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Abstract

This thesis project was conducted with the primary purpose of producing an effective
digital marketing plan for the case company named Thien Thuong Trading — Manu-
facturing Co., Ltd which is specializing in producing and exporting handicrafts prod-
ucts globally. Particularly, the project was aimed to optimize the company’s online
image through their digital marketing platforms including their business website and
Facebook and increase traffic to their online sites to find more potential customers in
some certain markets. The company has been adopting digitalization in their market-
ing activities by building a business website and their Facebook where they can pre-
sent their business image online and advertise their product offering, however, the
main objective of this study was to examine their online platforms’ performance to
create a digital marketing plan which included some improvements and recommen-
dations towards their website and Facebook.

The first step of this thesis implementation was literature review about digitalization
in marketing that the author needed to familiarize before coming to the digital mar-
keting plan for the case company. The author reviewed relevant knowledge of digital
marketing and digital marketing tools and how to apply these tools to the case com-
pany’s online marketing activities. Data collection stage was the key factor of this
thesis project, qualitative interviews were conducted with some of the company’s
clients to gather information about their opinions and experience when visiting the
company’s online sites. Moreover, data on the company’s current digital marketing
performance was collected by a tool of Google Analytics which provided statistics
about the performance of their website.

The findings from data collection showed that the organization’s regular customers
had very good impression and were satisfied with the company’s digital platforms.
However, there were still recommendations from both their clients and author to
modify and improve the website display and suggested contents built for their website
and Facebook. Besides, in order to increase their traffic to their website and Face-
book, there were also certain marketing activities suggested by the author regarding
adjusting the current digital marketing campaigns and creating new ones at the same
time using different tools of digital marketing.

Key words digital marketing, digital marketing tools, search engine marketing, search engine opti-
mization, Google Adwords
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APPENDICES

1 INTRODUCTION

The main purpose of this thesis is to develop and practise a certain aspect in providing
a practical digital marketing plan for a company which has offered the author a prac-
tical training opportunity in real working environment. Getting this thesis done is a
must for my graduation and it also reflects the process of study during my school years.
Moreover, this thesis’s topic is relative to my family business since we are also oper-
ating in the same field — Manufacturing and exporting handicrafts. The result of this
thesis is not only beneficial to me, but also to the company as it would create a possible
practical plan for the company’s digital marketing strategies, simultaneously, would

enable me to apply the knowledge in the real working aspects.

This thesis’s structure will include six main chapters. In chapter 2, the project tasks
and conceptual framework will be described, chapter 3 will focus on digital marketing
definition and its role in B2B businesses. Next, applicable tools of digital marketing
will be discussed in chapter 4 and chapter 5 will present the implementation of the
project including data collection methods and data analysis. Information about the case
company will be introduced in chapter 6. Lastly, a possible marketing digital plan for
the case company will be produced in the chapter 7 before going to the conclusions of

the thesis.

2 PROJECT TASKS AND CONCEPTUAL FRAMEWORK

2.1 Purpose and objectives of the project

The most important objective of this thesis is creating an effective digital marketing
plan for the company in order to increase the number of customers in some certain

markets by using the company’s digital platforms and social media channels. In other



words, nowadays, people tend to seek information and do their purchases through in-
ternet. This, in turn, has increased the possibilities of digital platforms and social media
that transfer the way of business. Taking these advantages of digitalization into con-
sideration, an effective digital marketing strategy should be done to approach the num-

ber of potential customers.

The digital marketing plan will be done by applying the digital tools to the company’s
digital platforms and social media channels including its website and Facebook. Spe-
cifically, the digital tools used are SEO which stands for Search Engine Optimization,
SEM — Search Engine Marketing and Google Adwords which are all online marketing
tactics, help boosting and promoting the company’s website by increasing the visibility
and getting the site to appear on the high positions of the search results. Furthermore,
in order to create a digital marketing plan objectively and efficiently, an analysing tool
provided by Google — Google Analytic can be utilized to indicate the behaviour and
demographic information of the visitors. And, an advertising campaign as well as mod-
ification would be produced for the company’s Facebook to promote and increase the

interaction on its Facebook fan page.

2.2 Limitations and boundaries

Due to the scope of the thesis, it mainly focuses on creating and developing the
effective digital marketing plan for the case company. However, this thesis will not
enter the stage of implementation as it is conducted to reach the goals and get better
understanding of the need of the project. Furthermore, the specialized knowledge of
digitalization will not be covered in this thesis since all the knowledge mentioned in
the thesis is reviewed from perspectives of business and marketing. In addition, the
cost of digital marketing implementation and other marketing financial issues will not

be handled in the thesis.



2.3 Conceptual framework Digital Marketing
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Figure 1. Conceptual framework of digital marketing plan (Ngoc Tran 2021)

This graphic demonstrates all the areas that will be covered in this thesis and how they
are linked together. The main topic of the thesis is to create an actual and possible
digital marketing plan for the case company, the plan would be done based on the
digital marketing applicable tools including company’s website, company’s social
media platforms, SEO (Searching Engine Optimization), SEM (Search Engine
Marketing), and Google Adwords. Besides, a planning framework — SOSTAC will
also be applied together with the current situation of the company’s digital marketing

to create an actual digital marketing plan.



3 DIGITAL MARKETING

3.1 Definition of digital marketing

Digital media and technology are no longer new and the development of those has
generally transformed the way of business in which communication process between
businesses and customers is boosted throughout the customer lifecycle. As there is a
huge number of people all around the world nowadays searching for products, services,
entertainment, through internet, understanding the important role of digitalization to
the future marketing in general would enable the businesses to understand and manage
customer behavior as well as their interactions towards businesses’ products or ser-
vices. So, digital marketing is now increasingly becoming popular in the modern mar-

keting era.

Digital marketing or online marketing is simply defined as a set of prioritized market-
ing activities in “achieving marketing objectives through applying digital media, data
and technology” (Chaffey & Ellis — Chadwick 2019, 9). In other words, digital mar-
keting is the application of digital communication channels, such as internet, mobile
phone, digital platforms (websites, social media) to promote products and services rel-

evantly through digital technology.

In practice, digital marketing focuses on managing to increase business’s presence to
a certain targeted group of audience through different forms of the company’s digital
communications media including company’s website, mobile apps, social media, com-
pany pages. And, digital marketing is supported with online techniques such as search
engine optimization, search engine marketing, online advertising, social media mar-
keting and through these techniques, businesses can deliver the content to create inter-
active experiences between their online communications with the customers and in-
sights collected to obtain their marketing goals. In all, these techniques are used to

assist the business in acquiring their marketing objectives in terms of getting potential



customers and enhancing customer relationship with the existing customers. (Chaffey

& Ellis — Chadwick 2019, 9 — 10)

3.2 Digital marketing roles in B2B business

Business to business (B2B) marketing is different, as its sales is generated in a long
period of months, years, not every minute like B2C (business to customer). In a tradi-
tional way, B2B marketers segment their lists, send emails or write letters for sales, or
take part in events and set up some sales campaigns, however this strategy seems to be
out of date, it is time for embracing the new marketing landscape. Online marketing
or digital marketing has been becoming an integral part of the business and many busi-
nesses have begun to shift their business model to online ones. Nowadays, from con-
sumers, office staffs, household wives, wholesalers to CEO use the internet to socialize
or to look for products, services, entertainments, new business partnership, and digital
marketing will enable your business’s offers to be in front of your targeted audience.
More importantly, you can even get it in front of them actively while they are searching
for products or services or they need customer support. (Ginty, Vaccarello & Leake

2012, 2)

Online marketing is not only the most effective marketing channel in B2B sales funnel
since it applies to every stage of customer’s lifecycle from initially establishing the
brand to gaining customer’s loyalty. It is also an efficient approach to improve and
expand the effectiveness of traditional marketing tactics, such as event attending, pub-
lic relations. Online marketing and traditional marketing strategies together would uti-
lize business’s marketing resources as well as time spends effectively and measure the
returns on their spends. According to a report of Research and Markets International
on a study about online marketing, though online marketing is still not taking a large
share of most B2B businesses’ marketing budget, it is popularly becoming a key force
to driving customer’s awareness of business’s brand, leading sales and increasing cus-

tomer lifecycle. (Ginty, Vaccarello & Leake 2012, 2)



3.3 Trends and advantages of digital marketing

Digital marketing is increasingly popular in the modern marketing era as it brings a lot
of benefits as well as advantages to many aspects of business. One of the main ad-
vantages of digital marketing is that it can enable the presence of business to be in
front of the certain targeted audience without geographical difficulties through the
digital activities. Furthermore, online marketing is also known as a cost-effective and
measurable marketing strategy, a business with a proper planned and well-targeted
digital marketing campaign will get to the right customers with a small investment and
efficient marketing resources allocation among the company’s marketing budget. The
company’s online marketing result can also be trackable and measurable with analytics
and online metric tools which make the company to know how efficient the campaign
is and then, establish the information and database about how consumers or users re-
spond to the campaign in order to have some adjustment and control the marketing

resources. (Website of Invest Northern Ireland 2009)

Moreover, when customer database is linked to the business’s sites by the advanced
digital marketing activities, company can access and refine visitors’ profile so as to
build a proper greet and personalized offer to market them according to their interests
and needs. Hence, the rate of successful campaign or advertising would be increased.
Besides, online marketing with digital platforms such as websites and social media
pages and managing them carefully will be an easy gateway to create business reputa-
tion and expand business’s brand and gain customer’s loyalty. (Website of Invest

Northern Ireland 2009)

Digital marketing has continuously adapted to meet the needs and wants of either cus-
tomer or business. Changes among connectivity methods and advanced technology
infrastructures are happening rapidly, the whole picture of digital marketing is also
experiencing a remarkable development and certain challenges as the technological
innovations develop. This has enabled the marketers to look at the innovations around
the digital marketing channels and future trends of digital marketing to keep up with.
One of the trends that is influencing the digital marketing is Artificial Intelligence,
with its automation it will provide accuracy of which audience the online advertising

will target. Personalization or content marketing is also a trend which would define



what content is most relevant and suitable offering to customers to make them feel
personal and authentic. This will increase customer’s engagement and boost the rela-
tionship between customer and business. With the appearance of Voice Search tools
which allow people to do their searching by speaking instead of typing, marketers with
their digital marketing tools should be aware of it when building their business’s online

sites with the voice search optimization function. (Website of Get Smarter 2019)

4 APPLICABLE TOOLS OF DIGITAL MARKETING

4.1 SOSTAC Planning Framework

SOSTAC is now one of the popular marketing models used to structure the marketing
campaigns. In a face of marketing boom, there are quite a lot of businesses who want
to have a presence in all channels, this framework could be a practical guide towards
establishing approaches to digital marketing planning. SOSTAC methodology consists
of six steps which stands for Situation, Objectives, Strategy, Tactics, Actions and Con-

trol (Website of Marketing Intelligence Ltd 2010)

Situation which is the first stage of the planning framework involving in establishing
a situation analysis to provide a general description about the organization’s perfor-
mance. There are some methods that can be used to bring this stage to life such as a
digital-specific SWOT analysis to identify strengths, weaknesses, opportunities and
threats to the business, furthermore, a competitive analysis can also be used to detect
business’s competitors in what they are doing in their digital channels or identifying
the differences. Or by listing out all the company’s digital channels and evaluate the

efficiency of each to business’s brand. (Website of Emarkable 2001)

Objectives — the second stage of the framework which mainly concentrates on key
objectives of the business. This stage will help the business to identify their key goals
or what they want to achieve. Any objective should be defined specifically and clearly,
moreover, the objectives must be measurable and attainable within company’s reach

and resources. More importantly, the objectives should be realistic and timely bound



which enable businesses not to cross the boundaries and limitations and decide the

critical time when their goals are accomplished. (Website of Antevenio 2018)

Strategy which is the next step after establishing the objectives, in this step, business
refers to the path that they will follow until they obtain their objectives. It can be done
by creating a road map involving in specific stages of inbound marketing that illus-
trates the path that business will follow from attracting potential customers stage to

gaining their engagement and loyalty stage. (Website of Antevenio 2018)

Tactics relate to certain tools that marketer can apply to reach their marketing goals.
There is a number of digital tools that business can take into account including SEO
(search engine optimization), SEM (search engine marketing), Google adwords, or
email marketing. All these tactics should be reviewed and considered to align with

company’s marketing budget and resources. (Website of Antevenio 2018)

Actions which associate with taking real actions that make the marketing plan come
to life. This step plays a crucial role in the success of the campaign since with a smart
plan and a proper implementation it will lead the company to gain its objectives.

(Website of Antevenio 2018)

Control is the last step of the model framework in which performance indicators such
as analytical tools, are usually chosen by the marketers to evaluate how business’s
goals have been met, what has been failed and what needs to be changed to have

needed improvement for further results. (Website of Antevenio 2018)

4.2 Business website

Business website as a digital marketing tool represents business’s brand and delivers
content to the visitors. “An effective web design is the central element of digital mar-
keting, from which we develop strategies for other delivery platform, which include
search, social, mobile and e-marketing” (Zahay 2015, 27). This indicates the crucial

role of designing of a website when it is found online, and despite the popularity of



mobile and social media marketing, website is still the soul of any marketing cam-
paigns and it must be found online. Besides, website is also a platform where other
social media icons of the business are showed to lead the visitors to business’s social

media outlets and create web traffic. (Zahay 2015, 27).

Though there are significant changes in web design since the early days, a website
should be designed to be easy for the users to navigate and able to define what users
want and the main principles of designing have still remained the same. Websites are
mainly divided into two basic categories including informational websites and trans-
actional websites. Informational websites are the sites which provide information
about business rather than providing purchasing purposes while transactional websites
which provide ability for e-commerce and financial transactions, buying products and

services. (Zahay 2015, 27).

According to Kristopher B. Jones, optimizing the structure of a website plays a crucial
role in boosting the probability of a website to be successfully navigated and the con-
tent to be verified by the search engines. Because the search-engine algorithms will
analyze and assess various factors to determine the web page ranks for certain search
terms. So, in order to optimize the website, there is a number of key factors that mar-
keters and web builders need to consider: website content, domain name, multiples of

browsers, website structure, accessibility and credibility. (Jones 2013, 54)

There are various ways to make these factors better, one of them is finding a reliable
web hosting company. Web hosting is very important as it enables the site to be acces-
sible on the internet and a poor web hosting would lead to some potential risks con-
cerning website downtime and security issues. Every business should have their own
criteria to choose the best web hosting company depending on their objectives, needs
and limitations. Besides, establishing a good domain address is also an effective way.
A good and relevant domain name will increase the impressions from the users towards
the business online site’s credibility as it creates trust and value of the business. Addi-
tionally, domain name is the first thing that search-engine tools will see to verify the
web content, so, domain name should be credible and reliable. More importantly, busi-
ness’s web page should be viewable and accessible on all the web browsers so that the

visitors can display and interact with everything on the web page form text, image, and
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all in all, web site built should be strong enough to appeal to visitors and contain a

friendly search engine. (Jones 2013, 54)

4.3 Google analytics tool

Google Analytics is a free analytical tool provided by Google and designed to provide
the website owner a complete view on every aspect of activity of the website. In other
words, this analytical tool would provide the site owner with the reports on the infor-
mation and data about the web visitors and how they reach as well as interact with the
website if the website is connected with Google Analytics. Understanding what is cur-
rently happening in the site will enable the site owner to know which aspects of the
site need to be improved and which successes need to be expanded on. (Jones 2013,

146)

Moreover, Google Analytics provides detailed reports with statistical features through
graphs and charts which allow the website administrator to have a visual look at web-
site statistics. With detailed statistics, the site owner can make accurate decisions to
adjust SEO or PPC (pay per click) advertising campaign or to make modification for
the web design and marketing campaigns to appeal to visitors and to gain their engage-
ment. Furthermore, Google Analytics is a very cost-effective and efficient analytical
tool since it allows the site owners to monitor their site’s statistic in real time manner.
In order to take advantages of the tool, it is simply first to install the Google Analytics
and getting exactly the tracking code on the website. Then, learn how to use the tool
with its useful functions to improve website’s performance. (Jones 2013, 148)

Accessibility to Google Analytics is quite simple and costs nothing to the owners. Just
only a few steps to navigate to google.com/analytics and sign up with an google ac-
count. You only access to Google Analytics if you already have an Google account.
After log-in, Google Analytics account will allow the website owner to add their web
site profile by entering the web address that will be tracked and proper time zone. Here,
there is a tracking code provided, copy and paste this code exactly to the web page and
within 24 — 48 hours the site owner would see the report data about the performance

of the website. (Jones 2013, 144)



@ Log into your Google Analytics

account at
www.google.com/analytics.

@ Click Edit under the Settings column
for the site you want to track.

The Google Analytics Profile Settings
page appears.
@ Click Check Status in the upper-right

corner of the Main Website Profile
Information box.
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Picture 1. Installing tracking code (Jones 2013, 146)

The Google Analytics Tracking Code
page appears.

@ Copy your tracking code from the
Tracking Code page.

© Paste the code into each page of
your Web site, directly before the
</head> fag.
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Google Analytics contains functions that allow the site’s administrator to set their
goals or specific events that should be tracked to know where the highest traffic points
of the visitors come from and their demographic information as well. Furthermore,
Google Analytics also includes some features that enable the administrators to have
some filter settings to exclude some unnecessariness appearing in the statistical reports

and make the reports as accurate as possible.

— v
Dashboard ade s $
54,292 32.06%
. 612,417 00:04:47
11.28 67.39%

Picture 3. Statistical report provided by Google Analytics (Jones 2013, 160)

4.4 Social media platform — Facebook

Social media includes different networking sites such as Facebook, Twitter, YouTube
and others that together with technologies capture the communication, content, and so
on of people, their friends and their social networks. And these technologies will help
the users create content and promote it to their target audience. For a few years, the
landscape of social media has evolved remarkably, and Facebook has grown and be-
come one of the common places where the business owners want to shift their business
platforms to more interactive, exciting features. Facebook provides very much inter-
acting features which are very necessary for offering best user experience. (Treadaway

& Smith 2012, 26-27)

Facebook is one of the most common social media networking with its specific attrib-

utes to influence purchasing decisions. As the marketers know the possibility and the
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growth of it, many businesses have employed it to gain interaction and engagement
for either paid or unpaid methods. Facebook has offered many different types of pages
including personal page, group page, community page and business page and every
type of page has its own characteristics. Business page is the most suitable and practi-
cal for businesses and it also has some certain benefits because it is easily seen by
Google, small businesses can use it as their first website to show their products and
services through pictures, videos, surveys. Moreover, it will boost the chances of get-
ting huge potential customer worldwide. Furthermore, business page that has gained
many likes and comments from its fans, the viral effects would be also boosted. (Coles

2015, 30— 32)

Setting up a business page is quite simple by following the instructions of Facebook
site. Yet, in order to exploit the entire benefits of it, the page should be good-looking
and eye-catching in a specific way that is strong enough to appeal to viewers. Some-
times it can be done by adding the company’s logo and welcome page to make good
impressions at the first sight towards first users. More importantly, the content of the
page is the most crucial and critical to obtain viewers’ engagement. Marketers should
smartly determine which types of content should be showed on the Facebook Page,
and those types should be relevant and attractive to gain people’s interactions on the

page. (Coles 2015, 34 — 36).

4.5 SEM — Search engine marketing

Search Engine Marketing (SEM) which is one of the positioning strategies in digital
marketing that marketers often use to boost the position of the company’s presence
and it would enable the marketers to know how they need to present and perform their
company on the web. This strategy really involves in “search” method of people and
the process of search marketing is called SEM. According to Zahay, he stated to em-
phasize the search marketing: “I like to say that search really is strategy. The reason I
say this is that search is how people find your product” (Zahay 2015, 43). Most pur-
chasing decisions today start with online searching, it is very important to make com-

pany’s online search presence critical and effective. In order to target the customers
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and make company’s online performance great, marketers need to access to the con-
cept of keywords that users use to search for company’s product on the internet. In
other words, keywords are the words or phrases or sometimes they can be the questions
that users type on the searching tools to look for what they need on the internet. Know-
ing the right keywords is to know the company’s customers and what their intention is

when they search. (Zahay 2015, 44).

SEM

Search Engine Marketing

l
l I

SEO Paid

Search Engine
Op ion, aka
Organic, Natural Aka, PPC

Figure 2. Types of search engine marketing (Zahay 2015, 44)

Figure 2 shows two main types of search marketing including Paid search or it is also
known for pay per click (PPC) and Search Engine Optimization or natural search. Paid
search marketing in which advertisers have to pay the website hosting (Google, Yahoo
etc.) that allows the company’s advertising to be showed up on the top or the side of
the Search Engine Result Page (SERP) for every search. (Zahay 2015, 44 — 45). One
of the best known of paid search marketing is Google Adwords. While the process of
getting rankings for the website naturally without paying is Search Engine Optimiza-
tion (SEO) (Zahay 2015, 49). Both types of search marketing (SEO and Google Ad-

words) would be discussed more deeply in the next parts.

4.6 SEO — Search engine optimization

“SEO is a math-based system that led search engines prioritize the best, most relevant
content related to a user’s query. This query consists of phrases and keywords, ideally,

reflect the intent of the user.” (Ginty, Vaccarello & Leake 2012, 38). And according
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to Debra Zahay: “the unpaid type of search is known as organic and natural search and
the process of getting ranked “naturally” is known as search engine optimization
(SEO).” (Zahay 2015, 49). These two definitions get the marketers involved in under-
standing how and what is a search engine in digital marketing. A math-based or algo-
rithm will enable the search engine to identify which pages have the most relevance to

customers’ queries to find the products or services on the internet.

In very simple words, search engine is a process of typing words or phrases into a
searching tool and looking for the results. But, on the back end, there is more compli-
cated procedure, search engine will be a software that collect information (searching
words or phrases) and return the web pages or the URL that contain the suitable an-
swers that are usually thousands of possible answers in return for the searchers. (Led-
ford 2008, 5). Search engine optimization includes the search algorithms considered
to be a problem-solving system, evaluate the problems and through database sorting
to propose the most relevant answers to the problems that are commonly shown on the

top of result pages. That is why ranking of a web page is extremely crucial. (Ledford

2008, 8).

There are various factors that influence the company’s site rankings through SEO, in-
cluding keywords, content of the pages, domain authority and social media usage of
the organization. Again, keyword is the essential attribute that highlight the importance
of knowing the phrases or words that users type to seek what they need, marketers
need to find out who their target customer are and what they think about the company’s
products and think from perspective of the customers. Moreover, site’s content is be-
coming more and more crucial since it conveys the message to the site’s visitors
through the site. In order to build the content outranking among the other sites, the
content types should be news articles, social media postings that are relevant to the
products rather than “advertising” and just talk about the company’s products. Domain
authority is concerned with the establishing the links to the sites, the domain names
which are associated with educational institution (.edu) or official organization (.org)
often gain higher ranking in unpaid search marketing. Another factor that increase the
high ranking is the combination of company’s rich site and other social medias such

as Facebook to ensure the more identical presence of the site. (Zahay 2015, 50 — 51)
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4.7 Google Adwords (paid search marketing)

Google Adwords or simply Google Ads which is a popular used form of search paid
marketing. In Google Ads, marketers can set up the company’s advertising campaigns
and enable them to be showed up on top positions of the search engine result page to
targeted locations. In order to acquire the best benefits of the advertising campaigns
on Google Ads, marketers have to determine appropriate keywords which have to
match how the company’s products are searched by the customers. Google Ads pro-
vides some certain types of keywords match that would increase the opportunity of

relevant search result. (Zahay 2015, 45)

Table 1. Match type for selection in Google Adwords (Zahay 2015, 45)

Special Example Example
Match type | symbol keyword | Ads may show on searches that searches
Exact match | [keyword] | [womens | are an exact term and close women'’s hats
hilt.\l variations \]f (l]dt exact term
Phrase “keyword” | “women's | are a phrase, and close variations of | buy women’s hats
match hats” that phrase
Broad match | +keyword | +women's | contain the modified term (or close
modifier +hats variations, but not synonyms), in

any nrdcr h‘ll.\ tor women

Broad match | none women's include misspellings, synonyms, buy ladies hats
hats related searches, and other relevant

variations

Negative -keyword -women are searches without the term baseball hats
match

Table 1 illustrates some common types of keywords match and each type of keyword
match chosen relies on the type of products. From the explanation in the table above,
broad match is the match type that gives the company’s advertising campaigns the
chances for most display because it includes all types of misspellings, synonyms, var-
iations that are relative to searches of customers. However, it will not bring the most
relevant results. While phrase match is the best option for the marketers to use since it
would allow the company’s ads to be displayed as a close variation of phrase that might
be relevant to the campaigns. (Zahay 2015, 45 — 46). The most important aspect of
Google Ads is the cost per click (CPC) by which the marketers decide how much they
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will pay for every single click on the company’s advertising. Sometimes it is expensive

to use this type of paid search as the average cost per click is up to 3,50 USD.

Figure 3 below indicates the progress in creating an advertising campaign on Google
Ads, it is simply done by creating a Google Ads account and following the simple
steps instructed by Google support or other reliable online sources, or the company
can contact some Google Ads agencies to set up the campaigns. However, the com-
pany should much involve in determining the keywords and cost per click as company

is the one that knows their products the most.

Account

Campaign
Theme: West

Coast Branded

Campaign
Theme: East

Coast Branded

Campaign
Theme: Mobile

Unbranded

- J J
4 N N
Ad group: || Ad group: || Ad group: || Ad group: || Ad group: | Ad group:
keywords || keywords || keywords || keywords || keywords | keywords
Ads Ads Ads Ads Ads Ads

J

Figure 3. organizing a paid search campaign (Zahay 2015, 47)

5 IMPLEMENTATION OF THE PROJECT

5.1 Data collection

The primary data for this project was collected by conducting the interviews with four
clients of the company to find out the current situation of the company’s digital
platforms, some of them were outside Vietnam and others were in Vietnam. In order
to gain the effectiveness of the interviews, the author was granted the access to the
customer database of the company and issue the interview questions to obtain the

needed information concerning website’s and Facebook’s display, contents, accessi-



18

bility, interaction for digital platforms improvement. Furthermore, the Google Analyt-
ics tool played a supportive role in gathering information of the company’s online

platforms performances from its users’ behaviors and intents.

With the main purpose and objective of this project was to produce a practical digital
marketing plan for a case company, getting insights into the current situation of com-
pany’s online marketing was extremely important and fundamental. Qualitative inter-
views were supposed to be the best choice to collect data from the company’s current
customers as it was quite topic-centered, interactional and simply to conduct. There
are two general types of qualitative interviews: semi-structured interviews and un-
structured interviews. In a semi-structured interview, the interviewer will have a list
of questions on the topic that they want to pursue in the interview. However, there is a
flexibility during the interview in how and when the interview questions are mentioned
and how the interviewees answer those questions. And, interviewees are given more
space for opened-up discussion about the topic. In an unstructured interview, it also
has a specific topic, but the interviewee will freely talk about the topic from their per-
spective and references. This method requires the interviewer the ability to flexibly
respond to the interviewee and trace their meanings to acquire the contents which
would be the outcome that emerge in the interview. (Edwards & Holland 2013, 29 —
30). In a more specific way, semi-structured qualitative interview was chosen as a data
collection method of this project since it would drive and direct the interviewees to the

main areas of the topic that the author wants to cover.

5.2 Data analysis

After the qualitative interviews, all the primary data as the transcriptions of the inter-
viewees to the interview questions were analyzed carefully to find out what the current
customers think about the company’s digital platforms as well as their opinions and
sharing when they approach the company’s online gateways. There was no standard
method to analyze the qualitative data. However, there have been practical steps to-
wards interview data analysis that could help the researchers as the interviewers to

have a concise interpretation of the answers to the questions.
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Reducing data to locate and examine the phenomena of the interest that was the first
step of the analyzing progress. This step enabled the author to gain the core ideas by
eliminating the repetitive and irrelevant data from the interviewees’ answers. In the
second stage, the author reorganized, classified and categorized the data by sorting and
comparing the data collected and putting them into certain categories to find any cor-
relations between the ideas and develop the conceptions that relates to the topic. After
two steps of preparing data for analyzation, the author considered all the assertions
from the interviewees to interpret and wrote up the findings. There are some recom-
mended methods such as using diagrams to visualize and represent the key findings.

(Flick 2014, 305 — 306)

5.3 Further steps in implementing the project

In this thesis implementation stage, the author included further steps in which apart
from data collected from the interview, the author carried out SWOT analysis towards
the company’s existing resources to find out any strengths, opportunities as well as
weakness and threats of the company. Applying SOSTAC framework was also used
to provide a clear structure of creating ditital marketing plan based on company’s
business objectives and current resources. More importantly, in order to have a clearer
view of the performance the company’s website, the author also utilized the Google
Analytics tool which is a free and helpful online system helping the website owner to
have an automatic data collection and customized report. As a result, the web owner
and the author could measure the level of performance of its online presence so as to

create the best possible digital marketing plan.

Specifically, in order to conduct the interviews with the company’s clients, the author
was enabled to set up interviewing appointments with the clients and carried out the
interviews according to the agreed schedules. However, due to some limitations of
different time zones and geographical difficulties, there were only two direct inter-
views conducted via video calls and they were also informed about the recording ac-
tions for later review and relistening for identifying interview findings. And the other
two were done in the form of emails by which the author sent the interview questions

in the form of word file to the company’s clients via emails and they responded the
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interview questions accordingly in return. During the data collection, there were still
some more communication emails that helped the author clarify some points in their
answers for more precise data. After all, data collected from the interviews and Google
Analytics report were analyzed to produce the important findings for the thesis. These
findings also provided valuable data for conducting SWOT analysis and SOSTAC
planning framework and from that an effective and practical digital marketing plan

was created to improve and develop digital marketing activities for the case company.

6 BACKGROUND INFORMATION ABOUT THE CASE COMPANY

Being established in 2001, Thien Thuong Trading — Manufacturing Co., Ltd is one
of the leading companies in producing and exporting wooden handicraft model boats
in Vietnam. The company is located at 20 — 28 street, An Phu ward, district 2, Ho Chi
Minh city, Vietnam. Though Thien Thuong is a small and medium size organization,
with more than 18 years of its business, it has been exporting to many markets globally
including UK, USA, Australia, Belgium, and some Asian countries and territories.
With the ambition of expanding its business, the company is exposing and expanding
to many Middle East countries and South African nations. Furthermore, Thien Thuong
is a member of many organizations and associations in Vietnam that are relevant to its
field including HAWA (Handicraft and Wood Industry Association), VEXA (Vietnam
Exporter Association), VIETRADE, VIETCRAFT.

In order to expand its business, the company now is combining both traditional
marketing and online marketing methods. The company has joined many international
trading fairs with the hope of introducing its products to foreign markets and finding
more customers. Besides, it has been taken the advantages of online marketing
platforms including facebook, business website, ... so as to increase its presence in

global scale.
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7 DIGITAL MARKETING PLAN

7.1 Interview analysis

The final objective of this thesis project was to produce a digital marketing plan for
the case company, based on two main sources of data including customer interviews
in which the interviews were conducted with four regular clients of the company to
identify and get insights into customers’ experience, their views and their recommen-
dations towards the digital platforms including website and Facebook of the company.
All the findings collected from the interviews were used for website modification, Fa-
cebook campaign and SWOT as well as SOSTAC analysis. Another data source came
from the Google Analytics tool that allowed the thesis author to measure the perfor-
mance of the website through a systematic report and this Google’s report provided
information for creating plan for SEO (Search engine optimization) and Google Ad-

words campaign.

The interviews were planned to be conducted in the form of direct interviews. The
company was the one that connected the author as the interviewer and the representa-
tives of the customers to come up with an agreed schedule with an approved set of
interview questions. However, due to some limitations that most of chosen customers
were abroad and it was impossible to set up appointment with them, so there were only
two direct interviews with customers and the other two were interviewed in the form

of emails.

All the interviewed representatives have stated that they have been doing business with
Thien Thuong Trading - Manufacturing Co., Ltd for over 4 years. There were two of
them who got to know about the company’s products through the company’s website,
one through recommendations and one through the traditional marketing which was at
a trade fair. All the interviewees have visited company’s digital platforms — website
and Facebook. However, most of them have preferred to visit the website on a regular
basis rather than the Facebook page and there were two that visit the webpage more
often than the Facebook. Furthermore, most of the representatives have visited the
website with the purpose of seeing new product updates and product information

though they have been always updated with new models by email from the company.
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The average amount of time spent when visiting the site is from 5 to 15 minutes stated
by most of the interviewees and they do not confront any problems or difficulties when

accessing the site.

All the interviewees have had good comments and good impressions with the display
and the content of the company’s website. The company has had very good and rea-
sonable arrangement of the items, beautiful colors, and theme on the site. [tems are put
into different categories with their own characteristics, exhibitions of products are
amazing with very detailed and good visuality of the items, logical arrangement, and
planning. Their website has many beautiful product images. The content is also clear
and adequate with product information and description, history and designs of models.
More importantly, some of the representatives have recommended some changes to-
wards the website concerning the visuality with the suggestion of increasing the font
size of the webpage and making it a bit darker for better see, and one suggestion with
installing a chat box for direct talk on the site that allows instant communications with

the website visitors.

Regarding the company’s Facebook, all the interviewed clients have visited the com-
pany’s fan page, but there were two of them have not visited the company’s Facebook
very often and most of them prefer to visit the company’s website than the Facebook.
The two representatives who often see the company’s fan page just for checking new
items and events posted on the page for around 5 minutes on average. Accessing the
page is also without any problems and difficulties. The company’s Facebook has got
many positive comments from the visitors concerning its display and content. Pictures
of models on Facebook are quite similar to those on the website with very good quality
of visuality and there are not only photos of items on the page, but also the company’s
business activities which would actively boost the company’s image. However, one of
the visitors has stated that there are not so many exhibitions of items compared to
website. The interviews have gained some valuable recommendations and suggestions
from the two visitors that the company’s fan page can have more posts than now in
order to increase the engagement from the viewers and the posts can be about the his-
tory or historical events that happened to the ships. This will somehow get the viewers

interested in the page with those interesting facts.
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7.2 Use of Google Analytics tool

Google analytics is a powerful and free tool provided by google that enables the web-
site owner or website administrator to have an overview about the website performance
through a very specific and systematic report. With the permission of the company’s
owner, the author has been enabled to access the Google Analytics report and analyze
the performance of the website within a period of seven months in which every infor-
mation and features would be reported from the 1% of March 2021 to 29™ of September
2021. There have been various features shown on the report about the webpage’s per-
formance. However, the author has only focused on some basic and relevant features
including website’s overview, traffic, audience/visitors, and their behavior flow within

the website.

Overview: data shown on the home display.

Home Google Analytics Home (© INSIGHTS
Customization

Users Sessions Bounce Rate Session Duration Active Users right now

Realtime 1391 486

Audience
Page views per minute
Acquisition

Behavior

Conversions : : 15

Top Active Pages Active Users

No data available

Attribution Mar1,2021-Sep 29,2021 v AUDIEN: VERVIEW ) REAL-TIME REPORT

Q  Discover

Picture 4. Overview report of the website from Mar 1 to September 29, 2021

During the period of 7 months from Mar 1st to Sep 29th, there have been approxi-
mately 400 visitors that has indicated an increase of 72% in the number of visitors in
the previous period. This visitor number has not been one of a high number, however,

it is understandable that because the company is a B2B business, in which they have
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been offering their customers who are wholesalers and businesses rather than individ-
ual buyers. The number of sessions of 445 which presents the total number of visits to
the website for both new and repeat visit. One session is counted as one time of visit-
ing. And the average amount of time stayed at every session on the site is 39 seconds.
The report also showed a very high percentage of bounce rate at 70,34%. Bounce rate
is calculated when the visitors visit the website and leave it without doing anything
such as buying something or filling a form and it is a very important data that google
exploits the visitors’ actions to measure the effectiveness of the website. Furthermore,
bounce rate is also one of the criteria for website ranking assessed by Google. A rea-
sonable bounce rate depends on the type of website. However, this bounce rate is
sometimes expected to be less since the less bounce rate will generate the higher rate
of conversion. In other words, a low bounce rate means when visiting a page, the vis-
itors will probably do more rather than just seeing and leaving the page. Although the
company’s website has a high bounce rate, it cannot depict the low performance of the
page, since the company is a B2B business and when connecting to the interview, there
have not been any direct purchasing done on the page by the customers as they need

more information for ordering later.

Traffic building
O All Users + Add Seament
100.00% Users
Primary Dimension: Conversion
Top Channels All Goals ~ Edit Channel Grouping
Top Channels Users
M Direct ® Users
M Organic Search B
M Referral )
Sccial
Paid Search
(Other)

n

May 2021 July 2021 September 2021

Picture 5. Top channels of the website’s access
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Social 7 | 50.00%
Paid Search f | 100.00%
(Other) 3 100.00%
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Picture 6. Traffic building of the website

Google analytics traffic categorizes different mediums that the users arrive at the page
through. There are some basic mediums including Direct Search in which the visitors
already know the website’s address/URL and directly write the URL on the browser’s
bar to reach the page or click on a link that leads to the webpage. Organic Search by
which the users find the website by typing the relevant keywords on the searching bar
of the browsers (Google, Firefox, Safari and so on). Referral is a medium that the
website’s link is placed on other websites and the users reach the page by that link.
Social Search is access coming from other social media such as Facebook, YouTube.

Paid search which indicates the access through Google Adwords.

The two pictures of the website’s traffic have indicated the most significant medium
that drives the most traffic to the website is direct search with nearly 70% of the web-
site’s traffic. This figure shows that the company has been a very good brand when its
website is known by most of the website’s users. There have been 93 visitors which
indicates a rate of 23,3% equivalently of traffic coming from search engines and this
has been a good sign of website’s ranking by Google. There have been 6 visitors
(around 1,5%) who accessed the website through paid search. It has been a tiny per-
centage of the website traffic and demonstrates an ineffective Google Adwords cam-

paign of the company in the previous period.
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Picture 7. Website’s audience by country and device.

This figure above shows information about the website’s users in terms of their time

frames that they accessed the page during the day. Moreover, there were also sessions

by country in which sessions were done mostly in Vietnam with roughly 30% while

the second biggest number of sessions done in the US at around 20%. The sessions

done in Turkey and China were around 19% and 14% respectively. There was only

5% of sessions done in Canada. The report also depicts different devices that the users

used to access the page, the most preferable device was desktop with more than 70%

of the sessions accessed by desktops, the figure for mobile devices was 29% while

there was only a tiny proportion of sessions done by tablets of 0,4%. These figures will

enable the website designers to design the webpage with characteristics that fit the

users’ devices.
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Picture 8. Website’s users

Apart from number of users within a specific measured period, number of sessions
done by the users with average time amount on every session and bounce rate shown
on figure 7, Google’s report shows the data of pageviews that means a total number of
different pages viewed on the website and pageview is one of the vital indexes that
most of the website’s advertisers want to optimize as the more pageview number, the
more views of their advertisements. Pages per sessions is calculated by the total
pageviews divided by number of sessions and number of sessions per user is calculated

by the total number of sessions divided by the number of users.
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Users’ behavior flow within the website

Pageviews Unique Pageviews Avg. Time on Page Bounce Rate % Exit

748 643 00:00:58 70.34% 59.49%
Lol badomtdissiimadinn | ook POAAVRWAYWRURLAIN | AN~ TS A

Site Content Page Pageviews % Pageviews
Page ’ 1./ @ 203 [l 27.14%
Page Title 2 ;“‘J' su-cua-con-tau-hms-victory-dong-chien-ham-100-khau-sung-hang-nha & 18 [ 1578%
Site Search ~

3. /en/home/ @ 98 [l 13.10%
Search Term

4. /thuyen-chien-thuyen-buom-co/ @ 57 [ 7.62%
Events ~

5. /en/product/ @ 24 | 321%
Event Category

6. /san-pham/ @ 22 | 294%

7. /du-thuyen/ @ 17 | 227%

8. /Zh/ET @ 16 | 214%

9. /en/about-us/ @ 14 | 1.87%

10. /en/cruises-yachts/ @ 10 | 1.34%

view full report

Picture 9. Overview of content pages viewed by the website users

This overview of users’ behavior shares various indexes about the rate of specific con-
tent pages within the website viewed by the users with the average time amount spent
on every content page together with its bounce rate and exit rate. This figure is con-
sidered to be a very crucial index for the marketers to know which pages of their web-
site that are preferred by their visitors and which pages are less preferred by them,
from that they can develop their pages to maintain and increase the visitors’ loyalty
and engagement when coming to the site. The report has actually indicated a lot of
pages viewed, however, the author just extracted some pages on the top view of the
report. In the picture, the page that gained the greatest number of views was the “home
page” which took 27,14% views (203 views) of the total number of pageviews. Be-
sides, there also have been high rates of the others product pages that were seen by the
audiences. This information shows that the company has designed and optimize their

pages effectively and attractively towards its website’s users.
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Picture 10. Users’ behavior flow within the website

This users’ behavior flow chart depicts the paths or the journeys that the users did
when they visited the website. Specifically, it also enables the marketers to identify
how their website’s users interacted within their site as well as how they move from
page to page and where did they begin and end their journey. This feature includes the
movements of visitors starting from landing page where the visitors landed/went to the
website through, and they ended their journey at the second interaction. This move-
ment shows most of the visitors landed in the pages of the website, not from the other
platforms. In other words, most of the visitors went directly to the website, not through
any backlinks (links returned by the other website, blogs, forums, and social media
that lead the audience to the company’s website). And, the most popular paths were
from the “Home Page” and “a news post of a specific product” and ended the at second
interaction of “Home page” and some other product pages without going further to
check out or contacting session. However, it is understandable that the company has
designed the website with the function of providing information about the products
mainly rather than a selling-based site. And, their targeted buyers are businesses and
wholesalers, so there should be more information exchanged and negotiations between
them occurred later, not directly on the page. After all, their customers’ paths indicated
the company has built a very effective and attractive website design in terms of their

products pages and their home page.
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7.3 SWOT analysis

Weaknesses

r'

clients and low interaction level

exploit the benefits of digital tools.

other social media.

SWOT
analysis

Threats

channels.

online

A

Figure 4. Swot analysis of the case company’s digital marketing actions (Ngoc Tran

2021)

Strengths:

The biggest advantage of the company is having a great engagement from its clients
to the website of the company, particularly in referring their webpage for their business
activities and for all the interviewed representatives, they have had very good impres-
sions of the performance as well as display of the website. Moreover, the company’s
website itself is working effectively with functions of a business website. The com-
pany’s web page has provided its users enough and necessary information, it is also a
very user-friendly site that allows its users to easily access without any difficulties and
limitations. Beside their webpage, the company has also developed its fan page to in-
crease its online presence and to bring their customer more source of information.

More importantly, the company has taken the advantages of the digital platform and

An ineffective Google Adwords campaign

1

Facebook recognition by half of the interviewed
Without a truly digital marketing expert, cannot

Website lacked some useful functions: chat box
There is no connection between the website and

Rapid changes of digitalization and digital

Competitors who are offering same products

A
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tools including its website, Facebook and Google analytics to not only boost their com-
pany’s image, but also measure the effectiveness of their digital marketing platforms
on their way of finding more potential customers and expand their online presence.
Weaknesses:

Apart from the advantages and strengths in terms of their digitalization, there are still
some weak points that they need to consider. One of the major weaknesses is the minor
recognition of their fan page, as it has only been recognized by just half of their clients
and it has very low rate of interactions within the page. This reveals limitations as well
as lack of investment on the page. Furthermore, though the company is having a very
well-functioned website, they have showed an absence of some extra function on the
webpage that can increase their customers’ experience and bring them more conven-
iences when visiting the site. Another weak point came from the lack of a truly digital
marketing expert who can have a deeper understanding about digital marketing and
exploit full benefits of it and this weakness will prevent the company from having
better digital marketing actions and saving the company’s resources. Importantly,
there is still no connection between their website and other social platform — Facebook.
In other words, visitors cannot go to see their Facebook page through their website and
this, in turn, lower and limit their chances to access a different source of online chan-
nel. Another weakness seen on the company’s previous google advertising campaign
(Google Adwords), it showed an ineffective investment and use of resources to bring

their products closer to their potential customers.

Opportunities:

The conducted interviews have brought the company opportunities to have a look at
what they have achieved from their digital marketing platforms as well as what they
need to improve in order to boost their online image. Recommendations from their
clients and Google’s report are very crucial and useful for the company to look at their
weaknesses and turn them into chances to minimize their unnecessary investments and
optimize their resources. Another big opportunity for the company comes from the
findings about their online platform performance provided by Google Analytics. By
that, they can produce a more effective and appropriate online marketing campaign.
Furthermore, data collected from the Google Analytics report has shown some poten-
tial locations with high number of accesses where the company can find more potential

customers.



32

Threats:

One of the biggest threats for the company is that the digitalization and digital channels
are changing quickly that require the company to have continuous updates and follow
the digital trends and be well-prepared to adapt to the rapid changes correspondently
and timely. As digital marketing is not simply a use of technology and applications, it
is more involved in understanding and having insights into their customers’ online
behaviors and tendency that enable them to bring their products closer to their targeted
customers. Another risk will come from its competitors who are also offering the same
products online with higher ranking or bigger investment in their digital marketing

which possibly come to the potential customers before the company.

7.4 Applying SOSTAC planning framework to the case company

S — Situation:

This feature of the framework indicates the current situation of the digital marketing
of the company. The company has itself a very good webpage with main functions of
a business page where to show their product offerings and present their online pres-
ence. However, even though it has a very good performing website, but the company
has taken full advantages of it due to the lack of a digital marketing expert who can
fully exploit the benefits of digital tools. As a result, its online site is still not maxim-
ized boosted. The company also has had a Facebook account, but its interaction and

engagement are still at low level.

O - objectives:

One of the most important objectives of the company is to find more potential custom-
ers through their online platforms including website and Facebook. Specifically, they
want to increase their website traffic and Facebook’s follow to boost their brand online.
Moreover, they are also aiming to gain high ranking by Google for their website in
order to have competitive advantages among its online competitors who are offering

the same products online.

S — Strategy:
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After clearly identifying the objectives, the company should come up with specific
approaches to achieve these objectives by optimizing their website performance and
increase follows as well as views on their Facebook according to the company’s budget
and resources. Furthermore, the recommendations from their regular clients should be

considered seriously to maintain their loyalty and engagement.

T — Tactics:

This step involves in more specific details of the strategy by which the company can
consider employing a digital marketing expert who have fully understandings about
the digitalization and give advice towards the company’s online marketing. More im-
portantly, the company also can have more practical steps of using certain tools — SEO
(Search Engine Optimization), Google Adwords to advertise their website, adjust and
make some necessary changes towards the website display and content. They can also
have some specific investment to more develop and advertise their Facebook to in-

crease its interactions and follows from its targeted customers.

A — Actions:

This stage plays an important role of the campaign’s success, real actions can be car-
ried out to achieve the objectives and goals. A specific plan should be created to des-
ignate certain staff in appropriate tasks and responsibilities. Job list will be clearly

stated with certain tasks to ensure the implementation and decided timeline.

C - Control:

This stage requires the company to follow how its plan is working, use the tools to
keep track with the data about performance of their website and Facebook, follow up
traffic patterns of their users to identify weaknesses of their online sites and their mar-
keting campaigns in order to have improvement in time and maintain as well as de-

velop strong points of their sites.
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7.5 Actual plan according to digital marketing tools

7.5.1 Website modification

Company’s website is the most significant tool that presents the company’s online
image. So, website’s display and content should be created in the most effective and
attractive way to increase users’ engagement at the first sight. The company’s website
itself is working perfectly according to its regular users which are also the regular
customers’ comments and feedbacks of the company. Most of them have been im-
pressed by the high quality of product exhibitions and content pages on the page.
Moreover, the website is also a user-friendly site which allows their audience’s traffic
to the site easily and quickly. Although their webpage is working functionally with all
needed characteristics of a business page, they still need to take into considerations
some changes to the web page’s display and add some extra functions that possibly
increase their users’ experience when visiting the site. Company can consider improv-
ing the font size of their page to be bigger than now and making it a bit darker for
better viewing. Moreover, there is a very helpful and interesting suggestion from one
of their clients is to install a function of an online direct chat box that will pop up to
the viewer right after they access the website. This function will enable the site to
support its viewers constantly and lessen their effort and time to contact the web page
through emails or filling in the contacting form in case they have any spontaneous
interests in any company’s products. Furthermore, there should be the connection be-
tween the website and the social media — Facebook on the page, as it will allow the
audience to access the company’s fan page directly by the URL address of their Face-

book sticked on the website.

More importantly, there could be some modifications that should be carried out based
on the findings received from Google Analytics report. One of the changes is to add
language of Vietnamese back to the site, it is now shown by only English language,
although it used to be in both Vietnamese and English languages. According to the
report, there is a significant number of traffic coming from the country of Vietnam,
though the company’s targeted customers is from oversea, Vietnamese language on

the site will represent the country of origin of their model’s manufacturing and
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strengthen their brand image which is one of the leading wooden model boat manu-
facturers in Vietnam. Moreover, the report also indicated the website users’ behavior
flow in which landing pages play a very crucial role in identifying pages that most of
traffic came from, company then can invest in developing the content as well as the
model image quality of those pages to retain and attract more audiences. Besides, com-
pany also need to keep track with the pages of the website with high number of view-
ers, as it depicts their strong interests towards those pages, so that company can have
more development to take full advantages of it. Another suggestion to the company’s
website is adding a page of “Best Selling Models” with the models with high volume
orders, this will help to give their visitors more recommendations with some strong

products of the company.

7.5.2 SEM for company’s website

SEM — Search Engine Marketing which is the most common online marketing strategy
that most of the digital marketers use to position their online image online. And this
strategy’s main focus is keywords which users use to search for the products online.
SEM contains two types of marketing tools including SEO (Search Engine Optimiza-
tion) and Paid search (Google Adwords). The company can have these two tactics at

the same time to boost the position of their online presence.

7.5.3 SEO for company’s website

SEO is known as an online marketing tactic that enables the company’s website to gain
ranking from Google with a math-based system in a natural way or without paying
anything. This math-based system helps the search engine to identify the pages that
are most relevant to the user’s searching keywords and give them the result pages in
return. An effective and critical SEO plan is to position the company’s web page on
the top result pages, so it is very important to understand how the users search for the
products on the internet. In fact, the company’s website has had more than 23% of its
users accessed their page through organic search which is a good sign that they have
gained certain ranking by Google. One of the main characters of a SEO Plan is the

domain name of the website, the company needs to have a reliable domain name since
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a trustworthy domain address would obtain the good valuation from Google. The most
essential approach is again the keywords by which the users can find the company’s
items, the organization can think about using either some free and paid keyword tools
to identify the most powerful keywords or searching phrases that users may use to look
for the items in order to achieve the most suitable and relevant results. Then, the com-
pany’s marketing department needs to produce and write high quality content pages
for the website using the most appropriate keywords to gain higher natural ranking
from Google. The content pages written can follow the pages that achieved the most
viewers based on the Google’s report, as those pages show the sense of interests of
audiences who are interested in the organization’s products. More importantly, the
language of new content pages should be written in accordance with the Google Terms
and Conditions and the written languages should be in both Vietnamese and English
which are the main readers. Besides, the company can produce some news posts on
their page about their high potential products with the relevant keywords that will al-
low their page to be on the top searching result pages. And the written language of the
posts and content pages also needs to be suitable with the organization’s targeted au-

diences.

7.5.4 Google Adwords

The Google’s analytics report has indicated that the organization has advertised their
page by Google Adwords before, however, they achieved a very low number of ac-
cesses through this channel, there were only 6 accesses to the page by Google Adwords
in particular. This shows an ineffective campaign and less effort and investment on the
Google Adwords campaign. The most important element of a Google Ads is the term
of keywords, company’s marketing department needs to have a look at their previous
campaigns with Google and analyze the weight of their keywords set to their cam-
paigns. Moreover, they also need to look back at their previous investment (pay per
click) to examine if it was a reasonable rate towards their targeted advertised locations.
At the same time, they can create some other advertising campaigns in their targeted
locations. Google Adwords itself provides a very powerful tool of “Keyword Planner”
shown on the pictures below that allows the marketers to find out new ideas of key-

words as well as their competitive advantages in accordance with pay per click ranges
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(bid ranges) that the marketers can use for their online advertising campaigns, and they

have to very carefully analyze and choose the keywords with average or low competi-

tion, as the higher competition of keywords, the more uses of them by the other web-

sites.

Discover new keywords

START WITH KEYWORDS

Enter products or services closely related to your business

LSBT ELLEER < ) + Add another keyword

% English @ United States and Viet...

Enter a domain to use as a filter

& hitpsy/

GET RESULTS

Picture 11. Discover new keywords tool

Broaden your search: | + model boats + wooden boats + boats + wooden model

Y Excludeadultideas ADD FILTER 103 keyword ideas available

+ scale models

START WITH A WEBSITE

Try not to be too specific or general. For example, "meal
delivery” is better than "meals” for a food delivery
business

Learn more

Using your site will filter out services, products, or
brands that you don't offer

+ model building + watercraft

COLUMNS

Top of page bid (low Top of page bid (high

REFINE K

Key

D Keyword (by relevance) Avg. monthly searches = Competition Ad impression share range) range) Account status
D wooden model boats 100 - 1K High - d5,360 d17,064 In Account
Keyword ideas
[ wooden ship model kits 1K-10K  High - d3413 d15,926
D wooden model ships 1K - 10K High - d4,978 d20,021
D best wooden model ship kits 100 - 1K High - d3,532 d16,154
E] wooden model boat kits 1K - 10K High - d3,948 d16,154
D wooden model boat kits for sale 100 - 1K High - d5,005 d27,074
D wooden rc model boat kits 100 - 1K High - d4,550 d21,386
D wooden ship model kits for begi... 100 - 1K High - d5,005 d16,005
[  sailboat model kit 100-1K  High = 42,730 d10,011
4 ] large wooden ship models 100 - 1K High - 44,906 d12,286

Picture 12. Keyword result and competition level.
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Apart from keyword setting, the organization needs to decide the pay per click rate
which needs to be suitable with their target locations and their campaigns’ potential
reach, and importantly it also needs to be within the company’s budget and resources.
Language of the advertising descriptions has to be strictly written following Google

Terms and Conditions and their targeted audiences.

7.5.5 Facebook advertising campaign

Facebook is one of the most common social media marketing channels and it is also a
place that presents business online image and influence purchasing decisions of cus-
tomers. The case company has already had a fan page with the characteristics as well
as attributions of a business page. However, their Facebook page has been recognized
by a very low number of users and their customers as there were only two of the four
interviewed clients who have known about the company’s Facebook. Although there
is no purchasing activity done on their page, it is necessarily designed in a professional
way as it certainly affects purchasing decision of the customers by their product exhi-

bitions and their business activities as well as their business credit shown there.

The company’s Facebook account name has been closely linked to the name of the
business which will allow a brand recognition by their clients, and the company’s fan
page has had very high-quality pictures of their models and contents. However, in or-
der to gain a higher number of users or followers of their page, the company can take
Facebook Advertising into consideration since it is known as the most common and
quickest way to increase the potential reach for the company’s page. Facebook has
provided a wide range of advertising options that the organization can use to advertise
their page, company can decide themselves the advertising options in which they can
choose to advertise their whole page or any individual posts that they think the most
potential ones. Furthermore, Facebook also allows the organizations to set themselves
the advertising daily, weekly or monthly budget following the number of potential
reach they aim to obtain within a desire radius of a specific targeted area. Besides,
there are some suggested ideas from their clients to the company Facebook that they
can have more posts than now, and the contents of the posts can be about any historical

events happened to the ships during their time or any facts of their ship models. This
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will probably attract audiences who are interested in such contents, and they can im-
prove the interactions within their Facebook page. Importantly, the written language

of the posts needs to be carefully chosen to fit the target audiences.

8 SUMMARY

In conclusion, digital marketing plays a significant role in developing business in this
technological era when most of business and trading activities are carried out on the
internet. Digital marketing has been enabling businesses to get closer to their potential
clients without geographical difficulties. As in the case company, digital marketing is
one of the main tools by which the company’s brand is built and boosted strongly in
their customers’ mind and it is also a gateway for the company to approach their tar-
geted potential customers and fulfil their business goals and purposes. Since the pri-
mary objective of this thesis project was producing a digital marketing plan that can
help the organization strengthen their online platforms’ performance and increase their
number of visitors to their online sites, the author had reviewed relevant knowledge of
digital marketing from different academic books and publications that provided the
author with valuable guidelines on digital marketing strategy as well as how to apply
various online marketing tools to creating an effective digital marketing plan. Further-
more, data collection was a key aspect in this thesis project, information and data on
the company’s digital marketing performance have provided precious findings for con-
ducting improvements and solutions for the case company’s online presence. The data
collection stage was implemented with the company’s regular clients by the form of
interviews to identify their experience and opinions towards the organization’s online
sites — business website and Facebook in particular. Moreover, data in the form of
statistics about their website performance were gathered by a Google’s tool — Google
Analytics to identify how effective their web page has worked and what aspects of
their site needed to be adjusted and improved. These two sources of findings have
benefited both the company and this thesis’s author regarding understanding the cur-
rent situation of the company’s online marketing and coming up with some practical
solutions including some modifications towards the company’s website together with

applying some certain tools and tactics of Search Engine Optimization and Google
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Adwords to increase their website traffic and approach their targeted audiences. Be-
sides, there also have been some recommendations to their Facebook page that would

increase their online image worldwide.

9 CONCLUSIONS

Digitalization has changed many aspects of business, so it is very important for busi-
ness to adapt to the trends of digitalization. In the case company Thien Thuong Trading
— Manufacturing Co., Ltd which is a business-to-business concept, digital marketing
is one of the most significant aspects that the company needs to embrace to acquire
and fulfil their goals and purposes of expanding their business worldwide. The objec-
tive of this thesis project was to provide a guideline for digital marketing actions for
the case company, and the main purpose of digital marketing in this case was to im-
prove its digital marketing performance and gain more traffic to the company’s web-
site as well as bring the business’s products closer to its potential customers. Working
on this thesis project, the author has been through many different stages from estab-
lishing the thesis’s plan, familiarizing relevant theoretical background information
about the digital marketing and the digital marketing tools that can be applied to serve
the main purpose of this project, implementing stage, and finally coming up with the
final result of producing a practical digital marketing plan. In every stage of this thesis
project, the author was allowed to learn and apply knowledge learned from SAMK to
a real case project. More importantly, getting deeply involved in this thesis project
stage of implementation, the author realized the difficulties in real life of business in
terms of collecting insights from their abroad customers towards the company’s digital
marketing performance. Surprisingly, this thesis project has gained very valuable opin-
ions and recommendations for the case company to improve their online image and
increase its performance onwards. Furthermore, this project allowed both the company
and author to understand more about the crucial role that digital marketing is playing
in gaining more potential customers globally. Besides, applying digital tools of Search
Engine Optimization and Google Adwords was very important to gain more traffic for
the company’s website, and applying advertising function to the company’s Facebook

can make the company get higher potential reach from the potential customers in the
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long run. And the author believe that the basic guideline result of this thesis project
will go further in the future, since researching and understanding existing customers
is always the main aspect before making any marketing decisions and the case com-
pany can utilize the tool of Google Analytics tool to keep track with their users’ pat-

terns continuously and adjust their digital marketing actions accordingly.
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APPENDIX 1

Interview questions for the regular clients of Thien Thuong Trading — Manufacturing

Co., Ltd

10.

How long have you been doing business with the company?

How did you get to know about the company’s products? (Knowing through
trade fairs, social media, recommended, advertisement?)

Have you ever visited the company’s website? What about its Facebook page?
(If not, what kind of recommendations would you give for developing the com-

pany’s website? What about for developing its Facebook page?

What are your purposes for visiting the company’s website? What about for
visiting its Facebook page? (Looking for new products, product information,
place orders?)

How long do you usually stay at the website? What about the Facebook page?
Have you had any problems when accessing the company’s website? What
about when accessing its Facebook page?

How does the company’s website look according to you? How does its Face-
book page look to you?

What is your first impression when visiting the company’s website? What
about when visiting the Facebook page?

How would you describe the display and the content of the company’s website?
How would you describe the display and the content of its Facebook page?
What kind of recommendations would you give for developing the company’s

website? What about for developing its Facebook page?



