
[22 MAY 2023]


Table of Contents
1.	EXECUTIVE SUMMARY	2
2.	INTRODUCTION	3
3.	EFFECTIVE COMMUNICATION CHANNELS	5
3.1.	DIGITAL MEDIA	5
3.1.1.	WEB ADS	5
3.1.2.	SOCIAL ADS	5
3.1.3.	AFFILIATE/INFLUENCER MARKETING	5
3.2.	DIRECT MARKETING	5
3.3.	SALES PROMOTIONS	5
3.4.	PUBLIC RELATIONS	5
4.	JUSTIFIACTION OF THE SELECTED COMMUNICATION CHANNELS	6
5.	NON EFFECTIVE COMMUNICATION CHANNELS	6
5.1.	TRADITIONAL ADVERTISING	6
5.2.	PERSONAL SELLING	7
6.	CAMPAIGN IDEAS – MESSAGES AND OFFERS:	7
6.1.	CAMPAIGN MESSAGES	7
6.2.	OFFERS	8
6.3.	JUSTIFICATION	8
7.	METRICS ON PERFORMANCE	8
7.1.	DIGITAL MARKETING	8
7.2.	DIRECT MARKETING	8
7.3.	SALES PROMOTIONS	9
7.4.	PUBLIC RELATIONS	9
8.	REFERENCES	10



1. [bookmark: _Toc134624377]EXECUTIVE SUMMARY


This essay provides a proposal for a promotional campaign that could be used by a food subscription box company that intends to launch a variety of vegan meals. The campaign has a budget of five million dollars, and its goal is to recruit five thousand participants. The goals of this campaign are to increase sign-ups for the vegan food box, raise awareness of the vegan food box, and generate interest in it. People who are concerned about their health and have an interest in veganism or diets based on plant foods make up the target demographic.

The strategy for the campaign involves utilising a variety of marketing channels, including advertising, direct marketing, sales promotions, public relations, personal selling, and digital marketing. The justification for the selected media comes from the fact that they are cost-effective, have the capability of reaching the intended audience, and have research data that demonstrates their efficiency. The message of the campaign centres on the positive effects that eating vegan meals can have on one's health as well as the delicious food that can be prepared using vegan ingredients. As an incentive for people to sign up, we are going to offer things like discounts and free samples.

For the purpose of determining whether or not the campaign was successful, key performance indicators (KPIs) will be established for each media channel. These KPIs will include the following: reach, frequency, conversion rate, response rate, redemption rate, media coverage, and brand sentiment. The qualitative input of the target audience will be gathered through the use of online analytics tools for tracking the aforementioned KPIs, as well as through the administration of surveys and focus groups. The return on investment (ROI) of the campaign will be determined by contrasting the cost of the campaign with the revenue brought in by the new subscriptions.

Reaching the goal of 5,000 new subscribers while preserving a positive return on investment will be the criterion by which the overall success of the campaign will be evaluated. It is anticipated that the proposed marketing campaign will generate a powerful brand image for the vegan food box and position it as a nutritious and flavourful alternative to more conventional meal options.




2. [bookmark: _Toc134624378]INTRODUCTION

In recent years, there has been a worldwide movement towards veganism as well as plant-based diets. Additionally, there has been an increase in the number of individuals moving towards veganism for ethical, environmental, and health-related grounds (vegconomist (2023)) .
In recent year the united kingdom plant based market has grown rapidly 9.58%, 40%  British in order to lose weight and opt for a healthy life style are choosing non meat and dairy food. It is estimated that the market has grown by more than 980 percent over the course of the last decade on a global scale (vegconomist (2023)) .
In the united states, the value of the whole plant-based market reached an unprecedented record high of $7.4 billion in 2021 as a result of the growth of 6.2% in the sale to consumers of plant-based meals (insiderintellingence (2023)).
According to a report by Grand View Research, the global vegan food market is expected to reach $37.45 billion by 2030 (grandviewresearch (2023)). 
With all this in place analysing the increasing popularity in vegan food in the united kingdom and worldwide, a wide scope for such business can be seen. To tap this opportunity happy eats food subscription company , a marks and spencer’s flagship is planning to launch its new vegan version of food boxes to fulfil the market segment. Happy eats with its new marketing campaign has set an target to attract 5000 new customer subscriptions with the budget of $5000000. The objective of this campaign is to target individuals who follow or considering to follow vegan or plant based lifestyle, individuals who are health conscious and environmentally aware and individuals who are looking for tasty pant based meals.
In the new internet era , success for any organisation is based on their updated knowledge about the trends of online marketing (Gupta, 2020). online marketing is considered to be the most effective an deficient way of conveying messages to consumers (Orji, et al, 2020). A multi-channel communication strategy will be implemented as part of the campaign. This strategy will make use of content marketing, influencer marketing, email marketing, and social media marketing.
 In addition, there will be a debut event for the campaign, as well as competitions and freebies on social media, and a referral programme. 
The campaign strategy in terms of media will involve promoting the benefits of the vegan lifestyle and the subscription box. The social media approach will consist of both organic and sponsored content, relationships with influential users, and interaction through social media competitions and giveaways. Email marketing efforts are going to be personalised, and the experience of subscribing will be as painless as possible (forbes (2023)). The influencer marketing strategy will entail forming partnerships with vegan influencers and providing them with free product samples so that they can provide their candid opinion. In order to educate and teach the audience about the vegan lifestyle as well as the advantages of the subscription box, the content marketing plan will include blog entries, cooking tutorials, and how-to instructions. The launch event will take place in a significant city, and brand awareness will be increased and interaction on social media platforms driven through social media competitions and freebies.
The entire money that has been set aside for the campaign is £500,000, and it will be distributed as follows:
1. Social Media: £ 200,000 (40%)
2. Influencer Marketing: £100,000 (20%)
3. Email Marketing: £50,000 (10%)
4. Content Marketing: £50,000 (10%)
5. Launch Event: £100,000 (20%)
Acquiring subscribers, maintaining a high engagement rate, maximising return on investment, and receiving feedback from customers are all essential to the success of the campaign. The success of the campaign will be determined by the number of sign-ups made using the individual subscription codes that are made available via each channel, the rate of participation on social media, the return on investment, and the feedback from customers. It is very necessary to provide customers with an unforgettable experience, to keep customer satisfaction at a high level, and to develop a favourable reputation for the company. 

































3. [bookmark: _Toc134624379]EFFECTIVE COMMUNICATION CHANNELS 
The vegan meal subscription box will be launched with a campaign that utilises a variety of different forms of media, including advertising, direct marketing, sales promotions, and digital media.

3.1. [bookmark: _Toc134624380]DIGITAL MEDIA 

3.1.1. [bookmark: _Toc134624381]WEB ADS 
Online advertising is essential for budget-friendly audience reach. Banner, pop-up, and PPC search ads will be used. Precision targeting is essential for reaching the target audience with these many digital ad formats. Digital advertising costs less per impression than television, radio, print, and outdoor advertising. In 2021, US spending on digital ads will rise 25% while traditional ads will fall 15%, according to eMarketer (insiderintellingence (2023)).

3.1.2. [bookmark: _Toc134624382]SOCIAL ADS 
Social media advertising will reach the target audience. Social media platforms allow more sophisticated targeting and creative text and images (PENH, 2022). Owned Posts: Useful and engaging content on social media will attract new customers and retain existing ones. This method promotes your business, retains customers, and allows direct communication.

3.1.3. [bookmark: _Toc134624383]AFFILIATE/INFLUENCER MARKETING
Vegans will be reached through influencer marketing. This method is cheaper than traditional advertising, and people trust their followers more than companies (Vrontis, et al, 2021).


3.2. [bookmark: _Toc134624384]DIRECT MARKETING 
Direct marketing, including direct mail, can effectively promote a vegan meal subscription box to a targeted audience. Contacting topic-specific experts is especially important. Direct mail allows personalised engagement with prospective clients and targeted marketing based on demographics and interests (Veleva, and Tsvetanova. 2020). Direct mail can include coupons or special offers to entice vegan meal subscription box customers. Include coupons or special offers with direct mail. A 2012 Direct Marketing Association study found that email marketing returned $28.50 per $1 (forbes (2023)). Emailing personalised coupons and special offers to existing and existing customers would make them aware of the new product. The customer who receive direct mail can be sent an email address to consent for email marketing following the GDPR (general data protection regulation) rules (gdpr, 2023).

3.3. [bookmark: _Toc134624385]SALES PROMOTIONS
In order to bring in new subscribers and encourage existing customers to stay with the company, special offers and incentives such as discounts and free trials will be made available. This tactic has been shown to be successful in building client loyalty as well as sales (Orji, et al , 2020).

3.4. [bookmark: _Toc134624386]PUBLIC RELATIONS 
Public relations can be a good way to spread the word about a vegan meal subscription box's launch, especially if the goal is to build brand knowledge and credibility.
Sponsoring events or groups that are related to your company can significantly affect the brand image (Nuseir, 2020). it can also help you reach the people you want to reach. For example, sponsoring a vegan food event or forming a partnership with an organisation focused on health can help build brand awareness and credibility.
Press releases can also be a powerful way to get attention in the media and reach more people. A well-written press release can get people excited about the start of a new vegan meal subscription box, which can lead to media coverage that can spread the message and reach new potential customers (Zavala, and Ramirez-Marquez, 2019).

4. [bookmark: _Toc134624387]JUSTIFIACTION OF THE SELECTED COMMUNICATION CHANNELS 

Cost-effectiveness within the confines of the campaign budget - The selected media channels have been chosen to deliver maximum return on investment (ROI) within the budget that has been allotted. Advertising strategies such as digital advertising, email marketing, social media ads, and sales promotions are not only efficient in terms of cost but also permit accurate targeting, which is essential for successfully reaching the audience that is targeted (Liu-Thompkins, 2019).
Research data and statistics cited in support of the efficacy of the media The selected media channels have been supported by research data and statistics cited in support that reflect their efficacy in reaching the target audience and generating revenue.
The creative and functional qualities of each media channel that support the objectives of the campaign Every media channel has its own set of distinctive creative and functional characteristics that are well-suited for the objectives of the campaign. For instance, social media platforms offer more sophisticated targeting choices, influencer marketing contributes to the development of consumers' faith in a brand (Belanche, et al, 2021), and email marketing enables personalisation as well as segmentation.
The capability of reaching the target audience in a cost-effective manner The chosen media channels are effective in successfully reaching the target audience in a cost-effective manner (ali ,et al 2020). The ability to precisely target an audience is made possible by digital advertising, email marketing, social media ads, and influencer marketing (Leung, et al , 2022). This helps to guarantee that the desired audience receives the message.

5. [bookmark: _Toc134624388]NON EFFECTIVE COMMUNICATION CHANNELS 

Some communication channels may not be as effective as others when it comes to the launch of a vegan meal subscription box because the effectiveness of communication media can vary depending on the campaign objectives and the audience that is being targeted.

5.1. [bookmark: _Toc134624389]TRADITIONAL ADVERTISING
• TV advertising - TV ads are expensive and may not fit a campaign's budget. TV ads may not reach vegans because not everyone watches TV (Beqiri, and Bello, 2021).
• Radio - Radio ads may not reach a specific demographic as well as digital ads. Radio advertising is hard to measure because there are no immediate metrics. Radio may not be the best medium for food subscription box advertising because listeners may not be thinking about food (Jothi, 2019).
• Outdoor - Billboards, bus stop ads, and posters can help launch a vegan meal subscription box. Brand awareness and local audience reach are especially important. Outdoor advertising, especially in high-traffic areas, is expensive and less targeted and measurable than digital marketing. Outdoor advertising is hard to track because there is no direct way to measure engagement or conversions (Singla, et al 2021).
• Print advertising - As more people use digital tools for information, print advertising is declining. Print ads may cost more and reach fewer people than digital ads (Jothi, 2019).
• Movie advertising can be expensive and less targeted than other digital media. Moviegoers may not think about food (Rosario, and Cruz, 2019).


5.2. [bookmark: _Toc134624390]PERSONAL SELLING
Personal selling can work in some situations, but it might not be the best way to start a meal subscription box business. Personal selling can take a lot of time and might not reach enough people to meet the campaign's goals (Peterson, 2020).






























6. [bookmark: _Toc134624391]CAMPAIGN IDEAS – MESSAGES AND OFFERS: 

6.1. [bookmark: _Toc134624392]CAMPAIGN MESSAGES

"Discover the delicious and nutritious world of vegan cuisine with our monthly subscription box. Enjoy a variety of plant-based meals delivered straight to your door, while taking care of your health, animals and the planet."

The goal of the marketing message is to explain what makes the vegan meal subscription box special. It talks about the health, animal welfare, and environmental benefits of a plant-based diet, as well as the ease and variety of the delivery service. The message is short and easy to understand, and it speaks to the values and goals of the target audience, who are likely health-conscious, concerned about the environment, and animal lovers. An effective message execution should have the clear and concise, emotional appeal, benefit focused, and unique selling proposition characteristics (Tu, et al, 2022).

6.2. [bookmark: _Toc134624393]OFFERS

First month free: This deal can encourage potential customers to try out the vegan meal subscription box without having to pay for the first month.
Discount Code: Offering a discount code for a certain percentage off the cost of a subscription can also get people to sign up for the service, especially if they care about price. 

6.3. [bookmark: _Toc134624394]JUSTIFICATION
Giving potential customers a free trial or discount code can encourage them to sign up for the veggie meal subscription box. It makes the service less risky for the customer and gives them a chance to try it out before signing up for a longer contract. This deal can also help spread the word about the brand by getting customers to tell their friends and family about their good experiences (Roethke, et al 2020). The offer is also in line with the marketing message, which focuses on the benefits and ease of the subscription service.


7. [bookmark: _Toc134624395]METRICS ON PERFORMANCE 

We'll use qualitative and quantitative methods to assess the campaign's impact on our target audience and ROI. Media channels will have these KPIs:

7.1. [bookmark: _Toc134624396]DIGITAL MARKETING
CTR: The percentage of people who click on our ads or social media posts.
Our online ads' CPC (Ghahremani-Nahr, and Nozari, 2021).
Conversion rate: The percentage of online ad and social media clickers who sign up for our service (Ghahremani-Nahr, and Nozari, 2021).

7.2. [bookmark: _Toc134624397]DIRECT MARKETING
Response rate: The percentage of people who sign up for our service after receiving our mail or email.
CPA: The cost of acquiring a new customer through direct marketing (Jugović, et al, 2022). 

7.3. [bookmark: _Toc134624398]SALES PROMOTIONS
Redemption rate: The percentage of people who redeem our offers (Jin, and Youn, 2022)
Incremental revenue: Sales promotion revenue over normal sales.

7.4. [bookmark: _Toc134624399]PUBLIC RELATIONS
Media coverage: The number and quality of media outlets that feature our brand or product, such as through sponsorships or press releases (Bajalia, 2020).
Brand sentiment: The public perception of our brand, as measured by surveys or social media monitoring (Bajalia, 2020).

We'll track KPIs and campaign performance with Google Analytics and social media insights. We will survey and focus group our target audience to get qualitative feedback on the campaign message and brand. Finally, we will compare the campaign cost to new subscription revenue to calculate ROI. We must reach 5000 new subscribers and maintain a positive ROI to succeed.
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