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1.0 Introduction  

 

Report Structure 

This digital marketing plan will follow the SOSTAC framework (Chaffey, 2012) 

 

 

Figure 1 SOSTAC framework adapted from (Chaffey, 2012) 

 

1.1 Company Profile 

Daisybank Boutique B&B is a luxury, family-run boutique bed and breakfast located in Brockenhurst 

in the New Forest. Daisybank has 3 employees and is owned and managed by Ciaran and Cheryl 

Maher.  
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Figure 2 Daisybank B&B Location Map (Google Maps, 2013) 

2.0 Situation Analysis 

In order to outline a digital marketing strategy for Daisybank Boutique B&B it is necessary to collect 

information about the businessôs internal resources and external environment. Although commonly 

referred to in traditional marketing literature as the micro and macro environments (Kotler, et al., 

2001). In a digital context internal factors (micro) are generally known as óthe operating environmentô 

and the external (macro) is known as óthe remote environmentô. (Chaffey, 2012). 

Analysing Daisybank Boutique B&Bôs operating and remote environments will provide key insights 

into their current marketing situation, and will enable relevant objectives to be set based upon existing 

strengths and weaknesses (Figure 2).
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Figure 3 Daisybank Boutique B&B's Internet Marketing Environment
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2.1 Internet Specific SWOT Analysis 
 

A SWOT analysis to summarise the external opportunities and threats that are presented by 

digital platforms is a core activity for situation analysis. (Chaffey, 2012, p. 208) 

 

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

 

Strengths 

- Number 1 Trip Advisor 

- High rankings on 

Google 

- Winner 2012 Trip 

Adviser Certificate of 

Excellence 

- Included in the 

Independentôs top 50 

B&Bôs  2012 

- High occupancy rate 

Weaknesses 

- Scatter Gun approach , 

lack of strategy 

- No analytics 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 

ócreated economyô 

SO ï Attacking strategy  

Exploit strong online presence 

and expand presence through 

social meida online channels. 

Maximise bookings made by 

guests from London 

WO ï Build strengths for 

attacking strategy 

Set a basic strategy and begin to 

use measurement tools such as 

Google analytics and Facebook 

Insights to track engagement. 

 

Threats 

-Time Constraints for online 

marketing activities 

- Competitors catching up  

ST ï Defensive strategy 

Use the number 1 ranking as a 

competitive advantage.  Keep an 

eye on the competition. 

Dedicate time for  online 

marketing activities 

WT ï Builds strength for 

defensive strategy 

Develop simple and measurable 

objectives 
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2.2 Customer Insight 

 

Understanding about why and how individuals and groups engage in consumer activities is important 

to truly understand your customer (Jansson-Boyd, 2010).  Retailers can use customer data to tailor 

offers and incentives to specific market segments (Synqera , 2012) . Table 2 shows how new and 

existing customers interact with Daisybank. 

 

 New Customers Existing Customers 

Online 

Touch 

Points 

Google (B&B New Forest) 

Trip Advisor 

NewForestB&B.co.uk 

Lymington.org 

Our-land.co.uk 

Starstay.co.uk 

Responsibletravel.com 

E-mail Christmas cards 

Social Media ï Facebook, 

Twitter, Instagram 

Trip Advisor 

*No newsletter 

Offline  

Touch 

Points 

Drive-byôs 

Word of mouth 

Phone response to website 

interaction 

Phone response for repeat 

booking 

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

 

A useful way to understand consumers is by creating personas. ñCreating personas is a powerful 

technique for developing customer-centred online strategiesò (Chaffey, 2012). Table 3 displays 

Daisybankôs 4 key personas set within the context of an information-seeking scenario. Couples are the 

dominant market segment at Daisybank Cottage. 110 out of 143 Trip Advisor reviews online are from 

couples. (Trip Advisor, 2013) . An emerging market for Daisybank has been the óInner City Couplesô 

especially from London. (Maher, 2012) 
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Table 3 Personas for Daisybank Boutique B&B 

2.3 Product Insight 

ñNestled in the heart of the beautiful New Forest, Daisybank Cottage Boutique Bed and Breakfast 

offers a truly special experience; a touch of real luxury in a place of outstanding beauty.ò (Daisybank 

Boutique B &B, 2013).  

Daisybank offers guests luxury with extra special touches such as homebaked cupcakes, chocolates, a 

DVD collection with latest releases, and guidebooks, as well as a breakfast menu including the 

English and Irish breakfast among others. TheTrip Adviser reviews frequently comment on the extra 

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

 

Persona Demographic  Motivation  Web Usage 

Inner City Couple 

(James 27  and Tania 

25 ï Fast paced and 

active go ï getters 

from the City)  

18-35 

Dual income no kids 

yet (DINKYS) 

Professionals 

 

 

Looking for a 

weekend retreat 

All for the 

óexperienceô 

Want to de-stress 

and re-energise 

Avid social media users 

óBlog generationô Like to 

document experience 

Very active on Trip 

Advisor 

 

Married ,Romantic 

Getaway (John, 38 

and Jane, 35 ï 

Accomplished and 

mature) 

25+ 

Steady career 

Or even retired and 

enjoying life 

Independent and 

stable 

Romantic retreat to 

the forest 

óRe-connectô 

óQuality timeô 

Frequent web user 

Uses the internet to stay in 

touch with relatives and 

share photos 

May be active on 

social/community sites. 

Active Explorer 

Couples (Rex 33 and 

Cindy 33 ï Health 

and vivacious ) 

20-50 Trying something 

new ï enjoying the 

great outdoors 

Very active ï Searching 

and sharing new 

experiences and  ideas 

Fun time Families  0+    Bringing everyone 

together 

Frequent web users to stay 

connected 

Very likely to share 

experience on social media 

Business Visits  30-65 Luxury while 

working away 

Somewhere to get a 

good nightôs sleep 

and a healthy 

breakfast 

Laptops / Tablets 

Very connected with 

technology 

Not as ósociallyô media 

inclined  
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2.3.1 Daisybank Boutique B&Bôs USP 

 

Figure 4 Daisybank's Unique Selling Points 

Location is the key USP for Daisybank, customers are drawn to the New Forest and this is clearly 

communicated in their online presence via all of their online channels, the website homepage is a 

good example of this (Figure 5).  

 

 

Figure 5 Daisybank landing homepage screenshot 

Location 
ωUnique and beautiful 

location 

ωThe New Forest 

Luxury 

ωBoutique B&B 
offering comfort and 
luxury 

ωPersonal 'special' 
touches 

Green ωCommunity Ethos 

ωConsideration for 
the  environment 

Quirky 
ωDifferent  

ωWarm, friendly 

ωAnimals :) Cat and 
Chickens  

Unique Selling 

Points (USP) 

Communicating 

the key USP 

Location! 
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                                                Figure 6 Snapshot of Daisybank website communicating 'Luxury' USP 

 

 

Figure 7 Snapshot of Daisybank website communicating 'Quirky' USP  
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Figure 8 Snapshot of Daisybank Gallery page communicating highlighting the corresponding USP's 

2.4 Competitor Analysis 

ñCompetitor analysis is an important part of the strategic planning processò (Fong, 2012). Competitor 

analysis will allow Daisybank to gain a level of insight that will evolve their digital marketing 

strategy based on competitor insight. (Smart Insights Ltd, 2013). Currently Daisybank has 3 main 

types of competitors a summary of which can be seen below. 

 Competing on 

Product 

Competing in 

immediate Location 

Appealing to the same 

Target market 

Direct ï B&Bôs in 

Brockenhurst 

X X X 

In-line competitors ï 

B&Bôs in the New 

Forest 

X  X 

Indirect competitors ï 

Hotels, Campsites etc. 

 X X 

Table 4 Daisybank's 3 types of key competitors 

In terms of online presence Daisybankôs main competitors are Cottage Lodge and The Blacksmiths 

House (Table 4). Daisybankôs website and online presence is very strong currently ranked number 1 

on Google searches and Trip Advisor.  
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Name Trip  

Advisor 

Rating 

Website? Logo? Google rank 

B&B 

Brockenhurst 

Social Media Info 

Facebook Twitter Other? 

Daisybank 

Boutique B&B 

1 Yes  Yes ï 

V.good 

1 Yes 

347 likes 

Yes 

806 followers 

864 following 

681 tweets 

4square 

Instagram 

Daisybank Cottage Boutique Bed 

and Breakfast offers a truly special 

experience 

Little Heathers 2 Yes ï Not very 

good 

Yes ï Not 

very good 

Not in top 5 No No No Quality bed and breakfast in the heart 

of the New Forest 

Broad Oak 3 Yes ï  

Very noisy and 

confusing ï 

spelling mistakes 

Yes ï Not 

very good 

Not in top 5 No No No óMagicô we thought as we looked 

around 

Meerut 4 Yes ï Not very 

good, has online 

booking though 

Yes ï Bad 4 No No No Quality Bed and Breakfast in 

Brockenhurst ï The heart of the New 

Forest 

Cottage Lodge 

(MAIN 

COMPETITOR) 

6 Yes ï V. Good 

But social media 

links very low 

down 

No 2 Yes 152 

Likes 

Yes 

1,698 

followers 

902 following 

3,352 tweets 

You Tube 

channel 

The Cottage Lodge is a charming 

beamed 17th century forester's 

cottage, former hotel, now five star 

New Forest Bed and Breakfast. 

Broadlands Gate 7 Yes - OK Yes ïOK Not in top 5 No No No Broadlands Gate, Victorian house, in 

the heart of the new forest 

The 

Blacksmithôs 

House (MAIN 

COMPETITOR) 

8 Yes ï V.Good 

Online Booking 

Yes ï 

Good 

3 Yes 61 likes 

Guestlink 

booking on 

Facebook 

Yes 

59 followers 

156 following 

75 tweets 

Mailchimp 

campaign 

10% off 

Mondays 

A small, hospitable and comfortable 

Bed & Breakfast with a difference 

Seraya 18 Yes - Good No 5 No No No A family run (non-smoking) B & B 

situated in Brockenhurst in the heart 

of the New Forest. 

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

Daisybank Boutique B&B currently utilises a well-rounded mix of online marketing channels 

including Search engine marketing, Online PR, Online partnerships, Social media and E-Mail 

marketing. This is a key strength for Daisybank as óa multi-channel approach allows more opportunity 

to be seen as a brandô (The Marketer, 2012).  

2.5.1 Daisybank Website  

The Daisybank website is a services-orientated relationship-building website as information is 

provided in the website to inform a purchase decision (Chaffey, 2012). Figure 9 shows a screenshot 

highlighting some of the main features of the site.  

 

Figure 9 Daisybank Boutique B&B website homepage screenshot 

Daisybank scored an overall score of 49 on the HubSpot marketing grader  and currently has 25 pages 

indexed by search engines (HubSpot Inc, 2013) in comparison  Daisybankôs closest competitor 

Cottage Lodge who have 113 pages indexed (HubSpot Inc, 2013) shows that more content could be 

added to the Daisybank website. The WebQual measure of website quality model (Loiacono, 2007) 

(Appendix 1) has been used to analyse the key strengths and weaknesses of Daisybankôs current 

website, highlighting areas of opportunity to increase online functionality. 

 

 

 

Logo that 

represents 

óQuirkyô image 

of Daisybank 

Relevant, good quality 

images giving óVisual 

appealô 

Clear menu ï 

making the 

website easy to 

navigate 

Keywords for SEO 

No .ico image 

Social media 

links and Trip 

Advisor links on 

homepage but 

no óCall to 

actionô ï Why 

should visitors 

followé.? 

 

Consistent colour 

theme, contemporary 

and concise layout 

which makes the site 

easy to read. 

 ówww.bedandbreakfast-newforest.co.uk 

Strong domain name for SEO 
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Dimension of 

WebQual Model 

Strengths Weaknesses Opportunities 

 

Information 

Quality  

Very informational , 

information is easy to find and 

follow 

 

Doesnôt include links to 

websites, just recommends 

Telephone number very small 

on homepage 

Link to the websites in the óLocal 

places of interestô section 

 

Tailored 

Communications 

Allows to see relevant dates 

of availability for rooms 

No tailored communications 

for specific segments 

On information pages could have 

an area targeted towards couples 

or other particular segments 

 

Trust  

Social Media links, Trip 

Advisor, The Sunday Times 

and The Independent links on 

homepage reinforce trust 

Not very personal ï as no 

image of Daisybank or owners 

info visibile 

Build on trust by showing a bit 

more óbehind the scenesô on the 

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 page ï why 

are links useful??  Could 

personalise and make relevant 

to Daisybank, suggest why 

people make like these. 

Information and useful links could 

be combined and re-developed to 

include more keywords/ images 

etc 

Intuitive  

Operations 

Website very easy to use  Needs more call to actions  Maintain ease of use and add more 

call to actions 

 

Visual Appeal 

Images high quality and 

enrich the experience ï they 

set the scene of the New 

Forest well. 

Font very small and plain 

No picture of óDaisybankô 

itself on the homepage 

A lot of empty space on 

homepage when you scroll 

down and no .ico image 

31% exit rate on homepage 

(Google Analytics, 2013) 

Build on óQuirkyô image, maybe 

incorporate bigger font size or a 

font that aligns with the Daisybank 

brand  

Imprive exit rate on homepage by 

making more visually appealing 

and engaging 

 

Innovativeness 

One of the best out of main 

competitors ( Has image 

slider ) 

Website design looks 

standardised 

Could plan to re-develop and 

create a more unique Daisybank 

website 

 

Emotional 

Appeal 

Images of New Forest create 

emotional appeal the óplaceô 

Gallery page is great! 

Could have more emotionally 

stimulating and appealing 

images 

Include more pictures on sight that 

provoke an emotional response, 

such as pictures of animals and 

New Forest Scenery. 

 

Consistent Image 

Very consistent colour theme 

throughout 

Doesnôt quite align with 

Daisybankôs óquirkyô brand 

Develop website design to 

emphasize the óUSPô and 

óuniquenessô of Daisybank   

Online 

Completeness 

Website does allow to see 

availability of rooms 

Website does not allow 

transactions online 

Incorporate online booking 

reservations. 

 

Relative 

Advantage 

The website engages the 

customers to the point that 

they will then make phone 

call or send e-mail ï works as 

a good touch point 

Needs to be more integrated 

with social media 

Add social media widgets to 

website to engage with customers 

more and integrate the Daisybank 

website into óthe Daisychainô 

Table 6 Daisybank Website adapted to the WebQual Model of Website Quality  (Loiacono, 2007) 

Daisybankôs website is strong in terms of the competition but could be linked more with social media 

widgets. Also the website doesnôt quite portray the character and quirkiness of Daisybank. Figures 10 

and 11 show industry related óbest practiceô examples from óThe Castle Houseô B&Bôs homepage and 

Chewton Glen with key features highlighted. 
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Figure 10 Snapshot of Castle House B&B homepage indicating some features of the homepage 

 

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

Showing some 

character with 

font 

 

Showing their 

USPôs on 

homepage 

Social Media 

links 

Contact details 

easy to see 

Very clear 

navigation and 

menu 

Homepage 

content directly 

appealing to 

market 

segments 

Engaging and 

informative 

content 

Multi -channel 

approach ï You 

Tube video 

content 

Social media 

links 

Clear layout and 

navigation 

Information rich  




























































