



















Executive Summary 
This report is a campaign proposal devised to support the launch of a new business line. The new online business will include eBooks and audiobooks for ease and convenience for users. The communication channels for appealing to the target audience include multiple sources like television, social media, and website advertisements. The message communicated using these channels will have a common appeal to all target audiences. The message proposed for the communication is “reading at your convenience with minimum effort and cost”. The budget for the proposal is 500,000 pounds and it is allocated to all marketing channels explained in the report. The cost of spending on TV commercials is massive. An equal amount of 100,000 pounds is spent for three segments narrated as Twitter, Facebook, and Websites Ads. 
Introduction 
This campaign proposal is prepared for the inclusion of an online business line with our already established company “Subscription Box”. The online library will have two services, these services include e-books and audiobooks. The timeline for the preparation of this online platform is six months and it has an estimated budget of £ 500,000. 
The campaign proposal will include a mix of communication channels that can be used to market the online business line. After the analysis of the communication channels with the help of existing theories, practices, and literature, there is campaign idea development. The message that can be communicated is analyzed at this stage. Following all this, there is the presentation of the budget and finally, the performance measurement mechanism is analyzed and presented. 
The company that we initially worked out is a subscription box company. Now, we are going to create an online business line along with the traditional businesses. The online business will provide two key products to the customers. The subscribers will get access to the eBooks and audiobooks on a single platform. The subscribers are the target audience of this new business line. The access to books for different customers will be made easier using this type of service. This business will help the customers to save their time and cost. Access to different books will be allowed using a single interface. The business is expected to generate subscribers using the campaign. 
Communication channels
The characteristics of the target market are important before choosing the mix of communication. The communication channels are selected after understanding the dynamics of the target audience. The cost, urgency, message, secrecy, and scale are a few other factors that are important to understand when choosing communication channels (Danaher & Rossiter, 2011). The communication channel that can possibly be used for eBooks and audiobooks include social media, television, radio, billboards, telemarketing, events, and sponsorship. 
The eBooks are popular among people of all ages but there is a particular niche based on a few other demographics which use eBooks. The students who want ease in their studies and want access to multiple resources in less time and at low cost, the businesspeople who are traveling on different trips need access to books available online, and any other group which desires to save time and cost. 
The identified groups like students and businesspeople love to enjoy the electronic medium of communication. Baruah (2012) states that students and businessmen prefer to use social media frequently. Therefore, social media is the first way to communicate online eBook facilities to different target groups. Moreover, the use of television and the internet is common among young people, especially students and businessmen (Ferguson & Perse, 2000).
TV advertisements and social media advertisements are an easy way to communicate as well. These are less costly and usually have widespread. The dispersed audience can be targeted with ease using these channels of communication (Sama, 2019). Electronic media can communicate the message of the companies to the audience in a quick manner. The eBooks business line can be effectively and efficiently communicated to different people through the usage of electronic media sources as analyzed above. 
The other line of business is the audiobooks segment of the new business. The audiobook readers are usually people of the old age group. People are normally shortsightedness due to age factors. There are very few people of the young age using audiobooks. So, the target market of the audiobooks is people belonging to the old age group (Taherdoost & Jalaliyoon, 2014). The old age people are using multiple channels of receiving communications. They are used to listening to radio advertisements. They usually look at the television and words of mouth travel fast to them. Telemarketing and directly selling the solution to them is another choice of marketers. 
Therefore, preference will be given to electronic media advertisement. The audiobooks can be sold faster to the old age people using the electronic media. The target audience is the old age people for the audiobooks because they are the users of these books the majority of the time. They are also found on social media sites like Facebook and Twitter so communication can be generated with them using these social media sites as well (Perrin, 2015). 
Therefore, the analysis of the communication channels in the above section shows that electronic media communication is the best choice for the business line. The target audience under consideration is using electronic media so it is better to use this channel to target it. Moreover, social media marketing is also a trending choice to communicate with the target audience as the entire sample is using this channel of communication. In recent times, social media marketing is flourishing, and it is creating marketing opportunities for all sorts of businesses (Evans, Bratton & McKee, 2021). 
Campaign ideas
The marketing mix of the new business line includes the product, price, place, and promotions. The products included in this new business line are eBooks and audiobooks. There is no physical place required for the two mentioned services. The online space is required, and it is an online business having no physical existence. The price of the online subscription will be £10 per month for all subscribers. The pricing is very much supportive and appealing to the target markets. 
Promotion is the manner in the marketing mix through which the message of the product is delivered to the target audience. Jing & Xie (2011) studied the impact of social interactions as a tool of communication. The message can be sent through interactions, and it can work for all sorts of businesses. Marketers can interact with the sample of the target audience to spread the message related to the products that will join the market in near future. The message of the product to the audience will be “reading at your convenience with minimum effort and cost”. 
The product that our new business line will provide to the customer is aiming to bring ease to the lives of busy people. The target people like students, businessmen and old age people are looking for ease in accessing books. Although they have their own need for eBooks and audiobooks still the solution is common for all. 
According to Grudzewski et al (2018) the message of communication matters a lot for the target audience. It should be devised in a manner that the product actually fulfills the need of the customers. The message that our business has designed actually targets the needs of the target market. The target market needs books that are easily available at a low cost. The online availability of books and audiobooks will help a lot of the people who are identified as the target audience. 
The monthly offers that we can make to the target market include marketing and selling strategies. The people who have paid monthly for the entire year will be given annual discounts to sell them. The referral-based discounts will be offered to the target market. The discounts are the best strategy to sell new products to the customers. Wu, Ran & Zhu (2022) worked to analyze the impact of discounts on the selling of products. The products can be sold to buyers at cheaper rates using the discount strategy. 
The message and communication channel for the product are collectively decided (Gurău, 2008). The same tone and message must be delivered on all communication channels. Electronic media should use the same message for advertisement. As mentioned above, social media and television both will use the same message for communication. The message has included the needs of the target audience in consideration. It appeals to the need of all targeted people in an effective manner. 
Budget splits
The budget is very important to starting a business. Moreover, the communication of new business is also a costly exercise, so it is important to decide all the matters in a collective manner. 
The budget of £ 500,000 is assigned for the launch of a new business line. It includes the initial cost of starting the business and the marketing cost of communication. The budget allocation is a mandatory part of the business operations and marketing communication. The cost of communication is based on the number of mediums identified as tools of marketing. 
The mediums for communication identified as part of the campaign are television, social media (Facebook and Twitter), and social meetups. The overall budget of marketing communication is allocated to these sources of communication. The literature of Lin, Tsai & Ye (2009) states that appropriate allocation of budget is mandatory for successful communication. 
The overall budget of the campaign is divided into four broad segments. The budget is allocated to four segments televisions, Twitter, Facebook, and Websites Ads. The pie chart presented below describes the share of different communication channels in the overall allocated budget. 

The total budget of 500,000 pounds is spent in the form of four communication channels. The cost of spending on TV commercials is massive. An equal amount of 100,000 pounds is spent for three segments narrated as Twitter, Facebook, and Websites Ads. 
Measurement of campaign performance 
The performance of the campaign will be examined from the response of the customers. The customers who will subscribe to the online books of the company will decide the success of the campaign. Almost 5000 members are expected to subscribe to this facility in the next month after the inauguration. 
The number of subscriptions per month will be checked to analyze the effectiveness of the campaign. Moreover, the subscriber’s review of the eBooks and audiobooks will decide the fate of the business.
The other way to check the performance of the campaign is through viewership of the television and social media advertisements. In case to check the size of the audience that is appealed to the advertisement, the viewership data can be analyzed. The large number of people reviewing the advertisements pasted on different channels will conclude the success of the marketing communication. The number of subscribers is another way of looking at the successful communication of the message through marketing channels. The continuous increase in the number of subscribers will show the effectiveness of the business campaign. The same techniques of marketing channels will be reused in case of successful initial testing. 
To conclude, it is referred that a mix of communication channels as described in the report will work better for the company. It is important for the business to identify the target audience first and then design the message according to it. 
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Amount (£)	
Television	Twitter	Facebook	Website Ads	200000	100000	100000	100000	

