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Sales Plan for Feasted Restaurant 
Sales and marketing strategies are measures organisations implement to promote and create sales of their services to prospective consumers (Baack, Czarnecka & Baack, 2019). An effective sales and marketing strategy is necessary for a restaurant business's success due to stiff competition in the restaurant industry. Restaurants like Feasted must prioritise and invest heavily in sales and marketing to attract customers and gain a competitive edge. The restaurant should consider an omnichannel strategy to increase its potential to reach and convert a larger audience into customers. This paper will examine the sales strategy that could drive business success at Feasted Restaurant and the strategies that will be adopted to measure the success of the project. It will also explore the revenue streams and targeted promotions that should be incorporated to realise the project's success.
Sales Strategy
Feasted restaurants should adopt an omnichannel sales strategy. Cai and Choi (2023) observe that the omnichannel strategy involves integrating different marketing channels into an organisation's sales strategy. It incorporates marketing through physical stores and digital channels to maximise the visibility of the products being promoted (Shankar & Kushwaha, 2021). The omnichannel marketing strategy is suitable for Feasted Restaurant since it will enable it to advertise products to customers visiting the restaurant's premises and those who prefer to browse for products online before making purchase decisions. According to Singh, and Dhir (2024), restaurants have become more digitised due to advancements in technology and changing preferences of consumers. Most consumers evaluate services and product offers through online reviews before deciding to visit the restaurant. In this case, adopting an omnichannel marketing strategy will enable the restaurant to capture prospective customers through the physical stores and digital sphere (Cai & Choi, 2023). The customer-centric approach will enable the restaurant to offer a unified and consistent customer experience through the physical premises and digital sphere. 
The omnichannel marketing strategy is widely used across the hospitality industry in the UK. Many hotels and restaurants like the Marriot Hotel, the Woodspeen Restaurant, and Ledbury Restaurant. For example, the National Restaurant Awards (2024) reports that Woodspeen Restaurant has been successful in attracting customers by providing high-quality services and good customer experience. It promotes its products through personalised advertisement, content marketing, and a website. Akter, Hossain and Strong (2021) explain that integrating different marketing strategies has enabled the restaurant to solidify and command many loyal customers. In this case, Feasted Restaurant can also improve the visibility of its products through the omnichannel marketing strategy. The strategy will enable it to reach many prospective customers and register higher conversion rates with its high quality and unique service delivery.
Notably, when marketing through physical stores, the restaurant should consider word-of-mouth selling to create an epic experience for the customers who visit the restaurant's premises. Word-of-mouth selling is an effective marketing strategy since it is more appealing and creates a positive impression about the products and services offered in the restaurant (Kim et al., 2024). The restaurant should offer discounts and provide quality services that can encourage its customers to share positive experiences with their peers (Saragih et al., 2022). Through this, the restaurant will be able to attract more customers without incurring additional marketing costs. To promote word-of-mouth selling, it should train employees to provide quality services and ensure positive experiences among the guests (Saragih et al., 2022). The employees will be tasked with providing a positive customer experience and raising awareness about the products and services offered at the restaurant. They should inform guests about the availability of Chef's table and Blue Rooms, where the guests can receive unique and personalised services (Feasted, n.d.). 
Additionally, posters indicating products and services offered at the restaurant should be installed at strategic points within the restaurant. Copies of the posters should also be available on the tables where guests are served. These posters will enhance the organisation's marketing efforts by ensuring guests can access information related to the products and services offered at the restaurant (Kapoor & Kapoor, 2021). Posters are suitable for marketing since they can accommodate a lot of information and pictures about the products offered. They can also be placed in strategic points that are easily accessible to prospective customers (Kapoor & Kapoor, 2021). Thus, word-of-mouth selling and posters will enhance the efforts of the omnichannel marketing strategy by allowing prospective customers to access information about the products offered at the restaurant.
Consequently, omnichannel sales should incorporate digital marketing strategies, such as social media marketing, paid ads, and content marketing (Shankar & Kushwaha, 2021). Pateli, Mylonas, and Spyrou (2020) explain that social media marketing involves promoting products through social media platforms like Facebook, Twitter, Instagram, and TikTok. The marketing channel is suitable for targeting prospective customers who rely on online reviews before making product purchases. In this case, the restaurant can leverage its social media channels to market its products. It should post the type of products and services offered at the restaurant and encourage customers to review them (Pateli, Mylonas & Spyrou, 2020). This strategy will enable it to increase its brand reputation and attract more sales, which is crucial in gaining a competitive edge in the industry. 
Besides, paid ads will enable the restaurant to grow its brand and increase its customer base. Paid ads are a marketing strategy in which a business pays mass media like television to display its products to the target audience (Hayes, Hayes & Hayes, 2021). This type of advertisement is suitable for product visibility since it can reach a larger audience and increase conversion rates due to the reputation enjoyed by the television. The restaurant can target prospective customers with ads and social media posts, such as targeting those in proximity to the restaurant's premises or those who frequently browse posts related to restaurants (Baack, Czarnecka & Baack, 2019). Targeting will enable the restaurant to reach a larger audience interested in its products.
Finally, the restaurant should also consider content marketing to increase its visibility among the target audience. Li et al. (2022) explain that content marketing involves creating and distributing content across various online platforms like social media and websites. It is an effective and affordable marketing strategy since it allows businesses to attract and engage target audiences through videos, podcasts, and articles about the brand and products offered. It can increase brand awareness and attract customers through consistent content creation and distribution (Gregoriades et al., 2021). In this case, the restaurant can create short videos depicting customers enjoying its products and services. The videos can also be accompanied by podcasts explaining the unique and personalised services offered or highlighting customer testimonies about the restaurant (Li et al., 2022). Thus, content marketing will enable the restaurant to increase the visibility of its products and attract more sales.
How to Measure Project Success
[bookmark: _Hlk167476345]The success of the omnichannel marketing strategy will be measured by tracking various marketing strategy metrics. Analysis of the metrics of the marketing strategy will help determine the impact of the marketing campaign on the brand reputation, customer base, and profitability (Chaffey & Smith, 2022). The metrics to be measured include conversion rates and social media metrics. Conversion rates entail the percentage of customers converted through different marketing tactics involved in the omnichannel marketing strategy (Chaffey & Smith, 2022). Customers who use the restaurant's products will be requested to provide feedback through reviews for the digital platforms or word of mouth when they visit the premises. The reviews should indicate their impression of the quality of services offered and where they learnt about the restaurant, such as online or through word of mouth. The percentage of reviews will then be calculated against the number of audiences reached by the marketing strategy to determine the conversion rates. The conversion rates will be calculated for each marketing tactic involved in the omnichannel sales strategy. A higher conversion rate will indicate the success of the marketing strategy. 
Besides, the success of the marketing strategy will also be determined by calculating social media metrics. Drivas et al. (2022) explain that social media metrics measure users' engagement with posts about products or services. It determines the number of likes, shares, comments, and views, which reflect users' engagement with the post. In this case, the metrics will help determine how many people interacted with the posts, videos, or podcasts about the products and services offered at the restaurant. A higher user engagement with the products will indicate that the social media marketing strategy was successful in reaching many prospective customers (Chu, Deng & Cheng, 2020). The comments on the posts will also be reviewed to determine whether they are positive or negative. Many positive comments indicate customer satisfaction with the products and service delivery at the restaurant.
Conclusion
An omnichannel sales strategy will help Feasted Restaurant attract and convert many potential customers into customers. The marketing strategy integrates different marketing channels, increasing its ability to reach a larger audience. When using this strategy, Feasted Restaurant will consider word-of-mouth and install posters promoting its products and services within the restaurant. It will also consider social media marketing, content marketing, and paid ads to increase the visibility of its products in the digital sphere. The marketing strategy's success will be measured through conversion rates and social media metrics, which will assess users' engagement with the posts related to the products and services offered at the restaurant. Henceforth, an omnichannel marketing strategy integrates many marketing tactics, enabling businesses to capture every aspect of their products and services in the market.
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