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[bookmark: _Toc7952168]Executive Summary

· This report is a continuation of the last report on Rope and Sling Specialists website and social media analysis.

· There are two digital marketing objectives set for the company, one for the website and one for the social media accounts. In addition to this, there is a strategy given to complete both of the objectives.

· The website objective is to increase their daily website visitors, which is a low number. The strategy for this is to improve the SEO score of the website and improve the content that is available of the website.

· The social media objective is to increase the page views of all their social media profiles. The strategy to this is similar to the website strategy, improve the content available, and focus on the followers and target audiences interests to increase engagement.
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1.1. [bookmark: _Toc7952170]Report Remit


In this report, there will be two SMART objectives made for the two digital channels of Rope and Sling Specialists that were used in the previous assignment. These two channels were their website and their social media. In addition to making objectives for each of these two channels, a strategy will be provided explaining which tasks will be required to complete. There will also be an explanation of why these tasks are set and how they will help complete the objective.
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2.1. [bookmark: _Toc7952172]Website Objectives

In order to create an objective for the website, there must be an understanding of how the website performs currently. Using the website ‘Alexa’, it shows that the website only has three unique visitors per day on average in the last three months. (alexa.com, 2019) This is a very low number and gives an idea of how underused their website is. Having only been able to access this information of the website, the objective will be to increase site visits by 267% in order to raise the daily site visitors from three to eight in two months.

2.2. [bookmark: _Toc7952173]Website Strategy

The first thing to focus on with the website of this company will be too improve the SEO score. To be able to do this the site shall be submitted through a SEO audit programme online, which will tell the user the total SEO score of the website, and also break down which areas need improving. Once this has been discovered, the site shall be updated and audited again to see the new SEO score. A high SEO score makes the website gain a higher position in the natural listening of a Google search. (Chaffey & Ellis-Chadwick, 2016) To be able to increase visitors, the blog on the website will also be updated. The content that will be posted will follow a content strategy and will follow these elements of a content strategy. (Halvorson, 2010)

· Content engagement value 
· Content media
· Content syndication
· Content participation
· Content access platform

Website
The type of content that will published will be on product information, how to use the products, and a guide on buying a product, which can also give cross selling information to the customer. The media of the content will be plain text and it will include content such as video.  These blog posts will be shared throughout their social media accounts to be able to attract as many visits as possible. For the content participation there will be a comments section included at the end of the blog for any comments readers may want to express or questions they have for the company to answer. The blogs will be primarily focussed on the desktop and mobile sites, as the usage of these two are much higher than the usage of the tablets. (StatCounter, 2019) The blog will have 2 blog posts per week. In addition to having online blog posts, there will be a magazine printed on the 25th of each month with the blog posts included and that will be placed in the entrance to the building of Rope and Sling. Rope and Sling are a company that likes to stick to their roots in the way they market their business, but there will need to be a change of mindset to implement a content strategy. (Pullizzi, 2010) 
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3.1. [bookmark: _Toc7952175]Social Media Objectives
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Figure 1 The analytics of Rope and Slings twitter account. (Twitter, 2019)

Rope and Slings social media account have been analysed by the author, and the tasks for the company’s sites are to increase profile visits by 50%, which will raise from 675 to 1012, within two months timeframe. This objective will be for all social media accounts for Rope and Sling, which include LinkedIn, Facebook and YouTube. Due to the higher number of profile visits, it will raise the companies brand awareness. 

3.2. [bookmark: _Toc7952176]Social Media Strategy

The first task for the social media strategy will be to find out what content their current followers enjoy seeing, and what their target market enjoys seeing. This will be possible by conducting a questionnaire and sending it to the target and current audience. Once the results of the questionnaire have been received, there will be a task implementing the content that the followers and target audience want to see. The social media platforms that will be used are Facebook, Twitter, LinkedIn and YouTube. The reason for focussing on these sites are because they are the most popular website for business to business companies. (Anderson, 2017) The content that will be posted will be updates on the company, for example, they have recently started to extend their car parking area for their Pyle depot and this could be an update they can post on their social media. They will also post information on new products that are available, and also post links to their website, such as their blog. To be able to track how many links are being clicked for their blog for example, they will need to introduce an application such as Bitly. Using this application, they are able to track which posts are getting more engagement from their followers and are able to continue posting more engaging content. As for their YouTube channel, they will start to post videos such as information on a product and how to use it, and also longer videos on their expeditions, e.g. the redevelopment of the Antarctica research facility. (Howard, 2019) Posts like this can engage the people in watching or reading their content, which will encourage people to view the companies profile. 
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4. [bookmark: _Toc7952177]Conclusion

In conclusion to this report, the objectives for both the website and social media account have been given and are able SMART objectives, so it’s possible to assess if they have been successful by their life frame. The two of the platforms overlap each other, as when people read, they blog posts or search for products on the company’s website they may be inclined to click on the social media links for more frequent updates, which will boost site visitors for social media, one of the objectives. Also, if people are clicking links from the social media posts of the blog, their social media followers will be pushed through to the website of Rope and Sling, helping complete the websites objectives. Once these objectives have been fulfilled, there will be more objectives for the two platforms to achieve.
Conclusion
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