







                                        MARKETING IN PRACTICE (BMBM5013)
                                                   CAMPAIGN PROPOSAL

                                                              Judith Alaba  
                                                                 (201479).

















                                                                                                   
                                                                CONTENTS

Executive summary
Introduction
Overview
Main body
Conclusion






















EXECUTIVE SUMMARY
This campaign proposal presents a promotional campaign strategy for the introduction of a vegan meal box. The campaign's three primary goals are the target audience's awareness, interest, and sales. At the beginning of the proposal, an introduction gives background information on the vegan food box. The campaign's goals emphasise building brand loyalty, sales, attention, and recognition.
The campaign's chosen communication channels are public relations, sales promotions, direct marketing (including email and direct mail), Print and digital advertising. The rationale for choosing each media is predicated on its capacity to reach the intended audience, cost-efficiency, and efficacy as determined by research. The campaign's theme, which highlights vegan food's diversity, flavour, and health advantages, is also included in the study. Promotional offerings, such as first-time customer discounts and refer-a-friend initiatives, are also suggested. The campaign seeks to accomplish its goals and produce positive outcomes by employing a variety of communication channels, strong messaging, and promotional incentives.











INTRODUCTION
This proposal describes the marketing strategy to help introduce a vegan meal box. The campaign's objectives are to raise target audience awareness, pique interest, and increase sales of the vegan food box. The campaign's goals, scope, intended approach, media choices, message, promotional offers, media scheduling, budgetary allocation, and metrics for assessing campaign efficacy are all summarised in this proposal.

OVERVIEW
The possibility of providing a vegan food box has arisen due to the growing popularity of veganism and the growing need for plant-based food choices. The objective is to provide those who live a vegan lifestyle or are curious about vegan choices with a handy assortment of vegan items. A market study has been conducted to determine the target audience's preferences, requirements, and purchasing behaviour. The objectives in line with the campaign are outlined below:
· Introducing the vegan food box to the target audience creates market awareness and builds brand recognition (Fielding, 2022).
· Create interest by Using enticing incentives and messages to pique people's interest in the vegan food box.
· Increase sales by emphasising the vegan food box's unique qualities and advantages to persuade customers to buy it.
· Build brand loyalty by developing enduring connections with clients, providing a satisfying experience, and upholding a high standard of excellence (Gehan and Yamamoto, 2017).

COMMUNICATION CHANNELS
The promotional mix includes public relations, direct marketing, digital advertising, and sales promotion. The goal is to comprehend the significance of these strategies and how they affect consumers' purchasing decisions. Organisations must thoroughly grasp the requirements and motivations of their consumers in today's cutthroat market to win their support. There is never-ending competition to outperform rivals. A firm's success may be determined by selecting an effective promotional mix (Farooq and Pashayev, 2020). 
The following are the communication channels that have been chosen for the promotional campaign:
Social media, i.e. Instagram and Facebook: Because of their affordability, extensive reach, and capacity to precisely target particular groups, online advertisements such as pop-ups, banner advertising, and search Pay Per Click (PPC) will be used. According to Atwong (2022), the target audience responds better to digital advertising than to traditional forms of advertising in terms of memory and engagement.
Print: Print advertising will be used in publications and vegan lifestyle magazines to target a specific population interested in veganism. This medium offers the chance to feature eye-catching pictures and thorough product details. According to Simola et al. (2013), print media spreads extensively and gets information to individuals. Due to their greater reach and speed compared to other forms of advertising, print media may be found anywhere and present high-performing possibilities for influencing people. It is well renowned for being a powerful tool for spreading knowledge and altering people's perspectives and attitudes. 
However, Colussi and Rocha (2020) argue that the recession significantly impacts newspapers. Magazines are also severely impacted by the current economic downturn. Online media has thus gained popularity as a marketing and advertising channel. However, in the words of Skogerbø and Winsvold (2011), some older generations still prefer newspapers and magazines, which implies that this campaign would likely reach the vegans among them as well.
DIRECT MARKETING
Email: Direct email marketing campaigns will be carried out to contact current customer databases and prospective prospects. This strategy allows us to measure client interaction and send customised messages.
Direct mail: Printed advertising items like postcards and brochures will be posted to homes using demographic information. Direct mail may pique an audience's attention and have a noticeable effect (Veny Ari Sejati, 2018).
SALES PROMOTIONS
Exclusive deals and incentives: To entice customers to sample the vegan food box, we will employ loyalty points, time-limited discounts, and referral schemes. These advertisements aim to instil a sense of urgency and motivate quick action.
PUBLIC RELATIONS
An organisation may employ a public relations officer to assist with their advertising strategy and change a specific group's perception of their enterprise. While promoting a brand, public relations initiatives frequently help maintain and build a favourable image. Public relations focuses on specific populations, such as influencers, customers, citizens, workers, bloggers, and stockholders. A brand can collaborate with public relations to inform about any pertinent information that must be shared and who the target market is, amongst many other things to consider. Having a public relations officer as part of a team is beneficial in generating email lists of potential customers, corresponding with them, and responding to inquiries (Joshi et al., 2023).
Press releases: These will help promote the debut of the vegan food box and its distinctive value proposition. Press releases will be done via media channels. This strategy aims to get media attention and raise brand awareness.
 Sponsorship: Partnering with vegan bloggers, influencers, or organisations will increase brand recognition and connect with more people considering vegan lifestyle options.
CAMPAIGN IDEAS – MESSAGES AND OFFERS
According to Blakeman and Taylor (2018), communication is a technique that helps advertisements creatively combine novel concepts with commercial objectives—consequently, the tone of the commercial needs to be positive, vivacious, and educational. Emphasise the ease, nutritional value, health advantages, and delectable flavour of the vegan box simply and succinctly. In addition, the campaign message should resonate with the target audience and effectively communicate the value of the vegan food box. 
"Discover the awesome taste of Vegan Cuisine," this proposed message theme sums it up; it illustrates how the vegan food box simplifies adopting a plant-based diet and emphasises the diversity and flavour of vegan food alternatives. 
Brand taglines enhance the entire branding plan. The tagline is an auditory representation of a brand and the brand name. However, it must be simple to comprehend and recall to establish a lasting brand. In other words, even if consumers cannot recall the brand name, they can recall an advertisement's slogan (Mctigue and Rucker, 2021). 
The following are some proposed campaign taglines:
1. "Unleash your taste buds with our exquisite vegan food box!"
2. "Indulge guilt-free with our handpicked vegan delights!"
3. "Savour the goodness of nature with our carefully curated vegan food box!"
PROMOTIONAL OFFERS
Tshukudu (2014) describes Promotional offers as exclusive deals and discounts that promote buying. A company advertises sales specials to a broad audience to connect with both present and future clients. Buy one, get one free offers are an example of a sales promotion. In these offers, buyers purchase one product and receive another for free or at a reduced cost. Other types of sales promotions are:
· "First-time Customer Discount": Offer a special introductory price to attract new customers and entice them to try the vegan food box.
· "Refer-a-Friend": these offer special discounts or freebies to current clients who recommend friends or relatives.
· "Recipe Book Bonus": Upon subscription, provide new members a free recipe book filled with vegan dishes.

MEDIA SCHEDULING AND BUDGET ALLOCATION
According to Statista (2023), Over the past few years, there has been a significant digital revolution in the advertising scene in the UK. Advertisers are investing more money and time in social media channels than ever before, at the expense of conventional ones, in response to the continuous shifts in consumer behaviour and the digitisation of daily life. In the UK, the internet has long since surpassed television as the most popular medium for advertisements, and current projections indicate that this trend is unlikely to change soon.
A carefully allocated budget across different media platforms is outlined on a Gantt chart according to how well they reach our target demographic. Most of the allocation will go to digital channels and social media because of its affordability and capacity to provide quantifiable outcomes. While traditional advertising strategies will be utilised selectively to maximise return on investment, considerable resources will also be committed to public relations and email marketing.
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As the Gantt chart outlines, social media is crucial to our campaign because of its vast audience, cost-effectiveness, and ability to target. Although speaking with or communicating with clients or consumers is nothing new, it has become more straightforward due to the widespread use of social media platforms like Facebook, Twitter, Instagram and countless others (Řežáb, 2019).
Influencer collaborations, which use the influencer's preexisting following and trust, offer social proof and legitimacy within the vegan community. Email marketing may deliver Personalised information and promotions directly to our target audience. At the same time, conventional advertising techniques, such as print media, provide brand exposure but could be less quantifiable and economical than digital channels (Hidarto, 2021).
METRICS ON PERFORMANCE
Elliott (2018) describes marketing metrics as a valuable tool for measuring the efficacy of a campaign since they provide a measurable means of tracking results. Although the best marketing metrics differ significantly from campaign to campaign, they usually track how a campaign affects audience behaviour. The KPIs that ultimately matter most to business objectives—sales achieved for one campaign and incremental reach for another—are the ones that should be tracked in marketing campaigns. Marketing metrics aid in optimising present efforts and planning future ones by providing insight into the effectiveness of brand initiatives.
In order to measure the effectiveness of the campaign and ensure a positive return on investment, the following metrics will be deployed:
· Reach: Calculate the total impressions and reach attained by using every available media outlet.
· Engagement: Monitor metrics like click-through rates, email open rates, and social media engagements to gauge the audience's involvement.
· Conversion Rate: Track the proportion of leads or website visitors who become customers by purchasing.
· Sales Revenue: Examine the total amount made from sales throughout the campaign.
· Using the client acquisition cost (CAC) calculation, determine the cost per client obtained through various media channels.
· Return on Investment (ROI): Compare the total amount of money raised with the campaign's expenditure of funds to determine its financial efficacy (Chandran, 2018).
· Customer Surveys and Feedback: Receive input from members to assess their level of satisfaction and pinpoint areas for development (Sean McDade, PhD, 2018).
We can make data-driven decisions, optimise our methods, and guarantee that the campaign succeeds in adding 50,000 new members by closely tracking these KPIs during the campaign.
This proposal concludes with a detailed promotional effort to introduce a vegan meal box. The chosen media schedule, messaging, offers, budget allocation, and communication channels aim to efficiently reach the target audience, spark interest, and increase sales (Nelson, 2021). Thanks to the suggested measures, the campaign's success and accomplishment of its goals may be assessed.
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