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Introduction	
Fresco Bites is a subscription meal box company that hired us to help them achieving their goal. They are committed to providing their customers with high-quality, fresh, and locally sourced ingredients to create healthy and delicious meals. As they continue to grow and evolve their service offerings, we want, as an Advertisement agency, to announce the launch of their new vegan subscription box service. With the growing demand for plant-based options, they recognize the need to provide our customers with delicious, healthy, and convenient vegan meals. The vegan subscription box service will offer a range of delicious and nutritious plant-based meals, carefully curated and designed to cater to the needs of our customers.
We have made the decision to start a pre-sale campaign one month before the actual launch in order to create awareness and enthusiasm for our new vegan subscription box service. Our target is to sign up 5,000 new members through a clever marketing campaign with a £500,000 budget. We will discuss our suggested communication channels, marketing concepts, budget allocations, and techniques for assessing the campaign's performance in this report, with an emphasis on the pre-sale period prior to the formal launch.
With a carefully crafted marketing campaign and a focus on customer satisfaction, we are confident that the vegan subscription box service will be a huge success.

Target Audience
Understanding our target group is crucial for marketing and promoting the new vegan subscription box business. We have determined the following target market for the vegan subscription box service based on our research and customer data:
· Vegans and Vegetarians: This group of customers already follow a plant-based diet and are likely to be interested in new and exciting vegan meal options (Bryant, 2019).
· Flexitarians: This group of customers is interested in reducing their meat consumption and incorporating more plant-based options into their diets. Our vegan subscription box service offers a convenient and easy way for them to try out new vegan meal options (Rosenfeld, 2017).
· Health and fitness enthusiasts: This group of customers is interested in maintaining a healthy and active lifestyle and is likely to be interested in the nutritious and balanced vegan meal options that our subscription box service offers (Fernández-Carrión, 2019).
· Busy professionals and families: Looking for convenient meal options, healthy and easy to prepare. The vegan subscription box service offers a time-saving and stress-free solution for meal planning and preparation (Hwang, 2020).
· More specific target orientation leads us to identify women between 20 and 45 years old as the most prolific target audience for the vegan cooking box campaign. This demographic is more likely to embrace a vegan lifestyle due to their increased awareness of health and environmental issues, as well as their concern for animal welfare (McArthur, 2018).
We think we can successfully sell and promote the new vegan subscription box business and sign up 5,000 new members by focusing on these particular client categories. We will craft our marketing strategies and message to appeal to these target markets and highlight the special advantages of our vegan subscription box service.
In addition to the target audience mentioned above, we also have conducted research on various facts pertaining to the rising demand for vegan and plant-based solutions in order to better grasp the potential market for our service. These figures show a huge possibility for our new vegan subscription box service to appeal to a broad client base and satisfy the rising demand for plant-based meal alternatives (Sánchez-Bayo, 2019). Let's examine some of these figures in more detail.
· The number of vegans in the UK has increased by 350% over the past decade, with an estimated 600,000 vegans in the UK in 2018 (Society, 2018).
· The plant-based food market in the UK is currently worth £470 million, and is expected to reach £1.1 billion by 2023 (Mintel, 2019).
· The number of consumers who identify as flexitarian (someone who eats a mostly plant-based diet but occasionally consumes meat) has increased by 50% in the past two years (Waitrose, 2018-2019).
· Health and sustainability are major reasons why consumers are choosing plant-based options. In a survey conducted by The Vegan Society, 49% of respondents cited health reasons for their choice to go vegan, while 38% cited concerns about animal welfare, and 18% cited environmental reasons (Society, n.d.).
· 70% of people around the world are reducing their meat consumption or leaving meat off the table altogether, according to a 2019 report by global market research firm Mintel (Mintel, 2019).
These statistics indicate that the increasing demand for vegan and plant-based options presents a significant opportunity for our new vegan subscription box service.

[bookmark: _Hlk135083097]Communication Channels
Communication channels are the various methods we use to reach and interact with our target audience. To effectively promote our new vegan subscription box service, it is essential to utilize a range of communication channels that are tailored to our target audience. By using the right channels, we can reach potential customers in a way that is both effective and engaging (Belch, 2021).
In the case of our vegan subscription box service, we recognize that our target audience includes vegans and vegetarians, flexitarians, health and fitness enthusiasts, as well as busy professionals and families. To reach these audiences effectively, we will be utilizing a range of communication channels that are proven to be effective in the food industry, such as social media, email marketing, events, public relations, and influencer partnerships (Schultz, 2021).
Each of these channels offers unique advantages for promoting our new vegan subscription box service. For example, social media can help us reach a large audience, promotions, and other news related to our service. Events and public relations can help us connect with potential customers, while influencer partnerships can help us build trust with potential customers.
Here are some of the channels we will be using, along with some relevant statistics:
· Social media: We will use social media platforms such as Facebook, Instagram, and Twitter to reach a large audience and generate buzz about our new service. According to a survey by The Vegan Society, social media is the top source of information for vegans, with 42% of respondents saying they use social media to find out about vegan products (Adams, 2015).
· Influencers: Partnering with vegan and health influencers on social media can help to increase awareness and credibility for our service. A survey by The Vegan Society found that 33% of vegans said they were influenced by vegan bloggers and YouTubers when making purchasing decisions (Dinu, 2019).
· Email marketing: Email marketing campaigns can be used to keep subscribers up-to-date on new recipes, promotions, and other news related to our vegan subscription box service. According to a study by Campaign Monitor, the average open rate for emails in the food and beverage industry is 25.29% (Tinkham, 2019).
· Events: Attending or sponsoring vegan or health events can help to raise awareness about our service and connect with potential customers. According to a survey by The Vegan Society, 56% of respondents said they attend vegan events and festivals (Grassian, 2019).
· Public relations: Securing media coverage in relevant publications and blogs can help to increase awareness and credibility for our service. In 2020, thanks to the major fast food chain adding a vegan option in their menus and influent people going vegan,  the veganism hit its highest and became mainstream (Compass, 2022).


[bookmark: _Hlk135083123]Campaign Messaging and Offers
A marketing campaign's messaging and offers are essential. We will use those tools to have a significant impact on the success of our campaign.
In the case of our vegan subscription box service, our messaging and offers should be designed to appeal to our target audience, which includes women between 20 and 40 years old (Modlinska, 2020), vegans and vegetarians, flexitarians, health and fitness enthusiasts, as well as busy professionals and families. Our messaging should highlight the convenience and health benefits of our service, as well as our commitment to using fresh, locally sourced ingredients and offering a variety of delicious vegan meal options.
To generate interest and encourage sign-ups, we will also offer promotional incentives, such as discounts on the first month's subscription, free recipe books, or free samples of our products. These offers should be designed to incentivize potential customers to try the whole service and experience the benefits first-hand. Also, our messaging and offers should be consistent across all of our communication channels, including social media, email marketing, events, public relations, and influencer partnerships. This consistency will help to build brand recognition and establish trust with potential customers.

Budget Splits
Budget splits refer to how we plan to allocate our marketing budget across various channels and activities. It is important to have a well-planned budget allocation strategy to ensure that we make the most of our resources and achieve the best possible return on investment.
In the case, we have a budget of £500,000 to sign up 5,000 new members. This equates to an acquisition cost of £100 per customer. To achieve our target sign-ups within our budget, we will need to carefully allocate our resources across various marketing channels and activities. We propose splitting our budget into three main categories: digital marketing, events and partnerships, and public relations. Our budget split will be as follows:
· Digital marketing: We plan to allocate 45% of our budget to digital marketing, which includes social media advertising, Google AdWords, email marketing, and content marketing. Digital marketing offers a cost-effective way to reach a large audience and allows us to target specific demographics and interests.
· Events and partnerships: We plan to allocate 30% of our budget to events and partnerships, which includes hosting pop-up events and participating in relevant festivals and conferences. This category also includes influencer partnerships, which can help to expand our reach and build credibility with our target audience.
· Public relations: We plan to allocate 20% of our budget to public relations, which includes securing media coverage in relevant publications, as well as press releases and media outreach to key journalists and influencers. Public relations can be an effective way to generate excitement and increase brand awareness.
· Emergency fund: 5% In case of some unpredicted events.
To achieve our goal of signing up 5,000 new subscribers, we must allocate our budget strategically. We will present a detailed breakdown of our budget split in this report, which will help us decide which channels and activities to invest in and their costs. Also, we will provide a justification for the proposed budget allocation. By laying out the budget split, we will be able to keep track of our spending. This will help us in achieving our goal within the given budget and time frame.

Performance Metrics and Evaluation
In order to measure the effectiveness of our campaign and make data-driven decisions, it's crucial to set up performance metrics and evaluation criteria. We will use a combination of quantitative and qualitative metrics to evaluate the success of our campaign.
Quantitative metrics will include:
· Conversion Rate: We will track the number of new members who sign up for our vegan subscription box service through our pre-sale campaign and the official launch. By calculating the conversion rate, we can measure the effectiveness of our messaging, offers, and overall campaign strategy (Kumar, 2016).
· Cost Per Acquisition: We will track the total amount spent on acquiring each new member, including advertising, marketing, and promotional costs. By calculating the cost per acquisition, we can evaluate the efficiency of our budget allocation and identify areas where we can optimize our spending.
· Return on Investment (ROI): We will track the revenue generated by the new vegan subscription box service and compare it to the total cost of our campaign. By calculating the ROI, we can determine whether our campaign was profitable and whether we achieved our goal of signing up 5,000 new members.
Qualitative metrics will include:
· Customer Feedback: We will collect feedback from our new members through surveys, focus groups, and social media listening. By analysing customer feedback, we can identify areas of improvement and make necessary changes to enhance the overall customer experience.
· Brand Perception: We will track changes in brand perception by monitoring social media sentiment, reviews, and ratings. By evaluating brand perception, we can determine whether our campaign helped to strengthen the brand and improve customer loyalty (Keller, 2013).
By setting up performance metrics we can measure the success of our campaign, this will help us optimize our marketing efforts and achieve our goal.




Conclusion
In conclusion, Fresco Bites is thrilled to introduce our new vegan subscription box service to meet the rising demand for plant-based options. Our strategic pre-sale campaign, designed to generate excitement and buzz, will include a range of communication channels targeted at our key audience, offering compelling messaging and irresistible offers. With a detailed budget split plan in place, we will allocate our resources wisely to maximize our return on investment. To ensure that we meet our goal of signing up 5,000 new members, we will be tracking and evaluating performance metrics regularly, including website traffic, conversion rates, and customer feedback. Through this comprehensive approach, we are confident that our new vegan subscription box service will be a success, providing delicious, healthy, and convenient meals to our customers while also driving business growth.
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