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Executive Summary
Moreish Meals has a new streaming service of e-books and audiobooks which will be launching around world book day. With the £500,000 budget there are multiple methods in how to advertise and promote awareness for the new service. Brand awareness is key for Moreish Meals as it can build upon our existing business objectives as well as gain engagement on the new service. Walgrove (2019) expresses that brand awareness is beneficial as “It can expand your audience, increase website traffic, build brand affinity, and cultivate leads.” 
Moreish Meals will be using multiple communication channels to reach out to as many potential customers as possible. “A communication channel is a form of media that enables you to interact with one or many people” (Thomas, 2022). We want to attract as many people as we can, therefore by using different communication channels we will reach a range of customers and expand our chances of gaining 5000 new members. Our main target will be on advertising through social media on various platforms. We will be using promotions and discount codes to attract more customers and also to create differentiation between our competitors. 
To assess whether the campaign performance is successful, there have been various arrangements put in place. These include, sending feedback surveys to our already signed members to determine how we can improve the online library and what they would like to hear from us. Additionally, we will be tracking the conversions through social media which will allow us to establish how many profiles visits, website clicks and the reach we are obtaining as well as other relevant information which can help track our performance. Moreish Meals has a targeted plan of 3 months determining the aims we are willing to achieve, we will be able to track success through this and conclude upon whether we have signed the 5000 new members in the targeted time period.



Introduction
Moreish Meals is expanding their service to be involved in the digital era. Moreish Meals has the option to expand the subscription service to £10 a month for access to audiobooks and e-books of how to prepare, cook and enjoy every single recipe with many more benefits available. The launch of this streaming service is set to be launched on world book day. This new service is focused mainly on our targeted consumers of students, professionals and busy adults which ages of under 35’s. According to Best (2020) “23% of adults aged 18-29 have listened to an audiobook in the past 12 months, but for those over 65 the figure is only 8%.” We believe that by introducing this new service it will increase the awareness of Moreish Meals, as well as the subscription members.
Due to the audiobooks and e-books being a digital service, Moreish Meals has decided to focus their attention onto digital marketing. However, there will still be various other forms of traditional marketing provided to sign 5000 new members. 



Communication Channels
Moreish Meals have decided to use a multimedia channel communication marketing method to ensure we reach as many listeners as possible. As reported by Sridhar (2021) “A multimedia mix strategy creates new challenges for marketing managers to optimize their limited marketing budget by leveraging the strengths of constituent communication outlets.” This informs us that a combination of digital marketing techniques is essential to reach a wide range of listeners for new members.

Social Media:
Social media is the most appropriate and important digital platform for Moreish Meals to use, due to the number of users who are constantly active. Myers (2021) states that “Social media dominates the 18-29 range where usage reached 90% by 2019.” This indicates that Moreish Meals will hit their target audience of students, professionals and busy adults due to the majority of social media users being under this age range.

Influencers:
Moreish Meals will be using influencers across the platforms of Instagram, TikTok and Facebook to gain higher reach and obtain more members. Martinez-Lopez et al (2020) states that “The use of influencers can reduce the cost of reaching the target audience and provide diverse benefits for the content or message being conveyed.” Moreish Meals will be selectively choosing multiple influencers around the world as of a following of 10,000 – 50,000 to ensure that we approach as many people as possible hoping to gain members through it. Appel et al (2019) discusses that by using influencers, brands to connect to consumers via a first-person narration allowing the message to be warmer and more personal which has been shown to be more effective when engaging with consumers.”

YouTube ads:
Moreish Meals will also be using YouTube ads as a communication channel to viewers. Satria & Pandjaitan (2020) explain that “Entertainment, informativeness, credibility, and irritation will affect purchase attitude.” YouTube is the largest social media platform there is, with 1.9 billion monthly users (Pires et al, 2021). YouTube allows Moreish Meals to place ads on certain videos which is a huge benefit as we can post on the videos which get high views to target as many people as possible.
As well as this, Youtube has the option of having non skippable ads meaning the person who wants to view the video will have to watch the full advert informing them on our new service ensuring that we target specific groups. 
YouTube has the option to choose either skippable or non-skippable ads. A skippable ad is described by Belanche & Perez-Rueda (2020) as a “Basic but prototypical example that permits viewers to skip an ad after 5 seconds.” This will not allow viewers to get to know what Moreish Meals and the new streaming service is about, which is why we will be using non-skippable ads.



Campaign Ideas
We will be using promotions to boost the number of new members to sign up and generate sales.Promotions are used in businesses not only to generate sales but also to show consumers that the company cares about them (Casalo & Romero, 2019). Moreish Meals will offer the first 500 new members, a week of free food for 2 people as well as a ½ price subscription plan for the first month if you refer a friend and they sign up as a member.
Moreish Meals will be advertising in various places to gain the most awareness we can for the new streaming service. We will be advertising in libraries due to library users having an interest in books, the majority of which will engage with the streaming service and sign up to become a member.
Moreish Meals will also be introducing a loyalty service for the members who have signed up for us for more than 3 months. After the first 3 months, we will offer exclusive discounts on the customer's choice of either the subscription fee or meals. This will allow us to maintain the current costumers on a long-term basis. The promotions and discounts that we offer in our loyalty scheme will allow us to have a good relationship with our customers. According to Kim et al (2020) “When customers have a good awareness of a company, their relationship with that company will endure, and customers are inclined to support the company’s development.” This will allow us to retain our current members ensuring that they are long term customers.
Subsequently, Moreish Meals will be advertising 50 giveaways in collaboration with other companies. This will allow Moreish Meals to reach other companies accounts spreading the word about the new streaming service. Within this giveaway, rules such as tagging 3 other accounts and sharing the post will be required in order of a valid entry. “Giveaways and contests are an effective marketing channel to help grow your business, generate more leads and increase sales” (Vasilis, 2021).


Budget Splits
Moreish Meals have set a budget of £250,000 to spend across various social media platforms. The reasoning behind this is due to young people spending so much time and engaging on social media it will target the students directly therefore it is a very effective communication channel. “Students used social media sites because of four reasons: 85% of the students used social media for their social engagement and 56% use social media for direct communication” (Hussain et al, 2018).
With the constant rise of social media and the exponential increase of numbers of users, social media is the most effective marketing tool that Moreish Meals can use to advertise the new streaming service. 
Additionally, by using social media it will be easier to track and analyse traffic data allowing Moreish Meals to optimise the ads to be more efficient than previously therefore, it will be more cost effective. Stieglitz et al (2018) explains that “Social media usage opens up new opportunities for analysing several aspects of, and patterns in communication” This indicates that Moreish Meals can keep on top of the current trends within the same niche to keep their members updated and satisfied with the content being shared.
Of the £250,000, £75,000 will be going to influencers through multiple platforms such as Instagram, Facebook and TikTok. £100,000 will be going towards non-skippable YouTube adverts. £25,000 will go to Google ads. £50,000 will be spent on adverts in platforms such as Twitter and Facebook.
 £50,000 will be spent on email marketing and SEO improvements.
£20,000 will be spent on adverts in multiple magazines. We are targeting food magazines such as Slimming World, BBC Good Food and Olive. As the new releases of the magazines are exposed, we will be contributing to 2 full page adverts. Shah (2020) expresses that magazines have pass-on readership meaning people will pass magazines onto other people resulting in an increase of reach and more potential customers.
There will be £20,000 spent on stationary, such as the printing of the brochures and leaflets. Another £25,000 will be spent on billboards and bus stops. Bus stops will reach the targeted audience and more due to the number of people who use the bus as their transportation.
There will be £5,000 spent for people standing in busy footfall to try and sign new members. £50,000 will be spent on sponsorships, this will include local charities and sporting teams.
£25,000 will be used on newspaper and radio adverts. This will reach the busy adults who may not have any time to look through social media therefore this is a chance that they will be able to hear about the new service.
£5,000 will be used on improving quality score. According to Reed (2022)“Quality score is a ranking metric that search engines use to indicate the quality of your keywords and PPC ads.” This is important to Moreish Meals as the website and link to subscribe as a member will be visible at the top of the page making it more accessible for viewers to locate us.
£5,000 will be spent on paid search and social ads. Reed (2022) also discusses that combining both social ads and paid search you can build brand awareness and aid customers to become more familiar with your brand resulting in them being more inclines to click on your website and subscribe.
As reported by Lyer (2021) “Cost overrun is an unexpected change in the project budget that ends up increasing the total project cost.” For this reason, Moreish Meals have decided to use £45,000 as a float to ensure that if any advertising runs over the calculated cost there will be emergency money to use.

Project Plan
Within the first month on the new launch, we are looking to obtain 5000 new members to sign up to a membership. In the month two, our aims are to build upon the existing members trying to get more memberships, as well as retaining our existing customers to ensure that they maintain their membership at Moreish Meals. Finally, in the third month we will build upon the current customers working with the same objectives as month 2. In month 3, we will also look to update our ideas of content for the audiobooks, by refreshing the actual recipes as well as the e-books and audiobooks to keep our customers fully satisfied and enjoying the new releases that we provide. To measure the success of my project plan over the months, Moreish Meals will be sending out customer surveys direct to our subscriber's mail to gain feedback on whether our customers are enjoying the new service and recommendations on what they would like to hear from us. Additionally, Moreish Meals can measure success by comparing this plan to the actual figures determining whether we reached the first 5000 members within the first month or whether it will take longer.


Measuring Success
I can measure my success using social media by tracking conversions from the new campaign. Social media will allow me to determine the number of members who signed up through each platform. This enables Moreish Meals to evaluate which social media platforms are performing the greatest and least enabling a re-evaluation of budget splits.
Furthermore, Moreish Meals will be able to measure success through digital footprints. “Through the progress of digital advertising and technological innovations, companies are able to track digital “footprints” of the customers on a granular level, bringing the knowledge about customer’s behaviour and, measure the impact of displaying the particular marketing channels to the customers on conversions” (Kalkalejcik et al, 2018). Digital footprints will allow Moreish Meals to collect information about the users who have clicked on the adverts.
Moreish Meals wants to ensure that they get the highest retention rate to maintain current customers. Sigg et al (2019) explains that retention rates reflect the conversions such as the number of hours the users continue to interact with a product/service. To get the highest retention rate possible Moreish Meals will have to stay consistent on advertising and posting brand new content to keep our members engaged.

















References:
Appel, G., Grewal, L. Hadi, R. (2019) The future of social media in marketing. Journal of the Academy of Marketing Science.
Belanche, D., Flavián, C. and Pérez-Rueda, A., (2020). Brand recall of skippable vs non-skippable ads in YouTube: Readapting information and arousal to active audiences. Online Information Review. 
Best, E., (2020). Audiobooks and Literacy: A Rapid Review of the Literature. A National Literacy Trust Research Report. National Literacy Trust.
Casaló, L.V. and Romero, J., (2019). Social media promotions and travelers’ value-creating behaviors: the role of perceived support. International Journal of Contemporary Hospitality Management. 
Hussain, I., Cakir, O. and Candeger, Ü., (2018). Social Media as a Learning Technology for University Students. International Journal of Instruction, 11(2), pp.281-296. 
Kakalejčík, L., Bucko, J., Resende, P.A. and Ferencova, M., (2018). Multichannel marketing attribution using Markov chains. Journal of Applied Management and Investments, 7(1), pp.49-60. 
Kim, M., Yin, X. and Lee, G., (2020). The effect of CSR on corporate image, customer citizenship behaviors, and customers’ long-term relationship orientation. International Journal of Hospitality Management, 88, p.102520 
Lyer, Y., (2021). What is Cost Overrun? How to Prevent it | Wrike. [online] Wrike.com. Available at: <https://www.wrike.com/blog/what-is-cost-overrun/> [Accessed 10 May 2022]. 
Martínez-López, F.J., Anaya-Sánchez, R., Fernández Giordano, M. and Lopez-Lopez, D., (2020). Behind influencer marketing: key marketing decisions and their effects on followers’ responses. Journal of Marketing Management, 36(7-8), pp.579-607 
Myers, S., (2021). Instagram Source Effects: The Impact of Familiarity and Likeability on Influencer Outcomes. Journal of Marketing Development and Competitiveness, 15(3), pp.50-55. 
Pires, F., Masanet, M.J. and Scolari, C.A., (2021). What are teens doing with YouTube? Practices, uses and metaphors of the most popular audio-visual platform. Information, Communication & Society, 24(9), pp.1175-1191.
Reed, H., (2022). The 6 Most Effective Social Media Advertising Platforms in 2022. [online] The BigCommerce Blog. Available at: <https://www.bigcommerce.com/blog/social-media-advertising/#5-steps-to-build-a-creative-social-media-advertising-strategy> [Accessed 10 May 2022]. 
Satria, B. and Pandjaitan, D.R.H., (2020). Effectiveness of Pop-Up Youtube Advertising Towards Purchase Intention Through Characteristics of Millennial Attitudes. International Journal of Economics and Management Studies.
Shah, M., (2020). 5 Useful Benefits of Magazine Advertising for Businesses. [online] Techfunnel. Available at: <https://www.techfunnel.com/martech/5-useful-benefits-magazine-advertising-businesses/> [Accessed 09 May 2022]. 
Sigg, S., Lagerspetz, E., Peltonen, E., Nurmi, P. and Tarkoma, S., (2019). Exploiting usage to predict instantaneous app popularity: Trend filters and retention rates. ACM Transactions on the Web (TWEB), 13(2), pp.1-25 
Sridhar, K., Kumar, A. and Bezawada, R. (2021) ‘Investigating cross-media effects in a multichannel marketing environment: the role of email, catalog, television, and radio’, Marketing letters, 33(2), pp. 189–201. doi:10.1007/s11002-021-09592-6.
Stieglitz, S., Mirbabaie, M., Ross, B. and Neuberger, C., (2018). Social media analytics–Challenges in topic discovery, data collection, and data preparation. International journal of information management, 39, pp.156-168.
Thomas, C., (2022). The 10 Most Essential Digital Communication Channels for Business. [online] Gettalkative.com. Available at: <https://gettalkative.com/info/communication-channels> [Accessed 10 May 2022].
Vasilis, C., (2021). 10+ Simple Ways to Promote Contests & Giveaways – Woorise Blog. [online] Woorise. Available at: <https://woorise.com/promote-contests-giveaways> [Accessed 09 May 2022].
Walgrove, A., (2019). Importance of Brand Awareness: Advantages and Perks. [online] Taboola Blog. Available at: <https://blog.taboola.com/importance-of-brand-awareness/> [Accessed 10 May 2022].
image.png




