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Executive Summary 
This report aims at developing an effective promotional campaign for the launch of a vegan food box.   In this report, a campaign message together with the strategies that will be used in sharing the message to the target audience.  The promotional campaign for the new product has three main objectives which include increasing brand awareness, educating customers about vegan products, and driving traffic to the website.  To attain these objectives, various communication channels will be used.  First, digital marketing will be used whereby SEO and PPC and different social media platforms will be used. The other communication strategy that will be used is email and text messages. Also, sales promotions will be used in marketing the vegan food box. KPIs such as conversion rate, have also been put in place to help determine the effectiveness of the promotional strategies, search engine ranking, and traffic on the websites. 
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[bookmark: _Toc166447620]Background of the promotional activity
Promotion refers to the process of engaging and communicating with the target audience through the use of appropriate media.  A promotional campaign refers to a series of advertisements that use different marketing tools to share similar messages and thoughts to promote a business or an event (Mullin, 2018).  Promotional campaigns are aimed at informing the target audience about various aspects such as product launches, service expansion, or brand initiatives. 
The vegan food box market is expected to grow from $ 954.2 million in 2022 to $2, 528.5 million by 2032 (Mikulić, 2021).  During this forecasted period, overall sales are expected to grow at a CAGR of 16.5% (Appenheimer et al., 2021). One of the reasons for the increased growth in the market is because of the rising consumer preferences for plant-based meal prep.
There is increased popularity of plant-based meals as more people are turning to plant-based diet options due to the health and environmental benefits that these meals have.  Health-conscious and environmentally-conscious individuals are increasingly adopting the use of vegan meal boxes. Vegan boxes are increasingly becoming a go-to solution for people who want to enjoy meals without having to depend on animal products (Aschemann-Witzel et al., 2021). A vegan box is now considered one of the perfect ways that someone can get creative in the kitchen and still be able to make meals with amazing flavor and nutrition.  Based on this market research, the vegan meal kit market is expected to continue growing in the coming years as more people are expected to embrace a plant-based lifestyle.  Based on these statistics, it is important to create awareness about the vegan food box through promotions to tap into the target market that will be adopting the vegan boxes in the coming years. 
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Overview of the campaign
 The campaign for the vegan boxes has three main objectives. First, the promotional campaign aims to inform the target audience about the vegan boxes by providing full information on what is contained in the vegan boxes as well as educating them on the benefits of vegan foods. This information will be important as it will keep the current and potential market informed about the products. The information that will be provided to the customers includes the benefits of the product, the pricing options as well as the places where the product can be purchased. 
The second objective of the promotional campaign is to increase traffic on the company's website by 20%. Third, the promotional campaign aims to remind the consumers within the target market to choose its vegan boxes as a way of maintaining a healthy lifestyle to help enhance brand awareness. 
Through the above objectives, the overall goal is to increase sales by 20%. 
 The target audience for this campaign is people between the ages of 18 to 44.  Research shows that the plant-based demographics are Gen Z and Millennials as these are the people who are becoming increasingly health and environmental conscious.   Statistics further show that millennials are the key consumers as 36% of the consumers are between 25 to 34 years (Aschemann-Witzel et al., 2021).  The allocated budget for the promotional campaign is €500,000. 
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[bookmark: _Toc166447623]Digital Advertising
 One of the communication strategies that will be adopted in this promotional campaign is digital advertising.   Digital marketing refers to a strategy that helps in reaching the target audience online.  This communication channel will be used to drive the traffic on the website increasing sales and increasing the revenue. The specific strategies that they will adopt in promoting the vegan boxes are SEO and Pay-per-click (PPC).  According to research, 89% of marketers hold that SEO is one of the successful methods of promotion (Chaffey & Ellis-Chadwick, 2019).  Moreover, the use of PPC in advertisements helps in increasing brand awareness by over 80% (Chaffey & Ellis-Chadwick, 2019). 
 One of the justifications for using digital marketing is that it will help reach many people where they spend most of their time.  The increased growth of the internet implies that several people are spending their time on the internet.  Statistics show that more than 7.7 million people are using the internet across the world (Goldfarb & Tucker, 2019).  The internet has become an integral part of people’s everyday activities as they use it to make purchases, conduct searches, and for entertainment purposes on various social media platforms. This is a clear indication that the target audience for the vegan food box is online, hence the need to adopt digital marketing. 
The other communication strategy that will be adopted in this promotional campaign is direct marketing. Under this marketing technique, the potential consumers are directly reached through one-on-one communication with the target audience (Bala & Verma, 2018.  This is an effective way through which brand awareness and interest in the products. This communication technique is highly effective as it will enhance prompt audience engagement. Also, it will allow the business to obtain timely feedback from the market in instances where there are issues. 
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To promote the vegan box, the company will make use of emails and text messages.  Email marketing will require the business to send promotional materials on vegan boxes to the target audience through the use of emails.  Research shows that 73% of marketers consider email marketing as one of the most effective digital platforms that enhances returns on investment (Sahni, et al., 2018). 
Alternatively, to promote the vegan boxes, the business will also use text messages. These marketing techniques have been selected as they are relatively inexpensive compared to the other marketing strategies.   This technique is more effective when compared to email marketing since consumers are more likely to reply to a text message when compared to an email.  Research shows that customers are 134% more likely to answer a text message when compared to an email (Kumar & Mittal, 2020).  Moreover, 86% of businesses that used this technique established that text messages generate higher engagement when compared to email (Kumar & Mittal, 2020). Considering the limited budget allocated for marketing, direct marketing will be more effective as it is less expensive.  This is because this form of marketing will be directed to the target audience. This therefore makes the marketing strategy cost effective.  The other benefit of using email and text messages to promote the vegan box is that it will enhance the personalization of messages.  This will help in tailoring the message to suit the target audience and reaching out to them in a manner that they prefer.
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 Sales promotion is the other communication strategy that the company will use in marketing the vegan boxes.  This marketing technique is widely recognized for stimulating consumer interest and boosting the revenue of a company within a short time.  There are several tactics that the business will consider in the sales promotion including discounted prices on the vegan boxes and free trials.  Under the discounted prices tactic, the business will offer a 20% reduction in all vegan box prices bought for one week (Cummins & Mullin, 2010).  Free trials are the other strategy that will be used to grow the customer base. The business will offer a limited quantity of vegan boxes to first-time buyers for free to see if they will like them.  
One of the reasons why sales promotion has been selected is that it will help in generating new leads. Sales promotion will help boost the vegan box product image because information is shared within social groups related to vegan business (Blakeman, 2023).  Sales promotion will also be an effective way through which the business can reengage with its existing audience.  This will be an effective way through which customers who have subscribed to the business's email and text messages to be easily reached.  Through this, the business will be able to maintain a close connection with its target audience, which will in turn help in developing brand loyalty. Sales promotion is also an effective way through which the sales of vegan boxes can be increased.  In as much as the business will need to lower the prices of the vegan boxes, it will increase the number of goods sold.
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The theme of the promotional campaign will be” Go Vegan?”.
[bookmark: _Toc166447628]Message Background
Health
The goal of this company is to encourage the target audience to maintain a healthy lifestyle by trying vegan products. Therefore, this theme message will be followed by a highlight of the benefits of vegan products. The message will encourage people to try vegan products to avoid lifestyle conditions. 
Animals
The promotional campaign will also revolve around a campaign against the exploitation of animals.  The campaign will encourage people to go vegan to make a difference. 
Environment
Animal agriculture is one of the ways through which the environment is ruined.  Therefore, the campaign will encourage people to shift to vegan diets as a way of preserving the environment. 

[bookmark: _Toc166447629]Campaign Strapline: Eat Healthy, Refresh, Respect All Life. 
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After developing the theme of the promotional campaign, there is a need to determine how the €500,000 budget allocated for this campaign will be used.  The main objectives that will be considered in determining budget allocation are the marketing objectives of this campaign which include 1) increasing brand and product awareness,2) educating the customers about the benefits of the vegan products and 3) driving traffic to the business’s website.  The budget will be allocated as follows: 15% of the budget will go towards brand awareness, 25% of the budget will be directed to educating the consumers on the benefits of vegan products and 60% of the budget will be directed to driving the traffic in the digital platforms. 
 The budget timeline will also be based on the three main objectives of the promotional campaign mentioned above.  First, the campaign will start with educating the target audience on the importance of vegan products.  After this, the campaign will move towards increasing brand awareness. The last step of the marketing will be driving traffic to the websites. 
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The continuity model will be adopted in the digital media and direct marketing strategies.  This implies that the advertisement will run throughout the campaign period. One advertisement will be required to run each week for 8 weeks.  This form of advertisement is appropriate for goods that require continuous reinforcement (Blakeman, 2023). Through this model, the target market will always be reminded about the vegan box products, which will in turn help in increasing brand awareness.  
For the sales promotion strategy, the business will adopt the flighting model. Under this model, advertisements will be done at intermittent and irregular periods, which will alternate with shorter periods of no promotions (Kelley, et al., 2022). The sales promotions that will be running for a week will be done at the start of every quarter. 
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The Key Performance Indicator for the SEO and PPC that will be used in digital marketing is keyword search engine ranking.  A high rank for the vegan box's keywords is an indication that the advert is attracting organic traffic (Midor et al., 2020). 
The other key indicator will be organic traffic to the websites. Increased traffic to the website and the vegan box products implies that several people are finding the vegan box products, hence this will show that the SEO strategy is working. 
The key performance indicator for the PPC strategy will be sales conversion rates. The rates will help in showing whether the advertisement is relevant to the audience or not. 
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The KPI for email and text marketing will be the number of messages successfully delivered, opened, or answered.  This will help measure if the target audience is receiving the promotional messages. 
[bookmark: _Toc166447636]Sales Promotion
The KPI for sales promotion will be the conversation rate.  This will help in determining the number of users who have taken the desired action after coming across the advertisement (Rakshit et al., 2022). 
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