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1.0 [bookmark: _Toc514844465]Context Analysis 
Context analysis is a “method used to analyse the internal ecosystem in which an organisation operates” (Vascellari, 2014) meaning that this step is the first important step of the framework when it comes to marketing communications. By applying this framework, it gives some organisation methods of creating a communications plan in which it will focus on areas that will benefit the organisation and help achieve goals that they have set to achieve. 
[bookmark: _Toc514844466]1.1 Business Context 
The business context is made up of different factors, these factors are Marketplace, Lifecycles, Competition Analysis, Industry Issues and Segmentation and targeting, it is known as being part of a MICRO analysis.
Marketplace
NomNom chocolate is a chocolate brand and company within the Food sector in the UK, a business that was made by a 23-year-old man from Wales. Starting off in a caravan in his mothers back garden and slowly building his business, the chocolate company makes around £500,000 pounds a year. (Kelsey, 2017) comparing this company to other chocolate companies such as Cadburys, this is a much smaller business although it is growing independently and making more money each year. 
Lifecycles 
As NomNom chocolate is fairly new in the chocolate industry then it is still at the growth stage when it comes to business, it has developed from chocolate being made in a caravan to being made and developed in a factory, so the company has already grown and is taking the country by storm with very inventive flavours, therefore for the company to be able to develop the introduction of the company can be quite easy in regards to other chocolate brands being competitors further down the line. 
Competition Analysis
As the Food industry, including the chocolate industry is a competitive and broad industry with many different competitors there are many successful brands that have made it to the top such as Cadburys, Nestle, and Lindt, they are well known brands all over the UK and are extremely recognisable to consumers, where are NomNom chocolate has only been on the market for a few years. Although the brand has only existed for a few years this may be the reason as to why the brand loyalty isn’t as high as other existing brands. The prices of NomNom chocolate ranges from £4.50 to around £7.50 a bar, having different offers such as boxes of different bars or creating your own selection of these chocolates being priced at around £50. Although these prices are higher than some other brands, it is affordable, and well-priced into the unique flavours that the company sell in comparison to the other well-known brands. 
Industry Issues 
The supply chain for NomNom chocolate is reliable and does not have any sort of threat at all. The company is manufactured in Wales, UK. So, it hasn’t been impacted by any political stunts or political events that have happened such as Brexit. The chocolate that is sold is mainly sold online, or in local shops. Although it is more cost efficient than other brands, the flavours that NomNom create are unique and are different to other chocolate brands that stick to the more traditional flavours. 
Segmentation and Targeting 
According to British Baker, there are very little difference when it comes to men and women who eat chocolate, although different types of chocolate bring in different statistics. It is known that when it comes to eating blocks of flavoured chocolate 50% of women as opposed of 44% of men have tried it. It also shows that over 73% of the UK eat plain milk chocolate, and around 17% of these eat chocolate around 4-6 times a week.  it also shows that people that live in London are more likely to consume and eat chocolate every day as opposed to people that live in Wales. Showing that people from London that eat it daily is 26%. (Hawken, 2014) when it comes to target audience, going off all the flavours that NomNom have, they may be targeting consumers that are looking to experience something unique and different, so both men and women. But resulting in the statistics discussed above, Women normally go for more of an adventurous flavour. 
[bookmark: _Toc514844467]1.2 Customer Context
The Customer Context is also similar too the Business Context in relation to being part of the MICRO Analysis. Customer context focuses on who is buying the product that the company is selling, whether it be an individual person or another organisation such as shops.  There is a wide target audience that NomNom chocolate target. 
Having said this, the consumers they may be targeting would be people looking to try different flavours of chocolate, or the more adventurous people that are willing to try something that they haven’t tried before when it comes to different and unique flavours instead if just buying plain dark chocolate or milk chocolate. NomNom have very many flavours for the more adventurous to try such as peanut butter, smoked chilli and espresso martini for example. 
They may target people who don’t mind spending more money for these types of flavours, as they start off at around £4 and they can go up to around £7.50 per bar for these types of flavours, which in a lot of consumers eyes are very expensive. If they target people that don’t mind spending their money on these flavours and they do like them, then they will repurchase and will continue to buy these products.  
[bookmark: _Toc514844468]1.3 External Context
The Internal context is a MICRO analysis, when it comes to the internal context a PESTLE analysis is used to make sure all factors have been covered. PESTLE contains of Political, Economic, Social, Technological, Legal and Environmental factors. 
Political factors 
There are several different political factors that need to be taken into consideration, as many can have an impact on all chocolate industries including NomNom chocolate, one of the biggest political impacts on chocolate companies would be the UK announcing that they are leaving the European Union, formally known as Brexit. This is a massive impact on the political side for chocolate companies since this was announced, the reason for this would be the increase in the price of cocoa. The price of cocoa has rose in the UK by 1.5% making the trading go up to over £2,500 per tonne. Having resulted of this the pound fell to a new 31 year low when it comes to trading cocoa, having a weaker currency means that the finished chocolate bars being purchased will become more expensive. (Rodianova, 2016)
Economic factors 
In 2017, there were more than £680 million worth of chocolate bought from the UK by foreign customers, and exports have grown by £370 million in 2010, increasing the percentage at about 84%.  Because of this, the number of independent chocolatiers has increased with new products and different flavours forever being created to meet consumer demands.  The UK’s Manufacturing of cocoa, chocolate and sugar confectionary net worth is £1.1 billion in the UK economy. (Whitworth, 2018) this shows that there is a strong want for different flavoured chocolate products worldwide and not just in the UK, and the Consumer demand is increasing, and people are wanting different products. this could be beneficial to NomNom chocolate as the company creates unique flavours. Although Brexit could have a negative impact when it comes to exporting products. 
Social factors
In the UK, there are over 8 million people who eat chocolate every day, that calculates to be around 16% of the population and around 1 in 6 people and around 17% of people eat chocolate 4 to 6 times a week, with statistics showing that people aged 25-34 make up 22% of those who consume chocolate every day. (Mintel express team , 2014). This indicates that chocolate is a very big part of UK culture in the sense of being a snack favourite, with the amount of chocolate that gets eaten every day, it is a product that is considered in demand which is beneficial for companies, the more chocolate that is being ate the more products the company is selling. This can be a good thing for Companies such as NomNom because people are more willing to eat chocolate and are looking for different flavours to try, in which the company creates. 
Technological factors
Technological factors play an extremely important part for the company, as the founder of NomNom chocolate used to make chocolate with limited supplies, he now has taken over in a factory having up to date technology and machinery plays a significant role in chocolate making, without having the machinery he would not be able to make the chocolate that his business is set upon. Without the machinery he wouldn’t be able to produce as much as what he is now. And the business may not be as profitable as it was. Having the right technology is also important, without these customers wouldn’t be able to order or purchase the products that are being made. 
Legal factors
there are many legal factors that need to be taken into consideration and must comply with certain laws. An example would be the Cocoa and Chocolate Product Regulation 2003. This law has been made and must be followed for cocoa and chocolate products. The main aim for this law is so there must be a certain percentage of cocoa required for that chocolate bar, this is so consumers can choose whether they want that product.  (Department for Environment, Food& Rural Affairs, 2015) There are also other laws and procedures to follow, making sure that companies aren’t using child labour in order to produce their cocoa, or are importing it from suppliers that are using child labour. 
Environmental factors 
There are many environmental impacts that are happening when it comes to the chocolate industry. one of the biggest impacts s the deforestation of forests and the negative impact these are having on wildlife.  This is happening, so they can produce more cocoa farms and trees, whilst not having the natural wildlife there corrupting the products they are trying to grow and make. There are over 4.5 million cocoa farms across the world, and Ghana make up 64% of this overall number. 

[bookmark: _Toc514844469]1.4 Internal Context
NomNom chocolate has a few marketing communications which can result in a positive impact for the company. Their products can be purchased online making it easier for consumers to buy. As these unique products were made and built it caught attention from other resources such as articles being written about the company, how the company is progressing in the industry and how the creator is standing out in the industry, the more people that read these articles or news pages the more curious people are going to be and will check out the company. So, there are different methods of advertising being used for the company to get their name known. The internal aspect of the company could be looked intensively at by using McKinsey’s 7 s’s. these are staff, skills, style, strategy, structure, systems and shared skills. This set of skills is needed to make sure the marketing communications plan can be used of its full affect. 

2.0 [bookmark: _Toc514844470]Promotional Objectives

[bookmark: _Toc514844471]2.1 Corporate Objectives
A corporate objective could be to increase the company’s profitability by 15% by May 2019. 

[bookmark: _Toc514844472]2.2 Marketing Objectives
Increase the chocolate market share by 10% by May 2019.
Increase sales in 40-55-year olds by 20% by May 2019. 

[bookmark: _Toc514844473]2.3 Communication Objectives 	
Re-market the chocolate brand online through social media and through online articles by February 2019.
Increase the awareness of the brand for both young and older men and women by 20% in wales by May 2019. 

[bookmark: _Toc514844474]2.4 Positioning
A positioning statement is a statement that is made in order to describe the product or company, for example, if NomNom where to use the statement “our chocolate is unique and different, with many unusual flavours” then not only will the company know that but then the customers would also know that too. 


3.0 [bookmark: _Toc514844475]Promotional Strategy
A communication strategy is something that should be customer orientated, (Fill, 2013) the promotional strategy has three different P’s that it entails. These 3 p’s are known as Push, Pull and Profile. The push strategy Is normally used in business to business transactions, it is used so that it influences intermediaries. 
3.1 [bookmark: _Toc514844476]Push
A push strategy is a strategy that is used to get customers to buy there and then on the day, as NomNom have people come visit the chocolate factory and have chocolate to sell, this strategy may be beneficial to them. What this does is the retailer is persuaded by the manufacturer to stock the product, the product is then in store and may have an inside promotion, what this does is this pushes sales onto this product, resulting that it is then purchased by the consumer.  

3.2 [bookmark: _Toc514844477]Pull
The pull strategy is slightly different, this strategy consists of the retailer purchasing the stock from the manufacturer due to the product being in high demand. This is done as the consumer has researched or are seeking that sort of product, which is then bought and the reason it is bought is because they have used promotional campaigns to advertise that product. 

3.3 [bookmark: _Toc514844478]Profile
The profile strategy is a strategy that is used to increase the positive profile of a company. Using things called stake holder techniques, there may be different techniques for different stakeholders, such as the packaging design of the chocolate, or if the machinery was used correctly and safely mad the product. By doing this, the profile strategy for that company will increase the trust between them and the reliability in the brand itself. 
4.0 [bookmark: _Toc514844479]Coordinated Communication Mix 
This section will be a detailed description of how the £2 million budgets will be spent for the marketing communications plan from June 2018-May 2019. 
product re-launch
when relaunching the product from June 2018, will use forms of social media including Facebook for three months at a cost of £80,000 a month. Will then cost around £60,000 for the remaining 9 months to make sure that the company is still advertising. By using Facebook, it can give an insight on the statistics and can keep measurement. 
Media advertising
Using tv advertising is another beneficial method of advertising as consumers will see the product being advertised, if cutting out around £950,000 of the budget and put that towards advertisement, the advert can be shown before or running up to most cookery television programmes, or in between different shows, constant recognition will gain more people knowledge of the product. This can be done during the months of June – August 2018.
Cinema advertising is a beneficial method of advertisement for this company, if sending around £150,000 on this it will guarantee that consumers aged 16-35 who use the cinema often will see it. Although constant advertising won’t be needed the advertisement could be used in July, and September 2018. 
Bus stop advertising – bust stop advertising could be used in city centres where there are likely to be more shops around. If spending around £60,000 on these then people who travel into town on the weekends or regularly use buses as transports to work are more likely to see this method of advertising.  These would be advertised when the weather is better so during summer months, from June, July august and September 2018, and also in March of 2019. 
Adverts in food magazines – could run these in different food magazines or baking magazines, could advertise on one of the pages, costing around £70,000 and putting an advert page in a few issues of their magazine, could offer discounted price on the chocolate to the magazine that is publishing the ad. This could be advertised in November, December (2018) January and February (2019).
Radio advertisement – radio advertisement can be used for a short advert about NomNom, to get their name out there and what product the company sells, by doing this in November 2018, it can influence listeners to buy ready for Christmas or as a Christmas gift to colleges etc, spending around £80,000. 
Posters – posters could be put up all year round at a cost of £60,000. They can be put up in catering events, different catering colleges or in restaurants to advertise. This can be done from June 2018- May 2019. 
Personal selling 
Attend 2-3 catering events – by attending different catering events, you can get consumers to ‘try’ the product by offering tasters of the different chocolate flavours that are on offer influencing people to purchase, example could be a Christmas market, operating in the months October, November and December at a cost of £70,000. 
Attend corporate events – attending different catering or food events/ festivals that you have sponsored, spending £40,000 in July, September, December and March. 
Press relations
Online press – bloggers, YouTube, and review. – sending your product to other people such as bloggers, youtubers and online reviewers is a great method of advertising products, by sending them different flavours of the chocolate the company is selling they can review it and describe the product to all their fans that are waiting to hear what it is like which can influence purchasing decisions. Doing this every month from June 2018 to May 2018, spending £70,000.
Press releases press releases can be used in the same way as described above when it comes to bloggers and reviewers. This can happen all year round as well and can spend £60,000. 
Direct marketing 
Email marketing – email marketing can be used as a method of direct marketing for the company, they can be purchased off different people who sign up or who have previously purchased any item with us. By emailing offers, discounts or about events that are due to come up. This can happen when holidays or events are on such as Halloween, Christmas etc.  operated from September, October, December, January and April costing £40,000. 

Text marketing – text marketing is another way of direct marketing, by contact details like email marketing, receiving the information that we have collected, this can also happen a few months of the year when there are offers on, so October December and January, costing £30,000. 
Website - website is important too as that’s were most of the sales, inquiries and products are going to be advertised, you need to make sure that the website is being serviced and maintained all year long to avoid it from crashing, shutting down and affecting sales, this will be done throughout the whole year of June 2018, to May 2019. The cost is £100,000 
Internal communication
The internal communications have to be focused on all year, they contain reports, meetings to discuss where the company is, what they want to do etc or meetings with other companies etc, this will be done from June 2018 to May 2019. Costing £100,000. 



4.1 [bookmark: _Toc514844480]Scheduling – Timing and Budget
Have spent £2,000,000 of the £2,000,000 budget demonstrating a market plan for the company, anything else such as machinery costs, manufacturing etc is taken out of the company budget and not the marketing budget. 

[bookmark: _Toc514844482]5.0 Control and Evaluation 
This report has gone into detail about what the marketing communications is, it has discussed different basis, such as the context analysis that has been broken down and investigated in detail, including looking at the business context, customer context, internal context and external context, including a PESTLE analysis of NomNom the chocolate company.  This report has investigated the different promotional goals including corporate goals, marketing goals and communication goals. It has information on the different promotional strategies and a detailed framework on the coordinated communications mix including a £2,000,000 marketing communications plan for NomNom. 


[bookmark: _GoBack]There are many ways to evaluate the different methods used in the marketing communications plan, the best one is to experiment and try different things when it comes to advertising or do trials to see which will have the most effective outcome.  There are different promotional strategies that are linked to the company and some that aren’t. 
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