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[bookmark: _Toc71753369]Executive Summary

This report presents the campaign proposal for vegan range for subscription box company QuickFood. 
It shortly explains communication channels, their advantages and how they attract new members for the company. 
The report outlines campaign budget and how much is it planned to spend on each social media channel. 
QuickFood should consider its messaging and target audience. The campaign ends in May 2022.  
Recommendations suggest which communication channel is the best to achieve company’s goal.

























1. [bookmark: _Toc71753370]Introduction 

The purpose of this report is to present campaign proposal for QuickFoods’ vegan subscription box.
This report will present communication channels such as Facebook, Instagram, Twitter, Google Ads, and SEO. It will showcase campaign ideas and messaging. This campaign is aimed to target 5000 new customers within £50,000 budget.
[bookmark: _Toc71753371]2. Main Findings

[bookmark: _Toc71753372]2.1 Campaign goals 

The SMART model helps achieve financial goals and required results. To achieve desirable campaign results, the objectives should be specific, measurable, achievable, relevant and time bound. (Kozlovskyi, 2018) Through the campaign, QuickFood wants to target vegan customers and gain 5000 new members. The company plans to achieve it within a year.  The budget is £50,000.  The campaign is to bring awareness about the new product – vegan box. 
To achieve this goal, QuickFood this will be accomplished by using social media channels which should bring the required number of new customers. This goal will help gain new customers and increase sales.
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In the campaign QuickFood is planning to use social media channels such as Facebook, Instagram, and Twitter. The campaign will also include SEO and Google Ads. 
Social media channels will provide better and open communication with customers and will help to target the right audience.  Facebook is a powerful tool for marketing communication. It is the most popular network to share judgments and experiences about brands. (Di Pietro & Pantano, 2012)
Facebook and Instagram Ads would improve website trafficking and potentially attract new consumers. The ads would be focused on healthy recipes from plant-based food.
QucikFood should collaborate with Instagram influencer that could help in placing the new product. 
Twitter Ads offers various campaigns that can help to drive traffic to company website. It has demographic tools that can help to reach people based on company’s preferences. (Twitter, 2021)
Google Ads is the place where people search what they need, where to go and where to buy. It drives websites visits by matching company product to their search. Google Ads uses CPC model. The company can set up a monthly budget cap and pause it at any time. The average CPC is based on actual cost per click. The competitiveness of the ad auction can affect the cost of cost per click. (GoogleAds, 2021)
SEO is where company can extend their reach and visibility to customers by optimising website with right keywords. Knowing customer needs and the products they search for and in which season, it can help to improve the content. Specific keywords can make the website highly relevant to read-to-buy customers. In search engines the content relevancy, can move the website into the higher position in the search results. (Odden, 2012)
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Nowadays, customers are taking their time to choose the right brand. Traditional marketing solutions are not working as effectively as before. Companies are facing higher competition. Therefore, to stand out in their industry they need to use marketing mix and their actions to achieve better outcome. Marketing mix enables companies to achieve target markets. To satisfy customer needs, the company makes decisions relating to the product, price, promotion, and distribution/place. There are also called “4P” marketing mix. (Margarita Išoraitė, 2016)
The target audience plays crucial role in advertising. Therefore, QuickFood company created a persona which would help in better understanding of customer needs. Recent studies (conducted in Austria), show that mostly educated females between 20-31, are more likely to adopt vegan or vegetarian diet. (Ursula Ploll, 2020)
The personas company created before were a student who did not have time and money to purchase good quality food, and a professional female who is a parent and struggles with healthy cooking on budget. This time, QuickFood needs to also target consumers, over 20 years old, who their priorities are plant-based diet and environment.
Segmenting is the way to be competitive. By dividing market into smaller markets, the company can distribute variety of products for different needs. Product development is based on customer research. (Donald E. Parente, 2015)
Thanks to Facebook and Instagram, managers will be able to narrow down the ads based on customers interests, demographic, and behaviours, for example vegan society or vegan cuisine. During the last decade, the numbers of consumers following vegan diet have increased. Main motives for choosing a vegan diet are ethical, health-related, environmental, taste and religion reasons. Most studies concluded that health-related reasons were the primary motives for choosing a vegan diet.  (Meike Janssen, 2016)
Over 2,7 billion of people use Facebook every month. Facebook offers ads pages and formats that will help to get attention and call for action. It allows to choose company objectives such as traffic or conversions. It enables to select the audience by age, location, interests, and behaviours. Company can set up the budget daily or lifetime budget. Once the ad is running, company can track performance and edit the campaign. (Facebook, Facebook ads, 2021)
The campaign idea is to target consumers who eat healthy, who want to change their eating habits, and who care about the environment.
It would be beneficial for QuickFood company to collaborate with Instagram influencer who has around 100,000 followers. Instagram is one of the most downloaded apps, it has over
1 billion active users. Many brands established Instagram accounts to improve their sales. Brands can get a better recognition and target more customers if they create a relationship with their favourite influencers. Customers are reacting more favourably if they perceive their own fit with the influencer. Consumer- product congruence depends on influencer fit with the brand. Customers should then be prompt to purchase the product. (Daniel Belanchea, 2021)
The company could send month worth vegan subscription boxes for a commission. 
Messaging should be meaningful and attractive to target audience. It should be important to target audience and be specific. Message should have promised a benefit, tell a significant story, and identify the problem.  Visuals should be simple, yet powerful and reinforce brand identity. It should be a brand indicator of trustworthiness. Message should also communicate competitive advantages of the organisation and its products. (Jobber, 2010)

[bookmark: _Toc71753375] 2.4 Budget splits 

High impact marketing plan must be well planned. Expensive advertising does not mean it will increase the company sales. Low- budget marketing can help to send a message to a customer on a regular basis. There is a bigger chance of gaining new members if the company will provide the right information about the products.
QuickFood budget campaign is £50,000. Average cost of social media is £10,585, Google Ads £7,300. The total cost for the campaign should stay below the maximum budget but it can change.
	Social media platform 
	Average spending per day 
	365 days
	Total 

	Facebook Ads
	£12
	x365
	£4,380

	Instagram Ads
	£12
	x365
	£4,380

	Twitter Ads
	£5
	x365
	£1,825

	Google Ads 
	£20
	x365
	£7,300

	SEO
	£0
	£0
	£0

	
	
	
	£17,885





	Cost per unit 
	Units
	The average cost per unit
	Total 

	Professional photos 
	1
	£10,000
	£10,000

	Influencer 
	8
	£2,500
	£20,000

	Total 
	
	
	£30,000
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KPI is focused on customers insights, financial performance, and project management. KPIs are to analyse performance metrics for business. KPI monitors important processes that are important to understand customer behaviour. (Janakova, 2020)
There are many metrics and indicators that help to measure direct marketing plan. They help to improve conversion rates and increase their visibility on the internet. (José Ramón Saura, 2017)
To measure campaign performance QuickFood should use Google Analytics.
Google Analytics is a free tool, that generates statistics regarding marketing performance, content, and products. It tells how many visits and how customers interact with it.  It enables to compare visitor’s behaviour referred from email or search engines.  (Plaza, 2011)
Facebook Insights – it gives information about company’s followers and other Facebook users. That helps to navigate the right message across the Facebook. It gives demographic information regarding age, jobs, location and more. This tool gives better understanding of visitors interested in our brand. (Facebook, Audience insights, 2021)
	
	Leading indicator
	Tertiary KPI
	Secondary KPI
	Primary KPI

	Social media
	Followers 
	Engagement 
	Site visits 
	Conversions

	SEO
	Impressions
	Site visits 
	Conversions 
	Revenue 

	Content
	Content share
	
	Content shares 
	Conversions



Channels they do not have the same primary KPI. That is because not all the channels have the same impact on revenue and conversions. (Insights, 2021)
[bookmark: _Toc71753377]Conclusions

Social media channels are the best way to promote the brand for a small budget. With new free tools, company can analyse impact of their advertising on sales.  Successful social media campaigns employ a “marketing mix”. Another key element are market research and market segmentation. (Aaron Plant, 2010)
For best campaign profitability is SEO. It targets the right audience with their searched messaging. 
Social media is more time consuming, but it helps to build a long-term relationship between the brand and a customer. 
QuickFood is a well-established brand. From the beginning of its existence, it outlined that their products are sustainable and are coming from local farmers. 
Social media and SEO should be enough to gain 5000 new customers within a year or even less. 
To measure success of the campaign is to look at cost-effectiveness of the campaign. SEO and Google Ads might be the most successful campaign because it does not cost much and is the most effective for customers who search to buy now. 


[bookmark: _Toc71753378]Recommendations

It is recommended for QuickFood should use social media ad tools to reach 5000 new members. Company should use more than one channel to maximise efficiency.
The team should include SEO manager, Analyst, Marketing assistants, Researcher and Web Designer. 
Social media profiles are free, and they help to introduce new products. Facebook and Instagram can target chosen audience and enable to communicate with them. Company should create vegan ads focused with vegan interest, such as recipes or that their packaging is sustainable. 
QuickFood should create a call-to-action campaign within social media and collaborate with vegan influencer who promotes healthy eating and promotes sustainability. 
It can help to bring the attention to a new product, and it should prompt sales. 
Organic search (SEO) it is a free tool. QuickFood should create keywords such as “vegan” with the product. 
At the end of campaign, QuickFood should look on return on investment (ROI). Return on investment can be calculated by dividing total expenditure by total cost for the campaign. ROI will show if the campaign was a success. (Pratt, 2010)
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