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Covering: 
• Social media: Organic
• Social media: Paid
• Email marketing
• Digital / Search Campaigns
• Website analytics
• Sales Enquiries
• Next steps 



Social – Facebook
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The Field Studies Council

Top Facebook posts:

661likes gained = 13,230 Page likes in total. Facebook Shopping – 482 views 164 clicks to website



Social – Twitter
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11,963 Twitter 
followers.



Social – Instagram
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@field_studies_council

4,120
followers

Instagram Linktree – 768 clicks to the website (lifetime)



Social – LinkedIn

FSC Marketing Overview July 2021

112 followers 
gained - Up 80% 

on previous 
month

3,360 LinkedIn 
followers.



Social – Facebook: Paid
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Facebook ads ran for 4 ID guide bundles 
and summer/family activity packs.

Spend: £4,288
Value of purchases from ads: £15,462
Return on investment: £3.61 per £1 spent

Audiences targeted included those who 
watch Springwatch, volunteers, parents, 
wildlife enthusiasts, specialist interest 
groups and remarketing to previous 
website visitors.



Social – Facebook: Paid
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Facebook campaign to promote Eco-Skills courses 
and grow the mailing list.

Spend: £510
Number of new subscribers from ads: 200
Course purchases: 7

Audiences targeted included those who are 
interested in Whale watching, Marine Conservation Society, 

Marine conservation, Save Our Marine Life, Marine biology, 
Whale and Dolphin Conservation Society or Marine 
mammal, Natural history or Natural environment, Bushcraft, 
Scout (Scouting), Girl Scouts, Ray Mears' Bushcraft, The Scout 
Association, Brownie (Girl Guides) or The Wildlife Trusts, Field of 
study: Wildlife conservation, British Trust for Ornithology, Royal 
Society for the Protection of Birds, National Trust for Places of 
Historic Interest or Natural Beauty, Countryfile, RSPB Love Nature 
or BBC Springwatch, Walking in the United Kingdom, Ramblers, 
Wildlife garden or Butterfly gardening.



Email

FSC Marketing Overview July 2021

General
• July Newsletter sent on 01.07.2021: Opened 34% | Clicked 7%
• July Newsletter (weekend re-send) sent on 01.07.2021: Opened 33% | Clicked 6%

Natural History
• G Green Day course non returners sent on 09.07.2021: Opened 17% | Clicked 11%
• G Green Day course active enquiries sent on 12.07.2021: Opened 27% | Clicked 14%
• Generation Green Free Publications - getting guides Email 1 publications sent on 15.07.2021: Opened 37% | 4%
• Generation Green Free Publications - getting guides Email 1 publications 26+ sent on 16.07.2021: Opened 38% | Clicked 6%
• Generation Green Free Publications - getting guides Email 2 courses sent on 28.07.2021: Opened 33% | Clicked 6%
• Generation Green Free Publications - getting guides 26+ Email 2 courses sent on 28.07.2021: Opened 33% | Clicked 6%

Schools
• Biology newsletter sent on 13.07.2021: Opened 44% | 9%
• Geography newsletter sent on 13.07.2021: Opened 34% | 7%
• Primary newsletter sent on 13.07.2021: Opened 30% | 3%



Email
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Leisure
• FSC Family courses at Amersham sent on 02.07.2021: Opened 58% | Clicked 13%
• DF stay with us visitors 2020 sent on 12.07.2021: Opened 40% | Clicked 21%
• FM stay with us visitors 2020 sent on 12.07.2021: Opened 41% | Clicked 8%
• PM stay with us visitors 2020 sent on 12.07.2021: Opened 39% | Clicked 17%
• NC, RC and SL stay with us visitors 2020 sent on 12.07.2021: Opened 57% | Clicked 7%
• JH stay with us visitors 2020 sent on 13.07.2021: Opened 11% | Clicked 11%
• BL stay with us visitors 2020 sent on 13.07.2021: Opened 33% | Clicked 0%



Digital / Search Campaigns
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Keywords: This was a good month for rankings, with many lower ranked keywords rising to higher places and the majority of changes being
positive.
"University trips" rose 16 places, now sitting at rank 9.
"Geography school trips" rose 8 places to 22nd position.
"British filming locations" rose 14 places to 30th position.
Ad Campaigns: The Paid account did very well month on month, with significant increases against June, thanks to the recent changes and 
updates to what campaigns were running.
Ecommerce: This has been an excellent month for revenue with transactions up by over 500 from June.
Conversions are mostly coming from organic (google), or from direct website traffic. Facebook referrals have taken the third spot which is 
nice to see.



Website Analytics: field-studies-council.org 

FSC Marketing Overview July 2021

1st – 30th June 2021

User sessions: 96,658
School enquiry form submissions: 100
Courses purchased: 1,713= £63,172* 
Publications purchased: 5,169= 23,396

*Note many payments will be deposits so the actual value of sales is higher.

1st – 31st July 2021

User sessions: 95,168 –1.5%

School enquiry form submissions: 68 –32%

Courses purchased: 2,516 +47% = £82,338* +30%

Publications purchased: 5,480 +6% = £28,133 +20%

Comparing to data from previous month:



Website Analytics: field-studies-council.org 
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Comparing to data from the same month of the previous year:

1st – 31st July 2020

User sessions: 64,131
School enquiry form submissions: 28
Courses purchased: 2,107 = £22,888
Publications purchased: 3,582 = £19,363

1st – 31st July 2021

User sessions: 95,168 +48%

School enquiry form submissions: 68 +143%

Courses purchased: 2,516 +19% = £82,338* +260%

Publications purchased: 5,480 +53 = £28,133 +45%



Sales Enquiries
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Total number of enquiries taken: 642 

When is is for?/where is it from? Value £ <08/03/2021 2021 2022 Total

Not Known 0 53457 82106 135563

Covid-19 displacement 2275 57836 133437 193547

External - groupaccommodation.com 6400 6400

External - Plan My School Trip 0 8992 32776 41768

External - Search Engine 500 23790 13170 37460

External - Word of Mouth 20060 38297 58357

FSC - Centre-Based Marketing Activity 2852 2852

FSC - Course Attendee (Professional/Teacher Training 0 11052 11052

FSC - HO Marketing (Brochures/Leaflets) 0 3150 11574 14724

FSC - Nature Friendly Schools 0 2898 5870 8767

FSC - Social Media 9350 39027 34119 82496

FSC - Website 3705 45420 121774 170899

Generation Green 0 1016 1016

Repeat - Centre Rebooker 8360 81963 681051 771374

Repeat - Lapsed Rebooker 27925 42882 70807

Repeat - Region Rebooker 0 9818 206077 215895

Unknown - via Email 18680 49777 172118 240575

Unknown - via Telephone 3525 25305 85176 114005

Total 46395 470736 1660424 2177555

Who is it for? Estimated Value £

{No Level} 38307

A Level 938487

AS Level 6859

International Baccalaureate 6777

Key Stage 1 3940

Key Stage 2 353592

Key Stage 3 182322

Key Stage 4 418100

Not Applicable 67298

Post Graduate 29690

Pre School EYFS 1120

Scottish Advanced Higher 12777

Undergraduate 118287

Total 2177555



Next steps - August
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Schools
• Continue to plan the Autumn campaign.
• Begin the Geography, Biology and Primary emails ready for September send.

Website
• Marketing team will begin to follow new process of prioritising tasks. Charles 

will then pass to Headscape.
• Put the new schools landing pages live and share with digital agency to update 

ads and optimise pages.
• Brand up the Cinolla portal location pages when ready

Publications
• Promote Summer bundle offers and pack offers

Eco-Skills
• Promotion of September online and place-based courses through organic 

social media and paid Facebook ads also targeting younger audiences
• Promoting the pilot beginner courses Learn to Love and Love to Draw 

weekends in non FSC locations
• Continue to attract new subscribers to the biodiversity mailing list

Impact Report
• Create a four-month social media plan linking to a new webpage

Leisure
• Final push on August family holidays
• Push specific booking.com dates for specific centres

Brand
• Now the rebrand has been approved by the board we will be creating a 

detailed plan of actions and costings which Ian will then take to the F&A at 
the end of September

• Work with Rebecca on the brand guidelines

Recruitment
• Target areas around centres to promote casual, seasonal and tutor 

opportunities with social ads and a targeted door drop

Schools' Autumn Campaign
• Coordinate the schools' autumn campaign to coincide with schools returning 

after the summer


