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Abstract

A Digital MarkeƟ ng CommunicaƟ on Campaign includes strategies and acƟ viƟ es that are focused on 
promoƟ ng a certain product, brand or service, raising awareness of them, changing image parameters, 
arousing interest and fulfi lling other goals necessary for online business.

A campaign is a way to solve the communicaƟ on tasks and challenges facing a business in a complex
and consistent way. It allows the Target Group to be provided with planned and well-targeted content that 
meets the current needs of online business.

This arƟ cle analyzes: the steps to be taken when working on a Digital MarkeƟ ng CommunicaƟ on
Campaign. There is also presented The Importance of a Brief; Ɵ ps are off ered that companies should 
consider before starƟ ng to work on Social Media Content. Finally, there is formulated a conclusion.
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IntroducƟ on

When working on a Digital MarkeƟ ng CommunicaƟ on Campaign, the following steps need to be 
planned and implemented: 1. IdenƟ fy the problem and goal; 2. Select the Target Audience; 3. Set a Budget; 
4. Develop the campaign Insight, main idea, message box, Content, formats, Content Calendar, and defi ne 
channels; 5. Launch and implement the Campaign; 6. Analyze the results.

5. The Manager can, of course, follow these processes himself and work on the CommunicaƟ on 
Campaign, but in order for the company’s internal team to parƟ cipate in planning their own campaign 
or to commission an adverƟ sing company to develop the campaign, they must write a MarkeƟ ng Brief. It 
combines all the informaƟ on that may be needed to plan the appropriate campaign and is a kind of task.

Literature Review / Background

A good Brief is a guide to what kind of campaign to plan and what results they want to achieve in 
the end. It is a tool for clearly defi ning the task of creaƟ ng a campaign, in other words, the Brief itself 
is a working assignment for the campaign, which includes all the informaƟ on necessary to accurately 
complete this task, that is, the campaign.

 At the beginning of the Brief, it is necessary to explain the current situaƟ on of the company, what 
place it occupies in the market, what are the strengths and weaknesses of its product, consumer needs, 
current trends, etc.

 It should be clearly outlined what goal they want to achieve and what results the campaign can bring. 
What is it for which they are creaƟ ng this campaign. For example, the goal of the campaign may be to 
increase product or brand awareness, increase engagement, collect customer contact data, increase sales, 
change image parameters, increase loyalty, etc. It should also be determined how the achieved results will 
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be measured, that is, the so-called Establishing KPI-S. KPI – Key Performance Indicator is a kind of system 
for assessing the achievement of goals. By defi ning them, it is possible to assess the extent to which the 
set goals have been achieved and what results have been achieved.

 It is necessary to divide Target Groups: according to their behavior, demographic and geographic 
characterisƟ cs, interests and other parameters. This informaƟ on is needed so that Management knows 
exactly who they want the Campaign to reach and who the Digital Content should work on.

 AŌ er determining the Target Group, it is necessary to establish what communicaƟ on style, language 
and tone will be required within the framework of the Campaign. This is necessary in order to speak to 
users in a language that is understandable and acceptable to them, without being too serious or familiar. 
Although it is not necessary, someƟ mes the Brief also states what type of Content and AdverƟ sing they are 
considering or prefer. Specifying this helps the team working on the Campaign to create Digital Content 
that is acceptable to the customer.

 It is important to write down the approximate Ɵ me frame within which Management wants to 
complete the preparatory work for the Campaign, how long the Campaign itself should last and when 
each stage should take place. All of this needs to be included in the Brief, given that the company already 
has certain acƟ viƟ es and various events planned throughout the year, so it is necessary that the Campaign 
ordered by the Management fi ts into the Annual Plan.

Digital Channels and Content Strategy

Digital Channels allow the company to provide users with the informaƟ on and Content they want 
for free, but this distribuƟ on is limited by the number of subscribers and the Plaƞ orm Algorithm itself. 
However, there are ways in which the company’s Management can reach a large Audience without 
AdverƟ sing. For this, it is necessary to return to the PESO model. When working on a Campaign, Content 
should be planned in such a way that when it is published in Owned media, it will receive free DistribuƟ on 
in the form of user sharing (Shared media), aƩ ract the aƩ enƟ on of actors with various Digital assets, and 
deserve Free DistribuƟ on from them (Earned media). All of this will be supported by paid adverƟ sing (Paid 
media) placed by the company in various channels, even with a Limited Budget, which will make it even 
easier and cheaper to Distribute Digital Content. When using this type of Strategy, the Campaign and 
Content should be so interesƟ ng, aƩ racƟ ve, unfamiliar and intriguing that the user will want to express 
their involvement in various ways: like, share, comment, distribute, etc.

 This arƟ cle off ers some general Ɵ ps that companies should consider before starƟ ng to work on Social 
Media Content. These are: 1. Each published piece of Content should serve a specifi c purpose! You can’t 
just post on Social Media because “it’s a post.” You need to carefully analyze what informaƟ on you want to 
convey to your users and what results you want this content to bring. 2. Content direcƟ ons based on current 
Business tasks – you need to determine what type of informaƟ on you need to provide to your users. Write 
down all the informaƟ on and try to divide it into direcƟ ons, some kind of categories. Determine which 
informaƟ on is the most important so that they can rely on it, highlight priority Content, create Message 
Boxes and sort them by priority. 3. Content Calendar based on already established direcƟ ons – you need 
to create a monthly content calendar. This will help you avoid failures in Managing Social Networks and 
constantly have some acƟ vity.

 Paid Plaƞ orms and applicaƟ ons are also used for Content Management, such as: Monday, 
Contentcal, Later and others. When working on Content, you can use paid and free online tools that will 
simplify Management. These include: Asana, Trello, Eclincher, etc. 4. You should use diff erent formats 
and placements. You cannot hope to achieve any results when you have only published content in the 
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photo format for months. When planning a Content Calendar, you need to select formats – what type of 
informaƟ on will be conveyed in which format: photo, video, 3D post, 360-degree photos, etc. They should 
also choose the right placement where they want this Content to appear, For example, do they want it 
to be placed on the page and be permanently available to the user, or do they want it to be placed on 
the Story and no longer be available to the user aŌ er 24 hours. 5. Visual material should be aƩ racƟ ve 
and interesƟ ng at a glance. When scrolling through Social Media, no user will stop to take a closer look 
at the content if they see that the visual material is poorly executed and tasteless. If the team wants to 
manage Social Media well, then this is one of the most important aspects that they should pay aƩ enƟ on 
to. Try to fi nd out what the Target group considers to be quality visuals and off er a similar style to them. 
6. You should also take into account current trends. When scrolling through Social Media, you can always 
noƟ ce certain trends that companies use in a similar way. These trends can be Ɵ ed to some new event. For 
example, a newly released TV series, the visual material of which is similar to the style of which companies 
create using their own products. Management also needs to take into account which content formats are 
becoming trendy. For example, the development of Digital technologies has allowed companies to publish 
3D content on Social Media. During the period when this happened, many people and brands started 
sharing 3D content with their smartphones. 7. It is necessary to interest, it is not recommended to think 
only about selling. It is necessary to always remember that people do not come to Social Networks only 
to buy products, they fi rst of all want to see the interesƟ ng content that the plaƞ orm algorithm off ers. 
Therefore, Management should try to ensure that the content is aimed at the interest of users, so that 
they stay on the content longer and express their engagement by liking, sharing, and commenƟ ng. 8. 
Before creaƟ ng content, it is important to think about the user. Any type of content is created with the aim 
of sharing informaƟ on with the user. Therefore, it is logical to start thinking about what and in what form 
the informaƟ on provided would interest them. When working on the topic of any post, fi rst of all, imagine 
how the company’s ideal user would like, share, and comment on the content. It is necessary to defi ne 
what the ideal content for a company’s brand’s Digital channels should look like and include.

Conclusion

Therefore, it is necessary for the team working on the Campaign to know what Budget is set for the 
preparaƟ on of the Campaign and AdverƟ sing Channels. In itself, the Budget should fi t into the calculaƟ ons 
of the company’s annual Digital MarkeƟ ng expenses and should be formulated in such a way that it is worth 
the company to incur these expenses to achieve a certain goal. Overall, it is necessary for Management 
to remember that developing a Brief will help in properly Planning the Campaign, because the work team 
or the contracƟ ng company must correctly convey what they need to know before starƟ ng work on the 
Campaign. For this, an assignment in the form of a Brief is an ideal soluƟ on.
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