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Executive Summery
Within this document, discoverable will be an introduction to the assignment which will apply a small detailed background of what will be able to be discovered in the in the main body of the report.

The main body of the report will go into a detailed depth of a campaign proposal for a streaming service about how to expand its services to offer a new range of e-books and audiobooks from a new planned implemented online library.

The campaign proposal will detail about the communication channels that are to be offered up to be used along with why they are presented to be the best ideas to go forward, once the intentions for what is to be used have been stated, then the next section of the document will go into detail on the ideas for the campaign itself, specifically on what the chosen channels will be used for and how they can be affective. 

Then into the second half of the document, the proposal will split of into sections about budgets and measurements. The budgeting section will give and detailed and analysed look at how the split will be made over the allocated channels, and the reasoning and needs behind the splits. 

The final part of this main body will discuss the measurements of the campaign proposal, specifically how measurements will be made on what would deem the proposal to have achieved a successful outcome.

Once the main body has concluded, the last remaining part of the document will be the conclusion itself, which will give a small yet insightful recap over what has been laid out, before giving a final word on the proposal plans.


Introduction
This campaign proposal will lay out a planned campaign with the idea of expanding the organisations services to include the use of an Online library with E-books and audiobooks. The upcoming proposal will outline the plans to introduce the library for the planned launch date of six months from now and will outline plans to introduce 5000 new customers to the programme.

The forthcoming proposal will outline four unique necessary points, those four points being Communication Channels, which will outline what channels will be used in the proposal, along with reasoning why, the campaign idea itself, which will detail what the proposal in itself will detail, the budget splits will detail how much each section of the proposal will cost of the £500,000 available budget with the final section being an explanation of how the campaign performance will be measured and what will deem it a success. 


Main Body
Communication Channels
The operating channels that will be used for this proposal will be the use of promotional advertising through different social media outlets, including the use of Twitter, Facebook and Instagram, as well as the setting up of a partnership with the worlds only fully vegan professional football club, the first sports club in the world to receive carbon neutral certification by the United Nations, the newly crowned Champions of League two, the 4th tier of English football, Forest Green Rovers.
Now is a better time than any for a promotional opportunity and sponsorship with Forest Green Rovers, as they are at their most successful period in their history at this moment, reaching the 3rd tier of the English football pyramid for the first time in their 133-year history. This type of partnership is a once in a lifetime opportunity at the rate it is at, sponsorship with a club like this, for the price available compared to the opportunity for exposure will most likely never come around again. Forest Green Rovers note that over the last football season alone, the club were able to have reached over 5 billion people with the unique partnerships over online, print, radio and television. With the club attaining their most recent success, attention is on them more than ever.
As well as setting up a potential partnership with Forest Green Rovers, this campaign also plans to elicit the use of 4 of the most powerful social media platforms today, Facebook, Twitter, Instagram and TikTok. 
Facebook is the most used social media app on the planet with 2 billion monthly users, with Instagram and Twitter being the 3rd and 4th most popular apps at 700 million and 330 million respectively. 
Social Media marketing is the use of social media platforms to reach and to make a connection with the targeted audience, starting out with publishing, companies were quick to learn that over time, social media platforms would be the quickest and most cost-effective way of reaching potential customers. There are 5 main points to social media marketing, strategy, planning, listening and engagement, analytics and advertising. The most important to this proposal being advertising. When advertising on social media, knowing the demographics is essential to optimising ads placed, with how powerful the advertising platforms are today, target audiences can be created for that specific site based on demographics, interests, person behaviour on the site amongst others.
There are many different advantages to the use of social media advertising, with the biggest being the increased brand awareness, before people even interact with any of the advertised posts, they are able to be seen by potentially million of people. As can be seen in the below appendix, interaction numbers is not the most important indicator in terms of how many people have seen said post, with a combined almost 200,000 interactions, but the post has received 18 Million ‘impressions’.
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The use of different social media platforms can also be a stronger way of reaching different age demographics, for instance the use of TikTok is most stable in reaching the younger demographic of teenagers, Twitter being the best place to reach ‘millennials’ born between 1981 and 1996, whilst the use of Facebook has a more likely chance to reach the older generation. Another reason as to why social media advertising is seen as a viable option in this case, is due to higher conversion rates amongst businesses, stated by Digital 2020s report, of the people surveyed, over 1 in 4 stated finding new brands to use through social media adverts.
Placing social media ads are also very affective because they can be done in multiple different ways, they can be done through the use of things such as written posts, picture posts, video, audio, all sorts of different ways to send out media and send the intended messages.
Campaign Ideas
For the campaign itself, there are many ways in which the proposal will help the business grow. Firstly, focusing on a partnership with Forest Green Rovers, there are three different ways in which this campaign will promote the brand. The first of which is the idea of becoming the brand new front of shirt sponsor for the football club, becoming the main football kit sponsor would make the company one of the major sponsors fir Forest Green, and would allow for massive exposure via social media, any photo of the forest Green kit showing the brand, the kit being on show of every replica kit sale, in stores and online, and most importantly, with the brand being shown off on the pitch, with games played livestreamed worldwide to an international fanbase, as well as having the potential to have games featured on Sky Sports, with global presentation.
As well as the presentation of the brand via the clubs’ football kit, there are other paid for advertisements that will be presented, the first being only one game through the season, heavily focusing on the Forest Green Rovers home game vs Cheltenham. Cheltenham are considered to be the biggest local rival in the football league, and the promotion to League 1 means that game will take place again, and is has the highest chance of attracting the biggest crowd for a game that season, where the brand will pay for promotional LED screens for the 90 minutes of the game, these screens are shown pitch side all around the pitch throughout the game in which every spectator will be focusing their attention.
The last idea for the Forrest Green partnership is the use of paid for static boards that last the full season both on the inside and outside the stadium, The New Lawn. Forest Green Rovers state that they receive over 50,000 individual spectators over the course of a season and having a capacity to hold over 5,000 spectators for every home game. The static boards will be placed inside and outside the stadium, to further emphasise the spectators change of seeing and possibly interacting with the brand. 
With the social media marketing, the plan is to have separate branding for the 4 different platforms. The TikTok advert will be based around a short video format to go with the style of the format, being most attractive for potential consumers on the platform, Facebook and Instagram have the ability to use the same branding, with created poster, which will be uploaded with its own written massages to go alongside the poster in the comment section, with how these platforms operate, these are seen as the most viable option of reaching consumers via those platforms. For Twitter advertising, the most feasible form of advertising is the promotion of a full account instead of specific tweets, uploading tweets of their own which to be viewed once a person enters the promoted profile will be a much cheaper way to promote whilst still allowing for the brand to be promoted in its entirety to any potential consumers viewing the profile. 

Budget Splits 
With the splitting of the budget, the budget will be heavily favoured in the region of working with Forest Green Rovers due to the social media side of the advertising campaign requiring a significantly lower piece of the budget. With the sponsorship of the Football Clubs shirts, they are estimated to reach a price of upwards of £200,000 on the front of shirt sponsorship for a club entering the 3rd tier of English football, and the use of the Static board placed within the New Lawn stadium being priced at £1,000 per season, using 2 boards, 1 placed inside the stadium, and 1 outside, coming to a cost of £2,000 for both boards. Also, with Cheltenham Town considered as the clubs biggest and most fierce rivals, £108,000 will be allocated to the use of the LED board for one 90-minute match at the New Lawn, at a cost of £1,200 per minute, costing £108,00 in total.
On the Social Media side, the costs are much more minimal. For TikTok ads, there is a minimum $500 (£409.27) charge for any ad campaign started on TikTok, with an additional charge of $0.50 per 1,000 views of the ad, and $0.02 per click of the ad. Budgeting for ads to reach 1,000,000 views on TikTok, and upwards of 10,000 clicks or 1% of the views on any ad placed, the TikTok ads will be running at an estimated cost of $1,200 (£982.33), with an additional $1,200 to increase the advertising should it be a success
Instagram runs at a more expensive rate than TikTok, with price per click running between 35p and 75p in smaller markets and up to £2.70 in higher competitive industries, running the maximum expected output of £2.70 per click with the aim for 10,000 clicks on the placed Instagram ads, a total of £27,000 + an extra allocated £3,000 should the campaign be a success will be budgeted for the proposed plan.
With plans for a promoted Twitter account, these are advertised at a maximum of $4 (£3.27) per follow, making budget available for up to 10,000 followers, $40,000 (£32,744) is planned to be allocated to the Twitter budget. Due to the easiness of separating from twitter ads, if the 10,000-follower goal is reached the promotion would be instantly stopped, thus not requiring extra budget to be set aside.
Finally, Facebook is estimated to cost roughly $7 (£5.73) per 1,000 impressions, the allocated Facebook budget would be set at $7,000 for 1,000,000 possible impressions, and at $0.97 (£0.80) per click an additional $10,000 would be allocated for 10,000 clicks. 
In total social media marketing will come to a total of $47,900 or £39,212. This going along with the total estimated cost of £310,000 sponsorship prices with Forest Green Rovers, brings the total budget spend to just shy of £350,000, using a substantial amount, whilst also leaving over remainder for cover.

How will campaign performance be measured?
The campaign as a whole will be measured as a success if the 5,000 new customer goal is met, but over time, to measure the goals will be based on steady growth week by week, constant growth of interaction, clicks on ads, sale figures of Forest Green shirts as well as tracking the amount of people attending Forest Green Rovers games, as long as these numbers continue to grow week on week and month by month, the campaign performance can be measured best on that scale.
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Conclusion
To end this report, it’s important to reiterate the enormity of the opportunity working with both Forest Green Rovers as well as creating ads to promote via social media are massive chances for the brand to reach and potentially exceed the target goals. 

Working with a club such as Forest Green in the state that the club is in right now is a once in a lifetime opportunity, being associated with the fully vegan certified club and being the only vegan delivery-based app service to be partnered with them can lead to mass amounts of exposure on a global scale. 

Also, using adverts that are placed on social media offer the biggest reach for the smallest cost, and can also reach audiences on a global scale, 

These partnerships mixed together will have the full capabilities of reaching the audience the campaign intends.
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