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First, there is marketing in all business. Indeed, “every product we buy, every store we visit, every choice we make in our consumer society has been shaped by the forces of marketing” (CIM, 2015). Moreover, marketing is about connecting with an audience in the right place and at the right time with the right product. Nowadays, there are new marketing techniques developed through internet emergence. That’s why we can talk about digital marketing which “encompasses all marketing efforts that use the internet and businesses leverage digital channels such as search engines, social media, email, and their websites to connect with current and prospective customers” (Alexander, 2018). According to Chaffey (2012), digital marketing is “achieving marketing objectives through applying digital technologies part of overall marketing strategy.” Digital marketing is different from traditional marketing. Through this report, two digital marketing best practice will be described regarding a market-leading organisation specialised in retailer for mums to be and parents of young children, Mothercare and a novice French brand, Cracotte & Pyjama. 
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Firstly, the childcare market in the UK is valued at £5.5 billion in 2018 according to Barrett-Evans (2019) and the increasing fees drive growth in the UK. Childcare is very important nowadays because children are “the future”. There are more and more childcare services developed. 
	Political
	Governments are trying to help people in difficulties with some services and quality of childcare improvement.

	Economical
	Purchasing power is in growth, budget per family increase and consummation are more and more important.

	Social
	More and more people have children nowadays and it is a part of a family structure.

	Technological
	Toys for children are increasingly technological and products for mums to be too.

	Legal
	Norms about children’ food and toys for example.

	Environmental
	Nappies are polluting, for example, that’s why some brands are trying to develop reusable nappies.
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One of the goals in using digital marketing is to maximise ROI (Return On Investment) whether the advertising or monthly budget. However, it is important to know which channel is the best suitable for a business. Regarding Mothercare, traffic by sources according to SimilarWeb is essentially from search (48.45%) while traffic by sources for Cracotte&Pyjama is 43.15% from social media. That’s why the website and social media are chosen to describe two best practice channels. [image: ]
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First, a website is the most important marketing channel because this is where users come when they are interested in a business. That’s why, a website should offer a good first impression to make people want to stay on it and clearly represent the business with all the range of products or services (Gotter, 2018). The website should be easy to navigate and show the whole range of products provided.
On the one hand, when a customer is looking for something related to babies, Cracotte&Pyjama doesn’t appear in the first position with keywords while Mothercare appears in one of the first results. This can be explained by the SEO performance which means “search engine optimisation”. All search engine as Google, Ecosia or Bing have primary search results and when a person search something about mothers to be, for example, the algorithm shows what the search engine considers most relevant to the user (SearchEngineLand, 2019). Mothercare is a well-known company in the UK, that’s why it appears on one of the primary results with keywords related to babies. There is a method called Pay-Per-Click (PPC) which is a method of “driving traffic to your website by paying a publisher every time your ad is clicked” (Alexander, 2018). It’s possible to advertise the website in order to appear in the first position with Google AdWords for example “which allows you to pay for top slots on Google's search engine results pages at a price "per click" of the links you place” (Alexander, 2018). This method can be used also with other channels as paid ads on Facebook or promoted tweets on Twitter.
On the other hand, in order to evaluate the efficiency of the website, there are different key performance indicator to considerate which is “a measurable value that demonstrates how effectively a company is achieving key business objectives” (Klipfolio, 2019). KPIs for an e-commerce website could be:
· Average order value: the goal is to attract new visitors and driving their sales.
· Traffic by source: allow to know where visitors are coming from. According to SimilarWeb, 43.15% visitors are coming from social media for Cracotte&Pyjama against 2.35% for Mothercare and 48.45% from a search for Mothercare against 33.37% for Cracotte&Pyjama.
· New visitors vs. Returning visitors: allow knowing how many new visitors are they every week for example.
· The number of visits: it can be per day, per hour and helps to know how successful the website is. According to SimilarWeb, 63.14K visitors for Cracotte&Pyjama and 604,89K for Mothercare in March 2019.
· Average session duration: allow knowing how long people are staying on the website. According to SimilarWeb, visitors stay at 00:02:10 on Cracotte&Pyjama and 00:06:14 on Mothercare.
· Exit rate: “for all pageviews to the page, Exit Rate is the percentage that was the last in the session” (SupportGoogle, 2019).
· Bounce rate: “for all sessions that start with the page, Bounce Rate is the percentage that was the only one of the sessions” (SupportGoogle, 2019). According to SimilarWeb (2019), the Cracotte&Pyjama bounce rate is 29.76% and 35.41% for Mothercare.
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Secondly, depending on the business goals, the target audience, the budget and the competitor benchmarking, a company need to be engaged with its customers on where they spend the most time. Nowadays, most of the people are online every day which means that digital marketing is a crucial component of strategies (CampaignMonitor, 2019). The ROI is dependent on the audience engagement that’s why there are “must-have” digital marketing channels as social media because it is a big player in the marketing world. Customers are looking for brands they like on social media and this impact buying decision. Moreover, social media offers valuable community-building opportunities (Gotter, 2018). 
· Relationships: social media is the best place to interact with followers and have their feedback about the company’s products for example. It’s very important to focus on relationships because it is related to the corporate image. A brand close to its customers will make other people wants to see what the brand is selling. In the case of Mothercare, the brand is very active on Instagram and post more regularly than Cracotte&Pyjama. If a follower adds a comment, both brands are liking the comment and try to answer to it.
· Activity: post something every day is a key to increase business performance and brand appreciation. 
· Stories: it is a very popular aspect among Instagram and YouTube and “businesses can implement stories into their regular social media strategy as a way to engage with their audience” (CompaignMonitor, 2019). Through these stories, the brand can know how many people are actively following them and it’s one of the best ways to be connected with followers.  It is possible to add highlights stories showing behind-the-scenes, event videos, FAQ and current sales. Mothercare is posting stories every day about the brand to promote brand awareness. 
· Transparency: it is a very important thing because customers must know behind-the-scenes content. The brand ought to answer to negative comments with grace (Gotter, 2018). Followers should trust the brand vision and mission statement. 
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To conclude, companies need to know which practices are the best in their market in order to make great decisions and to increase their business. In terms of digital marketing, they should evaluate their performance within KPI and adapt their strategies among these results. In order to develop their strategies, build SMART objectives, compare a business to another, companies can use some models like the 7Ps (McCarthy, 1964), 7S (McKinsey, 1980), AIDA (Elmo Lewis, 1898) for example. Mothercare is the leader in the childcare’s UK market but their digital marketing methods are not enough developed.
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Regarding the leader performance, Mothercare in the childcare sector, small brands ought to use social media to develop their visibility and use some SEO algorithm if their budget permits it. Using social media is one of the best ways to make a brand know and it is an opportunity to organise some competition through stories for example. Feedback and strong relationships with customers are very important to increase the business. Moreover, Cracotte&Pyjama is a young company and should develop its range of product in order to target more people and should extend the deliveries in more countries.
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