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Executive summary
River Hill Cookery aim is to sign 5000 new members with a £50,000 budget. To achieve this £15,000 will be spent on Google pay per click advertising as this can be targeted to appear on specific search terms thus making it highly effective. A guerrilla marketing stunt in Waterloo station will be central to the campaign to publicize the new vegan range and £10,000 of free trials will be handed out to help gain new subscribers as it eliminates of the risk when enter the new market. Moreover, a £15,000 national newspaper advert will promote a buy one get promotion because this media is proven to be effective as it’s commonly used by the target demographic. Lasty, out of home advertising will be an important part of the marketing campaign and £10,000 will be invested strategically placed around the UK to promote the new vegan.
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Introduction 
River Hill Cookery is a subscription food box specifically for the over 60s, they are launching a new vegan range and need to get 5000 new subscribers with a £50,000 budget. This report will examine the strategies that will achieve this target. 
Firstly, social media should be used to bond with customers and target marketing specific to people’s interest, however is this channel is not commonly used by the over 60s. Television poses an opportunity to reach a wide audience but the budget doesn’t allow the money for this form of advertising. Guerrilla marketing will be used to demonstrate the product to the public and samples will be handed out to eliminate the risk of buying a new product. Moreover, Google Ads and search engine optimisation are crucial channels for promoting products and need to be used when launching the vegan range. E-mails will be utilized in River Hill Cookery’s marketing strategy as this is a cost effective way to market themselves and allows success to be easily measured. Additionally, newspaper advertising should include a buy one get one promotional offer as this is proven to draw customers in, this media will be effective because the target audience frequently use this media. 
Main findings 
A message that should be used in the marketing campaign is the health benefit of the new vegan range as it could persuade to pay a higher price as indicated by (Armstrong AL ,2005)“That consumers are only willing to pay “up to 20 per cent” more for health-enhancing foods” River Hill Cookery’s USP is their specialist diet for the elderly which means their audience is health conscious and they would be persuaded by a healthier alternative. To sign up more subscribers the message needs to promote the health benefit because it is critical for the target audience.
Images should be central to River Hill Cookery’s marketing strategy because it eliminates risk out the buying process as stated by (Heller,2019)“visual cues provide a lot of quickly accessible information, and consumers find pictures easier to trust”  across all marketing channels there will be strong imagery as this will attract people to the brand and grow their subscriber base.
A marketing channel that River Hill Cookery could use is social media which  is a highly targeted way to market as targeted way to advertise as stated by (Nadaraja and Yazdanifard, 2013)“Social media provide marketers with the ability to target audiences and consumers based on site users' personal interests” This means that River Hill Cookery could advertise to people that have an interest in veganism thus making the marketing campaign as effective as possible. Moreover, having a social media presence is important to build awareness and to be viewed as a modern brand. 
A way that social media campaigns is by the reach which is defined by Traphagen, (2019)as “the total number of unique accounts that were exposed to a social media post.” This allows River Hill Cookery to monitor how many people are seeing their posts and evaluate which marketing campaign is generating the most interaction and streamline their marketing output.
However, this may not be the best channel because only 45% of over 60s use social media according to Pewresearch (2021) Meaning the budget should not be spent on paid advertising as a small portion of the target audience use this platform. Although, organic social media is free and should be updated three times a week to engage with potential customers.
Additionally, television is an effective way to get your product to market as explained by (Lorgulescu,2017)“The main advantage of television, whether commercial or public, is that it is a means of mass communication that can be received by most of the population of a country.” River Hill Cookery could advertise on television to reach a wide audience. Additionally, being seen on television creates the appearance of a competent brand and it can be targeted to specific  times and programmes. However, “the advertising messages at times of peak audience involve high financial costs depending on the time intervals” (Lorgulescu, 2017) This means with a £50, 000 budget it is not a viable option as it would severely limit the versatility of River Hill Cookery’s marketing campaign as it would take up the majority of their budget. 

River Hill Cookery could involve a celebrity to promote the new vegan range, however this is only successful when there’s synergy between both parties as supported by (Fleck Al, 2012) “A celebrity endorsement is effective when it is congruent with the brand” Therefore to effectively implement this strategy the celebrity should be in the age range of the customers, for example Joanna Lumley or Michael Cain. By getting an endorsement it will publicize the brand and build trust by potential customers, thus gaining subscribers.
River Hill Cookery should invest in guerrilla marketing which is the “use of novel or unconventional methods in order to boost sales or attract interest in a brand or business.” (Hayes,2020) The guerrilla stunt will have a kitchen setup in Waterloo station for people to cook meal box as this will create publicity and will increase sales.
Sample of their vegan range will be handed out to allow hesitant shoppers to try the product at home which could lead them to become a paying member as supported by (Reza al,2020)“Free-samples provide these low-intensity customers opportunities to explore new benefits from product/service use, which can increase revenue for the firm” This promotional offer could help to bring more customers to River Hill Cookery because they will have experienced the product and could be attracted to continue as a subscriber.  
However, research has shown that this promotional offer is does not often convert into paying supporters as echoed by (Datta Al, 2015)“customers’ retention decisions—turns out to be lower among free-trial subscribers.” This means that the cost per conversion will be initially high, but River Hill Cookery could experience an increase subscriber if they offered a free trial and should set aside £10,000 to facilitate this.
Google Ad’s pay per click (PPC)is a valuable marketing tool that targets users on their search term as explained by (Kapoor Al,2016 )“the web user who is seeing a PPC advertisement on their search result page is already interested in the advertisement being displayed given they used one of its keywords.” River Hill Cookery should use this Method and specifically target searches that include “vegan” and “subscription box” to attract more members. 
However, this way of marketing can be an expensive way to advertise as stated by (Kritzinger and Weideman, 2013)“PPC could become costly as advertisers are locked in an ongoing competition for popular keywords” Moreover, there is no guarantee that it will lead to a conversion and thus it could lose river hill  cookery money. Though its benefits significantly out weight its downfalls therefore £15,000 should be spent on PPC as it drastically increases the brands online presence and will likely expand its membership. 
Moreover, search engine optimisation (SEO) is a way that River Hill Cookery can appear higher in organic search results. An advantage of that strategy is its inexpensive strategy as stated by (Khraim, 2015)“SEO is cost effective way of marketing compared with conventional marketing or other search engine tools such as Search Engine Advertisement. “This means that more people would see and visit the website thus increasing sales and brand awareness.  
However, the drawback of SEO marketing is not an instance strategy as it takes time to have an effective as echoed by (Chole, 2020)“SEO and content marketing are both long-term strategies (and) it could be months before you see tangible results” This means that this strategy might not directly impact how many new subscribers River Hill Cookery gain. Although, SEO will help the brand gain awareness and trust over time because they are being seen to the high organic searches thus receive more subscribers .
Furthermore, print advertisement is a channel that should as it can be used to gain subscribers and build trust as written by (Lindstädt and Budzinski, 2011)“78 per cent of the respondents answered that they regard companies who advertise in newspapers as reliable.” River Hill Cookery need to advertise in reliable newspaper to publicise their new vegan range because they can capitalize on the level of trust that the  newspapers hold with their audience.
Moreover, this channel will be effective because the demographic or newspaper reader matches their target audience as stated by (Ofcom, 2018)“Those aged 65+ are also more likely to be using newspapers and radio for news.” This means that this method of marketing will be highly effective as it target the specific demographic who are regular users of this media, therefore advertising in newspapers should be used in the marketing campaign for River Hill Cookery’s new vegan range. 
The cost of advertising ranges from “£250 for a quarter of a page on a local newspaper and £30,000 for a full-page advert on The Daily Mail.” (Meyer-Delius,2017) River Hill Cookery should invest £15,000 in a half page advert in a national newspaper as it will be affective for the target audience and should increase their amount of subscribers. 
The newspaper advert will incorporate a buy one get one deal (BOGO) to grab the readers attention as “Results show that people prefer BOGO deals, and they tend to choose them over price reductions even when the deals are equal in terms of net value.” (Hecker Al, 2020) This technique will be used to promote the new vegan range as it is proven to increase the number of sales.
Additionally, this will be used in an e-mail campaign for River Hill Cookery to market themselves and build relationships as echoed by (Simmons,2007 )“E-mail marketing can facilitate brand encounters and deepen consumer-brand relationships with loyal customers, over and above seeking additional sales.” This will create a bond with existing customers and will boost the brand reputation, while gaining new members. Furthermore, this marketing is widely used by the target audience and therefore would be an effective use time and money.
River Hill Cookery can measure the success of their e-mail campaign by looking at the click rate which is defined by Tiffany (2021) as “the percentage of total recipients who clicked any tracked link in the campaign.” This will help determine whether the e-mail is engaging the audience and persuading them to subscribe, if it is not, it would allow changes to be made accordingly.
Another channel that can be used is out of home marketing (OOH) which is defined as “static outdoor displays next to the road to encompass larger-than-life advertising on walls, buildings or construction sites.” (Roux and Waldt,,2014) This would allow River Hill Cookery to increase brand awareness for a low cost as “a standard billboard costs £400-£500 for 2 weeks” (Emms,2019) The campaign will include fifteen billboards (£15,000) strategically placed in around towns in the UK to raise brand awareness thus gaining more members to join.
However, “Measuring the effectiveness of an out of home campaign remains a challenge” (Tremlett, 2019) This means River Hill Cookery would not be able to see if this channel is having an effect on the amount of subscribers joining. Although the publicity that this channel brings outweighs the disadvantages.  

Conclusion 
To summarise, River Hill Cookery should market the benefit of vegan diet as this persuades people to spend more on purchases. A social media presence should be used to build relationships and to be perceived as a modern company. Time and money should be spent elsewhere because the target audience doesn’t regularly use this channel. However, River Hill Cookery should post on organic social media three times a week as it is free and will help to interact with customers.  Furthermore, advertising on television is a chance to reach the masses but with a £50,00 budget it is not a viable option. However, Google Ads and SEO will be an effective strategy to increase the amount of members River Hill Cookery and £15,000 will be invested in this channel. 
Additionally, guerrilla marketing will be central to the campaign as it will give River Hill Cookery masses of exposure and free trials will attract new subscribers as it eliminates of the risk when entering a new market and £10,000 should be used for this. E-mail is an economic way to interact with customers and maintain their stake holding in the brand, this should be used to market the new vegan range. OOH should will be to River Hill Cookery’s marketing campaign and £15,000 is allocated to place billboards around the UK as it will increase brand awareness, thus amount of new subscribers. Advertising in newspapers is a worthwhile investment because it is a media commonly used by the target audience and £15,000 will be set aside to promote a buy one get one free offer in a half page advert in a national newspaper.
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