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[bookmark: _Toc134130732]Executive Summary:
In this proposal, we provide a marketing strategy to promote the UK and Western release of Scorpius Cuisine's vegan meal box. The advertising effort's intended demographic, goals, and crucial success criteria have all been determined. Based on this, we have advised a planned approach and the distribution of the £500,000 budget across numerous avenues. Additionally, we chose the advertisement's message and offers and talked about how to assess the campaign's success in terms of ROI and KPIs for each media.
[bookmark: _Toc134130733]Introduction:
[bookmark: _Toc134130734]Background to the promotional campaign:
Scorpius Cuisine is a food business that focuses on making nutritious and sustainable meal box sets that are supplied to consumers completely cooked and just needs to be kept in a fridge. The meal box sets have no additional chemicals and come with nutritional cards supplied for clients to check their food consumption. Its major target audience is Western nations, however, the firm is concentrating its early endeavors on the United Kingdom market. To fulfil the rising demand for vegan and plant-based food alternatives, Scorpius Cuisine is releasing a new vegan food box that comprises a selection of tasty and healthy plant-based meals. To promote the introduction of its vegan food box, Scorpius Cuisine is starting a promotional campaign. The purpose of the campaign is to create publicity for the new vegan food box and urge people to try it out.
[bookmark: _Toc134130735]Supporting research:
According to studies done by several organizations, there is an increasing need for plant-based dietary choices. More than 39% of US consumers and 43% of Canadian customers, respectively, are trying to eat more plant-based meals, according to Nielsen. (Nielsen, 2022, p2 (3))
In addition, given that vegans only make up a tenth of the population as a whole, it is clear that non-vegans are implementing these important modifications to their diets. The nutritional assessment reveals that the meals match or surpass the daily required levels for crucial nutrients, and taste tests reveal that customers like and find the meals appetizing. (McNicoll, 1993, p3 (4))
[bookmark: _Toc134130736]Campaign Overview:
[bookmark: _Toc134130737]Objective:
Campaign objectives are to raise awareness and drive sales of the vegan food box in the UK while building brand awareness for Scorpius Cuisine. Promotional offers, discounts, and incentives could be used to encourage customers to try the new product.
[bookmark: _Toc134130738]Scope:
The promotional campaign for the vegan food box debut seeks to increase exposure and boost revenue among UK customers who are health-conscious and have an appetite for plant-based meal alternatives. To attract prospective consumers and increase brand recognition as a supplier of organic, nutritious meal box sets, the campaign will make use of a variety of marketing methods, including social media marketing, ambassador collaborations, email marketing, and media marketing. The campaign could eventually broaden its scope to include other Western nations.  (Jenkins, 2021, p1 (3))
[bookmark: _Toc134130739]Planned Strategy and Media Budget:
Finding a target audience for such an advertising effort is the first step in developing an approach. This group of people comprises health-conscious customers and those who are intrigued by plant-based food alternatives. Marketing strategies include messaging, email marketing, social media, and influencer alliances. There is a £500,000 budget available. The goal is to enlist 5000 new members. (Mullen 2022, p3 (1))
[bookmark: _Toc134130740]Critical Success Factors:
The company should concentrate on several crucial success aspects to make sure that the advertising effort for the introduction of the vegan meal box is a success.
· Targeted Messaging
· Strategic Partnerships
· Consistent Branding
· Strong Customer Support
· Effective Measurement
[bookmark: _Toc134130741]Communication Channels:
An analysis of the choice of communication channels along with valid reasoning is given below:
[bookmark: _Toc134130742]Advertising Channels:
The choice of advertising mediums will rely on the initiative's budget and its particular objectives, but it may be successful to promote the release of Scorpius Cuisine's vegan meal box via TV, radio, outdoor, print, cinema, and digital media. Although they can be pricey, radio and TV advertisements can reach a wide audience and increase brand recognition. (Hsu, 2007, p4 (5)) While billboards and transit advertisements can increase awareness of a business, they might not be as cost- or target-efficient as online advertising. Although it might be more costly than other methods, cinema marketing can be successful in reaching captive audiences.  (Kathpalia, 2015, p4 (5)) Digital advertising and social media marketing could be the most efficient channels for the launch of Scorpius Cuisine's vegan meal box based on affordability and the capacity to reach the target demographic. (Elías Zambrano, 2018, p3 (8))
Therefore, choosing digital marketing over print or television, etc., would be a better strategy given the limited resources available.
[bookmark: _Toc134130743]Direct marketing:
Addressing prospective clients who may not use email or social media can be successful with direct mail. Another practical and cost-effective method of reaching a big market is email marketing. However, the calibre and veracity of the mailing list will determine how successful direct marketing is. Furthermore, there might be issues with how direct mail affects the environment, which might not be consistent with the company's values as an organic and environmentally responsible business. (Kennedy, 2013, p45 (4)) Sending physical mail through direct mail necessitates the use of paper, printing ink, and other items that might harm the environment via deforestation, landfill trash, and greenhouse gas emissions. (Patzer, 1996, p15 (4))
Thus, only electronic mail should be selected instead of physical mail.
[bookmark: _Toc134130744]Sales promotions:
Particularly for a new launch, sales promotions may be an effective technique for generating rapid sales and raising consumer involvement. To persuade clients to try their vegan food box, Scorpius Cuisine may provide unique incentives and promotions, such as savings, complimentary samples, or referral schemes. (Cummins & Mullin, 2002, p10 (4)) 
[bookmark: _Toc134130745]Public Relations:
To create buzz and knowledge about the debut of the vegan food box, the company may find that public relations are an effective tactic. To match the brand with its ideals and reach its audience, one PR approach may be to look for endorsements or collaborations with appropriate organizations, such as local health and wellness groups or environmental organizations. (Heaney & Rebolini, 2017, p10 (4)) Press releases may be an effective method for attracting media attention and publicizing the introduction of the vegan food box. (Woodall 2007, p45 (8)) To announce the debut and emphasize the distinctive features of the item, such as the organic components and nutritional information cards, the company may disseminate press releases to relevant media venues, such as food and health periodicals or blogs. (Alexis, 1962, p34 (2)) 
PR may take a lot of effort, nevertheless, and it may not always result in favorable press or attention. The price of employing a public relations firm or staff person to oversee the promotion should also be taken into account by the company. (Green, 2009, p6 (2))
This option can be selected for our scenario as long as budget constraints are met.
[bookmark: _Toc134130746]Personal selling:
Due to its time-consuming and expensive nature, personal selling may not be beneficial for the introduction of vegan food boxes. If you want to reach clients in Western countries, you may have to go far. Additionally, personal selling might not be as successful for a convenience item like the vegan food box, which customers choose over personal connections with salespeople in favor of affordability, taste, and ease of use. (Futrell 1992, p45 (7))
[bookmark: _Toc134130747]Digital Media Selection:
We can reach our target demographic in the UK and other Western nations via online advertising, such as banner advertisements, pop-ups, and search PPC ads. While affiliate marketing via influencers can offer social proof of the advantages of the vegan food box, social media advertising and own posts can be effective in building brand awareness and boosting website traffic. Through metrics like click-through rates and conversion rates, the effectiveness of each of these strategies can be evaluated. (Aaker, 1972, p7 (2))
Thus, all these digital media options are viable.
[bookmark: _Toc134130748]Communication Ideas – Messages and Offers:
[bookmark: _Toc134130749]Message to be used:
The important selling points of the vegan meal box from Scorpius Cuisine should be highlighted in the advertising, such as the use of organic foods, the lack of additional chemicals, and the nutritional value. The ease of the meal sets, which are already made and simply need storage in a refrigerator, should be emphasized in the messaging. The messaging should also appeal to the target audience's health-conscious attitudes by highlighting the advantages of a plant-based diet for general health and well-being. 
[bookmark: _Toc134130750]Justification from the research:
According to research, messaging that emphasize a product's advantages over its disadvantages is more successful at influencing customer behavior. According to research, communications that emphasize a product's advantages—such as convenience or health—are more successful in persuading customers than those that emphasize its attributes—such as size or color. (Yang 2018, p714 (6))
Additionally, studies have shown that messages that are adjusted to the target audience's values and attitudes are more effective at influencing behavior. Messages that are customized to a person's health beliefs and behaviors are more successful in promoting healthy behaviors than generic messages, according to research. (Slaunwhite, 2009, p8 (1))
[bookmark: _Toc134130751]Campaign message and offer:
A possible message is: "Nourish your body and the environment with organic, plant-based meals from Scorpius Cuisine. Eat in a delightful, practical, and sustainable way without compromising on flavor or nutrients. Join the expanding movement for a better, greener lifestyle right now."
To encourage people to sample Scorpius Cuisine's vegan meal box, it can be helpful to run a special promotion or discount, depending on the campaign's goals and the target market. The promotion may read "Get 15% off your first order of our organic vegan food box with free delivery," which would interest customers searching for an easy and economical method to follow a plant-based diet.
[bookmark: _Toc134130752]Budget Split:
1. Digital media: £350,000
· Online adverts (PPC, banners, pop-ups): £100,000
· Social media adverts: £100,000
· Influencer marketing: £100,000
· Social media-owned posts: £50,000
2. Public relations: £100,000
· Sponsorship: £50,000
· Press releases: £50,000
3. Sales promotions: £30,000
4. Direct marketing: £20,000
· Direct mail: £10,000
· Email marketing: £10,000
5. Personal selling: £0
[bookmark: _Toc134130753]Justification:
Advertising that is specifically targeted may successfully reach the intended demographic thanks to digital media. A lot of people use social media sites, which provide a chance to interact with prospective consumers. With a return on investment of £5.78 for every £1 invested, influencer marketing is a successful technique of advertising (Burnaz, 2021, p8 (3)). Opportunities to expand your audience and increase brand recognition are provided via sponsorship. Because the product is offered online and does not need in-person sales, personal selling is not a feasible option for this campaign.
[bookmark: _Toc134130754]Metrics on Performance:
To evaluate the effectiveness of the campaign and measure the ROI, the following steps will be taken:
[bookmark: _Toc134130755]Setting KPI:
1. TV: Number of views, reach, and frequency
2. Digital media: Click-through rate, conversion rate, cost per click, cost per conversion, and engagement rate
3. Outdoor: Impressions, reach, and frequency
4. Print: Circulation and readership
5. Radio: Number of listeners, reach, and frequency
[bookmark: _Toc134130756]Online analytics:
Google Analytics will be used to track website traffic and measure the success of digital campaigns. Social media analytics tools will be used to measure the success of social media campaigns. (Thornton, 2007, p7 (2))
[bookmark: _Toc134130757]Relevance of metrics:
TV: The number of views will help determine the number of people who have seen the ad, and the reach and frequency metrics will help measure the campaign's impact.
Digital media: Click-through rate and conversion rate will indicate how effective the ad is at generating interest and driving sales. Cost per click and cost per conversion will help measure the cost-effectiveness of the campaign. The engagement rate will help determine how well the campaign is resonating with the target audience.
Outdoor: Impressions will help determine the number of people who have seen the ad and reach and frequency metrics will help measure the campaign's impact.
Print: The number of individuals who have seen the advertisement and how effectively it is connecting with the target audience will be determined in part by circulation and reading.
Radio: The number of listeners will assist identify the audience size, and the reach and frequency data will help gauge the effectiveness of the campaign.
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