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1.0 [bookmark: _Toc166360320]Introduction

Student Chef are already a service that caters to vegans and vegetarians – but we want to partner up with a pro vegan organization, Meatless Farm, to promote a vegan diet among people who are not vegan and introduce more vegan dishes in a special vegan box. The number of people who sign up for it will be tracked throughout the campaign. For this project we have a budget of £500,000.
The aim of our campaign is to encourage people to try a vegan diet and further penetrate the vegan market that exists in the student demographic we target, and even with the public. The reason we chose to base our campaign on veganism is because it is a growing market. Wunsch (2024) found that “There is a growing interest in reducing meat consumption among consumers in the United Kingdom. This trend has turned meat eaters into flexitarians, vegetarians, or even vegans” (N.P.) and they also found reducing meat consumption is a greater trend with younger consumers, this is ideal, as that is StudentChefs main demographic.
Our Call to Action will be for everyone to try a vegan diet even if they eat meat. There will be focus on the main advantages of trying a vegan diet as we are trying to encourage people who eat meat to try a vegan diet, Petre (2022) lists help losing weight, helpful as StudentChef is a service which is aimed at the health conscious. protection against certain cancers and reduced risk of heart disease as advantages of a vegan diet, we hope these advantages persuade those who are not vegan to sign up. 
To help make the product more unique, we decided to research some pain points vegans currently have. The White Chestnut (2024) found some issues vegans faces are nutrient deficiencies, cravings for foods which are not vegan and facing insults and scepticism from others. In response we would aim to change the negative stigma towards veganism, one way we hope to do this is by highlighting the health benefits, The White Chestnut (2024) suggests that mimicking non vegan foods as alternatives is a good way to help defeat cravings and they also explain that certain foods have the necessary nutrients that they need such as “fortified foods like plant based milk” (N.P.) and a wide selection of fruit and vegetables, so we have a knowledge of what sort of products to include. 
StudentChef will collaborate with the Meatless Farm as it can be seen on their home page (Meatless Farm, 2024) that they offer vegan alternatives to many dishes seen around the world such as roast dinners, pasta and hamburgers, we hope that they will help us expand our range of vegan products, in particular alternatives of the different ethnic cuisines we offer. We hope the range and variety of our options help us stand out amongst competition.
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We want the design of the box to be vibrant and colourful so to attract the attention of our potential customers, we could use bold colours such as pink and green to make the product stand out. The advertisements will be a way to convey these bright and colourful designs to our target demographic. The boxes will include a selection of different vegan dishes inspired by global cuisine; the number of servings depend on what the customer will have selected.
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As we are working alongside Meatless Farm, we will be giving some of the budget to them to make some decisions of their own, as they are working with us and we should value any contributions they are willing to make, We will give them £100,000.
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4.1 Social Media

As explained by Hayes (2024) Social Media Marketing is “the use of social media—the platforms on which users build social networks and share information—to build a company's brand, increase sales, and drive website traffic.” (N.P.)
According to Red and Yellow (2022) several advantages of social media marketing include: detailed targeting options to help reach your desired demographic, bringing customers to online platforms and help improve sales.
Instagram would be our chosen platform as shown by Dixon (2024), as there is a high percentage of users between 18 and 24, 15.2% female and 16.5% male. Universities UK (2023) found that between 2019-20 most undergraduate applicants were between 21 and 24 years of age. This tells us most students would be in the highest percentage of Instagram users
 Regarding targeting the public, Dixon (2024) also shows that Instagram is popular with those aged 25-34 and although less popular, there is a substantial portion of users aged 35-44.
According to Barraclough (2023) the average monthly expenditure to advertise on Instagram is between £150 to £1500,  Barraclough (2023) also found that this cost is effected by the quantity of posts, as a lot of packages will charge more for you to upload more posts, there is an additional cost if you wish to directly target your ads towards specific demographic and if you chose to use multiple social media platforms your price will be higher. We do not intend to use multiple platforms, as we will also be using other forms of advertising to reach our audience. We would pay the additional cost to reach our target audience as the whole aim of this advert is to reach them and we do not need to use a high quantity of posts due to the use of other advertising methods. We estimate the overall cost of advertising will be around £500 a month or £3000 across the whole campaign.
Using an Influencer to promote one of our products on social media may be worthwhile as well.  Shopify (2023) explains that partnering up with an influencer can improve credibility for your brand, High return on investment and it incentivises purchases. One vegan influencer is an Instagram user named Alessandro Vitale, who has over 4 million followers on Instagram, which according to Geyser (2024) puts him in the Mega Influencer category and so they are typically paid $10,000 per post, or £8013 with current conversion rates. We could offer Vitale a fee of £8013 and see if he will in ret`urn do a sponsored post. We could give him a unique discount code to offer to his viewers. We would like for this post to be launched at the start of the campaign to sign up as many people as we can, as quick as we can.

4.2 Online Pop-Ups

Shakal (2024) lists the following advantages of pop ads: Large traffic volume and wide outreach, they are good for brand awareness due to compatibility with consumer goods and there is a low cost.
Oliveira (2023) looks at Google Ads: with google ads your advert will appear based on the keywords your target market will use when searching for services like your own, this means we are likely to reach our target audience, however this depends on your ad rank, which determines how highly you appear in searches, this is based on ad quality, bid for position and much you hope to gain from ad extensions. It works on a Cost Per Click (CPC) system, which means you only pay if people act on your ad, you will then pay a fee for every click, you can set an expenditure cap for each month.
Looking at the examples on Oliveira’s (2023) post if we aimed for 7000 clicks a month, which would put us on track for our target for signups. At £2 per click, we would expect to pay £14000 each month or rather £84,000 for 6, we may have an issue with the low bid for each click but hopefully other factors give us a good ad rank.

4.3 Public Relations

Public relations, as defined in an article by Noff (2021) means “a strategic communication process that builds mutually beneficial relationships between organizations and their publics”. According to Avidar (2017) “Public relations can help social businesses raise awareness of their products and services, build a strong and positive reputation and engage with strategic publics”.
We are also hoping to have a stand at a food exhibition. According to FHA Food and Beverage (2024) there are several advantages of a food exhibition, such as increasing exposure to the brand, connecting with target demographic and observe current culinary trends. Whereas our focus is to increase brand awareness and sign-up members, it would be good to have some inspiration for new ideas as we could use this inspiration to make changes which may benefit the campaign further. Graphic Mill (2024) prices a 5x4 stand with storage, AV, and reusable graphics at £9,990 for the first show and £7,740 for any future shows. We could attend one exhibition to see if it is good for our service before using it in any future campaigns. The Vegan event we will attend will be The Vegan Village at Trowbridge Midsummer Festival which will take place on 15th June 2024 (The Vegan Society).

4.4 Television

With TV Advertising, Toast (2023) finds that costs vary for the time slots, it would be between £70 and 180 for smaller tv channels in the day, it could be as high as £330 for peak time and the actual production cost of an advert could range from £30,000 to £250,000. This may be a better way to reach the older audiences as TV Licensing (2024) shows that 40% of 35–44-year-olds opt for the 8-9pm window, which was agreed by those surveyed as the peak period. We do not want to spend a great deal on the production of the actual advert so would like to spend £30’000 on the production, as for the time slot, we will be advertising in peak time so should expect to pay £330. In The GANTT chart below we have chosen to spread some of our communication methods over the whole campaign this is a more expensive method, and it will not run for as long and it seems unwise to start using all methods at the same time, so TV will not be used until the latter half of the campaign.

4.5 Unused Methods

Radio Advertising is a method we will avoid using. Radio Advertising (2024) finds that local campaigns range from £15-50k, and national campaigns are upwards of 300,000, we would rather use national campaigns for their wider reach, and this would mean a majority of our budget spent and it is cheaper for us to achieve a wide reach using our chosen methods. We also did not use billboards as Ablison (N.D.) explains that is hard to measure the effectiveness of a billboard, there is a high-cost element and lack of flexibility.
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We will leave 10% of the total budget for the contingency fund. This means we have a contingency of £50’000
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We have used a GANTT Chart to display our budget as Gilmore (2016) explains: it provides an overview of a whole project, allows for easy communication of a plan with your team and it enables you to check the progress of your project. The purpose of the GANTT chart in this project is to display the budget for the campaign.
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A measure of success, as defined by MasterClass (2022) is “a standard by which a person or entity assesses whether or not they’ve achieved their goals. Regarding signing up members. we aim to have signed up 15-20000 members by the first 2 months. We will redesign our strategy if we are not within this bracket by that time.
One way to see which method of advertising is the most successful, customers will be asked how they became aware of the campaign so we can see which methods have worked well for us and will help save money in the long run as we can see if any methods were a waste of money.
The Click Through Rates (CTR) will be measured for pop up ads and social media links because as said by McKenzie (2023) “This metric provides insights into how customers engage with your content, highlighting what resonates with them. Your CTR can tell you whether you are targeting the right audience and saying the right things.” 
We will measure the Return on Investment (ROI) when it comes to the Influencer, which Fernando (2024) explains as a measurement of how profitable an investment has been. If the paid partnership shows a good ROI % we will use it again in future, if poor ROI % we will not use the method again or consider using someone with less followers, as Geyser (2024) shows this will be cheaper. We will know how many people have come from the influencer by seeing how many people have used the discount code.
We hope to sign up members at the food exhibition, as it is only one event, we should be realistic about how many members we can sign up, If we get more than 300 people we should consider the method of communication worthwhile and use it again in future business endeavours.
Other than the survey, asking how people became familiar with the service, we will not have many ways to track how many people sign up due to the TV advertising, this is another reason why we are leaving the tv campaign until later, if there is a sudden increase in how many people have signed up after the launch of the tv Advert we may attribute it to this however we will still be using social media and pop ups so it may be hard to determine the effectiveness of the tv advertisement.
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