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1.0	Executive Summary 

This is a marketing plan for Simply Students new vegan range. This plan offers advice on launching the product and offering insights into a range of campaign ideas for the new vegan range.  It will include the use of multiple communication channels both digitally and out of home. 

Simply Student has set a budget of £50,000 with the aim of signing up 5,000 new members within 6 months of the campaign launch in September. Each communication channel will be measured appropriately to ensure no overspending occurs, in an effective manner.

2.0 	Introduction

Simply Student is a subscription box company aimed at students. This product range will be aimed primarily at the student target audience with the aim of increasing the number of new members through the use of different communication channels. The overall campaign has a set budget of £50,000 with the aim of signing up 5,000 new members with 6 months of all communication channels going live. Each communication channel will be critically assessed to make sure it’s aimed at Simply Students target audience and can successfully sign-up new members. To ensure the success of each communication channels the different media will be measured and tracked during the course of the marketing campaign.  

3.0	Budget Splits

In order to make sure that exceeding the budget is avoided, each aspect will be allocated a set amount of the budget. Below are the details of how the £50,000 budget has been allocated.  

Included within the budget are the costs of the services of a graphic design team, and will include this bespoke service whilst incorporating the existing company brand; the various components of the campaign across physical communication channels, including the transit bus wrap, the advertising campaigns and the Gorilla Marketing campaign.  The use of these services will ensure the launch in a consistent and professional manner, associated with the Simply Students brand.  The cost of the graphic design team’s services will be £10,000 (Tugui, 2021). 



	Details 
	Budget


	
Design 

	

	Commission a Graphic Design Company - Campaign Design, including the production of marketing material and resources. 
	£10,000

	
Communication Channels

	

	Transit Advertising 
	£1,200 
(MCH.co.uk, 2020)

	Bus Wrap Advertising 
	£9,400 
(MCH.co.uk, 2020)

	Vegan Food and Living Article 
	£118 
(Lielacher, 2020)

	Gorilla Marketing Campaign
	£1,500 
(Beetle, 2019)

	Podcast Advertising
	£9,708 
(ACAST, 2021)

	Search Engine (Google) Advertising
	£912 for 2 months of fees 
(Google.com, 2021)

	Social Media influencer
	£4,000 
(TheRoom, 2021)

	Social Media Organic Search 
	Free content
(Clement, 2020)

	
Contingency

	

	To be used either to redesign the campaign or to increase the campaign’s exposure. 

	£13,000

	
Total Budget

	
£49,838


 

 4.0 	Communication Channels

Communication channels are the introduction of different media “used to deliver a clear message to a targeted audience” (Danaher and Rossiter, 2011). The range of media Simply Student uses should be catered to the target audience therefore a combination of digital and out of home media will be used. Digital media is any information received through a broadcast or handheld screen (Simon and Alouini, 2005). Simply Student will use this to engage with their target audience ensuring the content portrays a clear message that stands out to users.

Consideration is also given to the use of out of home media to include bus signage and guerrilla marketing techniques in order to grab the public’s attention. Out of home media is harder to target an audience with, however, if Simply Student strategically places this media in student villages and cities then the target audience can be made aware of the brand and the vegan range.


5.0 	Out of home communication channels 

5.1 Transit Shelter Display Marketing – budget allocated £1,200

Transit shelter displays, also known as bus stop marketing involves the use of advertising a product or service via a poster displayed on the side of a bus shelter (What is transit displays, 2020). This method is often used for 4 weeks and can be seen at any time of the day. The cost of a 4-week advertisement is £600 (MCH.co.uk, 2020). 

Simply Student should build in a 2-month campaign of this type of advertising at a total cost £1,200. This out of home communication channel should be used as all universities within the UK offer bus services to students at a discounted rate (Student bus pass, 2021).  Buses is a preferred mode of transport of students off campus. Transit shelter displays will be seen by the target audience, and it would begin from  September. 

The transit display will include a Simply Students signature of the orange logo. The main image on the display will be of the vegan food on offer within ‘vegan’ displayed on the box, boldly to stand out. The transit display will also include an appropriately sized image of a QR code which once scanned will load up the vegan page of Simply Student website. 

The transit display should aim to sign up 240 new members at the end of the 8 weeks based on the fact that £10 should be spend on every new member. 

5.2 Bus wrap marketing – budget allocated £9,400

Bus wrap marketing is a broad term used to describe adverting on bus transportation. “Bus wrapping can be conducted on the entire bus, the side of the bus, back of the bus or the T-section of a bus” (MCH.co.uk, 2020). Considering the price and the budget the best option for Simply Student would be to have the T-section of the bus advertising the new vegan range. The price for a 4 weeklong advert would cost is £4,700 (MCH.co.uk, 2020). An eight advert will compliment and incorporate the transit shelter display discussed in objective 5.1. Advertising on the T-section of the bus would offer great exposure for the company and the new vegan range.

The bus chosen would be placed strategically and specifically within a student city. Cardiff or Swansea would be a strong choice, due to the high volumes of students within these cities (Cardiff University, 2021). According to research by PETA, Cardiff University’s menus contains many plant-based vegan foods, and these Students often purchase the vegan dishes over meat within the university dining room (PETA.UK, 2021). 

Again, the graphic design team commissioned would provide the images and designs for the wrapping, incorporating and complimenting the existing branding of the Simply Students. Marketing on the bus will 1880 new members by the end of the 8 weeks. 

5.3 Vegan Food and Living Article – budget spent £118

Simple Student should consider advertising within the Vegan Food and Living magazine as articles within dedicated publications can increase exposure and boost sales to a targeted audience. The Vegan Food and Living magazine have written articles on “KFC’s vegan burger and Greggs Vegan Sausage roll” (Vegan Food and Living, 2019). Therefore, an article within this magazine should offer good exposure, advice and insights to potential customers about what Simply Student offers as a company. This magazine article will also be available on their website, for a large audience to see. An article with vegan food and living will cost £118 (Lielacher, 2020).  It would be expected that the amount of new members would be high from this article, at around 500 members.  This is because these readers will have an existing desire and passion for vegan food, an already captive audience. This campaign should be launched in January, to coincide with annual Veganuary. 


5.4 Guerrilla Marketing Campaign – budget spent £1,500

Simply Student should examine the use of a guerrilla campaign to market the new vegan range. Guerrilla marketing is an “unconventional advertising strategy that focuses on low-cost tactics which surprise the public with a company’s product or service” (Behal and Sareen, 2014). 

Simple Student could run the campaign either in a City Centre or Campus location during the beginning of November, a full month after the academic term has begun. It would offer a pop-up shop designed to promote the new Vegan range. The aim would be to offer free samples of the vegan food. Money off vouchers would be offered, to use on the website or a QR code could be scanned. There would also be an option to sign up on the day; it’s incentive would be to offer a larger discount. 

This method should sign up at least 100 new members.  

This campaign would last one day and cost £1,500. Breakdown includes staffing costs for the production of the vegan samples and promotion of the subscription services, costs of promotional materials, such as leaflets, and the costs of the food samples.  Additionally, there would be the rental cost of a marquee, and a potential cost of the prime location. 



6.0 Digital Media communication channels 

6.1 Podcast advertising – budget allocated £9,708

Podcast advertising involves the marketing of a brand or company on an audio show downloaded or streamed from the internet. The advert contains information including what Simply Student is and the new launch of a vegan range (ACAST, 2021). Simply Student would maximise its coverage and offer up to 4 options from the vegan range within the advert. This advert will cost £214 per week (ACAST, 2021).  The campaign should run across 22 weeks throughout the winter months, starting in October, to ensure it receives full exposure over the lead up to, during and after the Veganuary season. 

As of April 2021, there were a total of 2 million (Winn, 2021) podcasts available. Therefore, advertising on a range of podcast will offer great brand recognition and promotion for the vegan range. Podcasts are also a way to market the target audience as “48% of listeners are aged between 12-34” (Winn, 2021). Therefore, Simply Student should aim to sign up 500 new members meeting the end goal.

In order to captivate the public with the podcast advert it would need to be engaging therefore a team of professional audio writers and announcers should be used. The costs of these services would be £5,000, to include the script and the recording (M, 2021). 

6.2 Search engine - Google advertising - budget allocated £912 

Google advertising is an online adverting system where companies bid to display as one of the top results on Google. Simply Student should consider using Google adverts because “only 0.78% of searches click on the second page of Google” (Google.com, 2021). Therefore, showing as a result on the first page is highly important and showing as one of the first results will increase website clicks and more sign ups to the website. This campaign should be considered during the months of January and February for Veganuary. 

The display advert on Google is restricted at 30 words (Google ad support, 2021).  The advert needs to be attention grabbing and must provide key information; the advert should also include a call to action. For example, ‘Vegan food now available for delivery find out more by clicking here’. 

Google advertising is charged by the amount of times a link is clicked; however, Simply Student has the opportunity to pay a monthly fee of £456 (Google, 2021), and should advertise for a 2-month period in the first instance. This method should sign up 500 new members.  

6.3 Influencer marketing – budget allocated £4,000

Influencer marketing also known as a social influencer marketing is the involvement of a celebrity or person with a large following to endorse a product or brand. Social media platforms such as Instagram has allowed people to build up a large following by sharing their life with the general public (Brown and Hayes, 2008). Some famous influencers include Mrs. Hinich who shares hints and tips of how she cleans her home, gathering “4.1million followers” (Hinchliffe, 2021).   

Influencer marketing can help promote Simply Student’s brand and new vegan range. Its aim to hire a vegan influencer to talk and promote the product. By having a vegan trusted influencer endorse the product it will engage followers with the content and promote sign ups. An influencer should engage 1300 sign ups and promote during the months of January, through to February, plus continuing to promote veganism, just after Veganuary has finished.
    

6.4 Social Media Organic search – budget allocated £0 

Social media organic search is the use of creating a free account to promote a business or product. Social media organic search should only be used to raise awareness and not to sell products therefore, Simply Student should expect no sign ups from the organic social media (Yang and Ghose). However, Simply Student should consider setting up a range of free social media accounts. These accounts will be continually run-through the 6-month process.  

Simply Student can use the social media platforms to share causes and charities they support. For example, there is a new vegan range and simply student could support endangered animals by a financially donation to the charity per subscriber. However, Simply Student’s target audience, therefore it could also support students’ mental health associations, as this is a cause every student supports strongly.    

7.0 Measuring Performance

Measuring the performance of a campaign is paramount to its overall success, therefore it is essential that monitoring is measured in a timely manner. 

In relation to measuring communication channel methods, both the Transit and Guerrilla marketing campaigns can be measured through the use a personalised QR code. The dedicated code will allow Simply Student to measure the number of times it was scanned in order to track engagement with both campaigns. The same measuring techniques can be used for the personalised discount codes offered by magazine article and influencer campaigns.  

For the podcast campaign ACAST will be responsible for measuring the company’s performance and will provide detailed analysis via regular weekly reports. They will  provide information of the number of times the advert has been listened to and how many times it has been skipped. 

Google analytics will be the overarching tool to assess all of the digital communication channels. One of its key functions tracks how many people accessed the website and how long they stayed on the page for (Jarvinen and Karjaluot, 2015). 

It is important that all these methods are reviewed and measured from within the marketing department regularly, such as daily, weekly, monthly, quarterly. It is important that this information is shared widely within the company (Sinickas, 2001). This includes the Marketing and Sales teams and senior managers. It’s purpose is to ensure the campaign is on track and successful.  However, should the campaign prove unsuccessful, for example, showing a slow uptake of subscribers, a brand and campaign refresh should be considered. This would allow, based on the campaign’s performance any adjustments to be made to the marketing strategy.   A contingency budget of £13,000 has been allocated for this.  On the other hand, if the campaign is not financially successful, a proposal might be made to withdraw the campaign and the product line completely from the company (Cerullo and Cerullo, 2004).

8.0 Conclusion and recommendations 

Simply student should consider and acknowledge all the communication channels within the marketing plan. Simply Student should focus heavily on the digital media methods as the target audience are students, with social media being an important part of their lives. The out of home methods discussed should also be carried out as these are based within cities, allowing opportunities for the brand to be shared with other consumers as well as the student market. 

Regular monitoring should take place, to ensure the product line is suitable for the company. The communication channels within this plan also meet the budget without overspending.  The grand total is £ 49,838, with the aim of signing up of at least 5,000 new members within the allocated timescale 
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