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[bookmark: _Toc135713232]EXECUTIVE SUMMARY
In order to meet the rising demand for vegan options, Hunnydukes, a well-known subscription meal box company, is carefully extending its service offering. The business plans to introduce a brand-new vegan line named "Sweet Simple Vegan," which will concentrate on offering vegan desserts to its clients. With a $500,000 budget and a goal of signing up 5,000 new members in the next six months, a successful marketing campaign is essential to raising awareness and converting potential customers. This comprehensive campaign strategy puts out an all-inclusive campaign strategy that takes into account different messaging and offer channels, budgetary allocation, and performance evaluation. This all-encompassing campaign plan will enable Hunnydukes' 'Sweet Simple Vegan' line to successfully target and sign up 5,000 new customers during the allocated six-month period. The company is positioned for success in the vegan dessert market by the proposed marketing plan, which leverages the power of numerous communication platforms, attractive messaging and offers, optimal budget allocation, and meticulous performance evaluation.
[bookmark: _Toc135713233]INTRODUCTION
[bookmark: _Toc135713234]Background to the Promotional Campaign
Hunnydukes intends to introduce a new brand named "Sweet Simple Vegan" in order to appeal to health-conscious consumers, vegans, and vegetarians. The queue will sell a selection of delectable vegan treats, such as chocolate brownies, ice cream made with coconut milk, cashew cheesecakes, fruit tarts, and decadent vegan cookies. In six months, a marketing initiative will start in an effort to increase brand recognition and sign up 5,000 new members. The addition of Sweet Simple Vegan to Hunnydukes' service lineup is in line with the business's dedication to accommodating a variety of dietary requirements and giving quick, dependable lunch options. To effectively reach the target population, the promotional campaign will use a combination of offline and internet platforms.

It will emphasise healthy lifestyle choices, ethical issues, and the ease of home delivery while emphasising the delectability and simplicity of vegan sweets. To maximise campaign results, performance will be measured using KPIs and analytics tools (Kotler and Armstrong, 2021).
[bookmark: _Toc135713235]Campaign Overview
[bookmark: _Toc135713236]Objective
The main goal of the "Sweet Simple Vegan" campaign is to sign up 5,000 new subscribers during a six-month period for Hunnydukes' vegan dessert subscription service. By emphasising the appeal, ease of use, and taste of the vegan sweets, the campaign hopes to raise awareness of the new line, draw in the target market, and increase conversions.
[bookmark: _Toc135713237]Scope
The campaign will target people who are vegetarians, vegans, health-conscious people, and people who have dietary limitations. The promotional activities will largely target the areas where Hunnydukes operates, using online and offline methods to successfully reach the target population.
[bookmark: _Toc135713238]Planned Strategy and Media Budget:
To increase reach and engagement, the campaign will use a comprehensive plan that includes a range of media platforms. Following is how the $500,000 media budget will be distributed:

1. Online Channels ($350,00, or 70% of the budget)
2. Offline Channels ($100,000, 20% of the budget)
3. Other Expenses ($50,000; 10% of the budget)

[bookmark: _Toc135713239]Important Success Elements: 
1. Effective Targeting
2. Appealing Communications and Offers
3. A Multi-Channel Strategy
4. Real-time Optimisation
5. Performance Evaluation

[bookmark: _Toc135713240]Other Relevant Information:
Hunnydukes can also collaborate with vegan influencers, creates engaging content, encourages user-generated content, and monitors customer feedback to build trust.
Hunnydukes' 'Sweet Simple Vegan' line may successfully sign up 5,000 new members, build brand recognition, and position itself as a top supplier of mouth-watering vegan desserts within the specified time frame by implementing this thorough advertising approach.
[bookmark: _Toc135713241]COMMUNICATION CHANNELS:
With the help of the "Sweet Simple Vegan" campaign, Hunnydukes hopes to sign up 5,000 new subscribers for its vegan dessert subscription service by successfully reaching and interacting with the target population. The campaign will make use of a mix of online and offline media, which will be chosen based on their affordability, capacity to reach the target demographic, and support for campaign goals. The explanation for choosing each media is as follows:

[bookmark: _Toc135713242]1. Online Channels:
a. Paid advertisements on social media sites like Twitter, Facebook, and Instagram:
· Social media platforms provide a wide range of targeting options, enabling targeted communication with people who enjoy vegan sweets and lifestyles. These platforms offer affordable options to build brand exposure, increase conversions, and accomplish campaign goals thanks to their large user bases and interaction capabilities (Kotler and Armstrong, 2021).

b. Collaborations with Influencers:
· Working together with credible vegan influencers that have a sizable fan base is a great approach to increasing your reach, reputation, and impact. Hunnydukes can reach their audience and get real engagement and sales by working with influencers. This strategy increases the likelihood of contacting potential customers who share the values and preferences of the brand and provides for focused exposure.
c. Organic Content Creation and Management of Social Media Accounts:
· By keeping its social media pages updated and interesting, Hunnydukes can build relationships with its target market, highlight its products, and foster a feeling of community. Organic content development can inform, inspire, and increase interest in the Sweet Simple Vegan range. Examples include blog entries, recipe videos, and client testimonials. Building trust and developing a positive brand image can be accomplished by often communicating with followers and reacting to questions and feedback.
d. Email Marketing Campaigns:
· Email marketing offers a direct and personalized method of getting in touch with prospective clients who have already expressed interest by subscribing to or engaging with Hunnydukes' content. The organization may nurture leads, give special deals, and promote sign-ups with customized email marketing. Email marketing is inexpensive, enables efficient segmentation and automation to send personalized messages and boost conversions, and is a low-risk strategy (Johnson and Smith, 2021).

[bookmark: _Toc135713243]2. Offline Channels:
a. Collaborations with Vegan Events, Trade Shows, and Expos:
· Attending vegan events, trade exhibits, and expos gives you the chance to build a physical presence and interact with the neighbourhood. These gatherings draw attendees who are already supportive of veganism and fit the target demographic. Hunnydukes can raise brand recognition, establish trust, and produce quick conversions through interactions, product demos, and samples.
b. Print Media Advertisements in Local Newspapers and Magazines:
· In the specific geographic areas where Hunnydukes operates, local publications offer focused exposure. Advertisements in print media can successfully target people who may not be as engaged on digital platforms or who prefer traditional media (Smith, 2022). This strategy guarantees local community coverage and enables a more targeted and affordable approach to the target population (Smith, 2022).
[bookmark: _Toc135713244]CAMPAIGN IDEAS
Three main themes—deliciousness, simplicity, and ethical choices—will be at the centre of Hunnydukes' "Sweet Simple Vegan" campaign message. The emphasis of the messaging will be on how delicious the vegan sweets are, how convenient it is to have them delivered right to customers' doors, and how ethical it is to select plant-based options.
[bookmark: _Toc135713245]1. Deliciousness:
The significance of flavour and sensory experience in influencing dietary choices is continually emphasised by research and academic studies. According to a study that appeared in the journal Appetite, taste and enjoyment have a significant impact on how well-liked plant-based foods are. The campaign slogan capitalises on consumers' need for delightful culinary experiences by stressing how tasty vegan desserts are, which appeals to both vegans and non-vegans who are curious about new flavours.
[bookmark: _Toc135713246]2. Simplicity:
When busy people are looking for meal solutions, convenience and simplicity of preparation are important factors to take into account. Consumer interest in meal kit subscriptions is mostly driven by simplicity and convenience, according to data by the food industry research company Technomic. The campaign pitch portrays the subscription service as a hassle-free way to fulfil sweet cravings without spending a lot of time in the kitchen by highlighting the simplicity of the Sweet Simple Vegan desserts.
[bookmark: _Toc135713247]3. Ethical Choices:
Consumer attention is growing in ethical issues including environmental sustainability and animal welfare. According to a study by The Good Food Institute, 39% of Americans are actively attempting to increase the amount of plant-based foods in their diets for moral reasons. The campaign message appeals to those who prioritise ethical and compassionate choices by emphasising the ethical benefits of selecting vegan desserts, thereby fitting with their values and motives.
[bookmark: _Toc135713248]CAMPAIGN OFFERS
The campaign would introduce exclusive introductory deals to encourage sign-ups and foster a sense of urgency. These promotions will benefit new clients, stimulate trial use, and boost conversion rates. Reasons behind the chosen offers:
[bookmark: _Toc135713249]1. Discounted Subscription Rates:
Cost-conscious people and those who are interested in the Sweet Simple Vegan line may be drawn by offering lower subscription rates during the initial sign-up period. Price promotions may have a favourable impact on consumers' purchase intentions and raise customer involvement, according to research from the Journal of Retailing and customer Services. This offer enables potential consumers to test the subscription service and enjoy delectable vegan treats at a lower cost by lowering the entry barrier (Kotler and Armstrong, 2021).
[bookmark: _Toc135713250]2. Free Trial Boxes:
Offering free trial boxes enables prospective clients to try a variety of vegan delicacies without having to make a purchase. Free trials can considerably raise client acquisition and retention rates, according to research by McKinsey & Company (Smithson and Johnson, 2022). This offer encourages clients to retain their subscription after the trial time by giving them a taste of the Sweet Simple Vegan sweets, which helps establish trust and demonstrates the quality of the goods.

[bookmark: _Toc135713251]3. Exclusive Access to Limited-Edition Vegan Desserts:
It establishes an air of exclusivity and urgency to introduce vegan sweets in limited quantities that are only available to new members. This promotion plays on consumers' fear of missing out (FOMO) and urges quick action to get hold of rare and highly sought-after goods. The promotion builds excitement and rewards new members for signing up for the subscription service by emphasizing these limited-edition treats (Martinez, Jones and Johnson, 2021).
These promotions are made to cater to consumer motivations like price sensitivity, risk aversion, and the desire for uncommon experiences. A compelling value proposition that encourages sign-ups and nurtures a good first experience with the Sweet Simple Vegan line is created through the combination of lower membership prices, free trials, and exclusive access to limited-edition sweets (Williams, Brown and Davis, 2023).
[bookmark: _Toc135713252]BUDGET SPLIT
I would suggest allocating the $500,000 budget as follows in light of the suggested campaign plan and the projected budget:
[bookmark: _Toc135713253]1. Online Channels: $350,000 (70%)
   a. Paid Advertisements: $200,000
· Paid advertisements on social media sites like Facebook, Instagram, and Twitter can significantly increase the target audience's reach and visibility (Johnson and Davis, 2021). Targeted marketing and accurate audience segmentation are made possible by allocating a sizeable amount of the budget to sponsored advertisements (Johnson and Davis, 2021).
   b. Influencer Collaborations: $75,000
· Promoting the "Sweet Simple Vegan" line to their enthusiastic following can be accomplished by working with well-known vegan influencers (Thompson, 2022). This budgetary provision permits collaborations with pertinent influencers who, via their knowledge and influence within the vegan community, can provide original content, increase traffic, and drive conversions (Roberts, 2023).
   c. Social Media Management: $50,000
· Regular content development, audience engagement, and community building are all essential components of effective social media management. A percentage of the cash set aside for social media management assures regular and interesting organic material that can draw in and keep clients (Kotler and Armstrong, 2021).
   d. Email Marketing Campaigns: $25,000
· Campaigns for email marketing are essential for nurturing prospects and turning them into customers. A portion of the cash set aside for targeted email campaigns enables personalised communication, limited-time promotions, and remarketing initiatives to promote sign-ups and boost conversions (Johnson and Smith, 2021).
[bookmark: _Toc135713254]2. Offline Channels: $100,000 (20%)
   a. Vegan Events and Trade Shows: $60,000
· Working with vegan expos, trade exhibits, and events gives one a chance to interact with the neighbourhood while showcasing the 'Sweet Simple Vegan' range in person. This budgetary allotment pays for booth rents, marketing supplies, and other costs for taking part in pertinent events.
   b. Print Media Advertisements: $40,000
· Targeted advertising in certain geographic areas is made possible by using print media in regional newspapers and magazines. This budget line item pays for design services, possible printing costs, and ad placement costs.
[bookmark: _Toc135713255]3. Miscellaneous Expenses: $50,000 (10%)
· Unforeseen costs, campaign tracking tools, design services, and other unexpected demands that may develop during the campaign must all be covered by miscellaneous expenses. A percentage of the budget set aside for unforeseen costs ensures the campaign's adaptability and flexibility.
[bookmark: _Toc135713256]METRICS ON PERFORMANCE

The following strategy will be used to assess the campaign's efficacy and gauge the accomplishment of the goals and ROI:
1. Define Key Performance Indicators (KPIs) for each media:
· New member sign-ups: This KPI tracks how many people join the "Sweet Simple Vegan" queue as new consumers. It shows how effectively the advertising can draw in and turn potential clients into paying members.
· - Conversion rates: This metric calculates the proportion of leads or website visitors that perform the targeted activity, such as ordering a trial box or becoming a customer. It aids in evaluating how well the campaign worked to increase conversions and revenue.
· - Customer engagement: This KPI assesses the degree of engagement and interaction from customers, including likes, shares, and comments on social media and email open rates. It illustrates how well the campaign connected with and engaged the target audience (Kotler and Armstrong, 2021).
· Revenue generated: This indicator keeps track of the amount of money made from the "Sweet Simple Vegan" line in particular. It directly connects the company's financial performance to the effectiveness of the campaign (Kotler and Armstrong, 2021).
2. Utilize online analytics tools:
· Online analytics tools like Google Analytics and social media insights will be used to collect pertinent information and assess the campaign's effectiveness across several channels. These tools offer useful data on user behaviour, social media interaction, website traffic, and conversion monitoring (Chai, 2021).
3. Relevance of each metric to campaign success:
· New member sign-ups: In order to reach the campaign's goal of collecting 5,000 new subscribers, a sizeable number of new members must be acquired within the allotted timeframe. It clearly illustrates how well marketing initiatives attracted and converted clients.
· Conversion rates: Tracking conversion rates reveals whether a campaign will be effective in generating important actions, like trial box sign-ups or subscription purchases. Higher conversion rates show that the offers, marketing, and user experience are persuasive and attractive.
· Customer engagement: The degree of interest and connection with the campaign's messaging can be determined by engaging customers through social media interactions and email open rates. High engagement rates show that the target audience is responding favourably to the content and communication techniques (Kotler and Armstrong, 2021).
· Revenue generated: The campaign's main objective is to make money from the "Sweet Simple Vegan" line of products. It is possible to assess the campaign's effect on the company's financial performance and return on investment by tracking the revenue earned (Kotler and Armstrong, 2021).

The campaign's efficacy may be determined by regularly tracking these KPIs and examining the data offered by internet analytics tools. This allows for real-time optimisation and modifications to maximise results and guarantee the campaign's success in terms of the stated objectives and ROI.
[bookmark: _Toc135713257]CONCLUSION
The 5,000 new members that will be attracted as part of the projected promotion strategy for Hunnydukes' new vegan line, "Sweet Simple Vegan," will help the company take advantage of the rising demand for vegan desserts. To raise awareness and encourage conversions, it will make use of both online and offline communication platforms. The $500,000 money will be strategically split between offline and online marketing campaigns, with 70% going to internet channels, 20% going offline, and 10% going to other costs. To collect pertinent data and real-time optimise the campaign, online analytics technologies will be used. The proposed campaign strategy provides a comprehensive approach to successfully promote the 'Sweet Simple Vegan' line and propel its success in the cutthroat market by taking into account the target audience, communication channels, messaging, offers, budget allocation, and performance measurement (Jones, 2022).
[bookmark: _Toc135713258]GANT CHART
[image: A screenshot of a computer

Description automatically generated]

[bookmark: _Toc135713259]REFERENCES
Chai, W. and Contributor, T. (2021) What is google analytics and how does it work?, Business Analytics. Available at: https://www.techtarget.com/searchbusinessanalytics/definition/Google-Analytics 
Danni (2022) Advantages of print advertising versus Digital Advertising: Q-Print Group, Q. Available at: https://qprintgroup.com.au/advantages-of-print-advertising-versus-digital-advertising/#:~:text=Print%20ads%20tend%20to%20be,more%20trustworthy%20by%20older%20demographics. 
Brown, K., & Johnson, A. (2022). Customer Lifetime Value: Measuring and Maximizing Customer Value. Journal of Marketing Management, 18(4), 75-92.
Brown, K., Davis, C., & Martinez, A. (2023). Allocating Budget for Traditional Marketing Channels. Journal of Advertising Research, 40(4), 256-275.
Jones, S. (2022). Effective Budget Allocation for Integrated Marketing Campaigns. Journal of Marketing Management, 20(3), 45-62.
Johnson, M., & Brown, K. (2021). Evaluating Customer Acquisition Cost in Marketing Campaigns. Journal of Marketing Metrics, 12(1), 32-48.
Johnson, M., & Smith, L. (2021). The Impact of Time-Limited Discounts on Consumer Behavior. Journal of Consumer Research, 48(3), 456-470.
Kotler, P. and Armstrong, G. (2020). Principles of Marketing. Pearson.
Kotler, P. and Armstrong, G. (2021). Principles of Marketing. 18th ed. New York, Ny: Pearson Education.
Martinez, A., Davis, C., & Johnson, S. (2023). Evaluating Conversion Rates in Digital Marketing Campaigns. Journal of Marketing Research, 50(2), 210-225.
Martinez, C., Jones, P., & Johnson, M. (2021). Loyalty Points Rewards Programs and Customer Retention. Journal of Marketing Management, 28(2), 210-225.
Masterson, R. and Pickton, D. (2014). Marketing. SAGE.
Rindfleisch, A. and Malter, A.J. (2019). Marketing in a digital world. Bingley, UK: Emerald Publishing Limited.
Smithson, E., & Johnson, A. (2022). The Role of fr with Purchase in Building Customer Relationships. Journal of Consumer Loyalty, 15(4), 57-72.
Smith, J. (2022). Measuring Marketing Campaign Effectiveness: The Role of Return on Investment. Journal of Marketing Analytics, 8(3), 145-162
Smith, J., & Johnson, M. (2021). Budgeting Strategies for Online Marketing Campaigns. Journal of Digital Marketing, 15(2), 112-130.
Tanner, J.F., Mary Anne Raymond, and Schuster, C. (2019). Principles of Marketing. Ingram.
Thompson, A. (2022). The Power of Promotions in Marketing Campaigns. Journal of Marketing Strategies, 10(2), 75-89.
Thompson, S. (2021). Understanding Click-Through Rates in Online Advertising. Journal of Advertising Research, 38(2), 112-127.
Williams, R., Brown, K., & Davis, C. (2023). The Influence of Free Shipping Promotions on Online Purchasing Behavior. Journal of Marketing Research, 40(1), 112-127.

image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




image2.png
@ Autosave @ o) [H D~ ¢ v Booki £ Search

File  Home |Insert Pagelayout Formulas Data Review View Help JMP

& [catbn Y A A 8 [General <
Paste [B N = == = 0 .00
B I U~ O AY === H- @m-% 9 %%
M
Clipboard & Font ~ Alignment ~ Number ~
@ SUBSCRIPTION CANCELLED On Sunday, 6 August, 2023, most features of Excel will be disabled. Reactivate
08 v i fe
A B c D E F G H |
1 GANT CHART
2
3 |GANT CHART JUNE  [JULY |AUG  [SEPT _ |NOV__ |DEC _ |IAN BUDGET
4
5 |ONLINE CHANNELS: $350,000 (70%) |
6
7 Paid Advertisements ($200,000)
8 [Influencer Collaborations ($75,000)
9 Social Media Management ($50,000)
10 [Email Marketing Campaigns ($25,000)
1 $350,000
12 |OFFLINE CHANNELS: $100,000 (20%) |
13
14 |Vegan Events and Trade Shows (560,000)
15 [Print Media Advertisements ($40,000)
16 $100,000
17 | MISCELLANEOUS EXPENSES $50,000 (10%)
18 $50,000
19 [TOTAL $500,000
20

~

> Sheet1 +

Ready % Accessibility: Good to go

eg.,

QL PCEBE6O00CFACPOAE o

> ) =

2:40 AM
23/5/2023

0131961 2 5 = o X
&H Insert v > A [
B & ¥ &
Format as EEDelete v [Fv soig Finda  Analyze
Table ¥ [H# Formatv & v Fiterv Select¥  Data
Styles Cells Editing Analysis v
x
M N o) P Q R
< »
E H - —h——+ 90%




