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Executive summary

This report will provide a digital marketing report about the Litelok company. As marketing consultant, I will try to give advices for the good strategy of the business, establish objectives and explain them how to implement a digital marketing plan focussing on segmentation, targeting and positioning. 
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We are living in the digital era, thus companies must take into account the new use of people and follow trends in implement digital marketing plan through digital channels to communicate thanks to new platforms and be in tune with the population. 

Let’s remember what digital marketing is. Digital marketing is achieving marketing objectives through applying digital technologies (Chaffey, 2012), as online advertising, provide direct-response, a platform for sales transactions, customer service mechanism for good customer relationship. Its benefits are interactivity, intelligence, individualisation, integration, industry restructuring, independence of location and time.

Companies have to analyse the market and understand their customer through marketing models in particular. It’s really important sometimes to make a point on current strategies and method used to visualise their effect on the company’s performance and customer’s satisfaction. Thus, the STP strategy (segmentation, targeting, and positioning) is a strategy to establish because it allows to properly manage digital marketing through interesting methods of analysis. According to the two channels chosen in the previous report, social media and website, we will try to make a digital marketing plan and focus it on objectives. Moreover, it’s important to know, as we said, that a good online presence should always begin with the user, that is to say, understand customers and their practice and habit, understand the marketplace and the functioning of competitors and continually manage the customer experience online. 
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How to establish relevant objectives regarding digital marketing? There are key elements required to implement a digital marketing plan, we talk about SMART objectives. It’s important to establish objectives to have a line to follow and goals to achieve. These objectives have to be relevant, that is to say specific, measurable, achievable, realistic, and timely. It’s important to start with the customers, keep the plan flexible, set realistic goals, keep it simple, and keep plans up-to-date (Chaffey, 2018). Now, we will make two digital marketing objectives focussed on chosen channels:
· Regarding the website: Improve the website’s sales of the brand to 10% until 1st September 2020. 
· Regarding social media: Make one publication per week on social media about different topics link with the brand’s products, the activities, and its sponsor’s from the 1st June until the end of December, to update, create customer loyalty and keep their interest alive. 

These digital marketing objectives should enable the company to make changes and improve itself, and thus acquire new customers and be more aware. The DRIP model which is an alternative of the AIDA model (awareness, interest, desire, action), can be useful for the company in terms of establishing new objectives. It’s about to Differentiate a product or service, Reinforce a brand’s message, Inform or make people aware of a brand, or Persuade audiences to behave in particular ways (Hudson, 2019).

After established objectives, the company have to considerate them and follow them in the implementation of a digital marketing plan and strategy. 
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How make a digital marketing plan through objectives previously established? Why STP is essential to good digital marketing strategies? First, let’s define the concept. “Digital marketing strategy is the series of actions that help to achieve company goals through carefully selected online marketing channels. These channels include paid, earned, and owned media, and can all support a common campaign around a particular line of business” (Hudson, 2019). 
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Develop a strategy focussing on segmentation, targeting and positioning enable the company to achieve goals and objectives. Thus, “the STP model helps marketers to prioritise propositions and then develop and deliver personalised and relevant messages to engage with different audiences” (Hanlon, 2018). 

· Segmentation means identify customer bases and determine important characteristics of each market segment (Perner, 2015).

Regarding Litelok and the bike lock market, which is directly linked with the bike market, the main customers are men between 18-25 and 30-60 years old. Current customers are principally private users but also bike shops. Users purchased bike lock to sports competition ends or entertainment ends like vacations or daily displacement. People are researching secure products but at the same time they want products with low prices. Design and quality materials are also very important for customers. The company should make interviews, surveys and use customer data to have more interesting information, as geographical positioning for example. 

· Targeting means to evaluate potential and commercial attractiveness of each segment and target best customers (Perner, 2015).

To properly target prospects, the company have to considerate the market size, the competitive distinguish, its money in anticipating profits, the accessible of its digital channels for every customer and potentials one, and focus their strategy on different benefits.

· Positioning means develop detailed product positioning for selected segments and develop a marketing mix for each selected segment (Perner, 2015).

The model which enables companies to review and define the key issues that affect marketing are the 7P’s model, including product, price, place, promotion, processes, physical evidence, and people. We talk about marketing mix. In considerate company’s means the organisation can position itself on the market.  

Thus, the company can realise its objectives through new tools or develop methods yet used. Litelok have to be more reactive on social media to stir up curiosity and increase customer awareness, for example.  
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The importance of digital strategy model is to help digital marketers to plan and manage activities. The Race model, a well-developed strategy, can help companies to achieve their goals (Le Page and Newberry, 2019). It enables the company to develop digital marketing plans focused on:
· Plan: define a digital marketing strategy
· Reach: grow the online audience and create awareness of the company
· Act: encourage brand interactions and leads
· Convert: increase sales through optimisation
· Engage: build customer loyalty and advocacy

The 7S model can also be useful to evaluate the organisation’s marketing capabilities to establish its business or specific digital marketing strategy. The 7S are “shared values, strategy, structure, style, staff, skills, and systems”. 

[bookmark: _Toc8034091]Manage strategies 

Then, after establish digital marketing plan and strategy, it’s important to keep them alive and properly manage them. Thus, the 5M’s model can be used (Smart Insights, 2018).
1. Monitoring: review the digital method of social listening.
2. Mapping: find relationships between an individual customer or grouped segments using different social platforms.
3. Management: follow processes for implementing and reviewing strategy. 
4. Middleware: there are some software tools to monitor and gather insight.
5. Measurement: use measure to assess social marketing effectiveness and ROI.

[bookmark: _Toc8034092]Conclusion and recommendations 

“The dynamic dialogue is at the heart of good marketing” (Introduction to digital marketing course, 2019). There are some key concepts to improve the online customer experience. We talk about usability, the way to use products from users to achieve goals in an efficient way, then accessibility, helps search engine optimisation and accommodate site usage, and to finish persuasion, maximizing returns from web investments through measurement and optimisation. 

Litelok should be more focus on digital marketing because, today, it’s the key to the success of good business performance. The organisation could make more meetings and reviews about their digital marketing objectives, see what is work properly and what they have to improve, there are evaluation tools, like google analytics, to understand the audience. The company can also integrate “lifecycle marketing which is a multi-channel communication strategy customised for customers forming segments which delivers the right message at the right time, with the right tone and the right frequency and interval, using the right media/communications channels, to achieve the right balance of value between both parties” (Chaffey, 2018b). Establish privacy and security rules and strategies about customer data to reinforce the trust between the brand and their consumer base is also essential in a business. E-mail marketing could also be a new digital channel to integrate into its digital marketing strategies. 
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