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Introduction

As I have already described in Assessment 1 – KFM is a Bulgarian-Spanish company that deals with meat production and produces a wide range of all traditional Bulgarian meat products. It is one of the leading companies in the country that deals with this activity. With the high production capacity achieved, she feels obliged to pay what she deserves to society and to be sympathetic to the social problems that have grown in the country by trying to stimulate society through its program. Program related to the restoration of life in the depopulated villages of Bulgaria due to lack of livelihood in these areas, by creating pig farms.
 In order to achieve the best results of engaging communities, for KFM as well as for other companies and organizations, it is essential to have a well-thought-out strategy. A strategy that includes clear objectives, importance of ongoing engagement with society and, accordingly, results for the business itself.



Gibbs’ analysis

When we are part of the management of a company or organization and work to achieve its goals, views and priorities, we must be responsible. Responsible to both the organization and the stakeholders – we must try to be professional. Therefore, when we need to assess or consider a specific situation in the workplace, it is advisable to use gibbs' reflective cycle. It can be applied to any scenario that needs to be reflected or improved.

The first step of this method is to make a Description of the event / experience.
From the SWAT analysis I did in Assignment 1, in the Weaknesses column, one of the problem areas we noted is in not reaching potential future customers. The company has not been fully recognizable. The additional activity it develops – to create new farms and support the future development of existing pig farms – is also not well promoted. 
In the first weeks of my start at KFM, I noticed prints of ignorance on the part of some of the users of meat products for the company itself. I myself even knew too little about the brand and even less about the range of products it offers. With each passing day, I noticed people heading to another brand that was obviously well recognizable by the tach. I was asking myself questions about the variety of "Why is it so?," "Where is the problem – in the quality of the product, in the price of the product, the concept of the product, the vision or just the misinformability of the users?" and "What would be the way to deal with the problem?"

Step two – Feelings. Every day I visited a food site where we offered our goods and watched people target the competitive brand. Yes, there were also interested in our product, but not as much as I wanted. I knew that our product was strong in many aspects, I knew that the company had good goals and the additional commitments to society were significant for part of society and the direction of our country as a whole. I wanted it to be shared with every single client, but it was a laborious task for one person. The sharing of this information should have been larger.

Step three – Evaluation. It was good for me to realize that there was a problem in our supply. I noticed the competitive brand of what it emphasizes and what exactly helps it for better sales and better perception by its customers. It was interesting to look as a side observer the thinking of the client and how mentally his choice is influenced. All this motivates me to find reasons for what is happening and to choose the right tools to deal with the problem.

Step Four – Analysis. The reason for choosing the competitive brand was, in my view, not of better quality, on the contrary. People would have been more familiar with the technological process and necessary resources for the production of meat products of the two companies – definitely the prevailance would take KFM. In terms of price, KFM is also competitive. Given the quality of the product, the price is even quite affordable. The mission of the company is significant and the implementation program that works - important and useful to the people. However, the company's failures to spread enough after users well are noted:
· Who is the company KFM? 
· What's he suggesting? 
· What is the quality of the product offered and at what prices relative to quantity? 
· What are the goals and mission of a company?
·  And why should the consumer choose exactly this brand?

Step Five – Conclusion. The company itself has built its goals well. She has also prepared a product that meets high standards according to its category and which will revive the taste of the delicacies offered in the past – from pure meat with traditional spices and technology for their preparation. The vision of the product is well chosen, as well as the message to carry to consumers. The key point that cuts off the connection until the desired realized sales are the relationship between the customer and the product - in sharing the product information to the user, for the overall vision of the company and what message it wants to convey.

Step Six – Action Plan. The main thing to do by the company is to reach the consumer - to offer its product in the most effective way possible, through the best means of advertising. Advertising campaigns are a process that must invariably be present in the strategic business planning of each successful company. The size of the business is irrelevant, as is the sphere in which it specializes. Effective strategies to attract potential customers and use business-specific advertising tools need to be imposed. Besides this advertising media should be well thought out in order to effectively fulfil their role and effectiveness over time. The company has already implemented an advertising strategy that has proved ineffective so far. This is perhaps also because the management itself has not allocated sufficient funds for the media distribution of its products. At least not enough to reach the company's defined goals.
The fastest and most effective way yet to distribute a product or service is television. It is the most useful and practical option. Through this type of advertising, the advertiser can inject an emotion that reflects the user – to convey the appropriate mood to the viewer in order to fully feel the idea and message that wants to be conveyed through the product. Advertising must, in the most appropriate way, convey the feeling with which the company wants to stand out in front of the competition and prove at the same time that this particular product is best suited to the viewer.
An important starting point is to determine the focus group, as its participation is the driving force of the project. Of course, if we want to reach our message to the highest number of viewers, the peak time of consumption of this type of media should be noted. Especially used at dusk (after working hours), on weekends and especially on holidays. Another important advertising tool is radio.
Specifically with this type of product – nutritional – of great importance and influence betray the tastings. Tastings made in large food chains, at times when there is the most consumption. And it is usually during weekends (Weekends, including Friday nights after work) and during holidays. The greater the influx of customers, the more successful the campaign is. Of course, during these tastings it is nice to take the feedback from the customer as well. To emphasize the to what kind of product satisfies the desired taste of the given type of assortments. To understand to what extent the price is acceptable and normal. It is even advisable for promoters to provide in addition to information about the product itself, as well as the company as a whole and it’s commitment. In order for the user to gain a global understanding of the company, its guidelines, views and aspirations.

Upon presentation of the additional social activity of the company – enrichment of depopulated areas with the design and investment of pig farms is necessary:

1. Show prospective members what they can do in this community, such as being given specific instructions to participate. This can be done, via social media, by video or direct message.
2. It is advisable to make communication with a group of community leaders. It's nice to build relationships with active leaders in the community.
3. Create a member engagement program. To target them for the goals that interest them, thereby incentivize them to be part of that commitment.
4. It is also important to use the company's resources – internal members – to help attract people from the outside community.
5. Encourage correspondence between individual members – video chats, phone calls, etc.
6. Individual introduction of members – building a personal attitude. Relationships that are significant for the overall construction of the necessary group.
7. And to introduce adjustments – once engagement is in place, it is advisable to review whether gaps have been made and to try to minimize them. 
These are the steps that the copper manager should follow in this type of strategy. Every manager must be an effective communicator and no organization can succeed or progress, build up reputation without effective communication skills. 

Conclusion

In order to be able to expand the market shares of the company in the country and to spread its social project, it is necessary to strictly follow the strategic plan of the company – to monitor its scope, the main events determining it, as well as methods by which it can be influenced.
Advertising applied to the world of public opinion requires a very good knowledge of the audience, the social environment and, on this basis, anticipation of trends in the development of public opinion. When a corporate policy wins public opinion, it receives additional dividends, and too powerful, for its further professional realization.
Community engagement has a deep communication nature and focus. Therefore, there is reason to argue that it is an integral component of business communications and plots the future of an organization.
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