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[bookmark: _Toc22154887][bookmark: _Toc71733877]Executive summary
In this report, I wrote a campaign proposal for a subscription food box company I am working for who have developed a new vegan range. I had a budget of £50,000 and needed to sign up 5000 new members. I looked at which communication channels I would be using and how I will use them. I have also looked at campaign ideas and budget splits as well as how will I be measuring the campaign performance. 










[bookmark: _Toc71733878]Introduction
The target of Home Cook is to be the number one world-leading meal subscription box in delivering pre-planned meals straight to customers' doorstep. The company is a family-owned business which aims to be authentic and to have quick delivery of vegan and tasty recipes for dinner. Its business is rooted in innovation and healthy life with an evolving brand that meets clients' preferences and expectations across the world. It is a business that considers clear nutritional information, convenient meals with a fun cooking experience, and high-quality ingredients with natural tastes. However, the company has developed a new vegan range and needs to launch it on the market through a distinct campaign. The paper aims to create a campaign proposal with distinctive communication channels, campaign ideas, budget splits, and campaign performance under a budget of £50,000 and 5000 new members sign up. The campaign proposal must ensure that the company meet its goals based on the new vegan range at disposal.       
[bookmark: _Toc71733879]Communication Channels
This is a physical or logical exchange where messages are communicated (Fox and McEwan, 2017). In a business environment, the communication channel is used as a method or tool to communicate with internal and external stakeholders to achieve the company's objectives (Arrigo, 2018). Verbal, written, and non-verbal are three principal communication channels, each having different strengths and weaknesses and suits different companies based on their aim and objectives. Home Cook will use formal and digital communication channels to promote the new vegan range at its disposal. Formal communication is a flow of predefined and proper information routines that necessitate proper communication (Wang et al., 2019). The communication follows a top-down structure where employees must embrace formal communication while performing their duties. Oltarzhevskyi (2019) indicates that formal communication maintains standards, allows flexibility, requires a vertical organisation, and echoes written channels. The new vegan range requires strong marketing position to be established as one of the Home Cook quality products and that is why formal communication is ideal in promoting the company goal.
To promote the new vegan range, Home Cook will use formal communication as a channel to fulfil the following. First, the company will utilise formal communication channels such as email, printed statements, new bulletins, and digital forms to promote the new vegan range. Email, published reports, and bulletins will be used to communicate with all stakeholders on every aspect of the new vegan range, while digital forms will be utilised to promote the product, inform existing customers on the new product, and captures the attention of new and potential customers (Remišová, Lašáková and Kirchmayer, 2019). Second, the company aims to ensure it meets its goals and improves the productivity of the new vegan range and thus paramount to utilise formal communication channels. It is a communication channel with a clear and reliable framework where intent business marketing thrives. The clarity and reliability of formal communication channels will help the Home Cook marketing team know what is expected of them and when. 
Third, informal communication channels will save time and offer future reference on how the new vegan range is doing in terms business performance. This is achieved through verbal instructions that help in following up to establish gaps and errors affecting the promotion of the new vegan range. Finally, formal communication channel will be used to control the management where marketing messages will be effectively delivered. Home Cook will also use digital communication channels to promote its new vegan range. First, it will use digital communication channel to engage marketing team and provide productive work experience with proper model for productivity. Dwyer and Hopwood (2019) indicate that digital communications channels such as social media provide a platform with marketing insights where revenue and profits improve. Thus, Home Cook will ensure digital communication is utilised to improve the revenue and profits of the new vegan range. 
Second, the company will utilise digital communication to create and reinforce a shared purpose and values. Home Cook aims to ensure that the new vegan range meets the customer demands and helps the new product gain popularity among the existing and potential customers. Such purpose and values can be reinforced well through digital communication channels (Garrett, Straker and Wrigley, 2017). Third, the company intends to use digital communication channels to embrace remote marketing to reach remote areas and improve new vegan range popularity. The company will utilise social media platforms such as Facebook, Google, Instagram, and Twitter to market the new vegan range, and thus it needs to reach a wide audience. Finally, Home Cook intends to use digital communication as a collaborative tool that drives the company's success. A collaborative between the customer service, sales department, and supply chain plays an integral role in the success of a new product, and Home Cook will utilise digital communication channels to harmonise the three departments to yield a high productivity level.             
[bookmark: _Toc71733880]Campaign Messages
The campaign's key message is to provide affordability, convenience, and flexibility on the new vegan range at its disposal. Additionally, the campaign will ensure the simplicity of the new vegan range where quality and affordable prices prevail. Home Cook will ensure that the campaign messages are clear and defined by problem, proposed solution based on the goal, and action taken by the audience to meet the campaign goal. As the company intends to launch the new vegan range, the campaign message will embrace a participatory approach to solicit views from the consumers on how the product is doing and what needs improvement. The key characteristics of the campaign messages include the perception of resonating with consumers to leave a lasting impression, stating the same goal the company needs to meet without exaggeration, and embrace a short and engaging slogan or tagline that sells the new vegan range. Home Cook will have to identify the target audiences, review its goals, ascertain the primary value and benefits of the new vegan range and touch on keywords associated with the brand to ensure that the product sells well for-profit maximisation. 
The campaign messages will be relayed through social media platforms such as Google ads, Twitter, Instagram, and Facebook to generate 5,000 new customers. First, Home Cook will use its official website to promote and create awareness of the new vegan range. The company intends to create awareness of the new vegan range to existing customers, who may tell their friends the importance of new products through first-hand experience. However, Home Cook will use social media platforms such as Facebook, Instagram, Google ad sense and Twitter to promote the new vegan range. The company will use paid adverts to reach more audiences as potential customers based on their social networking influence. Social media platforms are forms of digital marketing channels that use insightful analytics to achieve the specific consumer with specific interests in the product at hand.      
[bookmark: _Toc71733881]Budget splits
The budget splits will be divided between four social media platforms based on their influence and ranking to generate 5,000 new customers. Through dedicated marketing experts that guarantee a high conversion rate, Home Cook will use 40% of the budget to promote its new vegan range on Facebook, 30% on Instagram, 20% on Twitter, and 10% on Google Ads. The company goal is to ensure that the new vegan range popularity is high worldwide. Thus, Facebook becomes the ideal social media platform to market the new vegan range heavily. Home Cook will use £20,000 to promote its new vegan range through Facebook to reach many potential customers, even in remote areas of the world. A total of £15,000 will be used to promote the new vegan range through Instagram. It is the second social media platform with the potential influence to generate more new customers. However, £10,000 and £5,000 will be used to promote the new vegan range via Twitter and Google Ads, respectively.     
[bookmark: _Toc71733882]Measuring Campaign Performance
Selecting the right metrics defines the effectiveness of the campaign performance. Kotarba (2017) indicates that organic business growth depends on using the right metrics. Home Cook will reflect on its goals when formulating its new vegan range and compare it with analytics. However, the company will follow specific steps when measuring the campaign performance. First, Home Cook will measure the campaign performance through a well-thought-out and effective plan where a decision on the effective tool and methods is well articulated for campaign performance. Second, the company will define all channels it wants to track where marketing-derived traffic is divided into subgroups known as channels. Scarpellini et al. (2018) indicate that marketing channels include direct, referral, organic, email, paid, social and none that define the nature of campaign marketing derived traffic. The campaign's performance will be based on the direct channels where the business must measure the impact of potential clients attracted by print media and web addresses and interact in a direct manner with the company's new products. Referral from already established customers is used to measure the campaign performance. This is rooted in the third-party marketing search as search engines and social media where Home Cook will use referral bonuses to attract more customers through a mutual agreement.
Another step Home Cook will measure the campaign is by defining the marketing metrics based on the return on investment. As per Kaartemo (2017), marketing metrics are a collection of numerical data that compares the perspective of a marketing campaign with the company goals. A metric is formed through web content, lead conversion, individual visitors, email openings, and bounce rate. Home Cook will also measure search engine marketing performance by considering the position of search engine optimisation and pay-per-click adverts. The company will utilise digital communication channels to market the new vegan range, and thus utilising a search engine, which is an online tool resulting from Google analytics, is paramount. Finally, Home Cook will measure the effectiveness of its social media marketing and print ads to track their impacts and formulate the metrics that can help the company devise ways to sell more and maximize the new vegan product on the profits.
[bookmark: _Toc71733883]Conclusion
In conclusion, the paper aimed to create a campaign proposal with distinctive communication channels, campaign ideas, budget splits, and campaign performance under a budget of £50,000 and 5000 new members sign up. Home Cook intends to use formal and digital communication channels to promote the new vegan range at its disposal. To promote the new vegan range, Home Cook will use formal communication as a channel to promote the new vegan range, ensure it meets its goals and improves the productivity of the new vegan range and thus paramount to utilise formal communication channels, save time and offer future reference on how the new vegan range is doing in terms business performance and control the management where marketing messages will be effectively delivered. Home Cook will also use digital communication channels to promote its new vegan range, create and reinforce a shared purpose and values, embrace remote marketing to reach remote areas and improve new vegan range popularity and use it as a collaborative tool that drives the company's success.
The campaign's key message is to provide affordability, convenience, and flexibility on the new vegan range at its disposal. Additionally, the campaign will ensure the simplicity of the new vegan range where quality and affordable prices prevail. Home Cook will ensure that the campaign messages are clear and defined by problem, proposed solution based on the goal, and action taken by the audience to meet the campaign goal. The budget splits will be divided between four social media platforms based on their influence and ranking to generate 5,000 new customers. Through dedicated marketing experts that guarantee a high conversion rate, Home Cook will use 40% of the budget to promote its new vegan range on Facebook, 30% on Instagram, 20% on Twitter, and 10% on Google Ads. The company goal is to ensure that the new vegan range popularity is high worldwide. Thus, Facebook becomes the ideal social media platform to market the new vegan range heavily.
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