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Introduction
I am using the marketing communications plan framework model produced by Fill and this is for Nom Nom chocolate a unique business located in West Wales. “Marketing communication has two principal aims. First is to develop brand values by using advertising to set up feelings, to create visions and to improve beliefs. The second is to make customers behave particular ways. Target audience is made to behave in a beneficial way in order to make then buy the product use the service.” (Baines et al. 2008, Page 443). The literate has been given a 2 million pounds budget to produce a marketing communications plan for Nom Nom chocolate to improve their brand in the best possible way. Swan (2012, Page 1) believes having a marketing communications framework plan in place is essential to ensure the success of your planned communications and more importantly ensuring your team and business provides you the buy-in to support your goals.

Content Analysis
The objective within the business is to grow the brand. Currently Nom Nom chocolate is a premium brand in its market. However, the potential for the brand to expand and compete with the top brands in its market is there. With a marketing communications plan set in place step by step the potential will be outlined. In the context below will identify reasons for where the organisation is at in today’s current state then from that it will assist in improving on how the organisation can grow. In the Context analysis defining key areas were Nom Nom chocolate can improve as an organisation and a comparison to competitors within their market will help with this.
“The base of the plan is to define problems and opportunities” (Vuokko 2003, Page 133) 
Business Context
What market is Nom Nom chocolate in at present? Currently they fall into the premium brand for chocolate with price and uniqueness with flavours. Product lifecycle is in an area of decline in today’s market as chocolate as a whole in today’s market has took a decline in the past few years. This is because of various reasons such as chocolate being branded as unhealthy, cost of production rising and healthy alternatives on sale. Fill (2009, Page 151) goes by saying with today’s competitive market in which product lifecycles are shortening.
Who is the competition? The competitors within the premium chocolate market in the UK from Farooq (2017, Page 1) are as follows 
1. Godiva
2. Hotel Chocolat
3. Prestat
4. Lindt
5. Guylian
6. Artisan du Chocolat
7. Montezuma
8. Bettys
9. Maison Pierre Marcolini
10. Fifth Dimension
The strengths and weaknesses with Nom Nom chocolate against its competitors. Nom Nom chocolate offers a wide variety of unique flavours unseen on the market from any of the competitors. Another strength is the price customers are paying for the chocolate bar in comparison to competitors. The weaknesses Nom Nom chocolate have been significant. One of the main weaknesses is brand awareness, competing with brands like Lindt and hotel chocolat is extremely challenging as they are such popular brands all over the UK. This is an important area to improve whilst working through the marketing communications framework plan. Another weakness is variety of different chocolate products. The other top UK premium chocolate brands have a wide selection of different items to buy not just chocolate bars themselves. From the strengths and weaknesses against competitors it is key that improving brand awareness is addressed as the brand as a whole will be able to compete with the top premium UK chocolate brands as it has all the other aspects to do so.
With the chocolate being so unique with all the different flavours that gives Nom Nom chocolate a good supply chain as the dependency, relationship and reliability from this is positive. Competitors have various ways of marketing for example lindt do tv advertising around certain holiday times of the year whereas hotel chocolat go for billboard advertisement and posters in and around cities. Nom Nom chocolate fall behind their competitors in the marketing aspect and these are the areas that need addressed. The threat of new entrants is there as other chocolate companies could follow in the same footsteps and may try experimenting on unique flavours. 
The external stakeholders include the local community however there are pressure groups that have a negative effect on the chocolate market and that is health enthusiasts.
As a local organisation within West Wales the town that Nom Nom chocolate are situated in depends a lot on the business as over 80% of the workforce are from the area. Kabbage (2016, Page 1) believes that local businesses are often believed to be the lifeblood of small town because of employment and then spending within the rest of the town. 

Customer Context
“This is defined by highlighting specific segments of customers who interact with your business whether through acquisition or communication.” (Swan, 2012, Page 1)

So, who is the audience for the business? Consumers such as Watson and Pratts and Harrods are the main audiences for Nom Nom chocolate at this current time. This is an area Nom nom chocolate can improve to grow as a company as selling to more consumers and exposing their unique chocolate and making it an accessible for the general public. Why do customers buy from Nom Nom chocolate? The consumers purchase the chocolate because of its premium outlook and uniqueness in their market. They stand out compared to all of their competitors. 

External Context
The government has a big factor on any business within the UK however, recently there has been issued a new sugar tax law which all companies have seen a major rise in this. This will affect Nom Nom chocolate and the production line producing their products. 

“Neither organisations nor consumers exist in a vacuum. They exist in an ‘open’ system and therefore act upon and are affected by various environmental factors.” (Fill, 2009, Page 156)

Internal Context
Nom Nom chocolate is a young vibrant workplace that lack nothing in motivation and determination within the organisation. However, the workplace does not have great communications throughout the workforce. This is an area the organisation must improve as communication is very important within any organisation. Employees feel more involved with greater communication around the place and from that they know exactly what they are doing. 

“Workplace communication is very important to companies because it allows companies to be productive and operate effectively. Employees can experience an increase in morale, productivity and commitment if they are able to communicate up and down the communication chain in an organization.” (Lombardo, 2018, Page 8) 

Promotional Objectives
Bryon (2015, Page 1) says setting objectives is important in any business as without them your business has no real direction. The business world is highly competitive today and setting objectives can be the key to future success. Your business can lose direction without a planned focused area to focus in to. 
Measuring objectives with the SMART method is another great technique. The SMART method consists of:
· Sensible
· Measurable
· Achievable
· Realistic
· Time Specific 
It has been known that certain promotional objectives need to be set up if a foundation is to be laid for the communication decisions that follow from that Fill (2009, page 332). This entails for any communications objectives that are needed you must have a base to work from first or else they will not be successful.

Corporate Objectives
Currently at the moment Nom Nom chocolate is not ranked with some of the best premium brands of chocolate within the world. This is down to a number of reason. But with them reasons addressed the company can move forward and be known on a scale with the leading brands of premium chocolate in their market. As a cooperate objective the goal set will be to be ranked in the top 10 for best premium brand chocolate organisations within the UK by May 2019. That gives a year to reach the target however with certain aspects in place from the communications plan this target is achievable. Our financial target for the year is to overall increase annual turnover by 5% by May 2019. 

“It is generally accepted that the process of developing corporate strategy demands that a series of objectives be set at different levels within an organisation” (Fill, 2009, Page 325)


Marketing Objectives
The organisation at the moment only has a few consumers such as Watson and Pratts and Harrods. Increasing distributors would be key to Nom Nom chocolate as at the moment they are very limited in audiences actually trying the chocolate. As a marketing objective the goal is to increase sales to distribution channels by 75% around the UK by May 2019. As the consumers are extremely low at the moment there will be no difficulties in reaching this objective. Also increasing market share by 5% by May 2019 is another achievable objective with all the marketing strategies in place for the organisation.

Marketing Communications Objectives
Brand awareness is a major factor with Nom Nom chocolate as they are a fairly new brand to the market. Once the awareness has been created to the target audience, it must not be neglected as a result of this the audience may become distracted by competing messages and that can the result in decline within the brand awareness Fill (2009, Page 329).
 After carrying out some market research it was found that less than 30% of the people we asked knew who Nom Nom chocolate were. We carried out the market research within certain towns in South Wales and Southern England. The closer the town to the base of Nom Nom chocolate we found that they have more of an understanding for the local company. Comparing the brand awareness to the local organisation against some of its competitors and it was clear to see that brand awareness lays as a key factor in success with the organisation.  So, from the market research it is obvious that setting an achievable brand awareness objective is crucial. The marketing communications objective is increase brand awareness by 40% by May 2019.
The final objective is for our social media pages. This is simply to increase the following on social media by 10,000 followers by May 2019, this goal is achievable with certain social media strategies in place.

“Brand recognition is among the most powerful tools you can leverage in the modern marketplace.” (Jackson, 2015, Page 1)

Positioning
In figure 1 you can see our current position within the perceptual map. Using price and quality it is influential to see on comparison were the organisation are at compared to some of their leading competitors. In comparison to Nom Nom chocolates customers their prices are not as expensive however the quality of the chocolate isn’t far behind the top premiums brands at the moment. 
Creating a significant strapline is an area Nom Nom chocolate lack on at the moment. With all of their competitors are known for some strapline or another within their brand. Nom Nom chocolate should be no different. A strapline like “Something Special Inside” it adds identity to the brand and it also is a strapline that would stick in the audience’s head.

“Product positioning is the process marketers use to determine how to best communicate their products' attributes to their target customers based on customer needs, competitive pressures, available communication channels and carefully crafted key messages.” (Richards, 2018, Page 1)

(Figure 1)
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Promotional Strategies
Each promotional strategy choosing will have a description behind it on why it was choosing and how it will have a positive effect on the organisation. Promotional strategies are in place to give direction in what way to proceed with the objectives. The strategy is decided based on the objective and context analysis. Even sometimes in the same field, different tools are used. Therefore, selection is crucial and should always be done by the particular company’s own interests and what they want to achieve within their campaign. Laitenin (2009, Page 29)
“Another important aspect of promotional and marketing strategies involves strategic planning. Strategic planning is a concept that encompasses marketing, promotion, sales, and financial goals and is essentially about developing goals for your business.” (Bradley, 2018, Page 1)

Pull

The first strategy for marketing is TV advertisement. The technique with the tv advertisement will be to have an advert with the brand ambassador which will be discussed in the profile strategy. A tv advert that would be fun and vibrant to represent the organisation. The tv advertisement would be aired 2 months of the year and them months would be December and March. The reason for these 2 months is because it is crucial that brand awareness is at its peak for these 2 months in the year for the chocolate market. It is essential because these are the months that the audiences tend to buy chocolate the most for the special events such as Christmas and Easter. 
Bus advertisement is the next point of communication. With public transport getting more and more popular and the large size of buses today having the brand image on the side of the buses is great marketing for the brand as the number of people daily that take public transport to commute to their destination or even others driving past in other vehicles is extremely high. The bus advertisement will be used 8 months of the year. These months were chosen around all the other marketing for the brand. The months have been chosen with a strategy in place to make sure the brand is on show at least somewhere every month of the year and leading up to the crucial months there will be more then. 
The next strategy will be on packaging competitions followed by a social media one to correspond with it. The competitions will be twice a year. Mainly the competition on the packaging is an incentive to buy the chocolate bar whereas the competitions on social media is to keep the audiences up to date on social and to give them a positive feeling about the brand as a whole. The social media competitions will expose the brand even greater on social media as to enter you will have to share the post which will then be shared all around the world to audiences who are yet to know what the organisation is. With this strategy is will also have a big impact on us meeting our social media objectives.
Sampling is the last strategy that will be used for push. Most of the audience have never tried the chocolate before so with stalls set up all branded with logos in certain city centres it gives the audiences a chance to try the chocolate 

“This approach is a pull-(positioning) strategy and is aimed at encouraging customers to ‘pull’ products through the channel network. This usually means that consumers go into retail outlets to enquire about a particular product and/or buy it, or to enter a similar transaction direct with the manufacturer or intermediary through direct mail or the Internet.” (Fill, 2009, Page 298)


Push 

Face to face selling is a key strategy when sourcing consumers. The idea of the face to face selling technique is to communicate with retail franchises to sell the product. The more premium retail distributors across the UK the better for the brand as most of the competitors are being sold by retailers across the UK in some form or another. Another key area with distributors and face to face selling is distributing to theatres and arenas across the UK and have them selling your products the customers from them. As it is a premium chocolate bar it will be more successful at these events than in a normal retail store as because of the price its better suited for an event. 
Email marketing will be the communication between the organisation and distributors. Conferences are another key aspect to add in as having a conference twice a year within the stadium which will be explained in profile is a great way to keep distributors and key shareholders up to date with everything that is going on with the organisation. Conferences will also have a great impact internally for communication purposes within the organisation.
Launches of new products keep consumers up to date and it will also keep them interested with your brand. 

“A push strategy’s target audience is the channel intermediaries in order to develop sustainable relationships and distribution networks.” (Baines et al, 2008, Page 511)

Profile

[bookmark: _GoBack]A brand ambassador is great for the profile of the organisation. The thoughts behind the brand ambassador is someone who is the face of the brand and advertisement. The person who will fit the job role is Itv’s Holly Willoughby. The reason behind choosing Holly is that she is an icon who is looked up to in the UK.  She is a very popular TV star and for this reason it would be perfect having her as a brand ambassador. Holly will feature on all of the TV adverts on the lead up to Christmas and Easter. Holly also has a high social media following and advertisement through her social media will also be seen by millions of people. 
The next strategy will be Stadium Sponsorship. The stadium chosen is The Liberty Stadium home of Swansea City Football Club and Ospreys Rugby Club. Given that it is very close to the organisations base and the fact Swansea City play in one of the most televised and most popular leagues in the world it is the perfect sporting arena to promote the brand. With the sponsorship it would see advertisement all around the side of the football pitch. So, when the matches are being televised the brand advertisement can be seen all over the world. The sponsorship would entail that the chocolate would be sold within the stadium also. The advertisement would be on show all season which runs from August to May. December is a very busy month for football which is perfect as the organisations needs the most brand exposure during that time.
Unique and bright colours for packaging and also uniform for employees within the organisation is a strategy that can be addressed. Employees uniform can be seen by many as the employees have to commute to work every day in their uniform and from it being bright many people will understand the company and who they work for straight away.

“A “Profile” strategy takes time and isn’t something that can be changed overnight. Your profile is linked to positioning and identity – it is how your stakeholders view you.” (Studio, 2017, Page 1)



Coordinated Communication Mix, Resourcing and Implementation

(Figure 2)[image: ]

The resourcing for the communications is analysed by the 4 M’s which are:

Men – Agencies are very effective for communication aspects, however working with an agency there must be a good relationship in place and there also must be a plan in place as a direction to go forward in together. Agencies do however add 15% onto the costs of everything but they are specialists in what they do as a whole.

Minutes – 1 year to complete.

Materials – All resources will be included and will not be included within the budget.

Money – the budget is 2 million pounds for this communications plan.

The gant chart in figure 2 explains in detail for the full years plan on what marketing activities will be carried out and how much it will cost for each activity. In the Promotional strategies there were examples on why each activity was choose for certain months.
Please see figure 2 for the outline of what is to be done in which months of the year and how much it will all cost. 

Evaluation and Control
“After the communication project has been launched, it should be monitored. The most important measurement is to find out how the objectives were achieved. (Baines et al. 2008, Page 524)”
There are quite a few ways in which to evaluate the communications program. Starting with meetings and reviews. It is important to stay up to date with employees within the workplace. From these meetings you can see how well the communications program is going from an internal aspect. You can also see if communication has improved within the business. “They are opportunities for members of the team or the company to exchange ideas and discuss objectives.” (Jamison, 2015, Page 1) 
It is also import that reports are compared to the previous years. This gives a good platform to work from and compare. The sales volume and profit will speak for itself for the marketing communications plan framework. Overall with all the objectives set and with the strategies choosing to overcome the problem the organisation has the company should have no problems in seeing the companies brand grown. It is vital in May 2019 when targets are hit that the targets only get bigger and it will see the brand expand greatly. Monitoring a reviewing the program is areas in which it just helps keep the objectives going in the right direction and it keeps everyone right within the organisation. The information gathered from the project is vital for future projects that Nom Nom chocolate wish to run in progression of their brand.
Each context analysis problem in the MCPF has been addressed in some form of another with realistic objectives set in place. The promotional strategies then are detailed into the objectives and personal to each problem. This is the best way to get the most out of the objectives as not every business is the same so that is why it is key to personalise the strategy to the given organisation. 
All marketing communications expenses should be thought of as investments for the long term.

Nom Nom Chocolate “Something Special Inside”
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