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INTRODCTION
The concepts of marketing according to Huotari, K. and Hamari, J., {2012} states that Every product we buy, every store we visit, every media message we receive and every choice we make in our customer society has been shaped by the forces of marketing. Sometimes people assume marketing is just about advertising or selling, but this is not the whole story. It is a key management discipline that ensures producers of goods and services can interpret consumer desires and match or exceed them. The marketing process is central to the business performance of companies, both large and small, because it addresses the most important aspects of the market. It is about understanding the competitive marketplace and ensuring you can tap into key trends, reaching consumers with the right product at the right price, place, and time according to Rafiq, M. and Ahmed, P.K., {1993}.
 This report is going to address the subscription food box company need to develop a new vegan range and is keen to launch a campaign to promote a budget of £50,000 and need to sign up 5000 new members. This report attempted to discuss which communication channels supposed to be used, includes campaign ideas messages, mechanism of budget splits and how the measuring of campaign performance will be launched. 
Communication channels Tv.
According to Danaher, P.J. and Rossiter, J.R., {2011} explain that tv channels is one of the significant communication methods and effective tool to raise awareness about launching campaign. In addition, the possibility of reaching a wide audience, it can be produced easily so that everyone can understand the company goal, cheap production cost it can reach a target audience for instance children, poors and it gives an idea of what is possible to achieve through pictures and shapes. 
A budget of communication channels allocated amount of £ 10,000.
The campaign level daily maximum budget will be at £ 200. In this scenario, both Tv, Google Ad although is not easy to prepare the budget for big companies is quite difficult with many employees overall five thousand working in multiple different departments. However, it is important to allocate part of the marketing budget to internal improvement amount of £10,000 such as improving the company’s website, hiring someone to run the website, in addition to the costs of the tools the team uses to create an effective campaign. Furthermore, most of the major concentration in term of campaign to be promote it there must be specialised of Search engine optimisation. The process of boosting company sites ranking on search result pages, this strategy works to help increase the number of site visits by enhancing the appearance of the site in search results according to Hackler, D., and Saxton, G.D., {2007}.
Speeding amount of £5.000 on social media marketing specialised to helps reach the target audience by using paid ads and campaign content on those platforms. Also, includes Email marketing considered one of the best ways to keep in touch with target audience is by sending out new information, offers and products. Speeding another £ 5,000 on content marketing it enables the company to attract more potential customers, via sharing valuable information that interests the target audience. The content can be read like posts and articles, audible like broadcast, or visual like videos according to Williams, A., Wardle, C. and Wahl-Jorgensen, K., {2011}.
In the meantime, design and development of a brand website, social media marketing campaign, Email marketing campaigns create content to be published on the website, TV ads, newspapers, and magazines. Also, the operational costs that include the costs of the tools and program used in the implementation of the campaigning plans, the wages of the five thousand employees doing the marketing work, and anything spent on it that contributes to the marketing budget according to Rahi, S., Yasin, N.M. and Alnaser F.M., {2017}.
Campaign ideas messaging /offers.
The main message building awareness in other words raising awareness for the company to facilities it campaigns successfully to reach to the target audience through informing people about the mission. this will send strong message to the target audience about what specific purpose it serves, and how they can benefit from it. It also contributes to in term of building the reputation and image of the company and building credibility that make them continue to sign the campaign according to Wright, E., Fortune, T., Juzang, I. and Bull, S., {2011}. Messaging considered it one the most effective eMarketing tools to achieve rapid success for every single business or project to allow the target audience to interact with the mission or goals.
 The importance of messaging/offers.
First realisation of a large number of benefits for company and in regards increasing demand for products and preventing the amount of demand from decreasing, it shows the benefit that the consumer gets from the product. Moreover, classification according to the basic function like advertising message that contains a group of information that shows the characteristics of services or products according to Michell, C. and Oakeshott, P., {2014]. So, design strategy campaign process helps to integrate more customers in the planning stage by hearing their suggestions and opinions is an important step, especially in avoiding any mistake within a campaign process these will enable the company to sustain effectiveness and making a campaign are an essential part of this strategy, so it should be planned according to a systematic vision that achieves the maximum possible use of distribution of budget wisely. From the above, in sum, the increase in the size of the cost allocated to advertising campaign, even if the goal been achieved, dose not necessarily reflect efficiency in allocating them. The fact, a company may be able to achieve it is target with half of the funds allocated for promoting campaign according to Smith, R.D., {2020}.
Measuring the campaign performance 
It is so important to measure the success of the campaign and the results of the advertising campaign carried out by the marketing companies for the benefits of their customers, so following up the advertising campaign and its performance. It is process of following up the advertising campaign that led by electronic marketing tools which consists of VT, and other social media tools launched to reach a targeted audience interested in the services according to Jaffery, T. and Liu, S.X., {2009}.
Essentially, having clear performance standards means that the campaign is managed, and implementation can be avoided and redirected to achieve per-defined campaign goals. On the other hand, when the performance standards are defined precisely, the goal becomes clearer as follows in term of increasing target audience. Certainly, the different orientation of the campaign makes there a big difference in the campaign measurement tools, and employees must be advised continuously to carefully keep the results of every single campaign, study and analyse them in order to come up with more accurate metrics time after time according to Farris, P., Bendle, N., Pfeifer, P. and Reibstein, D., {2017}.
Additionally, average target audience consumer spending more time on the internet than ever before as a medium of interaction with brands and organisations. According to Gretzel, U., Yuan, Y.L. and Fesenmaier, D.R., {2000} states that there are billion internet users worldwide. Therefore, the role of an online marketers and social media team is got as a lot of eyes as possible on their campaign success. Throughout reviewing key performance indicators after a campaign can give company employees insight into the overall performance of their campaign strategy. Measuring the marketing campaign success is essential, and it will help to a company to figure out how to be focused on the marketing campaign efforts, and a company will be able to make right decisions based on accurate data according to Hoffman, D.L. and Fodor, M., {2010}.
Conclusion 
Eventually, the value of conducting a campaign budget can be deduced in a simple step which is to divide the allocated budget amounts all resources of marketing strategy such as employees, resources, therefore marketing campaign budget includes everything in a company needs to spend on campaign to promote all above mentioned, it might be aligned with the target audience a campaign goals and work to achieve them according to Biaudet, S., {2017}. In addition, help marketing department to understand the costs associated with each different online platform they use. An overview of all company, s digital marketing campaign can give managers an idea of where the most target audience has originated, to make analysis or campaign measurement according to Nokes, S. and Kelly., {2007}.
Furthermore, many other key performance indicators can be tracked to obtain specific information and better analysis of company marketing campaigns with the purpose of promoting success of the advertising campaign. On top of that, paid media is suitable way companies that are experiencing rapid growth and generate large revenues, in which case the paid campaigns present a lot of opportunities for company according to Collis, D.J. and Rukstad, M.G., {2008}. 
While campaign refer to sharing the companies posts and mentioning them within the posts, this type requires a long time, and it is a good strategy for companies that do not seek returns. It is important to reach out more customers or target audience through campaign process and social media helps to make this possible. 
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