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Glow Juicery Digital Marketing Strategy
	Glow Juicery, in the use of its focused differentiation strategy, appeal to a unique and preference specific market segment. The company uses a digital marketing strategy to communicate to its identified customers. In its digital marketing, the company includes all of the healthy ingredients with health-conscious messages effectively in its primary product, the juice. Besides, the company makes clear its primary themes of fitness, mental health, and fresh whole fruits and vegetables. Whereas the company’s digital marketing strategy pairs well with its overall market marketing strategy and clearly communicates its brand message, it should still improve on some parts of the strategies.
[bookmark: _GoBack]	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 a research done on determining what consumers can pay on products, it was found that consumers will willingly pay what they want as a result of a positive previous direct interaction experience with the product and service providers (Weisstein et al., 2016). When one is satisfied with a particular service or product, they are even likely to pay more for a particular service or product. Weisstein et al., notes that online shopping limits consumers' product 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 should, therefore, consider a slight price reduction, which Weisstein et al. recommendation that can lead to consumers' substantial risk reduction.
	Glow use social media marketing as its primary outlet in the online presence. Over the previous years, social media has established itself as one of the best possibilities available for companies and private individuals to showcase their products and services (Sajid, 2016). It is a platform that directly connects companies to their clients. Undeniably, Glow’s target market, students and young adults aged 18-35, share a common interest in the use of social media to post about their daily life. Therefore, it is undisputedly true that through social media marketing, Glow will reach its target audience and connect with them. Sajid, in his article, notes that through social media, a company not only progressively learn from their client's needs, but also of its shortcomings as a company.
The company uses Instagram, Facebook, and Twitter as its social media platforms. The three are the widely used platform by the company's target market. On Instagram, it creates and curates its brand image by showcasing all relevant details that pertain to its product. Similarly to Twitter and Facebook, the exception being on twitter, they can retweet back, and on Facebook, customers can give feedback. With the preceding, Glow not only finds a great and cheap strategy to bolster their connections with their customers but also accurately reach the most lucrative and growing target segment. Glow can, therefore, from the feedbacks it gets, improve its products, and comprehends the clients' needs.
Scholars have shown an increasing use and effectivity of the three above illustrated channels. However, the company should focus on adding YouTube advertisements among its social media channels. YouTube is considered to be the third most visited website globally, with approximately a billion monthly visitors watching more than six billion hours of video (Dehghani et al., 2016). To be more particular, Dehghani et al. record that the age 18-34 impose the two-thirds of YouTube and watch it more than any other cable TV channel. Interestingly, this is the Glow’s target market. Various businesses have used YouTube as one of their advertisement channels for their products and services. Perhaps using the YouTube channel will give Glow an effective direct connection to its target market and even give the most real information about their practices and other hard to cover information in video form.
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 advertisement.
Glow’s use of earned media is also commendable. Reinstated, the target market uses, to a significant extent, the secured 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). Glow's interaction with surrounding local businesses through Twitter is, therefore, considered an effective strategy in building customer relationships.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 on identifying and selecting its influencers as some influencers might not be a successful persuasive communicator (De Veirman et al., 2017). For instance, De Veirman et al. argues that influencers with a high number of followers are not the best for promoting divergent products, but instead are perceived to lower the brand's attitude and uniqueness. Improving on the above recommendations, among others, certainly will improve the company's effectivity. 
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