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[bookmark: _Toc8055902]Introduction
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.” Through this report, digital marketing objectives related to website and social media channels in order to develop a strategy will be described.


[bookmark: _Toc8055903]Digital marketing objectives
Digital marketing works for all businesses, that’s why all brands should consider it whatever they sell because it “involves building out buyer personas to identify the audience’s needs and creating valuable online content” (Alexander, 2018). The goal of digital marketing efforts is firstly to attract people to the website and make them become customers. One of the benefits of digital marketing is to see accurate results in real time and measure the ROI (return on investments) through the website traffic for example. The company must know its audience’s needs in the first step in order to create relevant content between them and the business.
On the one hand, the brand should define some objectives which must be SMART (Specific, Measurable, Attainable, Relevant and Timed). According to Chaffey (2018), the most important objectives for a digital marketing plan to achieve are first to increase lead generation and increase sales revenues, secondly to improve brand awareness and user experience and thirdly to increase website traffic. Regarding to the best practice channels chosen (website and social media), these objectives can be: increase web sales by 20% within 12 months, which is a SMART goal regarding the website channel, and offer 24/7 chat to answer questions by potential buyers within 4 months through social media in order to buy a strong relationship with customers. There are a lot of different models to consider in order to set relevant objectives such as the RACE model which helps to plan and manage activities in a more structured way (Chaffey, 2012):
· Reach: provide information.
· Act: generate leads.
· Convert: get people to register, purchase online, build brand values or change attitudes and order placement.
· Engage: deliver customer service and seek reviews.
There is also the DRIP model which can be used in a marketing campaign for either new or existing products (Fill, 2013):
· Differentiate: by the range of services or products and be clear with how the company is different from the other.
· Reinforce: be strong with the message send to the customers.
· Inform: let people know about the company’s existence, inform the audience about the quality that differentiates the brand from the others.
· Persuade: encourage the audience to make purchases and positive actions.
And also, there is the 5S model (Chaffey, 2012):
· Sell: number of new clients needed
· Serve: how to improve the offering for the customers
· Speak: what information the company can provide to be the most transparent
· Save: save costs and increase the efficiency
· Sizzle: WOW factor
When the digital marketing objectives are defined, the company need to analyse its key performance indicators (KPI) in order to see if these objectives are aligned with the overall business’ goals (NiBusinessInfo, 2019). Some expectations should be considered related to the ROI. These KPI should be measured and monitored in order to have a good strategy, make some improvements and helps in marketing mix decisions and marketing productivity. Through the RACE model, KPI can be measured:
· Reach: awareness, visitor numbers and follower.
· Act: how the audience interacts, bounce rates, pages visited.
· Engage: bookings, reviews, recommendations.
· Convert: achieve conversion goals, downloads.
[bookmark: _Toc8055904]Digital marketing strategy
When the company have defined all its objectives, the strategy can be considered as to how digital marketing will be used to meet the goals planned. A digital marketing strategy is “needed to provide consistent direction for an organisation’s e-marketing activities” (Chaffey, 2019, p201) and it is “the series of actions that help a company achieve its goals through carefully selected online marketing channels” (Hudson, 2019). An effective digital marketing strategy combined with the right tools and technologies allows a business to trace all of its sales back to a customer's first digital touchpoint with its business (Alexander, 2018). Furthermore, a digital marketing strategy defines how a company should prioritise audiences targeted through the website and social media channels but also prioritise products available through these channels. A strategy must be focused on segmentation, targeting and positioning in order to show how to achieve these objectives. 
The social media channel objective is to offer 24/7 chat to answer questions by potential buyers within 4 months through social media in order to buy a strong relationship with customers. The strategy can be: personalised recommendations and services for existing customers in order to improve the customer experience. This strategy is targeting the followers and encourage review. In order to evaluate this strategy development, a SOSTAC (Chaffey and Smith, 2012) planning framework can be used (situation analysis, objectives, strategy, tactics, actions, control). A SWOT can help the company to understand its situation within the micro-environment and the macro-environment.
In order to improve digital performance, the company need to know who are the customers. Marketing often draws on the concepts of segmentation, targeting and positioning (STP). That’s why, the “buyer persona” must be defined which is the ideal customer of a brand. Creating this can help to understand the audience in an effective way and target lead and sales strategies and segment the audience (DigitalMarketingInstitute, 2019). This help to know who are customers, how old are they, what do they do, where do they live, how much can they buy, what are their goals. When all these aspects are known, the company can divide its audience into different groups based on various criteria which means that this segmentation is a key part or a targeted marketing strategy (DigitalMarketingInstitute, 2019). In order to achieve some goals, like to increase web sales by 20% within 12 months, the company need to know how to catch customers and influence them in their buying decisions. Through digital channels, marketers can target customers. Moreover, once the audience is segmented, the company need to develop the best way to catch new customers through marketing campaigns. After that, the company should know how to position itself on the market.  Digital marketing channels must to be personalised and show the engagement with customers. That’s why, offer 24/7 chat to answer questions within social media is a SMART objective that the company should consider.  
For example, the website goal: 
· Segmentation: through KPI, the company can see new visitors vs. returning visitors for example, but also traffic by source and this will allow differentiating the customers.
· Targeting: regarding the childcare, the website can target pregnant women, young parents and people with young children through their interests and searches (SEO) and suggest them some adverts related to the website in order to make them want to go on and make a purchase.
· Positioning: does the audience prefer product A or product B? Which product is the most sell? In order to increase selling and achieve the goal, the company ought to know where it is on the marketplace regarding competitors’ products and customer’s needs.


[bookmark: _Toc8055905]Conclusion and recommendations
In order to improve the business performance among the digital experience, a company must define some objectives which need to be SMART and relevant to models as 5S or DRIP for example. When an objective is clearly defined, a digital strategy can be considered and should help to achieve these goals through segmentation, targeting and positioning ways. Regarding the two digital marketing objectives statements which are achievable, the company in the childcare sector must develop a marketing campaign through the website and social media channels. Brands in the childcare environment should use tools to analyse their performance through digital channels as models explained before. 
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