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1. [bookmark: _Toc164880174]Introduction
Health-conscious and eco-friendly diets are growing rapidly in modern consumer society. As a leading subscription meal box service, will develop a vegan line to satisfy customers. It is a reasonable response to changing customer needs that meets business needs, not a risk-taking move (Baum et al., 2019). This campaign will use a vegan cooking box to reach this audience, who want healthy, eco-friendly plant-based meals. Marketing to vegans is important since they spend money. According to most surveys and market research, millennials and generations Z have adopted a vegan diet for health, animal welfare, and environmental reasons (Содома et al., 2023). Aim is investing the vegan industry because it is believed plant-based eating is the future, not just to react to a temporary event. Vegan Cooking Box's attractiveness lets members leverage our unique position in revolutionary food technology, supply chain management, and customer service to grow our client base. Additional varieties and greater taste and convenience to compete in the fast-growing vegan sector is the basic need. Tipsy Talk then positions the business as an innovative, socially responsible, customer-focused leader in sustainable dining (Kim, 2020).
2. [bookmark: _Toc164880175]Objectives
[bookmark: _Toc164880176]Marketing vegan cooking box to 50,000 new members in six years is main goal. This ambitious objective is to attract the growing market of health-conscious and career-oriented vegetarians who need great meals to fill the gap. Secondary aims include brand image and active participation, vegan community creation, and regressing Ayurveda market segment grounding. 
Target Audience
The vegan cooking box targets urban 25–44-year-olds with intermediate to high incomes. This client group is recognised for investing in fitness and environmental sustainability items. They are sensitive about diet and the environment. Minimal or no trash is produced and all products are recyclable. In fast-paced times, people desire comfort, but they won't tolerate bad quality of life and unethical product standards. Target audience uses social media to find inspiration and camaraderie around their life choices. They value authenticity, thus user-generated material and vegan and environmentalist thought leaders will impact them (Gregory, 2020).
3. [bookmark: _Toc164880177]Communication Channels and Usage
3.1. [bookmark: _Toc164880178]Digital Marketing
Digital marketing is an in-built part of the whole campaign that aims at reaching consumers who use technology purposefully but are health-conscious at the same time. Main strategy will encompass:
· SEO and Paid Search: By combining optimization of our website and content for search engines to generate organic traffic, together with PPC campaigns aimed at the vegan and cooking-related keywords, will be able to bring in targeted visitors, who are interested in healthier lifestyle and in cooking with plant-based foods (Calaro et al., 2023).
· Email Marketing: Leads will be warmed up throughout focused email campaigns and these campaigns are meant to convert the subscribed leads as the most important step. For email campaign, will house these content types such as recipes, user-endorsed reviews, and timestamped offers (Adeola et al., 2020).
3.2. [bookmark: _Toc164880179]Social Media
Social media channels are essential for engaging directly with potential customers and creating a community around our brand:
· Instagram: Using a story and post to showcase the unboxing experience, cooking process and resultant dishes, all of this helps in the making of amazing video content that will capture the attention of foodies and non-foodies. Instagram will also be launching contests which will further encourage users to share their stories on cooking side dishes with them standing a chance of winning free boxes (Haenlein et al., 2020).
· Facebook: Building a group for the subscribers to be a part of where they can share recipes and give tips thus contributing to a spirit of oneness. Ads on Facebook will be placed to reach the targeted demographic depending on their interests in veganism and other related issues.
· Pinterest: Sharing visual content that is top notch across different dishes and after photos that target people who are searching for cooking ideas (Belanche et al., 2021).
3.3. [bookmark: _Toc164880180]Traditional Media
While digital dominates, traditional media still plays a role in creating broad awareness:
· Radio Ads: Practising drive-time slot advertising in major city centres, this would help reaching those who are likely to have sufficient cooking skills to create dishes on their own.
· Magazine Ads: A placement of ads and editorials in health, lifestyle, and cooking magazines is one of the ways for the target audience which is more health conscience and cares about sustainability (Ładyżyński et al., 2019).
3.4. [bookmark: _Toc164880181]Public Relations & Events as Perceptive
Building public relations and hosting events will help create buzz and offer an experiential touch to the launch:
· Launch Event: Will host a high-profile launch event with a chef or celebrity identified as vegan who will guide a session that will cite recipes from our concept. The event would be streamed out on Facebook Live to get as many people as we can and make the most of the intended goal.
· Press Releases: Press releases to be issued many times a year, and distributed to culinary and health magazines, and also to major newspapers, for the latest news from R&D and the stories on successful customers.

4. [bookmark: _Toc164880182]Campaign Messaging and Offers
4.1. [bookmark: _Toc164880183]Key Messages
Promotional theme for launching the vegan box meal delivery service stresses that customers would appreciate our concern for their health, the environment, and ease of use. Message is customer-cantered and encourages both logically and emotionally emotional appeal. So, working together to reveal the features of product that customer might be interested in.
· "Eat Smart, Live Kind – Your Gourmet Vegan Kitchen Made Easy" - This primary slogan encapsulates the essence of the product:to pick the best quality for customer and pack it all ready to be delivered to their door. It is such information which attracts people with ethical concerns for both healthy and ethical choices (Park, 2020).
· "Fresh, flavourful with compassion - this is how we describe our food, which is continually based on big attention to flavour and cruelty-free production." 
· "From Our Kitchen to Yours: Plant-Based Cooking Redefined - Addressing complexity of vegan cooking, rather than adding to it, will show it's easy to turn ordinary ingredients into amazing meals using creative and gourmet cooking techniques. 
· "Join the Green Revolution: "One Box at A Time" - This slogan fastens onto the growing social model of environment friendly behaviour. It pushes those conscious about the environment who feel that they can contribute beyond this choice even feeling sufficiently empowered as they can make their voice heard (Santiago & Castelo, 2020).
4.2. [bookmark: _Toc164880184]Special Promotions and Offers
To impact the campaign more and gain more subscriptions company is introducing promotional offers (original equipment manufacturer) which can attract and retain more customer base from a wide bracket.
· Early Bird Discount: The first month after the launch is to provide new subscribers with a 20% discount coupon for their first 3 boxes. It will offer such a benefit to spur a quick sign-up process and speed up the elapsed time of our subscriber base's development (Hughes et al., 2019).
· Refer-a-Friend Bonus: Friend referral is a reliable sales introduction approach. Referral subscribers get free meal boxes for each friend that signs up. Additionally, a recommendation buddy comment on the companion post link with your responses. Customers and existing clients function as brand advocates in this method.
· Free Trial Cooking Box: Subscribers to One-Time Free Trial Box C will be the first 1,000 users who sign up through our social media ads that follow targeting technique. This promotion breaks the stereotype that vegan food is bland and is aimed at those who are or were hesitant at some point to try vegan food. It is meant to lower the barrier for entry and promote the true quality and creativity of our vegan recipes (Mowat, 2021).
· Seasonal Promotions: Seasonal or time-bound offers showing up in our campaigns are forecasted during the campaign period. One can look at that, the 'Summer Fresh' promotion will have some lighter meal choices perfect for the dry and warm season and the 'Winter Warmers' may have some more hearty and warming dishes. The periodic offers maintain the novelty and connect customs with trendy, relatable information of time (Evans et al., 2021).
· Loyalty Rewards: To stimulate long-term subscription, company will implement a loyalty program that each order will earn the points so that these points can turn into discounts of the future purchases or just-for loyalty program items that will not be presented in the regular boxes (Macarthy, 2021).
5. [bookmark: _Toc164880185]Budget Allocation
The critical and most important component of the vegan cooking box campaign is an effective and goal-oriented budgeting which the campaign team should try to keep and allocate at £500,000. The target should be 50,000 new members in six months. Here is a detailed breakdown of the budget across various channels and activities:
Digital Marketing: £200,000
· Email Marketing: £40,000 (Design, digitalization software, campaign management)
· Content Marketing: £60,000 by creating blog posts, videos and downloadable ebooks.
· SEO and PPC Advertising: £100,000 (Conducting SEO and pay-per-click ads to increase visitor traffic and subscription levels)
Social Media: £100,000
· Content Creation: £40,000 (Video footage, logo design, and content creation)
· Influencer Collaborations: £30,000 First of all, plan to invest in partnerships with the most visited vegan and lifestyle influencers as a part of our (Partnerships with key vegan & lifestyle influencers).
· Paid Social Advertising: £30000 (‘Sponsored posts and ‘Targeted’ ads on the platforms such as Facebook, Instagram, and Twitter)
Traditional Media: £50,000
· Radio Advertising: £20,000 (Develop and aired the spots when more listeners are available in elite listening hours).
· Magazine Advertising: £30,000 (Ads in the top spot in popular health, life style and cooking magazine).
Public Relations and Events: £150,000
· Launch Event: £70,000 (Virtual venue, guest fee, and promotion are vital)
· PR Agency Fees: £50,000 (Media agency retainership for media services including issuing of press releases and managing events)
· Community Initiatives: £30,000 (Sponsoring vegan fairs, festivals, and community meetings would be our supporter and partner)
Rationale
Budget includes digital and social platforms where target audience engages and gets motivated. Invest heavily in digital marketing to boost online presence with relevant and engaging adverts and content. Traditional communication and public relations are utilised to build brand reputation and recognition, which leads to community-impacting actions and partnerships. This integrated approach is used to reach and engage potential customers and encourage them to subscribe. Additionally, consumers will notice and like your brand (Basri, 2020).
6. [bookmark: _Toc164880186]Performance Measurement
Metrics for Success
To effectively measure the success of vegan cooking box promotional campaign, will utilize the following key performance indicators (KPIs):
· New Subscriptions: Become the main goal to add 50,000 members in total. Monitoring the number of new sign-ups will be a vital component in how successful the campaign is in generating the sales (Mowat, 2021).
· Customer Acquisition Cost (CAC): The ability to compute the fee characterizing the acquisition of every other one new subscriber, will throw light on the effectiveness of execution of campaign on the financial basis.
· Engagement Rates: On each social media platform and even through email marketing, intend to track engagement rates which include likes, shares, comments, click-throughs to see how well content appeals to the target audience (Ładyżyński et al., 2019).
· Conversion Rates: The percentage of people who convert by signing up for a free trial or addressing the promotional offer after the period they have given their attendance will determine how much campaign message will persuade.
· Retention Rates: Counting the number of new subscribers who move into a subscription beyond the initial sign-up term will talk about the degree to which the vegan box has to offer to customers (Park, 2020).
6.1. [bookmark: _Toc164880187]Research Instruments and Techniques for Testing
To accurately measure these metrics, will employ a combination of analytics tools and techniques:
· Google Analytics: One key example is Google Analytics, utilized to check through and report website traffic stats, observing visitor behaviour and subscribers' conversion rates from a variety of traffic channels of marketing to the subscription pages.
· Social Media Analytics Tools: The social media insights – on Facebook Insights and Instagram Analytics – will tell about how many people view company’s social media content, engage with it, and interact with social media content (Fernandez et., 2024).
· Email Marketing Software: Apply tools, such as Mailchimp or HubSpot, that will allow to trace the open rates, click rates, and conversions from email campaigns by segment which will help then to tune email marketing strategy based on the subscriber’s behaviour (Haenlein et al., 2020).
· CRM System: The Customer Relationship Management (CRM) system would be employed for storing, retrieving and analysing all the interactions with new and existing customers which will in turn provide insights to the business on customer acquisition, retention and overall lifecycle.
· Financial Software: For the purpose of obtaining CAC, will integrate campaign costing data with the acquisition information that get from the CRM, thereby having a complete financial accountability picture (Содома et al., 2023).
7. [bookmark: _Toc164880188]Conclusion
This campaign or proposal is a chance to provide a strategic strategy to launching the new vegan cooking box and capitalise on the rising vegan market. The campaign budget includes £500,000 for digital marketing, social media, and conventional channels with an emphasis on public relations tagging. Company will invite 50,000 new members by targeting a precisely defined group, employing the greatest message-inspiring technologies, and using cutting-edge measurement techniques. Additionally, the campaign increased brand transparency and community rapt in our brand. This goal positions organisation as a leading trailblazer in the meal subscription sector.
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