
3. CREATING INITIAL DIGITAL 
MARKETING PLAN



DIGITAL MARKETING PLAN
• A digital marketing plan is a document sharing the details for all the 

planning for your digital marketing campaigns or actions. It details, among 

other things:

• - Short, medium and long term business goals.

• - The strategies to achieve the goals at the digital level.

• - The channels to use.

• - Action and development plans.

• - Investment and budget.

• - The timing and roadmap.



CREATE AN DIGITAL MARKETING PLAN

An effective digital marketing plan must include all the necessary information 

and be practical in guiding actions.

Lets see how to create an effective digital marketing plan step by step.



1. DEFINE YOUR BRAND

• The first step to driving success with your digital marketing plan is defining 

your brand. It’s important to know the ins and outs of your brand so you can 

sell it to your audience.

• Define what is unique about your business. What do you bring to the table 

that your competitors don’t? It’s important to understand what makes your 

business unique so you can market that to your audience.

• Create unique selling points (USPs) to give your audience insight into your 

brand.

https://www.webfx.com/blog/marketing/unique-selling-proposition/


2. CREATE BUYER PERSONAS
• The next step of your digital marketing plan is creating buyer personas to define 

your target audience.

• Buyer personas are fictional people that represent the traits of the people you’re 

trying to target to buy your products or services. They embody your ideal customer 

and the person who is most likely to purchase from your business.

• To create your buyer persona, collect information like:

• Location

• Age

• Income

• Job title

• Hobbies and interests

• Goals

• These are all great tidbits of information that will help you shape your buyer 

persona.

https://www.webfx.com/blog/general/how-to-create-and-use-marketing-personas/


3. SET YOUR GOALS

• It’s important to set goals so you can determine whether your marketing 

campaign is working effectively to help your business grow.

• When you set goals, set both small and big ones. Your small goals should help 

keep you on track to achieving your big goals.

• When you set goals, it’s crucial that you set measurable ones. These are also 

known as SMART goals.

• SMART stands for:

• Specific

• Measurable

• Achievable/Attainable

• Relevant

• Timely(In Time)

https://www.webfx.com/blog/marketing/smart-marketing-objectives/


4. CHOOSE YOUR DIGITAL MARKETING METHODS

• If you want to know how to create an effective digital marketing plan, choose 

the right digital marketing methods. You know who you’re trying to reach and 

your goals, so the next step is to figure out which channels will help you reach 

them.

• There are many methods available to your business to reach these leads:

• Search engine optimization (SEO)

• Pay-per-click (PPC) advertising

• Content marketing

• Email marketing

• Social media marketing

• Influencer marketing

https://www.webfx.com/seo-services.html
https://www.webfx.com/ppc-management-services.html
https://www.webfx.com/content-marketing-strategy.html
https://www.webfx.com/Email-Marketing-Management-Services.html
https://www.webfx.com/Social-Media-Services.html
https://www.webfx.com/influencer-marketing.html


5. SET YOUR BUDGET

• Your budget is a crucial part of your campaign. You must know how much you 

can spend on your digital marketing campaign before you start implementing 

your methods. Having a set marketing budget allows you to better distribute 

your money to the services you need.

• When you set a budget, you can break it down and allocate the money to 

different channels. You must find a balance between how much you’re willing 

to spend on each channel and how much you need to invest to drive valuable 

results.

• For instance, you may think that $500 per campaign is sufficient to run a PPC 

campaign, and while it’ll drive some results, it won’t generate the same kind of 

results as someone who invests $1000 into a PPC campaign.

• When you know how much is available in your budget and how much you 

need to spend on each channel, you will create a better digital marketing 

business plan.

https://www.webfx.com/digital-marketing-pricing.html


6. MEASURE RESULTS

• A digital marketing plan should always have a strategy for measuring results. 

Measuring results is crucial in determining whether your business was successful 

with your efforts. It’s important to constantly monitor your results to ensure 

you’re putting out the best campaign.

• You can use key performance indicators (KPIs) to determine your campaign’s 

success. KPIs are statistics that help you define whether you reached the goals 

you set.

• If you aren’t meeting your goals, it provides you with the opportunity to 

restructure your campaigns to drive better results. You can alter and optimize 

your strategies to help you reach consumers better.

https://www.webfx.com/blog/marketing/measuring-marketing-performance/
https://www.webfx.com/internet-marketing/what-is-marketing-kpi.html




• A content management system is for creating, managing, and 

optimizing your customers’ digital experience.

•More specifically, a CMS is a software application that allows 

users to collaborate in the creation, editing, and production of 

digital content: web pages, blog posts, etc. The CMS (or WCM—

web content management system) is evolving from just helping you 

launch digital content to a more robust system that is core to 

managing an overall digital experience across many different 

channels, such as email, mobile apps, social media, web sites, and 

more.









• Content management process

• Content management practices and processes can vary by purpose and organization. This can 

lead to differences in steps or terminology.

• The stages of the content management lifecycle are:

• Organization: The first stage where categories are created, taxonomies designed and 

classification schemes developed.

• Creation: Content is classified into architectural categories.

• Storage: Content format and storage decisions are made based on ease of access, delivery, 

security and other factors dependent on the organization's needs.

• Workflow: Rules are designed to keep content moving through various roles while maintaining 

consistency with the organization's policies.

• Editing/Versioning: This step involves managing multiple content versions and presentation 

changes.

• Publishing: The stage where content is delivered to users, which can be defined as website 

visitors or internal publishing via the intranet for employees.

• Removal/Archives: The final stage where content is deleted or moved to an archive when it 

is infrequently accessed or obsolete.

https://searchcontentmanagement.techtarget.com/definition/taxonomy
https://searchsoftwarequality.techtarget.com/definition/versioning
https://whatis.techtarget.com/definition/intranet
https://searchstorage.techtarget.com/definition/archive


THE TYPES OF CONTENT MANAGEMENT SYSTEMS

• Web Content Management System (WCMS): Organizations that deliver most of their 

content to the internet, such as on user guides on their website, rely on a WCMS 

because it’s designed for sending content to the web. Companies that use e-guides 

rather than paper instructions, for example, may use a WCMS to update old product 

manuals, as well as develop new guides.

• Digital Asset Management System (DAM): This content management software is 

dedicated to graphic and multimedia management — not text. Graphic design, 

photography, and film companies often benefit from a DAM system as they deal 

exclusively in visual products.

• Document Management System (DMS): A DMS is a document manager. Instead of 

focusing on a content’s details, it concentrates on content at the file level (e.g, Word 

or PDF documents). A DMS, for example, tracks who modifies documents, but it also 

controls who can access and update a document. Numerous organizations use a DMS 

to ensure essential content, such as branding guidelines, remain unedited by lower-

level staff.



• Enterprise Content Management System (ECM): This type of content management 

system takes a global approach to managing content. It can handle your emails, 

documents, instant messaging, and other electronic files. Corporations and large 

organizations rely on ECMs to consolidate their content and improve their 

productivity for producing new internal documents, as well as materials for their 

customers.

• Component Content Management System (CCMS): The Vasont® CCMS is more 

granular than a DMS. Unlike a DMS, our CCMS focuses on your content’s details 

rather than the files themselves. Components include conceptual topics, procedures, 

sensitive information (cautions and warnings), product descriptions, and many others. 

Duplicate content, such as your company’s copyright disclaimer, are saved as a single 

component. So, if you would change your disclaimer, it would update across all 

documents that feature it. Content security can be managed at a lower level than in 

other types of CMSs, giving greater flexibility for content ownership and updates.

https://www.vasont.com/software/vasont-cms.html


ADVANTAGES OF CMS FOR YOUR WEBSITES

• User-friendliness

• Quick deployment

• Easy for the non-technically minded.

• Easy to maintain and update

• User management and access permissions to other users

• Easy to check and manage history i.e. what is edited on the website

• Cost-efficiency, open-source or freeware but some are paid themes and plugins

• Functionality can be enhanced by using effective plugins and extensions

• SEO-friendly features and plugins

• Plugins and extension are easy to install and use

• 24/7 developer and community support



• The slow loading speed of a website

• SEO features are limited and may require a further purchase and difficult for 

dynamic pages

• Expensive design and plugins for the addition of certain special features to 

the website

• CMS software will have to be updated from time to time and users will have 

to look out for updated versions in order to function properly with CMS.

DISADVANTAGES OF CMS FOR YOUR WEBSITES







• What is SWOT Analysis

• SWOT analysis stands for Strengths, Weaknesses, Opportunities, and 

Threats. It is the strategic planning of your company, product, business, or 

industry by listing down these four characteristics.

• These 4 characteristics are divided into two factors – Internal and External.



• Internal Factors

• Internal factors are the strengths and weaknesses of your business, product or 

service. It could be the quality of your product, its unique selling proposition, the 

strength of your team, your marketing strategy and so on.

• You need to list down the strengths and weaknesses in those specific columns. It is up 

to you to decide as to what you consider strengths and weaknesses during your 

analysis.

• The internal factors are something that we have direct control over. These are things 

that can be improved or changed as it applies internally to us.

• External Factors

• Opportunities and threats come under the external category of the SWOT analysis. 

These are things that you may not have direct control over however by understanding 

the opportunities and threats in your market, you could indirectly affect your business 

by making the necessary changes in your approach.

• Opportunities and threats could be the amount of competition that you have in the 

industry or the need for services that no one is currently providing that you possess.



























TARGET GROUP ANALYSIS

•What is a Target Group?

• A simple definition is, "A target market refers to a group of 

customers to whom a company wants to sell its products and 

services, and to whom it directs its marketing efforts.“.

• A target group is made up of different people on the basis of 

their same or similar characteristics. In order to make a target 

audience more tangible, you should try to understand their nature 

on different levels. This is the only way to create a holistic picture 

of the target group.

https://www.investopedia.com/terms/t/target-market.asp




WHY IS THE TARGET GROUP ANALYSIS SO IMPORTANT
• I. Finding and Defining the Right Target Group

• Since it is essential to understand exactly the people you want to address with your product or service, 

the first priority is to define the target audience, also called target group. A target audience is a group 

of people who have the same or similar needs. It is usually described on the basis of demographic and 

socio-economic characteristics, for example "unmarried women aged 25 to 40 with a high income".

• II. Exploring the Purchase Behaviour of the Target Group

• While the target audience or target group definition focuses on the socio-demographic data, the target 

group analysis is primarily interested in the lifestyle and behavior of the target group - why they buy, 

when and through which channels. In order to understand the challenges customers face, you should have 

answers to the following questions:

• How can their life situation be described?

• What unmet needs do customers still have?

• What is the buying motive of the targeted customers?

• Who makes or influences the purchase decision?

• Where and when do they buy?

•

https://en.wikipedia.org/wiki/Target_audience


• III. Connecting with the Customer

• But how do you get information about the consumer behaviour of your target group? The 

simplest answer is: Just ask them! Whether it's asking people to participate in qualitative 

surveys or filling out simple questionnaires, in many cases direct questioning is the simplest and 

most efficient method (so-called primary research). For that, it is not absolutely necessary that 

a large customer base already exists. In market research, surveys can simply be targeted at 

the people who fulfil the desired characteristics and are representatives of the target 

audience.

• IV. Online Surveys to Address the Target Group Quickly and Easily

• After the first users have registered, but at the latest after the first consumers have 

crystallized, they should be questioned. What do these consumers do in their spare time? 

What are they interested in apart from work and family? A direct survey with a questionnaire 

is the opportunity to obtain a lot of concrete information about the personal reasons behind 

the use of the product or service and to get to know your target group.



• V. Creating User Profiles of Target Group Representatives

• A lot of information can be gathered from various surveys among customers 

and non-customers, which must be analysed, evaluated and also illustrated. 

The aim of these analyses and evaluations should be to create user profiles. 

User profiles can help to understand the desires and needs of the target 

group.

• VI. Designing Questionnaires

• Online survey tools are particularly suitable for asking specific questions to 

your target group. The advantage is that you can analyse anonymously not 

only your own customers' views, but also that of potential customers or 

customers of competitors . Regardless of whether you want to survey your most 

loyal regular customers or obtain general feedback on a specific product, 

three essential aspects should be considered when designing a questionnaire


