The company’s product online price does not vary with the offline price, and rather it is consistent at $12 for 500ml juice. According to Weisstein et al. (2016),  ((>>can we integrate the source information for this sentence and cite at end of sentence?))<<<< consumers will willingly pay what they want as a result of a positive previous direct interaction experience with the product and service providers. When one is satisfied with a particular service or product, they are likely to pay more for a particular service or product. Weisstein et al., notes that online shopping limits consumers’ products experimental experience, however, in consequence, a consumers' uncertainty and risk of purchase increases. Consumers might, therefore, not risk buying high priced products following the increased risks and uncertainty. Glow could, therefore, consider a slight price reduction that can lead to consumers' substantial risk reduction<<((if there are some direct quotes in this paragraph can we go over it to cite it properly just in case we get hit for it))<<<. Additionally, we suggest that Glow adopt a variable pricing method for different tiers and qualities of the products. Glow does not use organic ingredients in their products currently. If they incorporated higher quality ingredients, as their target market desires, different pricing strategies could become available to them. Not only does this allow for greater transparency with their audience, since what they currently promote is not perfectly in-line with the needs of their market, this can allow for greater profits for the company. A majority of the target audience we have identified likely has the financial ability to indulge in the highest quality product that fits their needs. This follows in correspondence to the focused differentiation strategy we have identified. By considering a price reduction, there is room to grow their target market as it becomes more financially viable to those who have a need for the products Glow offers. However, faltering from their strategy could lead to confusion about company goals and quality assurance. As Glow continues to flourish in its niche market, these kinds of decisions will have a large effect on the direction of the company and should be considered with great care when conducting themselves in the digital space. 
            According to the World Trade Organization 2018 annual report, the internet has, over the past few decades, changed how people trade by shifting consumers purchasing habits online (WTO, 2019). The use of the website, therefore, is invaluable in today's business effectivity and convenience. Glow should improve on their website and make sure it is in action. The advice is following the considerable time it has taken while down on maintenance. Furthermore, Glow should consider acquiring more owned media, including banner ad promotion and social media paid advertising. Increasing company exposure on all platforms through online advertisements will allow for others who may have not had the opportunity to learn about the brand will reinforce brand image and recognition in the community. Glow maintains a relatively low-cost focus in digital marketing and by allocating more funding to this area can earn back plenty more as the brands recognition spreads across Canada. The website can become far more valuable in informing the public about their products and will make it far more valuable to the company.
Glow’s use of earned media is also commendable. To restate, the target market uses to a significant extent the earned media channels it uses, that is, Twitter, Instagram, and Facebook. Connecting with local businesses in surrounding operational areas not only helps in product promotion, but also leads to increased customer engagement, and strong customer relationship (Tiago & Veríssimo, 2014). Glows interaction with surrounding local businesses through Twitter is, therefore, considered an effective strategy in building customer relationship. Besides, the company not only connects with local businesses but also leverages local and even bigger celebrities to endorse their products an action that helps grow brand and drive measurable and impactful sales.
Glow’s use of social influencers is critical in promoting and building its brand. Through the influencers, it reaches its target market, which was earlier stated to be more common in social media. It is, however, vital for Glow to be very keen in identifying and selecting its influencers as some influencers might not be a successful persuasive communicator (De Veirman et al., 2017).
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