
MARKETING AND SALES
WEEK #4 

Promotion and Place



OBJECTIVES OF PROMOTION
Change consumer psychology:
• Differentiate, reinforce, inform, persuade
• Change/reinforce attitudes
• Get into purchase consideration set
• Create brand awareness
• Build brand image
• Re-position the brand

Change consumer purchasing behaviour:
• Stimulate trial, regain lost customers, increase usage

Other objectives:
• Break into new market, obtain information about consumers



COMMUNICATIONS MIX
A company’s overall marketing 
communication strategy is called the 
“Communications” or “Promotional” mix.

“The specific blend of advertising, public 
relations, personal selling, and direct-
marketing tools that the company uses to 
persuasively communicate customer value 
and build customer relationships.” (Kotler & 
Armstrong, 2018) 
In the era of mass communications and 
emerging mobile technologies, an 
organization must build an adequate mix of 
marketing communications (Todorova, 
2015)



TYPES OF MEDIA



CHANNELS AND VEHICLES
If you think of your marketing plan, and the message that 
you would want to communicate to current and future 
guests, how many different channels could we use to share 
that message?
Word of mouth
TV
Newspaper/Magazine
Radio
Signage
Internet
Direct mail
Telephone.

What vehicles could we use?
Message (what message do we want to send re: AIDA)
and like other media there are many combinations that could be 
used within one channel.



Marketing Channels: Explained in 10 minutes



IT’S A SOCIAL WORLD

One survey of people from 31 countries reported that 96% of them use their 
smartphone within an hour of waking up, often before they get out of bed. 
(Lee & Calugar-Pop 2016)



Digital Marketing Applications

• An advertising medium  
• A direct-response medium  
• A platform for sales transactions  
• A lead-generation method 
• A distribution channel 
• A customer service mechanism 
• A relationship-building medium
• Data capture opportunity 



WHAT IS DIGITAL MARKETING



BENEFITS FOR RESTAURANTS
• Allows small businesses to 

compete at the same level as large 
businesses.

• Allows a business to communicate 
directly with the target market in 
an informal setting.

• Enables a business to build a 
relationship of trust and credibility 
with the target audience.

• Ability to conduct detailed market 
research.

• Global



AIDA
The AIDA marketing model is a 
marketing, advertising and 
sales approach methodology 
designed to provide insight into 
the customer's mind and 
represent the steps needed to 
cultivate leads and generate 
sales.



AIDA
As an acronym, AIDA breaks down 
into the steps required for 
successful marketing: Attention, 
Interest, Desire and Action. The 
AIDA marketing model is a 
cornerstone of modern marketing, 
to the extent that missing one 
step is thought to almost 
guarantee an unsuccessful result.



ATTENTION
Attention:
To make customers aware of offerings, a 
marketer needs to catch their attention. 
Various approaches are implemented to 
get the attention of potential 
customers, like the placement of an ad 
in an unusual but noticeable place. 
Personalised messages, like those used 
in one-to-one marketing, are harder to 
ignore than generic proposals. Shock 
value advertising, such as the use of 
graphic images, also garners attention 
by provoking sharp emotional reactions.



INTEREST
Interest:
Customer interest must be piqued 
and held long enough to gain 
information about the product. 
One approach to maintaining 
interest is presenting concise and 
well-paced information, delivered 
by an interesting character, voice 
actor or mascot.



DESIRE
Desire:
Desire is often built up by selling on a 
product's features, showing superiority 
over similar products and 
demonstrating versatility. Essentially, 
this is the presentation of a product or 
service’s value proposition, the 
compelling benefits that induce a 
consumer to select this particular 
offering, leading to the decision to 
purchase.



ACTION
Action:
If the customer has come this far, there is 
interest. The final step is closing the sale and 
convincing the customer to act on interest, 
which may involve overcoming objections and 
making a call to action (CTA). In the CTA, a 
product may start at a higher price that may be 
lowered. Products might be offered two-for-one 
and/or with free shipping. Improving the 
perceived value can motivate the undecided 
customer. However, if the other steps are 
performed well, the customer should be left 
with a lasting positive impression of the product 
even if they choose not to purchase.



ACTIVITY
• Develop a poster for a new 

restaurant about to open using 
AIDA on PosterMyWall

• 4.3K+ Free Teaching Aid 
Templates (postermywall.com)

https://www.postermywall.com/index.php/sizes/teaching-aids/all/all?safe_content=safe
https://www.postermywall.com/index.php/sizes/teaching-aids/all/all?safe_content=safe


COMMUNICATIONS MIX (ONLINE)
• Similar to the traditional communications 

mix, the same activities are continued online 
in the RACE digital planning framework (RACE 
is marketing funnel, but applied to digital 
marketing).

• The RACE mnemonic summarizes the key 
online and multichannel marketing activities 
that need to be managed as part of digital 
marketing communications. RACE covers the 
full digital touch points in the customer 
lifecycle or “Funnel”.

• REACH, ACT, CONVERT, ENGAGE



ACTIVITY
• Watch adverts (EDF and 

restaurants)
• What is the advert message re: 

AIDA
• What would the next steps be 

(for example, if attention and 
interest is the message, how 
would you convey desire and 
action?)

• The EDF Energy orange dancing 
toy thing (youtube.com)

• https://youtu.be/RWMIUhlmdFs
• Find a restaurant advert to 

demonstrate AIDA

https://www.youtube.com/watch?v=KphqPuiMr10
https://www.youtube.com/watch?v=KphqPuiMr10
https://youtu.be/RWMIUhlmdFs


BIG DATA, SOCIAL FOOTPRINTS & THE GOLDMINE!
This is the impression or mark that we 
make when we visit sites.

When we visit websites and web 
communities, we leave a digital trail 
behind. Your footprints become a source of 
big data.

Much research on what can be revealed 
about you by the footprints that you leave 
has been carried out, one notably by Dong 
(2015) who found that personal traits are 
clear, including whether your parents were 
divorced could be established!



RESEARCH RE: WEBSITE

• Analyse a website (restaurant brand) and 
find out about their traffic and potential 
customers:

• Top 3 countries they receive traffic from? 
• The most and least popular ages ranges?
• Browsing habit information?
• What social media sites are driving the 

most/least traffic?
• What else do their customers search for? 

• Check Website Traffic (similarweb.com)

https://www.similarweb.com/corp/get-data/competitor?utm_medium=ppc&utm_source=adwords&utm_campaign=dmng_search_brand_cross_brand_uk&utm_id=18985659106&utm_content=693137615478&utm_term=similarweb%20website%20traffic&utm_network=g&utm_group=157394398242&utm_placement=&utm_matchtype=e&utm_adposition=&affiliate_id=similarweb%20website%20traffic&gad_source=1&gclid=EAIaIQobChMIhaHE4uD2hQMVI49QBh3m9wiCEAAYAiAAEgKVMfD_BwE


PLACE
Distribution (channel/s)/Ways to 
distribute 
Examples:
• Restaurant
• Takeaway
• Brand/s sold in supermarkets 

(Starbucks coffee)



PLACE



PLACE
Organizations that extend their presence online with links from other sites 

Ads (promotion) follow customers online (place)
Placing ads in front of people who have already expressed an interest in your business 

• Here's a scenario: You just performed a 
search on Google, took a few minutes to 
sift through the results, and then decided 
to visit Facebook. Lo and behold, within 
just a few seconds, what you just 
searched for on Google is now displaying 
as an ad on your Facebook feed!

• How is this possible? Is someone 
following you, logging your searches, and 
then retargeting you on a completely 
different website?

• Basically, the website where you're shopping 
implements a bit of code called a cookie, 
which enables the site to track your browsing 
habits, see what you're looking at, and follow 
you to another site, where the ad showing 
what you just looked at shows up.

• Remember Similarweb?



RESTAURANT OF THE FUTURE: FOOD ROBOTS

• https://youtu.be/KQkmFZQ-2SA

https://youtu.be/KQkmFZQ-2SA
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