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Introduction (1.)


The addition of a new vegan range to the mystery food box represents the opportunity to broaden offers in an increasing market segment and establish creativity and diversity. The purpose of this report is to provide an overview of the intended tactics, media channels, audience engagement techniques, and strategy that will improve brand perception, raise brand recognition, and increase the number of new customers. To increase interest amongst vegans and those of interest, to earn credibility and trust among our target audience by partnering with industry experts, vegan chefs, and influencers to promote our new vegan line. This approach is motivated by research that shows the significance of expert opinions on customer perception. The intention will be to promote this message to British people by reaching out to the 2.7 billion active internet users worldwide, (Fundin and Bergman 2003). 

 Furthermore, in boosting customer lifetime value (CLV), the goal is to create enduring relationships with subscribers by providing them with meaningful incentives, loyalty programs, and channels for consumer feedback. The multi-faceted approach involves influencer collaborations, digital marketing tactics, seasonal promotions, and content marketing. Using social media sites like YouTube, Snapchat, and TikTok, it will interact with our audience, graphically present the vegan selection, and get real-time feedback to improve marketing strategies, (Mahoney and Tang, 2016). 

With careful budgeting and the application of a Gantt chart, the goal is to maximize resource distribution and accomplish our goal of 50,000 new member signups in six months. With a combination of data-driven insights and creative marketing techniques.













Executive Summary (2.)



To satisfy changing customer expectations and broaden offerings, by expanding the mystery box line to include a vegan selection. By using strategic planning and working in collaboration with industry professionals, it will provide delicious, high-quality vegan products while adhering to its core beliefs of sustainability and ethical consumerism.





























Objectives (3.)


The first objective of the implementation of the new vegan range to the mystery food box will be to increase brand awareness. This will be achieved by focusing on the target audience which will be vegans and those who may be hesitant to try vegan meals due to any surfacing doubts. A study executed on wine established that lower-rated wine with no expert opinion resulted in significantly worse reviews however higher rated wine with expert opinions provided impressive reviews, (Hilger, and Villas-Boas 2011). Therefore, this adds credibility and the audience’s trust. collaborating with experts in the vegan food industry and collaborating with vegan chefs and influencers, will not only establish a relationship with the audience but show proof that people external to the brand can affirm to this, thus audiences will believe in the product. 

The second objective will be to improve brand perception. This will be done by promoting awareness to the British population that veganism is not just a dietary lifestyle but about making healthier choices, boosting the mind and creativity, and most importantly showing that catering to all diets is important, additionally, people who are hesitant to try the subscription meal box can explore their horizons by choosing this range. Research shows that globally, around 2.7 billion people, 40% of the total population are active Internet users, therefore, the use of digital marketing will be utilised, (Hudson et al., 2016).

The third objective will be to gain more customers or users as well as increase customer lifetime value (CLV). This will be done by showing that in this new range “everybody can eat”, does not prevent people from trying it as all products are dietary requirement friendly, except for certain allergies, however, with the use of customer feedback, loyalty-based programs and incentives, this will allow us to create a relationship with our audience, (Agag et al., 2023). 











Scope (4.)


One of the most effective ways to connect with and engage the target audience is through social media marketing, Oliver, and associates, (1998). This will be done through influencer partnerships, short video ads, and community participation by sharing user-generated content. The usage of platforms like Snapchat, YouTube, and TikTok will visually present the vegan range. Conversions can be increased and reached by applying sponsored advertising that will target the vegan demographic and interests. Furthermore, real-time feedback and sentiment regarding the brand and campaign can be obtained using sentiment analysis monitoring and social listening tools, allowing for quick adjustments to improve customer satisfaction and performance (Oliver et al., 1998).


The second way will be done through a variety of analytics measures which are essential for the success of campaigns and member engagement. Customer lifetime value (CLV) and customer acquisition cost (CAC) are two examples of key performance indicators (KPIs). The total revenue the business will expect from the customers throughout the course of their time with it. by the customer Lifetime Value, or CLV, comprehending the consumers long-term value, identifying high-value segments, and allocating marketing resources appropriately can be beneficial, (Kumar and Rajan., 2020).
















Planned Strategy (5.)



1: Content marketing: Create educational blogs, videos, and social media articles about nutrition, sustainable living, and veganism. research states that educating the public builds brand credibility and draws in subscribers who share your interests, (Gunelius., 2011).
2: Marketing tactics: These will be adjusted for seasonal times of the year and occasions such as Earth Day and Veganuary. Recipes and themed offers to take advantage of the holiday season to draw in new members. Kauffman and Horton, (2014) state that to succeed, people must regularly and critically assess all strategies and instruments to determine real results in comparison to planned performance.

3: Social Proof: To establish credibility and trust, highlight user-generated content, stories, and influencer recommendations. Potential subscribers are inspired to try the meal box by success stories and transformations, this is found by research that established on how it is discovered that social proof marketing influences consumers purchase behaviour and establishes trust and connection with the influencer, (Amblee and Bui., 2011)


















Media and communication (6.)


Story Pitching: This will be done by Writing custom pitches that will highlight the vegan ranges creativity, sustainability, human-interest aspect, and social impact for editors and journalists. Agresta et al, (2010) discuss that taking pitches is more appealing and newsworthy by adapting them to the interests of each recipient and boosts the likelihood of coverage. 

Expert Commentary: By establishing the brand as accommodating to all diets, and the vegan food sector, it will offer trend analysis, expert commentary, and insights on relevant issues. This quickly answers questions from the media and provides insightful material that gives stories more substance and legitimacy, positioning the brand as a reliable authority in the industry, (Barry, 2014).
Reviewing products: by introducing free-of-cost trial boxes to vegan influencers who are bloggers, YouTubers, podcasters, and tiktokers to give honest reviews on the range to entice consumers to purchase, Daim, (2012) highlights that this method of media channel establishes that good feedback and recommendations from reliable sources confirm the product's attractiveness and quality. Therefore, this entices others to give it a try.



















Budget (7.)


GANTT Chart
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To effectively manage the budget of 500,000 and to successfully sign up 50,000 members in 6 months, it will be of foremost importance to use different resources to increase return on investment (ROI), (Hoffman and Marek, 2010). This chart will measure the budget by covering 6 months spanning from August 2024 to January 2025, these dates are to include seasonal promotions which are one of the tactics used to increase customer sign-up, particularly for our target audience of vegans, (Rada’s and Shugan, 1998). 

Seasonal promotions: The seasonal promotions will include Christmas and Veganuary within the introduction to this already promotional offer which will be “50% off of your first month” which will be any month within these 6 months costing the free month to be £15 instead of £30. The usual profit margin for this is between 40-60%, but can increase depending on multiple pricing tiers, (Blue cart, 2024). Therefore, the aim will be to have a budget of 2,000 unaccustomed users per month using the promotional offer at the price of £30,000 which will equate to £180,000-£200,000 over the 6 months establishing 12,000 members. The users already get 50% off their first box. However, in the seasonal promotion, they have access to an additional 50% off in the January and February period. 

Influencers: The next financial investment of the media channel will be the involvement of influencers, the budget for this will be £150,000 which will include payment for the TikTok and YouTube reviews as well as Snapchat advertisements from stories on the app. The influencers used will be between two or three of high follower counts at over one million, a payment of £50,000 each will aim to receive a maximum of 6,000 new members which will be 18,000 in total. 

Digital marketing: This form of media channel will promote these advertisements by communicating digitally through video advertisements on YouTube, and Snapchat. Although influencers will be paid in money to review the vegan range, some platforms for advertisements require money to do this. Research shows that in the United Kingdom on average it costs £0.01-£0.03 per view and this depends on the advertisement length as well as the standard of quality (R Marketing, 2023). In addition to this, the cost per mile (CPM) for advertisement on Snapchat which means per one thousand views would cost £2.23 on average (Business reporter, 2024). On average the expectation will be to at least have 50,000 views on Snapchat in the space of 6 months which would cost on average £100,000 with the hope of signing up 10,000 members, however, in comparison to other social media YouTube, proves to be a lot cheaper. Per 50,000 views for £0.03, it would cost £1,500 for 50,000 viewers, therefore the increase in target viewers would not cost as significantly compared to Snapchat. Therefore, we can keep a maximum ideal spend of £3000 per month for 100,000 views on average a month for 6 months, which is 600,000 total views which would cost a total of £18,000-£20,000. to attract at least 2% of this overall number of viewers which would total 10,000-12,000 new members.

Total budget costs 470,000- leave £30,000 in case costs increase due to viewer counts price rises on advertisements. 200,000 seasonal promotion/general promotion, influencers:150,000 + 120,000 digital marketing advertisements. 

Customers= 12,000 for promotion over 6-month period 10,000 for digital advertisements + 18,000, influencer costs =40,000, and at least 10,000 for digital advertisements (Snapchat and YouTube)

GANTT CHART 


How are these methods effective?

Snapchat uses cookies and cross-platform marketing. YouTube also does the same. This provides demographic analysis, and preferences and cross platforms also establish personal interests. On websites like Snapchat and YouTube, by using cookies and cross-platform marketing allows for efficient targeting based on user behaviour, preferences, and demographic information, (Kiang and Shang 2000). As a result, engagement and conversion rates can be maximized through accurate audience segmentation and targeted content delivery. Furthermore, the capacity to examine user data across platforms offers insightful knowledge about the preferences and actions of consumers, which helps to improve campaign performance and guide strategic marketing decisions, (Hormozi, 2005). Using these technologies, marketers may tailor their offers and content to appeal to audience segments, increasing consumer engagement, brand exposure, and eventually sales, (Smit et al., 2014).
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