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1. Introduction
The company that I work for Chef’s Box will be launching a new vegan range subscription box we are very eager to launch a campaign to promote it. I have been given a budget of £50,000 and our goal is to sign up 5,000 new members. We had seen a trend around the world and in the UK as well, where more people are switching their meat-based diets for more green meals, survey done by Ipsos Mori found that the number of vegans in the UK alone had quadrupled between 2014-2019 (The Vegan Society, 2021) and at this moment there are around 600,000 people in Britain alone following vegan diet. Nils-Gerrit Wunch in 2018 had concluded another survey which highlights why people in the UK are choosing a healthier alternative to meat with 51% of people saying they changed their diet due to ethical reasoning with the healthier lifestyle close behind at 46.6% (Statista, 2021). Knowing that we will try to exploit it and promote our vegan subscription box as a healthy and world changing product, that is not only 100% recyclable but also by not including any meat in it, its tackles the problem of greenhouse gases produced by farming which amounts for 26% of total emission of the greenhouse gases, half of those emissions come from beef and lamb alone (BBC, 2019). We had decided to use online means of communication only, as the tv advert, just like in the case of our other products could not deliver us the desired outcome and we decided that a focused and personal social media campaign would be the best way for us to promote the product (Barefoot and Szabo,2010).

[image: ]





2. Main Body:
The reason why we decided to use only social media platforms is because we believe that in order to get to the niche market, which vegan market is we believe the best way to approach our potential customers is by directly targeting them in a variety of ways, we would implement a technique that is called narrowcasting, (Quesenberry, 2020) which specialises in delivering messages to a small, very specific group of people in our case, vegans. Social media campaign has also other advantages that we will use to sign more people up. In the UK alone there are 45 million social media users, just over 2/3 of the population and on average all of us spend 1 hour 50 minutes with our faces in our phones (Hootsuite,2019).
According to the Cambridge dictionary a vegan is a person ‘who is not eating or using any animal products such as, meat, fish, eggs, cheese or leather’ (Cambridge Dictionary, 2021). From the survey done by Statista it is also quite easy to notice that vegan do not only want healthier diet for themselves but also care about the environment, which is very good considering our subscription boxes are 100% recyclable, this could give us a competitive edge over our main competitors (Garvin, 1988).

2.1 Communicating Channel
We have decided to only use the online communication as it will enable us to reach our desired customer base. There are many social media platforms, however we only will be using a couple that we believe have to widest reach and of course are used by almost everyone. We are already on platforms such as Facebook, Twitter and Instagram with our existing products and offers, however we would like to create a separate accounts just for our vegan products. The vegan products will also be advertised on the existing channels, but not the other way round as we would like to keep all the images of meat or dairy products away from our vegan customers, but we believe that once we start advertising vegan products on existing channels some people might swap their diet or just try it out and see if they like it (Shultz, Barnes and Shultz, 2015).
The biggest social platform as of now is Facebook, with 78% of the UK population using it (Social Films, 2021). Therefor it will give us more access and we believe it would also give our company a more ‘human look’ (Gil and Solis, 2019). We would create our own page dedicated solely to our new product vegan product. We would try to engage with the people in a funny and creative way, possibly even try to tease our competitors by trying to make our product look better than theirs. 
The second biggest social media platform in the UK is YouTube, which enables people to watch videos of their favourite artists, teams etc. we would like to create our own Chefs Vegan Chanel to promote our product in a subtle way but more importantly to show our customers and potential buyers how the meals are created and what comes into a creation of such wonderful food. We would like to show people how to et the best out of the products and share our tricks and tips from some of the best chefs in the country on how to prepare food. We will not be the first ones to use Facebook for our businesses as the survey done by Oberlo (2021), shows that 62% of businesses in the UK have their own YouTube videos. We would try to keep our videos quite short, 2 minutes maximum as the study shows that people’s minds tend to wonder off after 2 minutes of looking at the screen and they lose interest (Wistia, 2021), also 90% of people asked said that they had


discovered new products on YouTube and that they prefer it to other platforms because they can see the product (ThinkwithGoogle, 2019).
Instagram would be another platform that we would like to use for promoting our product, however we would be using it in a different way to the earlier mentioned platforms as we would like to tell a story of our product. We would show customers how products are made, but we would start with the very basic, the packaging. We are proud to say our products are 100% recyclable and we would 

like to let other people know it, so they could make a more educated decision while choosing their box subscription supplier. We would like to find a few reliable and worthy influencers to try our products as well as having a ‘normal’ person trying our product and then reviewing it could be very beneficiary to us, and it could be easier than it seems to find the right person to promote our product as 55% of Instagram Influencers use their stories to sponsor a business (Omnicore Agency, 2021).
We would also like to offer our new and existing customers a chance to subscribe to our weekly newsletter, so they can always be up to date with everything that is going at our company and with their favourite products.  This will enable us to create a very strong and tight community who could then link up on other social platforms and talk about their views and opinions of the product, what is important to them and so on (Foreman, 2006).
Also we believe in direct campaigning to our customer base and for that we believe that using google ads would be a great tool, because it will target the specific people for us, and as a result we wouldn’t spend unnecessary money on advertising to the people who are least likely to become our partners (Taylor, 2012). 
On top of all of the above we will be adding a new site to our website dedicated solely to the vegan box product, so if somebody wouldn’t feel absolutely comfortable using or following us on any social media platforms, they could always visit our official website and find out everything there is to know about us and our offers, we would be adding a regular updates whenever possible to not only build on our content but also o to offer everything we have to our customers (Pearson, 2016).

2.2 Campaign Ideas
Our main social media platform would be Facebook as it had got the largest number of active users and is somewhat an all-in-one platform where people can interact with one another, watch videos etc. We would use plain words without anything fancy so everyone could understand what we want to achieve (Carney and Lymer, 2015) and it will show our customers that in our company clarity and honesty are the two pillars on which we want to build our brand name. 
In our social media campaign, we would like to concentrate on showing the product and its advantages, but we would never mention the word ‘sales’ or ‘buy’ any word that may result in our customer to think that we just want the cash in and the number of customers to go up. We would like to be viewed as a company that care about the customers and its product first but also at the same time, we are trying our best to keep our planet clean, by using only recyclable materials and local products which will not be needing to be transported to the UK from the other side of the world, adding to the already big issue with is global warming (OurWorldInData, 2021).

We would also like to have a cooking channel on YouTube, to show people how to prepare healthy, good meals without wasting too many ingredients so we may be as efficient with our food as possible, so we can remain true to our motto ‘More taste, Less Waste, Better Life’ (Bebell and Stemler, 2013) that we already implemented in all our products. 
The main campaign idea that we would like to implement is very hard to achieve for a percentage of the £50,000 but we thought we will give it our best shot anyway. We would like to challenge the world’s most renowned and the best chefs to prepare a Michelin star meal from the products that they could get from our vegan subscription box (Treadaway and Smith, 2012). It would be very hard to grab their attention and because of our limited resources for this campaign we wont be able to pay them much if anything at all, that is why we would turn to our customers and fans to put extra pressure on the likes of Gordon Ramsay, Jamie Oliver, Heston Blumenthal or Marco Pierre to get involved in our fun challenges, of course everyone would be invited to do the challenge as long as 
there are willing and if this campaigns would take off as we expect it would, then perhaps some kind of incentive or a prize could be arranged for the best meals.

2.3 Measuring Performance
Our goals are firmly set by the Chief Executive of Chief’s Box, we need to get 5,000 new members signed up for our new vegan subscription boxed meals and we were given £50,000 in order to achieve it, it may not be much, £10 per person but we believe we can achieve it by being creative and creating a great content for our product. Because we will be launching a completely new product with 0 customer base at the moment, the measuring of how effective our marketing strategy is will be very easy (Davies,2017). On our official website, where you must register in order to buy our product there will be a quick questionnaire to be filled in by the customer, in which we will ask how they found out about our product and what drove them towards picking us over our competitors. This will not only allow us to see which social media platform gets us the most customers and in the near future, when our database for the vegan box grows a little, we could then concentrate more on just one platform or try to bring the same sensation and excitement from our successful platform to the less successful ones. We will also closely monitor the digital footprint on our website to see if people are interested in the vegan box (Greyson, 2011), also because we will be sending emails newsletters to our customers with information about our products not limited only to the vegan box, then we will know how many people actually look at what we offer and what it is that they find interesting in our offer by using clickbait’s to we can easily found out who looked at what (Bankler, Faris and Roberts, 2018).

3. Summary
All in all, we believe that with the help and engagement of the public we can not only make our new vegan subscription box the next best thing since the sliced bread, but we also believe that we will be able to create a long lasting relationship with our customers and thanks to them we will be able to change the world to better place and tackle the climate change together. Of course, it wont happen overnight and signing up the first 5,000 vegan customers is a big challenge but once we reach it, and I’m certain that we will, we will try to widen our vegan offer as we really do care about the customer experience and we value their opinions, we simply wouldn’t be there if not for our customers.
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