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1.0 Introduction

Report Structure

This digital marketing plan will follow the SOSTAC framewd&haffey, 2012)

Situation

Analysis \

Objectives

o’

Figure 1 SOSTAC framework adapted from (Chaffey, 2012)

1.1 Company Profile

Daisybank Boutique B&B is a luxury, famityin boutiquebed and breakfast locatedBnockenhurst
in theNew Forest. Diaybank has 3 employees and is ownedraadaged by Ciaraand Cheryl
Maher.
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Directions Search nearby Save to map more~
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Book Online and Save Up to 80% Now.
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Figure 2 Daisybank B&B Location Map (Google Maps 2013

2.0 Situation Analysis

In order tooutlinea digitalmarketing strategy for Daisgink BoutiqueB&B it is necessaryo collect
i nformation about the busi ness0s. Althaugheommanly r esou
referred toin traditional marketing literaturas the micro and macro environme(ktler, et al.,

2001) In a digital contexinternal factors (micro) argeneralyk nown as &6t he operatin

and the external (macro) i (€hafep,8042) as Ot he r emot e

AnalysingDaisyankBoutique B&B3 operatingand remotenvironments will providé&ey insights

into theircurrentmarketingsituation and will enable relevant objectives to be set based upstingx
strengths and weaknesses (Figure 2).
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Remote Environment (Macro Environment) _
International
Global Financial Crisis
International pressures on internet censorship
Operating Environment (Micro Environment)
Other
Technolo .
gy Local Businesses Soci
Mobile communications &Suppliers oclety
and tablets very popular Recomendations
Connected economy e B . { Intermediaries ) Trust , honesty and
: N2 trinadyiso - ey
by the internet ”péc‘hr . ‘ S tripadvisor .E reliabilityfavoured
8 l'ﬂ..‘ amoung consumers
o B —— Google
Entering into dl ]t()[ﬂl BOUTIQUE BED AND BREAKFAST
M s C 8 New Forest Directories ECG and GTeeﬂ
era Mass Comms not ourism Directories C .
as successful Competitors :Onhnle h]jg;: a:;l{ih:‘[eaa Sites initiatives becoming
Need to be targeted B&B’s in the New Forest |\ y more popular
Hotels
Economic Factors Cultural Factors
Recession - less disposable income Ageing population
Longer working hours - perhaps more need for a quick break! Domestic Tourism is in strong shape (ABTA, 2012)
" .
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Figure 3 Daisybank Boutique B&B's Internet Marketing Environment



2.1 Internet Specific SWOT Analysis

A SWOT analysis to summarise the external opportunities and threats that are presented by
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digital platforms is a core activity for situation analy¢Shaffey, 2012, p. 208)

Strengths

- Number 1 Trip Advisor

- High rankings on
Google

- Winner 2012 Trip
Adviser Certificate of
Excellence

- Included in the
I ndependen
B&Bo6s 201

- High occupancy rate

t

Weaknesses

- Scatter Gun approach ,
lack of strategy

- No analtics or
measurement being
utilised.

- Not engaging with
customer prior to visit

Opportunities

-New Markets emerging,
London and Kent

-Growing popularity of mobile
technology and social media
6created econo

SO’ Attacking strategy

Exploit strong online presence
and expand present&ough
social meidanline channels.

Maximise bookings made by
guests from Londo

WO i1 Build strengths for
attacking strategy

Set a basic strategy and begin
use measurement tools such a
Googleanalytics and Facebook
Insightsto track engagement.

Threats

-Time Constraint$or online
markethg activities
- Competitors catching up

ST Defensivestrategy

Use the number 1 ranking as g
competitiveadvantage Keep an
eye on the competition.

Dedicate time foronline
marketing activities

WT 1 Builds strength for
defensive strategy

Develop simple and measurab
objectives

Table 1 Internet-specific SWOT analysis for Daisy Bank Boutique B&B
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2.2 Customer Insight

Understanding about why and how individuals and gsaenmyage in consumer activities is intpat
to truly understand your customglanssofBoyd, 2010) Retdlers can use customer data to tailor
offers and incentives to specific market segméBimnqgera , 2012) Table 2 shows how new and

existing customers interact with Daisybank.

New Customers Existing Customers

Online | Google (B&B New Forest) E-mail Christmas cards

Touch | Trip Advisor Social Meda i Facebook,

Points | NewForestB&B.co.uk Twitter, Instagram
Lymington.org Trip Advisor
Our-land.co.uk *No newsletter

Starstay.co.uk
Responsibletravel.com

Offline | Drive-b y 6 s Phoneresponse for repeat
Touch | Word of mouth booking
Points | Phone response to websit

interaction

Table 2 Matrix of customer touch points for new and existing customers of Daisybanladapted from (Chaffey, 2012)

A usefulway to understand consumers is trgatingpersonas A Cr eating personas
technique for developing custormere nt r e d o n | {Chaffey, 2012)ddble @ idispags

Dai sybankds 4 key per sonas ssedkingwaedrittConples diedhec o nt e X
dominant market segment at Daisybank Cottage. 110 out of 143 Trip Advisor reviews online are from
couples(Trip Advisor, 2013). An emer ging mar ket for Daisybank
especially from London(Maher, 2012)
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Persona

Demographic

Motivation

Web Usage

Inner City Coupé
(James 27 and Tan
251 Fast paced and
active gai getters
from the City)

18-35

Dual income no kids
yet (DINKYS)
Professionals

Looking for a
weekend retreat
All for the
6experien
Want to destress
and reenergise

Avid social media users
6Bl ogrgehond
document experience
Very active on Trip
Advisor

Married ,Romantic
Getaway (John, 38
and Jane, 3b
Accomplished and
mature)

25+

Steady career

Or even retired and
enjoying life
Independent and
stable

Romantic retreat to
the forest

6 R®mmMmect 6
6Quality

Frequent web user
Uses the internet to stay in
touch with relatives and
share photos

May be active on
social/community sites.

Active Explorer 20-50 Trying something Very activei Searching
Couples (Rex 33 an newi enjoyingthe and sharing new
Cindy 331 Health great outdoors experiences and ideas
and vivacious )
Fun time Families | 0+ Bringing everyone | Frequent web users to sta
together connected
Very likely to share
experience on social medi
Business Visits 30-65 Luxury while Laptops / Tablets
working away Very connected with
Somewhere to get a| technology
good nigh|Not as &ésoci
and a healthy inclined
breakfast

Table 3 Personas for Daisybank Boutique B&B

2.3 Product Insight

fi N e s in the lgeart of the beautiful New Forest, 8diank Cottage Boutique Bed aBdeakfast

of fers a tr
Boutique B &B, 2013)

uly special

experience;

a

t ouch

of

Daisybank offers guests luxury with exspecial touches such as homebaked cupcakes, chocalates,

DVD collection with latest releaseand guidebooksas well as a breakfast menu including the
English and Irish breakfast among othefbeTrip Adviser reviews frequently comment on the extra

spedal touches and the warm hospitality of owners Cheryl and Kieran.

[
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2. 3.1 Daisybank Boutique B&Bds USP

wJnique and beautiful
location
wlhe New Forest

uBoutique B&B
offering comfort and
m luxury
/ oPersonal 'special’
) touches
@[ <

\ wCommunity Ethos

. . uni
Un_lque Se”mg wConsideration for
Points (USP) the environment

aDifferent
arm, friendly

wAnimals :) Cat and
Chickens

Figure 4 Daisybank's Unique Selling Points

Location is the key USP for Daisybank, customers are drawn to the New Forebisaisdctearly
communicated in their online presence via all of their online chanteswebsite homepage as
good example of this (Figues.

Communicating
the key USP

/ Location!

£

e
v

Daisybank Cottage Boutique Bed and Breakfast

Welcome to Daisybank Cottage, aluxury Boutique Bed and Breakfast in Brockenhurst,
the New Forest.

Telephone 00 44 (0) 1590 622086
R Nestled in the heart of the beautiful New Forest, Daisybank Cottage
Boutique Bed and Breakfast offers a truly special experience; a touch
Follow us g of real luxury in a place of outstanding beauty. Unlike the normal bed
on Facebook f and breakfast experience, Daisybank Cottage strives to provide both
and Twitter... quality and luxury in our cottage hideaway. We want to share our
W beautiful country home with you. Imagine drifting off into a blissful
n sleep and being woken in the morning by the smell of a true freshly
: cooked and locally sourced New Forest breakfast to start your day,
before stepping out into the fresh country air, ready to discover all the

tripadvi sor y magic the forest has to offer.

ws of Dais,

Figure 5 Daisybank landing homepage screenshot
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Daisybank Cottage The Rooms

e rooms Please select the links below for more det:
rooms/suite:
We have designed our five beautiful bedrooms with two
main concepts in mind: comfort and uury. We're
confident that we’ve managed to achieve this whie also
adding a personal touch. Each room has it’s own distinct
individual character and charm. All our rooms are situated
Follow us on the ground floor. They are all en-suite, have super-king
on Facebook and king-sized beds and include:
and Twitter...
Free Wi-Fi

E=a R e

Figure 6 Snapshot of Daisybank website communicating 'Luxury' USP

Daisybank Cottage The Rooms

ouchors
Contdonis v - The rooms Please select the links below for more details of our

Contact rooms/suites:

We have designed our five beautiful bedrooms with two

main concepts in mind: comfort and luxury. 3

confident that we’ve managed to achi

adding a personal touch. Each room has it’s own distinct

individual character and charm. All our rooms are situated

Follow us on the ground floor. They are all en-suite, have super-king

on Facebook and king-sized beds and include

and Twitter...

Telephone 00 44 (0) 1590 622086
Or click >

Free Wi-Fi

n Freeview Flat-Screen TV

Figure 7 Snapshot of Daisybank websiteommunicating 'Quirky' USP
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Daisybank Cottage

Please click on any of the thumbnails befow to see the images in more detail. Bym»mgyourmouseleftand right over the enlarged
image you can also click on the arrow that appears to scroll through all the enlarged images.

* Unique and beautiful
location
*The New Forest

/ 0
\@
= Different
o Warm, friendly
= Animals :) Cat and
Chickens

*Boutique B&B
offering comfort and
luxury

« Community Ethos
* Consideration for
the environment

Unique Selling
Points (USP)

Figure 8 Snapshot of Gaisybank Gallery page communicatinghighlighting the correspondingUSP's

2.4 Competitor Analysis

ACompetitori mpattyants partaanof t h(EBong 20t2pCompgtitoc pl anr
analysis will allow Daisybadn to gain a level of insight that will evolve their digital marketing
strategy based on competitor insigi@mart Insights Ltd, 2013)Currently Daisybank has 3 main
types of competitors a summary of which carskerbelow.
Competing on Competing in Appealing to the same
Product immediate Location | Target market
Directi B&B & s i X X X
Brockenhurst
In-line competitorsi X X
B&Bds in t
Forest
Indirect competitors i X X
Hotels, Campsites etc.
Table 4 Daisybank's 3 types of key competitors
In terms of online presence Daisybankés main c¢omj

House(Table4.Dai sybankés website and online presence i

on Google sear@s and Trip Advisor
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Name Trip Website? Logo? Google rank | Social Media Info
Advisor B&B
Rating Brockenhurst | Facebook | Twitter Other?
Daisybank 1 Yes Yesi 1 Yes Yes 4square Daisybank Cottage Boutique Bed
Boutique B&B V.good 347 likes 806 followers | Instagram | and Breakfast offers a truly special
864 following experience
681 tweets
Little Heathers | 2 Yesi Not very Yesi Not | Notintop 5 No No No Quality bed and breakfast in the he
good very good of the New Forest
Broad Oak 3 Yesi Yesi Not | Notintop 5 No No No O6Magicbd we thoug
Very noisy an very good around
confusingi
spelling mistakes
Meerut 4 Yesi Not very Yesi Bad | 4 No No No Quality Bed and Breakfast in
good, has online Brockenhurst The heart of the New
booking though Forest
Cottage Lodge | 6 Yesi V. Good No 2 Yes 152 Yes You Tube | TheCottage Lodgés a charming
(MAIN But social media Likes 1,698 channel beamed 17th century forester's
COMPETITOR) links very low followers cottage, former ditel, now five star
down 902 following New Forest Bed and Breakfast.
3,352 tweets
Broadlands Gatq 7 Yes- OK YesiOK | Notintop 5 No No No Broadlands GateVictorian house, in
the heart of the new forest
The 8 Yesi V.Good Yesi 3 Yes 61 likes| Yes Mailchimp | A small, hospitable and comfortable
Bl ac ks mi Online Booking Good Guestlink | 59 followers | campaign | Bed & Breakfast with a difference
House(MAIN booking on | 156 following | 10% off
COMPETITOR) Facebook | 75 tweets Mondays
Seraya 18 Yes- Good No 5 No No No A family run (nonsmoking) B& B
situated in Brockenhurst in the hea
of the New Forest.

Table 5 Competitor Analysis for Daisybank- Direct competitors B&B's in Brockenhurst



Page|l5

2.5 Current Channels

Daisylank Boutique B&B currentlyutilises a well-rounded mix of online marketing channels
including Search engine marketing, Online PR, Onlirgrtperships,Social mediaand EMail
marketingThi s i s a key st r multighahnel BpproaciDaloiwsnyote appdrtundys 06 a
to be seen as a braidhe Marketer, 2012)

2.5.1 Daisybank Website

The Daisylank websiteis a servicerientated relationshipuilding website as nformation is
provided in the website to inform a purchase decigitimaffey, 2012)Figure 9 shows a screenshot

highlighting some of the main features of the site.
6www. beda n éehdwforest.kofula s

Strong domain name for SEO

No .ico imag
;DEMWME__W Breakfast, Brockenhurst Mulafudnl
Edt View Hitory Bookmarks Took Help
Darsybank Cottage Boutique Bed and |+
Logo that € @ s bedmibati reorsiconk
represents

Relevant, good quality
i mages gi vi
appeal 6

O0Quirky?o
of Daisybank

Clear menui
making the Consistent colour
website easy to theme, contemporary
navigate and cancise layout
ottage Boutique Bed and Breakfast which makes the site
SOCIal medla age, & luxury Boutique Bed and Breakfe Brockenhurst, easy to read.
links and Trip
Advisor links on ¥ K ds for SEO
‘ eywords for
homepggebut i y
no o0Cal l =
A @®tripadvisor
act ii Whyod
should visitors
foll oweé.

Figure 9 Daisybank Boutique B&B website homepagscreenshot

Daisybank scored an overall score of 49 on the HubSpot marketingy gnadicurrently has 25 pages

indexed by search enginé€blubSpot Inc, 2013)n comparison Dai sybankdéds cl osest
Cottage Lodge who have 113 pages indefttuabSpot Inc, 2013%hows that more content could be

addedto the Daisybank websitdhe WebQualmeasure of website qualityadel (Loiacono, 2007)
(Appendix 1) has beenused o anal yse the key strengths and w

website highlighting areas of opportunity to increase online functionality.
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Dimension of Strengths Weaknesses Opportunities
WebQual Model
Very informational, Doesnodt inclu|Link to the web
Information information is easy to find an| websites, jusrecommends pl aces of inter
Quality follow Telephone number very smal
on homepage
Allows to see relevant dates | No tailored communications | On informdion pages could have
Tailored of availability for rooms for specific segments an area targeted towards couples

Communications

or other particular segments

Trust

Social Media links, Trip
Advisor, The Sunday Times
and The Independent links ol
homepage reinforce trust

Not very personal as no
image of Daisybank or owner
info visibile

Build on trust by showing a bit
more 6behind th
website

Response Time

Fast

Images in gallery sometimes
slow loading

Keep website up to date

Ease of
Understanding

Very easy to navigate
Clear Navigation and Menu

On useful links pgei why

are links useful?? Could
personalise and make relevar
to Daisybank, suggest why
people make like these.

Information and useful links coulg
be combined and réeveloped to
include more keywords/ images
etc

Intuitive Website very eastp use Needs more call to actions Maintain ease of usend add more
Operations call to actions
Imageshigh quality and Font very smaland plain Build on 06Quirk
Visual Appeal enrich the experiendethey No pictur e of | incorporate bigger fordizeora
set the scene of the New itself onthe homepage font that aligrs with the Daisybank
Forest well. A lot of empty space on brand
homepage when you scroll Imprive exit rate on homepage by
downand no .ico image making more visually appealing
31% exit rate on homepage | and engaging
(Google Analytics, 2013)
One of the best out of main | Website design looks Could plan to redevelop and
Innovativeness | competitors ( Has image standardised create a more uniqugaisybank
slider ) website
Images of New Forest create| Could have moremotionally | Include more pictures on sight th
Emotional emoti onal ap p| stimulating and appealing provoke an emotional response,
Appeal Gallery page is great! images such as pitures of animals and

New Forest Scenery.

Consistent Image

Very consistentolourtheme
throughout

Doesndt q t
k

ui te
Dai sybankdés 6

Develop website design to
emphasize the

o)
6uni guenessb6 of

Online
Completeness

Webste does allow to see
availability of rooms

Website does not allow
transactions online

Incorporate online booking
reservations.

The website engages the

Needs to be more integrated

Add social media widgets to

Relative customers to the point that | with social media website to engage with customer
Advantage they will then make phone more and integrate the Daisyban
call or send enail i works & website into o6t
a good touch point
Table 6 Daisybank Website adapted to th&VebQual Model of Website Quality (Loiacono, 2007)
Dai sybankds website is strong in terms of the cc
wi dgets. Al so the website does ndDaisghank.tFigussflDor t r ay

and 11showindustry relatedd b e st pr a c fromd d & e e Ca m Bk & Ddhepagaadd

Chewton Glerwith key features highlighted.
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Logn
tel: 01748 823954

/ HOME  ABOUT - ROOMS - RATES ~ REVIEWS  NEWS  CONTACTUS
: . ~ Showing some

TTHE CASTILE HOUSE

Social Media character with
links font
Contact details
easy to see
Lumuny Boutique Bed & Breakfast . .
7 S conmi. anil 7 Showing their
Very clear e e o ks gy et s B e ot Yo, USP&ds on

navigation and

J
menu ?ﬁﬂ
o
y— .
Accommedation

/homepage

Delicious Home Fuee Wineless Tntexnet
Cccess

Figure 10 Snapshot of Castle House B&B hompage indicathg some features of the homepage

Engaging and i — " Clear layout and
informative 'S navigation
content lj ,.'

i
Information rich - A— P el =l _

Phase > z Multi -channel
approachi You
m : Tube video

Homepage / | o) content

content directly
appealing to
market
segments

Social media
e & links

[}

Figure 11 Best Practice example of stimulating and engaging industry related website


























































































