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[bookmark: _Toc8063979]Executive summary 

Picture Organic Clothing business owners asked to produce a report advising them on the key elements required to implement a digital marketing plan about the channel already reported in the first task. To answer as best as possible their request, this report will talk about digital marketing plan which will recommend two digital marketing objectives focus on different channels.

















[bookmark: _Toc8063980]Introduction 

The first report introduced the Picture Organic Clothing company and the way they are using new technologies and digital channels to sale product, communicate and obviously try to make them know. This report will now talk about the digital marketing plan and channels strategy. The two different channels chosen for the first task were the Picture Organic’s website and the social media channels such as YouTube, Instagram, Facebook or even more Vimeo. Let’s see what are the main objectives of these two channels and how to develop segmentation, targeting and positioning within a digital strategy. 
The first part will introduce the subject by giving a definition of what is a digital marketing strategy and will talk about the objectives of the two channels chosen from the first task. Then, the second part will advise a strategy by giving segmentation, targeting and positioning aspect that the brand can take into consideration. To finish, a conclusion including some recommendations will be done to advise the business owners a best as possible about a good way to implement their digital marketing plan.  

[bookmark: _Toc8063981]Part 1: Two digital channels objectives

Before to start, what is a digital marketing strategy? Digital marketing is internet marketing. It allows to involves online channel, achieve profitable acquisition and customer retention. According to Kingsnorth (2019. p1) “Digital marketing strategy is a plan of action designed to achieve a long-term or overall aim’ and a method or plan chosen to bring about a desired future, such as achievement of a goal or solution to a problem”. 
The benefits of a digital marketing strategy are increased sales, increase online interaction or increase the online users’ services. The organisation can lead a customer survey easily, reduce direct marketing cost and even more brand awareness (Chaffey, 2009. p16). The key points to create a digital marketing strategy are the customer segmentation, the customer targeting and the brand positioning that will be defined in the next part and applicate to the digital channels below.  
The two digital marketing objectives chosen are social media (Facebook, Instagram, Vimeo & YouTube) and the company Website.  
· Social media 
The social media are since a couple of years using by companies as a marketing tool. Their main advantages are the information circulation that is updated quickly, the user accessibility everywhere with every with any support, they can be used to raise awareness or promote a product/service. This last point in very interesting for the companies because it is a way for, them to advertise without a huge cost. The aim is to create content that will be share buy the users through their social network and indeed, improve the brand visibility (Megh, 2019).  
The objectives that can be reached by the Picture Organic Clothing Company is to gain 20 000 more followers on their social media channels within a couple of months. To allow it, the brand should create attractive content such as game competitions to win some Pictures’ products and relay it as much as possible.   
· Website 
A company website allows to do many tasks such as sell products, make a brand know, relay the brand image, demarcate from the competitors or even more communicate online. The main advantages of a company web site are customer loyalty, the design creation of a brand image or just as social media, their accessibility (Rooney, 2019). 
Picture Organic has already a great web page where users can order all their products but the objective that can be reached to attract more customer is to fixe 15% more sales online within a year. to contribute to attaining this objective, Picture Organic should understand the fears, frustrations and customer needs (Cubel, 2017). In order to allow it, the brand can set up a chat system on the site that would allow customers to ask questions directly about products or about the brand general information.  

[bookmark: _Toc8063982]Part 2: Strategy

To reach those objectives fixed on Part1, here are the steps to create an effective digital marketing strategy thank to segmentation, targeting, and a positioning development:  

A) [bookmark: _Toc8063983]Segmentation 

“Segmentation is the process of dividing database into groups based on a single or multiple criteria. […] segmentation allow grouping these people by similar characteristics”. The aim is to create categories by demographic origins, lifestyle, behaviours or even more by value. The advantage is to have more flexibility and target efficiently the most profitable one (Experian, 2012). 
For social media, the most appropriate will be the demographic segmentation between age and gender. It will allow finding persons who are the most interested in the game competition. However, the website segmentation should be per value. Indeed, website customers are interesting for the brand because they allow seeing their purchasing frequencies and the profitability they bring to the business.   

B) [bookmark: _Toc8063984]Targeting 

The target marketing strategy is the “evaluation and selection of appropriate customer segment and the development of appropriate offers”. The aim is to select a group of customers, propose product and services and specify how do they deliver value (Kingsnorth, 2019. p239). The objective to reach the more efficient people possible is to deliver the right message to the right persons and at the right time. 
The group customer that Picture Organic should reach to its social media campaign is the 15-30 years old people. They are a “digitalize generation” thanks especially to their frequent use of new technologies and social networks. That is the reason why they are more efficient to relay competition messages. For the website chat system, the targeting should be between the 25 and 35 years old which are the attractiveness persons for the website sales and the most liable to search product information. For both targets, there is no specific gender targeted. 

C) [bookmark: _Toc8063985]Positioning 

“In an online context, companies can position their products relative to competitor offerings according to four main variables: product quality, service quality, price and fulfilment time” (Chaffey, 2009. p245). In other words, the positioning is the way that the brand wants to be perceived by the customers in relation to the company area and the providing value. “brand positioning is an internal statement that gives guidance to your overall marketing strategy and how you put your brand out there in the public eye” (Schuller, 2018).  
to position it’s as effectively as possible, Picture Organic should take the product performance position to promote their good quality, their recycling aspect, and their local production. Moreover, the brand needs to promote customer relationship which allows easy communication with them and accessibility feeling for the users online. That’s why the website chate system is appropriate and it could be as well, a way to review sales ordering and see who are the more loyal customers.

[bookmark: _Toc8063986]Conclusion & Recommendation

To conclude, the digital marketing strategy has a great impact to orientate the brand communication a make knows the products they sell in a larger range wider. Website and social medias are two useful tools, accessible to everyone and easy to be mange. So, in order to reach the 15% more online sells and 20 000 more social media followers’ objectives, the company must applicate the two-digital campaign in an appropriate segmentation, targeting and positioning strategy.  
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