another key recommendation is to consistently maintain the charities blog page, to be able
to demonstrate social proof and amplify marginalised voices from lower socio-economic
backgrounds to both businesses and students more effectively. Not only will publishing
blogs consistently improve the charities position on Google’s search engine rankings, it will
also raise awareness of the charity, cultivating more meaningful interactions with the target

audience, and as Lauren, Senior Research Communications Officer at the British Heart
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Foundation states “A schedule is important for the reader to know you are a consistent

source, so they don’t forget about you” (Berks, 2020).

5.2.2.3 Refine keywords for optimisation

As discussed in section 4.1.2, The Talent Tap were not discoverable through the search
engine, and many respondents discovered the charity through other sources. A key
recommendation is to conduct analysis through Google’s Keyword Planner and produce a
primary list of keywords. By implementing these keywords into the redesign of the website,
the charity can advance their competitive advantage and effectively tailor their content to
raise awareness to a wider customer base. As identified by (Chaffey, et al., 2009) identifying
effective keywords can support businesses in understanding their customers and create
content specifically to match their search intent, and is one of the three main components

to driving website traffic and awareness of a company (Evans, 2009).

5.2.2.4 Pay-per-Click SEO

To raise awareness, The Talent Tap should give thought to pay-per-click adverts and apply
for Google’s PPC grant for nonprofits, a cost-free solution for the charity to fulfil their aim of
raising brand awareness by gaining visibility on the first page of the search engine results
page. Although the return on investment and effectiveness can depend, PPC could drive
measurable impact towards The Talent Tap’s goals. An example of a pay-per-click advert is
shown below in Figure 5.1. To fulfil the charities aim of improving their brand awareness
and visibility, designing a compelling ad with titles such as ‘Invest in your Future. Join The
Talent Tap!’ for students and ‘Building Brighter Futures: Partner with The Talent Tap today’

will provide a call-to-action, leading to a potential website traffic increase (Britton, 2021).

Google Social mobility charities UK Q i

Al Images Videos News Maps i More

AD
i) The Talent Tap

l
htips:/iwww thetalenttap.com
The Talent Tap: Social Mobility Charity
The Talent Tap is a social mobility charity which has kick-started the careers of many talented - \

students from lower socio-economic backgrounds.

Figure 5.1: Mock-Up of PPC advert The Talent Tap
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5.2.3 Website Redesign

As a minimum, The Talent Tap should mirror the website engagement tactics currently

utilised by the charity’s competitors. A table of recommendations is detailed in Table 5.2.

Initiative Comments

Develop content and aesthetics e A website’s content, usability and
aesthetics have been determined as
the most important elements to first
impressions, so it is key for websites to
ensure a quality website with these
elements included is implemented.
Aesthetically pleasing websites impact
the trustworthiness, and improve
satisfaction and loyalty, with them
more likely to visit again (Moshagen &
Theilsch, 2010).

e A user-centric approach would be
recommended to implement to
prioritise the needs and preferences of
the end user to make the site intuitive,
informative and effective for the
customer base (Mable, et al., 2002).

Incentivise users to leave reviews through email e By establishing social proof through

campaigns customer feedback, it can shape the
perception of a user and enhances a
businesses brand reputation, with 91%
of individuals stating that positive
brand reviews influence their decision
in taking a service on board (Sonido,
2020)

e Reviews should not be overemphasised
and for The Talent Tap to promote their
website and online presence, they must
ensure they focus on telling a story to
build a strong customer base (Sonido,
2020).

Promotion of the website through social media e Social media has become a vital part of

individual’s lives and is the most

effective strategy to engage with both
potential customers but also current
users to stand out gain traction

(Kabashi, 2024)

Consistently updating the website e To ensure a business can maintain or

enhance their brand awareness,

businesses must ensure they regularly
update and refresh the content,
providing fresh and relevant content to
keep users engaged and to make sure

they return (AlContentify, 2023)
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Table 13.2: Website redesign recommendations for The Talent Tap

5.2.3.1 Develop the content and aesthetics displayed on the website
Innovative marketing encompasses the capacity to produce and implement strategies which
aims to engage a business’s target audience. Using (McKinsey & Company, 2022) theory of

innovation, innovative marketing strategies aims to fulfil the subsequent:

1. Who: Who is The Talent Tap’s customer and what do they need solving?
2. What: Is the answer captivating and is it feasible?

3. How: How will the result create value for the customer?

By testing innovative content development and uplevelling the design and aesthetic aspect
to the website, this may resolve an unmet customer need where both students and
employers can find the answer they were in search of. The result of this initiative creates
value for students and employers as it satisfies their user experience and facilitates
seamless interaction, bridging the gap in knowledge and develops leads to enable The
Talent Tap to expand their portfolio. Globally trusted UX experts, Nielson Norman Group
(Coulson, 2018) state that businesses have around 10 to 20 seconds to capture and engage
a website visitor before they leave. As identified in section 2.3, the Social Mobility
Foundation have had large success with gaining credibility and consistency through the
redesign of their website. Therefore, The Talent Tap should consider following in their

footsteps by aligning their identity with that of the SMF’s rebrand.

This could be by adjusting the content and design for example, instead of the current limited
information, The Talent Tap should provide a comprehensive overview of the charity,
underpinning a respondent’s opinion of the current site ‘I'd much prefer to speak to
someone as it is not fully informative, and it made me give up’ and revitalising the design of
the site to capture the audience more effectively, improving the current opinions by users
‘The website needs pivoting with the layouts, fonts and themes to capture both the vitality
and enthusiasm of the students, along with the simplicity, clean and sophisticated look for
employers’. This highlights the importance of implementing a user-centric design approach

to ensure the site satisfies users and is effective for the target audience.
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5.2.3.2 WOM Marketing

The Talent Tap should run a campaign to incentivise customers to produce reviews and
recommendations via word-of-mouth or through online platforms including Google, Bing,
Facebook. These recommendations can be incentivised by sending out email campaigns to
current students, alumni, employers and schools the charity works with. This would not only
significantly influence the SEO rankings, but it would also establish a sense of credibility

(Carmicheal, 2022).

5.2.3.3 Promotion of the website via social media platforms

With the majority of respondents from the questionnaire, and 82.8% of the total UK
population using social media platforms as their primary informational search tool today, it
is highly advisable that The Talent Tap look to promote their website by leveraging their
social media platforms, primarily LinkedIn and Instagram. Creating ‘teasers’ of the new
website, new blog posts or new content via social media would generate awareness of the
website and would encourage users to find out more using the links provided on the posts

(Resnick, 2024).

5.3 Reflections on the project
If the research project was to be repeated, the following adjustments should be looked into
further to enhance the quality. In addition to this, further research suggestions pertaining to

the topics identified during the project are provided.

5.3.1 Explaining the charity, what it does and what a website redesign and SEO is in the
guestionnaire

In some cases, it was likely that a proportion of respondents didn’t fully understand what
the charity was about, and what a website redesign and SEO was to be able to appropriately
answer the questionnaire. If it was explained in more detail, results may have been more
accurate. However, respondent fatigue would have needed to be taken into account if this

was explained further.

5.4 Further research for the project
One significant opportunity for future research recognised is to analyse how social media
marketing can play a vital role together with SEO and websites, along with how contextual

factors and characteristics of individuals can affect the significance of different types of
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website usability. It would be advantageous for the charity to understand the synergistic
relationship between these elements as it could provide significant understandings for
optimising brand awareness and visibility in the digital world of today. If it was found that
social media, SEO and the website interplayed, it should be addressed and the charity
should look at developing strategies that work hand in hand with each platform, which

could result in a further development in their awareness of the brand ad visibility online.

5.5 Researcher’s professional development

Gibbs Reflective Cycle (Gibbs, 1988) has allowed me to reflect on my own professional and
personal development during the research process. The project undertaken by the
researcher was an insightful experience that allowed the researcher to develop both a
deeper understanding of the importance of websites and SEO for companies to enhance a
brand’s exposure within competitive markets, but also for the researcher to develop
personal skills including improvement to my confidence with data analysis at an advanced
level, along with SEO knowledge. The assets that | utilised to address these dependencies
was HubSpot Academy’s Comprehensive SEO strategy course (HubSpot Academy, 2024),
along with ‘Write a Scientific Paper using Excel: Pivot Tables’ (Grech, 2018), providing the
researcher with a detailed explanation of how to conduct thorough analysis using excel and
pivot tables. Professionally, the researcher found this highly beneficial as it provided the
opportunity to foster creativity skills whilst developing resolutions to the objectives set
which corresponded with the goals of The Talent Tap to increase the charity’s brand
awareness and website visibility, and enabled the researcher to delve deeper into specific
elements within the marketing field that the researcher is so fond about and that aligns with
career aspirations. This topic is something the researcher would like to look into further in

the future and has opened up new career opportunity interests for them.
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Appendices

Appendix 1: Ethical Approval Form

SECTION C: Ethical Review Questions

C1. Does the study involve human participants?

Mo

Participants in research are taken fo include all those involved in the research activity either directly or
indirectly and either passively, such as when being observed part of an educational context, or actively, such
as when taking part in an interview procedure.

NB: the University does not conduct research on animals. If your proposed project involves animals in any
way (including animal tissue) please seek advice from the Research Office before proceeding.

C2a. Might the research entail a higher than normal risk of damage to the reputation of the University,
since it will be undertaken under its auspices? (e.g. research with a country with questionable human
rights, research with a tobacco company. See section 8.3 of the REP). If a research partnership has been
established with an industry partner please ensure that the University is not linked to claims made by that
company regarding benefits of their products unless substantiated evidence of beneficial effects is available.

Answer: Ye@

C2b. If your answer to 2a was yes, please describe the potential risk to the University’s reputation and
how this risk will be mitigated. If no, please jump to C2c.

C2c. Does the research concern groups or materials that might be construed as extremist, security
sensitive or terrorist?

Answer: Ye

If "Yes' please describe how you will manage the research so that it is not in breach of the Terrorism Act
{2006) which outlaws the dissemination of records, statements and other documents that can be interpreted
as promoting or endorsing terrorist acts. For example, relevant documents, records, information and data
pertaining to the research can be stored on a secure University server. The research should also not be in
breach of the Counter-Terrorism and Sentencing Act (2021) and the Revised Prevent Duty Guidance (2015).
Contact the Chair of the Research Ethics Committee in the first instance if you are unsure as to how to
proceed.
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Tempiate approved by Academic Board [insert date]

If you answered Yes to question C2c then please complete the additional pro-forma available from the
Research Ethics Moodle: Approval to undertake research concerning groups or materials that might be

construed as extremist, security sensitive or terrorist. Please append the completed form to this
applicafion.

C2d. Does your research fit into any of the following security-sensitive categories? If so, please

indicate which:
i. Commissioned by the military: "r"e
ii. Commissioned under an EU security call: ‘r"e

ii. Involve the acquisition of security clearances: Yesf

If you answered yes to any of the above please provide further information

C3. Why should this research study be undertaken?
Brief description of purpose of study/rationale {up to 500 words)

The organisational problem identified is the charity's low visibility and awareness online via
their website. Currently, The Talent Tap find that those interested in partnering maostly
come through referrals rather than the website. The Talent Tap would like to increase the
traffic going to the website and improve their SERP's to become more known against their
competitors. | will send questionnaires to both students, and employers to understand the
problems the website presents and their thoughts to capture a larger audience.
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C4a. What are you planning to do? (up to 500 words)

FProvide a descriphion of the methodolagy for the proposed ressarch, including proposed method and duration
(start and end dafe) of data callection, recruitment informatian (including exclusioninclusion cratesda,
recruitmeant mathods elc ), fasks assigned fo parficipants of the research and the propased mathad and
duration of data analysis. Please include informakan abouf location, indluding details of any special faciibes
fo be vsed and any factars relating fo the study siteTocation that might give rse fo addifional risk of ham or
disfress to participants or members of the research leam fogedher with measwres faken fo minimise and
manage such risks

If the proposed research makes wse of pre-esfabiished and generally accepted technigues, a.g. esfablizhed
Iaboratory protocols, validafed questionnaires, please refer fo this in pour answar fo this question. If if is
helpfwl for the panel fo receive further documeantation describing the methodolagy then please append this fo
youwr application and make specific referance fo if in box 38 balow. For Category B applications please include
the dafa collection sheat a5 an appendix.

The research aim is to develop some recommendations to the charity in how The Talent
Tap could tackle the visibility and awareness through their website and SEO efforts. The
outcome of the research is to generate website and SEO recommendations and
successfully redesign and develop an SEQ strategy, to achieve the long-term aim of
growing the charity's employer and student portfolio. The outcome will be achieved by

identifying the limitations of the current website and SEQO and address the key sites and
factors that create resistance when developing solutions.

The information will be collected through a deductive approach, sourcing both gualitative
and quantitative primary data in the form of questionnaires, emails and chats with members
of the team, using a ‘convenience’ sampling approach via questionnaires sent out through
social media and a ‘purposive’ sample approach via emails.

| aim to receive high-guality responses from the questionnaires being sent out. Due to this,
| will use both a “‘convenience' sample, but | will also use a ‘purposive’ sample approach to
ensure | can target specific professionals and students, who | believe have the comect
characteristics and knowledge about the charity to provide high-quality responses to
ensure | have a high standard within my data to analyse.

Cdb. Is this research externally funded?

Yes({loD

If. the answer yas, please name the research funder(s) here:
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C5a. Who are you recruiting and how?

Please answer the guestions in the fable below. If you are wsing posfersfyers, you may not know the exact
number of peaple you will be confacting for recruitment purposes. If this is the case, please ndicale this in the

firsf fwo gquestions.

How many people will you contact for recruitment
purposes?

Intended sample size — approx. 100

How will you contact them?

Via email and social media

How many participants are you hoping to recruit in
total 7

Send owf 100, hoping fo receive back &0

What will they be asked to do? (e.g. x1 hour long

interview, answer a questionnaire, stc.)

Arnswer a guastionnaire

C5b. Who are the participants?

FPlease indicate the number of participants in aach of the groups in the fabie bedow. If the pracise number of

parficipants is not known then please make an eslimate.
those groups that are naf included in your sfudy. Flaase
vulnarability are nat an exhaushive st

Flease enter 0 in the ‘WNumbers in shedy” column for
note that the examples provided of differant sorts of

Participant

Mumbers in
study

Adults with no health or social problems known to the researcher, i.e. not in a | Approx. 100

vulnerable group:

Children aged 16-17 with no known health or social problems:

Children under 16 years of age with no known health or social problems:

Adults who would be considered as vulnerable e.g. those in care, with leaming
difficulties, a disability, homeless, English as a second language, service users of
mental health services, with reduced mental capacity

Identify reason for being classed as vulnerable group and indicate ‘numbers in stedy” in
next column adjacent o each reason (expand the form as necaessary):

Children (aged <18) who would be considerad as particularly vulnerable e.g. those
in care, with learning difficulties, disability, English as a second language

Identify reason for being classed as vulnerable group and indicate ‘numbers in study” in
next column adjacent to each reason (expand the form as necessary):

List other categories here: ...

Other participants not covered by the categories listed above (please list):

CBa. Is there something about the context andior setting which means that the potential risk of
harm/distress to participants or research is lower than might be expected normally (see examples

below)?

Yes/Mo

Consider if the study iz part of routing activity which involves persons with wham you normally work in a

typical wark confext .g. Teachers warking with children in
arts working with performers, sports coaches working with
an academic sething.

If yos, please alaborate here:

& classroom setting, researchers in the performing
athletes players or research invalving sfudents in

is anonymised.

My research is low because no confidential or personal sensitive information is being collected, and the data
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CBb. Is the process of the study andlor its results likely to produce distress, anxiety or harm in the

participants even if this would be what they would normally experience in your work with them?
See sechion 5 of the REP.

Answer: ‘I’H‘@

If you answered Yeas fo Gb, please answer fc balow:

Céc. Is the process of the study andlor its results likely to produce distress or anxiety in the
participants beyond what they would normally experience in your work with them?

Answer: ?EﬂE
If yas this Application must bé calegorised a5 ‘B’

Pisase provide defails:

C6d. What steps will you take to deal with any distress or anxiety produced?

E.g. have & relevant professional an-hand fo support distressed@anyious participamnts. Careful signposting fo

counseling or other relevant professional services. Ofher foflow-up suppart.

NIA

Ciee. What is the potential for benefit to research participants, if any?
E.g. Parficipanfs may gain an increased awareness of some issue ar some aspect of thamsaives.

Participants may be provided with a more thorough and better website which is clear

CT. Are there any conflicts of interests which need to be considerad and addressed?

(For example, doas tha research involve students whom you teach, colleagues, fellow students, family
membars? Do the funders, researchers, participants or others involwed in the research have any vested
interest in achieving a particular outcome? See section 9 of the Research Ethics Policy (REP))

Amw&r:u

if conflicts of inferast are amdsaged, indicate how they have been addrassed:

Tao limit any internal bias, | will keap the guestionnaire anonymous, and the participant will have a chaice
whather o continuwa. The participant can declare any prior involvement with the organisation.
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C8. Will any payment, gifts, rewards or inducements be offered to participants to take part in the
study? See section 11 of the REP.

Answer: Yos@

Please provide brief details and a justification:

C9a. Will the study involve withholding information or misleading participants as part of its
methodology? (FPlease refer to sections 6.2 and 10 of the REP for further guidance)

Answer: Yeglo)

Please provide details if this has not already been explained in section 3a:

C9b. Do you envisage that withholding information or misleading participants in this way will lead
to any anxiety, distress or harm?

Answer: Y

Please justify your answer to 9b:

It is the University Research Ethics Policy that all projects with the exception of double-blind placebo trials (or
simitar) will be categorise as Category B. Double-blind placebo trails (or similar) may be categorised as
Category A+.

C10a. Does your proposal raise other ethical issues apart from the potential for distress, anxiety, or
harm?

Answar: "|"a

C10b. If your answer to C10a. was ‘yes’, please briefly describe those ethical issues and how you
intend to mitigate them and/or manage them in the proposed study, otherwise jump to C10c.
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C10c Does your proposed study give rise to any potential risk of harm or distress to yourself or other
members of the research team? OR is there any risk that you could find yourself in a vulnerable

position as you carry out your study.

Answer: ‘m@

If you answer yas' o aither of these points plaase axplain biefly what the risks are and what sleps you ara
faking in order fo minimize and manage thosa nsks.

For axample doas pouwr sfudy involve you in T-7 infarviews in a privale seffing thal might suggest pracaufions
nead to be faken relafing fo lane-working (See section 9 of the REF), Have you considarad the kelhood of &
participant{s) dizclosing sensifive information fo pou abowt ifegal or harmiful behaviowr and what actians you
wowld take in such circumsfances?

C11a. Will informed consent of the participants be obtained and if so, how?

Am&r@du

Sea section & of the REF to help you answer this question. Section 8.3.1 covers research that invalves
obsaning behaviour in & public place where gaining informed consermt may mot be practical or feasibla.

When and how will informed consanf be ablained? Will it ba writen or oral consent bearning mind that oral
consant will naf be considered adequate ofher than in exceptional circumstances and must be appropriately
Justified in youwr application?

MNB: Ethical appraval shauld, as a principle, be sought bafore research parficipants are approached.

Questionnaire will antail the guestion of the study, with informed consant if padicipants click ‘Mesxt’.

C11b. Is there anyone whose permission should be sought in order to conduct your study? E.g. Head
teacher of a school, parents/guardians of child parlicipants.

Amar@u

When and how will infarmed consent be ablained and from whom? Wil it be written or oral consant baaring
mird that oral consenf will not be considered adequate ofher than in exceplional circumsiances and must be
appropriately justified in your spplication? If youw are seaking fo gain Yoco parenfis” cansenf fram a school
rather than seeking individual parenfal consernd please describa your reasoning.

Permission was gained prior to research commencing via permission from manager
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C11c. Do you need to seek the permission of any other organisations, individuals or groups other
than outlined in 11b7 E.g. the Resaarch Elhics Committes of pariner or participating organisations.
Organisations like the NHS and the Prison Service have specific syslems for granting ethical approval for
research.

Answer: ?u@

Pleasa note that all applications musf go through the University of Chichester Application for Efhical Approval
process and that they must maet the Research Ethics Policy (REP) requirements. Other prior approval will
be faken inlo accownt but will mat in itzelf be sufficient fo gain Universily Research Efhics Approval. Each
appiicafion must normally be accompanied by evidence [e.g. formal stafemeant fram the approprale Ethics
Commiffes] confirming approval by the external body (and any concernsissues identified). In cases where an
axternal body requires pnar approval from the University Resedrch Effwcs Policy (Such as some NHS work)
the Research Ethics Commitfes (REC) may grant in princigle approval pending wititen confirmation of atfiica)
approval by the extemal body.

Please describe the permission fhat is regluired and how pou will be sesking that permission: Please aftach
any relavant documantation e.g. lafter, thal relales to the seeking of the relevant permissions.

Mo other parmission is required

C12a. It is normally required that a participant's data is treated confidentiality and stored securely at
the outset of, during and after the research study. Will this be the case?
How long will data be stored before being destroyed ?

Amm@iu

If the answer is ‘yes’ please describe how you will be maintaining the confidentiality of participants” dafa. IF the
answear i5 na’ piease justify the excepfional circumstances thal mean thal confidentiglty will nof be
guaranieed. See sacfion 7 of the REP.

Flaasa make refersnce lo measuwes you are taking fo ensure security of dafa from the point of dafa
cottection, fransfer from notebooksfvoice recarders efc., onio secure devices, fo the point of analysis, sharing
and final storage. If you are planning fo sfore sensitive data on porfabie devices ar media, youw showld only
sfare such dala if there is an immediale need and should remove these dalfs when this immediale need no
Ionger axists. All sensitive data stored an portable devices or media must be strongly encrypted graatly
reducing the risk of the data faling into the wrong hands if the device or meadia is shalen.

Reasearch projects showld be underiaken in accordance with the University's Eleclranic information Securify

Ealicy and Privacy Standard. Staff showld also refer fo the Dals Profection Guidance for Siglf (Section 8 an
Reasearch). Camplated cansant forms shouwld be sfared sacuraly and the agread refantion parod for these is 5
years, after which they should be secursly desfropedidaleted.

Please provide details:

All data will ba kept confidential on a password protected device in accordance with the University's
Electronic Information Service Policy and Privacy Standard. All data will be securely destroyed after
disseriation submission and marking in June 2024.
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C12b. Itis normally required that the anonymity of participants is maintained and/or that an
individual's responses are not linked with their identity. Will this be the case?

Answer{TcJNo

If the answer is ‘yes’ please describe how pou will be maintaining the anonymify of participants. If the answer
i5 ‘na’ piease justify the crcumsfances that mean that anonymity will nod be guaranfeed. 5ee seclion 7 of the
REP. NB: in graup shedies it is lkaly that each individus! in the group will be aware that athars in the grougp
are participating in the sfudy — thay are therafore not ananymous fo each other. Howewvar, their identity shouw'd
naf marmaly be associafed with ther indiidual responses. In some sfudies individual participards may naf
wanil their identify known to atheér parficipants and the shudy must be designed and undarfaken accordingly.

Please provide details:

The research won't collect any personal data or identifiable information.

C13. Will participants have a right to comment or veto material you produce about them?

Answer: 1’3@

Please qgive details and if yowr answer is no’ then please provide & jushfication.

Because dala is being collected anonymously, once you have provided your answers, it won't be possible o
change or withdraw them from the research.

C14. Does the pr:ﬂm:t involve the use of or Qﬂm&'ﬂﬂiﬂﬂ ﬂfﬂ.ﬂil}, audio visual or electronic
material or recordings directly relating to the participants?

Answer: ‘m@

If yas, pleaze describe how the collection and storage of this will be managed bearing in mind dafa protection,
confidantiality and anonymily isswes (see sechion 7 of the REP). If you are planning fo sfore sensitive data on
parfable devices or media, you should anfy store such dafa if there iz an immediate need and showd remowve
fhese dafa whan this immediate nead no langer exists. All sensifive data stored on porfable devices ar media

must ba strongly encrypled greatly reducing fhe nsk of the dafa falfing info the wrong hands i the device or
media is sfalen

C15. How will the participants be debriefed?

It is axpecfed thal wharewver possible all parficipants will recaive same form of debriafing. This might be a
varbal debnafing or & writlen debrafing depanding on the contaxt of the study. Debnefing provides an
opporfuridy fo remmind pardicipants of the proceduras and outcomes of the rasearch, and to prowvide further
ASSWFAMNCES an areas such as confidentiality, ananyrmily, and redention of data. Projects thal interfianally
withihold information ar deceive as parf of their mathadalogy musf include & writfan debriaf sheet. (Piease
rafar bo sections 6.1 and 6.2 of the REF for further guidance)

Mo because dafa is baing collected anonymaously, once you have provided youwr answers, it won't be possibla
to change or withdraw them from the research.
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C16a. Will your results be available in the public arena? (e.g. publication in journals, books, shown or
performad in & public space, presented at a conferance, intermeat publication and placing a dissartation in tha
library) see section & of the REP.

Answer{TcNo

If yes, please provide brief details:

NEB: Fiagse nole that if participarts wish to exercize their right fo withdraw or request erasure of their persanal
data following collechion and analysis this may not be possible having regard o permitfed examphions far
research under data protection legiziation ie. whera it would seriously impair the schievement of the research
ohectives. Natwithstanding the abowve, data subjects must siill ba advised of thair righls fo obyact in the
irformation sheet, which can anly be overmddean if the “resaarch is necessary for a fask carmed out far
reasons of public interest”.

A digital version of this disseriation might be made available on the UoC Library. All paricipant information
will ba anonymised.

C18b. Will your research data be made available in the public arena?

Cevrfain resaarch funding bodies require thal research data is made Open Access ia. frealy available fo the
pubiic. The Universiy has an Open Access Policy that outiines the axpecfations and regquiramants for
researchers af the University. Confact the Chair of the Research Ethics Committes in the first instance if you
are unsure as fo how fo proceed.

Answer: ?a@

If yas, plaase prowide bref defals as fa how the dala will be prapaned for public access including an ovaniaw
of the meta-data thaf will sccompany published data sefs. Please also confirm that your intentions with
raspect la making data open access are cleary communicated o participants so that they can provide
informed cansant.

C17. Are there any additional comments or information you consider relevant, or any additional
information that you require from the Committes?

Mo
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Appendix 2: Questionnaire for students

LY i

Development of a Website Page Redesign
and SEO Enhancement to Increase Brand
Awareness and Visibility at The Talent Tap

Consent Form

details will not be

formation co

024 and a copy of the res

rposes stated h

nd agree to allow

d Yo

aw from

ng the research, please fei

Page 1of 5

o | agree

O | do not agree

2. How old are you? *

() 18-24
() 25-34
() 35-44
() 45-54
() 55-64

'S
() 65 or over

3. What is your current employment status? *

Student
Employed
Unemployed
Retired
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5. Have you heard of The Talent Tap before? *

Please select an option v

6. What device did you use to access the website? *

Please select an option Vv

8. How did you first learn about us? *

Please select an option v

10. What was your first impression when you entered
the website? Please rate your opinion from1to 5 *

)1 - Awful

)2
O3
()a

‘ 5 - Great

12. How do you perceive the appearance of the website, including the design,
colour and multimedia? Select all the options that align with your impression *

D Cluttered

[] Visually appealing

D Unattractive and boring

D Clean

D Confusing and uninviting

D Attractive

D Disorganised and visually unappealing
D Neutral/No strong impression

D Engaging

[ | Chaotic and overwhelming

D Inspiring
13. Having looked at the website, please only select the options that you feel the website fulfils. *

[ ] The Talent Tap programme and the key elements of the programme

[ ] I'understand the charitable mission, what we do, and who we are trying to help.
[ ] The information on the website is detailed enough.

[ ] 1 understand what sectors The Talent Tap works with.

[ | How The Talent Tap could benefit a company.

[ | How The Talent Tap could benefit a student.

|:| I know what the costs are for a business.

[ ] 1 understand that the residential for a student is fully funded.

[ ] 1 know where to find student case study stories.

I know how | can get involved (i.e., sign up for sporting challenges and/or events, mentoring, sponsor TTT,
interview students, offer work experience).

|:| | know who to contact for further information
[ ] I know how to donate to The Talent Tap using the website
[ ]I found the blogs useful
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14. Do you think the website is a just representation of the work we do? *

) Strongly disagree

Disagree
() Strongly agree

() Agree

15. When comparing our website to that of the BBC's,
how's would you rate our website's loading speed? *

() The same

1

[+2]

. Was there anything on the website you felt was unclear or lacked information? Please select all that apply *

Very unclear Unclear Clear
Mavigation and menu structure .:::. .:::. .:::.
Cortent O O O
Contact information .:. .:. .:.
}" 'g". of the site {e.g images, .:::. .:::. .:::.
Donation process :‘ :‘ :‘
Financial costs involved .:. .:. .:.
About the charity and the — — —
charitable purpose (v W) )
Events and news [ ‘ [ ‘ [ ‘
mpact and success stories .:. .:. .:.
Volunteer opportunities -:::- ':::' ':::'
Programmes and initiatives .:. .:. .:.
How to get involved .:':. .:':. .:':.
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17. What is the FIRST most important aspect to keeping you engaged and making you stay on a website *

Please select an option ~

18. What is the SECOMD most important aspect to keeping you engaged and making you stay on a website *

Please select an option w

19. What is the THIRD most important aspect to keeping you engaged and making you stay on a website *

Please select an option w

22. What improvements or changes would you like to see in the redesigned
website to better cater to the interests of a student like yourself? Please specify *

Appendix 3: Questionnaire for employed professionals.

LY

Development of a Website Page Redesign
and SEO Enhancement to Increase Brand
Awareness and Visibility at The Talent Tap

Consent Form

10 minutes to cor

e sury a short online questionnaire which on average should tak
complet so you are free not to reply to some of the questions, or to te hout giving a reason.
Your pa.

Il not be as r are required to complete the online

?’:D‘"."DU." GNsWErs v

10t be passed to any other organisation.

24 and a copy of the results will ng the o

se data is bei

e on it and agree to allow

won't be possi

collected anonymo

. once you have provided your answt

ing the research, please feel free to contact me at the Ul

If you have any questions r

for co-operation. Jeunais Far

Page 1of 5

o | agree

O | do not agree
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2. How old are you? *

) 18-24
) 25-34

() 3544
() 45-54
() 55-64

(_) 65 or over

3

. What is your current employment status? *

() Student

() Retired

4

\,
-

.
-
.
-
%
-
.

%
-
%
-
i
-

5
6.

8

() Employed

() Unemployed

. In which sector do you currently work in? *

) Agriculture
.

) Manufacturing
\ .
) Services
\ .
) Business, consultancy, or management

4
“

Healthcare

s
\

) Information Technalogy
) Finance
) Education

) Censtruction

) Transpertation

) Energy

) Retail

) Professional Services

) Charity/Non-Government Organisation

—
() Prefer not to say

. Have you heard of The Talent Tap before? *

Please select an option

. What device did you use to access the website? *

Flease select an option

. How did you first learn about us? *

Please select an option  ~
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10. What was your first impression when you entered the website? Please rate your opinion from1t0 5 *

(O 1- Awful
2
(@
Oa
O 5 - Great

12. How do you perceive the appearance of the website, including the design.
colour and multimedia? Select all the options that align with your impression *

[] Cluttered

[] Visually appealing

[] Unattractive and baring

[] Clean

[] Confusing and uninviting

[] Attractive

[] Disarganised and visually unappealing
[] Neutral/Na strong impression

[] Engaging

[] Chaatic and averwhelming

[] Inspiring

13. Having looked at the website, please only select the options that you feel the website fulfils. *

[] The Talent Tap pragramme and the key elements of the programme

[] 1 understand the charitable mission, what we da, and wha we are trying to help.
[] The infarmation on the wehbsite is detailed enaugh.

[ 1 understand what sectors The Talent Tap works with.

[] How The Talent Tap could benefit a company.

[] How The Talent Tap could benefit a student.

[] | know what the costs are far a business.

[ 1 understand that the residential for a student is fully funded.

[] 1 know where to find student case study stories,

[ I know how | can get invalved (ie., sign up for sporting challenges and/or events, mentoring, sponsor TTT, interview students, offer work experience).
[ 1 know wha to cantact for further information

[] 1 know how to donate ta The Talent Tap using the website

[] 1 faund the blags useful

15. When comparing our website to that of the BBC's, how's would you rate our website's loading speed? *

() Faster
() Slower

() The same
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16. Was there anything on the website you felt was unclear or lacked information? Please select all that apply *

ery unclear Unclear Clear

Mavigation and menu structure

O
O
O

Content

Contact information

Design of the site (e.g images,
videos)

Donation process

Financial costs involved

About the charity and the
charitable purpose

Events and news

mpact and success stories

‘olunteer oppertunities

Programmes and initiatives

How to get invalved

o o o o o o o o o o o©
o o o o o o o o o o o©
o o o o o o o o o o o©

17. What is the FIRST most important aspect to keeping you engaged and making you stay on a website *

Please select an option w

18. What is the SECOMD most important aspect to keeping you engaged and making you stay on a website *

Please select an option -

19. What is the THIRD most important aspect to keeping you engaged and making you stay on a website *

Please select an option w

20. What improvements or changes would you like to see in the redesigned website
to better cater to the interests of the business you own/employed by? Please specify *
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Appendix 4: Research Project Support Form

Student's Mame: Jeunais Farrell Project Supervisor's Name: Rob Warwick

. Date of Support | Mature of Support Action by student/Project Supervis| Time Used
Timeline
Guide: (Both initial please)
Our first call to discuss what
Discussion of research project | my goals were for my research projed
25" January 2024 | ) o . Yean hour
Jan 2024 title and what the project and what it involved. My supervisor
involved checked | was all clear, which |
confirmed. | then confirmed | am read
make a start on the project- JF
‘We discussed the three chapters and
Chapter 1, Chapter 2 where | was at so far. It was suggdeste]
Feb 2024 20" February 2024 e an hour
and Chapter 3 chat that | expanded on my methodology
further - JF
Uncertainty regarding data analysis
Mar 2024 and how to best approach & analyse
13" March 2024 Diata analysis Y2 an hour
the data =0 we discussed this to mak]
each
27" March 2024 Data analysis itclearer and | was then able to carry
on-JF

Atthe end of the Research Project process, please both sign confirmation of support received:

Bugmed: oo s e e e o (R ek

Project Supervisor)
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Appendix 5: The Talent Tap previous website vs redesigned website mock-up

STUDENTS  EMPLOYERS  SCHOOLS  GET!

- 0
N AROUT  TMBIEAM WMATSON' CcolAdT 7 ABOUT  THETEAM  WHAT'SON  CONTACT
) .
-t STUDENTS EMPLOYERS SCHOOLS GET INVOLVED Y NATCH %
| I A N

WATCH
The Talent Tap: Social Mability Charity. e

INTRO

VIDEO

Talent is everywhere;

opportunity is not

i & ’

MAKE A REAL
IDIFFERENCE with 11}
The Taleni‘ Tap The Talent Tap is a social mobility charity with a difference.

al impact by giving lite changing, career

WATCH OUR WATCH OUR
, 'STUDENTS' ° 'PARTNERS'
INTRO VIDEO INTRO VIDEO

The Talent Tap is a social mobility charity.

Kwith schools and colleges to inspire amt 6-1Byear old students. those in Year 121

= -—‘:4
STUDENTS

“Today, you are still 60% more likely to get a professional job if
you come from a privileged background rather than a working-

“Today, you are still 60% more likely to get a professional job
you come from a privileged background rather than a workin| class background.”
class backgroun

f The Nation 2021: Social Mobility an
Social

Previous homepage New homepage
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ABOUT THE TEAM WHAT'S ON CONTACT

STUDENTS  EMPLOYERS  SCHOOLS  GETINVOLVED

BECOME A EMPLOYER PARTNER

SUPPORT OR
SPONSOR
OUR
TALENTED
STUDENTS

Championing equal access to
employment opportunities

through our employer partner
network.

’ WATCH OUR 'PARTNERS’ INTRO VIDEO

How The Talent Tap can work with your
business:

Click on sach saction to read more

© In-house work experience provision

© Internships / year in industry / employment
© Mentoring Programme

© Interview support

© Take part in Career Zoominars

In return The Talent Tap will:

o Provide our busit ye—— ol of hand selected, i al, st

1 students in 2021

A their fu

Previous employer page
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ABOUT THE TEAM WHAT'S ON CONTACT

STUDENTS GET INVOLVED

EMPLOYERS

scHooLs

Parfﬁering
with The Talent
Tap

Lee Elliott Mai

Championing equal access to PP
network.

WORK EXPERIENCE
PROGRAMME

VOLUNTEERING
OPPORTUNITIES

ACCESS TO TALENTED
STUDENTS

With the help of The Talent Tap, your business will be able to:

Outreach to students beyond your business’ postcode and access highly talented students
from across the UK

Provide data to guide your business in advancing social mobility further

Engage in a proven and reliable work experience programme that nurtures emerging talent
with the support of the Talent Tap throughout the programme.

Fulfil CSR and ESG goals: Demonstrating a commitment to support social mobility in the
workplace.

k)
PNLEASHING POTENTIAL:. 7
™ I‘:‘NG THE TALENT TAP -
E IERING LIVES

. TN o

m:: . THE TALENT TAP’S SPORTING
A

DIVIDES = CHALLENGES

LATHAMAWATKINSU rREuD

zZeus

(8] Capital

Frequently Asked Questions

How much does it cost?

What do the ETP costs cover?

What do | have to do?

What does the full programme involve?
How else can | get involved?

What stats will | get to support ESG goals?

© 00 0 0 0 ©

How many students can we take?

New employer page




ABGUT  THETEAM  WHAT'SGN  GONTAGT

LY e

ARE YOU A
TALENTED

STUDEMTS  EMFLOYERS  SCHOOLS  GET INVOLVED

OOL
STUDENT?

of your future and kickstart
your career?

© heprocEss

© THE WORK EXFERIENCE

© APPLY NOW
© CRITERIA FOR APPLICANTS

The Ta

lent Tap process

VIEW THE
"THREE KEY
STAGES'

VIEW YOUR TTT
JOURNEY

-

B

The worl
experience

BANKING. FINANGE & AG
FILM & TALENT
poLT

S /NET FOR PROFIT

0000000000 °F

WATCH OUR
'STUDENTS"
INTRO VIDEO

o

READ OUR
STUDENT
STORIES

FAQ

© wWhat
currently
Talent Tap?

t if | am under 18 ar

© Wha my school
the time of the programme’ e

What if my school is not in
a social mobility coldspot? © 1= there any castto us
involved when joi g the

career choice is programme?

© What if | change my career
sheice during my time with
The Talent Tap?

something you support?

© How much support do we
ger during year when we
are not on the residential
programme?

© 1f 1 decide it is not for me,
do I have re pay anything
back?
© How can | get a mentor?

more about

Please explai

© When does the residential
programme take place?

© Dol need to have sp.
es ar GCSE/ A level ro

join The Talent Tap? © Do Lhave to do the full two

weeks?

[ ) APPLY
ars” Now

Criteria for application to
The Talent Tap programme:

You must -

Previous student page
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Student page

ABOUT  THETEAM  WHAT'SON  CONTACT

STUDENTS SCHOOLS  GET INVOLVED

EMPLOYERS

What is The
Talent Tap and
why do we
exist?

Highlights include:

2-week work inLondon or

i g P!
@ Employability skills training
© Meeting a phenomenal network and making friends for life

BUSINESS, IT & TECH MARKETING, ARCHITECTURE, BANKING,
MANAGEMENT & MEDIA & EVENTS DESIGN & FINANCE &
CONSULTING ENGINEERING ACCOUNTANCY
@)
i
LAW STEM POLITICS/NOT FOR REAL ESTATE
PROFIT

AM | ELIGIBLE?

+ hal stancls in e veay of nity lor young
0
Our number one crit:

ave attended a state school
tihet e

divicual i 1 yIbing we: do, 504 it cril  that makes sur

During the application proces you about the follow

3. The profession 4. Your home

of the main

1. 1f you were 2. If anyone in
entitled to Free
School Meals
during your
education.

postcode
othatwe

your immediate
family has gone to
university before

household earner
held in your
you. family when you

‘were 14,

OR: Have been referred to us via a partner organisation

Our application process

B

o2 o
alS/a

Wait to hear
from us!

Short online
application form

Online interview

3/ APPLY NOW

FAQ

© How much does it cost?

© What does the full programme involve?

© What career sectors do you offer work placements in?
© Can | change my career path whilst on the programme?

© Is there ongoing support or resources for alumni of the
programme?

© When does the residential programme run each year?

New student page

88




