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Branding Strategy for Chaberton Winery 
Name 
Institutional Affiliation


Communication Brief
As a proud director of Chaberton Winery a successful business with a great reputation among the people far and wide South Langley, it is a great duty I have. The duty is to ensure continued success in the development and growth of the business to retain if not to make better the reputation.  The branding strategy to be implemented in two phases of the business will entail partial business aspect and partial corporate social responsibility aspect. The branding strategy’s first phase will be sensitization and the second phase will be launching. 
The strategy is the incorporation of the business products, services, value for people and special life events with those of the community around the Winery. The strategy arises from the analysis of the already successful adoption of the service-centered concept and product-centered concept by the Winery. The current need is the branding strategy which falls under the market-centered concept (Chaberton Winery, n.d).  
This strategy from the business angle will work towards the achievement of the market-centered concept through people concept. The strategy from the social responsibility angle will entail the business involvement in celebrating special life events with the people in the surrounding community. This involvement will entail organizing and inviting key stakeholders who can donate to the events and develop it as exhibition fairs. The events will host the stakeholders like financiers of the business, prospective customers, promoters and the media. The events will entail such activities like auctioning wine and gifts and other fun activities like wine tasting. All the donations will go to the events organization kitty with additional contribution from the gains arising from firm’s products auctions. The business will benefit from sales made during the events as well as from awareness reaching the prospective customers who also get a chance to taste the wines.  
Target Audience
The target audience will incorporate the people living in the Winery and towns within the radius of 100 kilometers from the winery. This scope will be considered for the first phase of the strategy and once it is implemented successfully, then the radius can always be expanded. The procedures for applying and winning an event will be communicated to the following events qualifying. Anniversaries falling within a defined context, engagements, reap birthdays on 29th February occurring once in four years, farewell parties, and launch of products other than competing ones.

The objectives of the communication is to get additional input from other departments not exclusively from the marketing department, to gather support of the key decision makers in the business who are crucial in endorsing the strategy, to prepare the colleagues whose services may be required in the process and to allow brainstorming of ideas for the creativity aspect. 

 Overall Communications Strategy 
The first consultations will be with the marketing department staff to test all dimensions of the project. This phase will entail betterment of the idea by the use of market situation analysis weighing the viability and practicability of the project. Having gone through the scrutiny, a formal email will be sent to the CEO of the company. The email will brief them on the idea and request for a formal appointment with the other directors charged with deciding on such issues. If approved the sensitization phase by use of flyers, advertisements and workshops for the employees will start. 

Positioning  
Main messages entail sensitization of the public on the firm’s products, giving back to the community, studying the grass root needs for diversification needs, decongesting the tasting rooms and having a win-win situation as defined in strategic management of organizations (Akinlade & Shalack, 2016).
Communication Strategies
The applied communications tactics include unfreezing, change the description, change implementation, monitoring and evaluation of success levels and refreezing. Unfreezing aspect entail preparing people for new things by showing them the need for change and how it will benefit them. The refreezing tactic entails synchronizing the change to be part of the organization culture (Basyal & Jin, 2017).
The communication mix to be used will entail the use of flyers with a returnable opinion part, use of media advertising, focused group discussions, social media commercials and direct mail for the internal stakeholders.
Creative Concepts
Creative concepts entail filling of gaps in products, service or meeting unmet needs in a market by use of new or modified strategies. For creative concepts the considerations should be; gap identification, innovative solution formulation, brainstorming for the betterment of the original idea, creating unity of purpose and doing a pilot test as flagship for the major project (Toh & Miller, 2016).
Budget Allocation 
The highest allocation will be on the flyers channel as it is meant to reach far and wide and given that print media is expensive, thus $35 000. The second highest allocation will be focused group discussions since they will require movements from the firm’s premises too far areas with allowances and other facilitations, thus $25 000. The third highest will be the media advertising since it is also relatively costly especially with the frequency and period required for a month thus $20500. The fourth allocation will go to the social media allocation which is relatively cheap as some platforms are free for use. Much cost will entail polishing the advertisements thus $14000. The final allocation which is internal and quite cheap will entail the direct mail to stakeholders with an allocation of $4000 with a miscellaneous allocation of $1500.

Perceived Value for the Target Audience
The perceived value of the business will be much better reputation than the current, brand awareness as it is a marketing strategy, brand relation with great memories thus special to people and higher resulting sales. The perceived value for the community will be exquisite memorable life events for free, special recognition and wine and gifts sensitization. The conclusion is as a result of forecasted benefits and gains from the marketing point of view entailing situation analysis and market situation (Easen, 2016).
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