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Abstract
This assignment intends to create a marketing communications plan for the next 12-month period June 2018 to May 2019 to ensure NomNom Chocolate achieve their ambitious targets. In order to do this this report will use Chris Fill’s marketing communications planning framework. The aim of this particular framework is to bring together the various elements into a logical sequence of activities where rational for marketing communication decisions is built upon information generated at previous levels in the framework (Fill, Simply Marketing Communications 2006). This framework has been selected because it is providing me with a suitable checklist of activities that I believe need to be considered when creating a marketing communications plan for an organisation such as NomNom Chocolate. 
Introduction
NomNom Chocolate was founded by 23-year-old Liam Burgess originally from Bourneville. Many say the young entrepreneur was destined to make chocolate as he grew up next to the giant Cadbury factory at Bourneville before relocating to Llanboidy in Wales. The now 6-year-old organisation was originally a funded by a £3,000 loan from the Princes Trust (Kelsey 2017). Luxury chocolate accounts for about 18% of the total £631m chocolate market. While volume growth in the total chocolate market has stalled, the luxury category has increased 21% since 1999, according to Mintel (Bainbridge 2004).
Context Analysis
The first stages of marketing communication is this idea of a context analysis. The main purpose of the content analysis therefore is to understand the current situation of the product brand or the company. The current situation will then help the management in crafting the marketing communications plan (Pickton & Broderick, 2005). Basically this just looks at the process of understanding and deciding on the communication drivers which are likely to have an effect on the brand itself or in this case NomNom chocolate. Fill (2009) says that context analysis will usually contain information on several bits of information but related contexts which enhances the marketing communications plan. Market research data regarding the target audience is key. The needs, motivations and attitudes and decision making characteristics are also very important types of information for a successful marketing communications plan according to Fill. The types of information named above is usually collected from the organisations marketing plan. There are 4 key areas that this particular report aims to focus on in regard to context analysis which will be: customer, business, internal & external contexts:

Customer Context Analysis
The first step of customer analysis is to define exactly which customers NomNom are currently or planning to serve, also known as customer segmentation. By highlighting specific segments of customers who interact with NomNom Chocolate the organisation is able to look at its customer context. Currently NomNom Chocolate is perceived as a high-end luxury chocolate brand and this is there for reflected in its pricing. In regard to segment characteristics the current target audience is mainly women, 35-64 years old. Although high-end working professionals of both sexes are likely to buy NomNom chocolate as a gift for someone. MRI data shoes women are 70% more likely to buy chocolate over men. The target market is likely to be female, high-end professional with a degree. They are married with children and in full-time employment with the average income of £40,000.

Business Context Analysis
[bookmark: _GoBack]Second is the business context analysis which is built up out of three key aspects, corporate and marketing strategy and plan, brand/organisation analysis, and lately competitor analysis (Fill, Simply Marketing Communication 2006).  In relation to a corporate plan which is similar to an overall strategic plan but more inwardly focused on operations. There are five elements to be included, a vision statement, a mission statement, company’s resources, listing of corporate objectives’, and a list of strategies to reach those of objectives. Currently NomNom does not have one but an idea could be “Our vision is to turn purchasing our chocolate into an experience, not just something a customer eats. We will achieve this vision through our passion and positivity by being the most effective cheerleaders of NomNom chocolate through packaging, merchandising, marketing, promotion and customer service.” It defines the organisations objectives and can be used at a guide for internal decision making. A strong vision statement can help a company maintain business focus and also in some cases give the company a purpose (Richards 2014). In all business environments it is important for a business to know who its competition is, how they do their business and how powerful they are so that they can be on the defence and offence. Organisations compete on different levels and it is important for organisations to analyse these levels so that they can understand the demand. It is broken down into four levels: consumer needs, general competition, brand, product. Looking at consumer needs the top two would be either as a gift or for personal use to unwind. According to Jane Bainbridge who writes for CampaignLive there is “a trend for a single source chocolate bar rather than blends or boxed chocolate – the flavour and quality of a product that derives from its place of origin on first class cocoa beans means many consumers will now pay much for a bar of premium chocolate.” This attitude becomes more widespread as these desires for indulgence are becoming more akin to needs for many people, ensuring repeat purchase and further growth in sales (Bainbridge 2004).

Internal Context Analysis
The internal context analysis is every asset, liability, who the NomNom chocolate identify themselves as, culture, values and beliefs and according to Fill, 2006 marketing expertise, and agency availability and suitability (Fill, Simply Marketing Communications 2006). A SWOT analysis can also be used as a tool to conduct an internal analysis (Williams 2015). A strength of NomNom internal organisation is how unique the products produce actually are, the flavours that are available for example of one of a kind. A weakness is being the company is fairly new and upcoming there are limit finances at present. Opportunities with potential new customers and interested investors which NomNom are currently offering in one package via “Builders Wanted” on the organisations website (https://cowshed-cymru.myshopify.com/collections/bricks). Threat; competition from other established businesses with bigger budgets such as other luxury chocolate brands. 

External Context Analysis
Understand the environment that the business operates in is a key component when planning. It allows the organisation to discern the threats and opportunities associated with that specific area of business. An external analysis looks at the wider business environment that affects the business. It can be produced using both the PESTLE and SWOT tools. A PESTLE analysis can help identify the main external opportunities and threats in the market. 

Strengths: variety, different, fair-trade, seen as high quality. NomNom chocolate has a fair-trade status and is crystal clear about the ingredients used in producing the product. The company has successfully replicated across different products for example earl grey flavour to smoked chilli. It also offers flavours that are different and are not available elsewhere on the market. The chocolate produced is viewed as a high-quality chocolate bar which reflects in its’ price which can also be a weakness. 

Weaknesses: expensive and health concerns. Even though at luxury brand, NomNom chocolate is still slight above your average price of luxury brand chocolates such as Green and Blacks priced at £3.00 (https://www.tesco.com/groceries/en-GB/products/258754835) and NomNom coming in at £5.20 (https://cowshed-cymru.myshopify.com) Ever since the recession in the early 2000s people are more careful with their more and try to spend wisely with not as many purchasing luxury brands as before. 
Opportunities: bring strengths forward and building on being a humble loyal business. Building on a fair-trade status, the cocoa in the chocolate the uniqueness of the brand itself are key strengths to reinforce the brand in the UK. With a loyal customer base, NomNom can build on its strategy on building and retaining this loyalty going beyond just selling chocolate. 

Threats: heath and ethics, competition from other premium chocolate brands. Customer awareness of heath and ethics is high this day and age, NomNom chocolate needs to make sure that it stays ahead of these concerns. The market from luxury chocolate is become quite crowed, so NomNom chocolate needs to be aware of these and keep pushing its uniqueness to stay ahead. 
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