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Sales and Marketing Concept of Feasted Restaurant
Sales and marketing strategies are integral to the success of restaurants in the Hospitality industry. Sales involve the movement of products and services from the market to the consumers, while marketing involves raising awareness about the product to the target market (Morrison, 2022). Rezeki et al. (2024) explain that sales and marketing influence customer buying decisions in the hospitality industry by allowing guests to make purchase decisions based on their preferences and level of engagement during the marketing process. As a result, restaurant organisations like Feasted Restaurant can generate more revenue by adopting sales and marketing strategies that align with guests’ preferences. This will analyse the sales and marketing strategies of Feasted Restaurant, including the marketing mix, segmentation, targeting, positioning, and marketing communications. It will also compare Feasted Restaurant’s sales and marketing strategies with those at Davenport Arms Restaurant in the UK.
Marketing Mix at Feasted Restaurant
The 4 Ps of the marketing mix comprises 4 controllable elements that organisations must consider in influencing and satisfying the needs of their customers (Darmawan & Grenier, 2021). They include product, price, place, and promotion. Feasted Restaurant applies the 4 factors to uniquely define and present its products to guests. The restaurant is headquartered in Stoke-on-Trent, England, where it offers fine dining experiences for its guests. The 4 Ps of marketing mix elements for Feasted Restaurant include.
Product
Product refers to the items or services offered by the organisation. According to Yusuf and Matiin (2022), successful marketing of products requires a clear determination of the unique factors differentiating an organisation’s products from those of its competitors. Feasted Restaurant takes great pride in offering high-quality products and top-notch services that are tailored to meet the unique needs and preferences of its valued customers. Feasted (n.d.) illustrates that the restaurant offers various hospitality services, such as Chef’s Table and Blue Room. Chef’s table comprises high-quality eleven-course dining for guests while Blue Room offers improved hospitality experiences at the restaurant’s unique corporate board room (Feasted, n.d.). The restaurant also offers services like private dining and a taster menu. Meals at the restaurant comprise local menus prepared to meet the needs of different cultures (Feasted, n.d.). Notably, the products and services offered at Feasted Restaurant are like those at Davenport Arms restaurant since both focus on local guests. Feasted Restaurant provides a unique dining experience for guests at its corporate board’s Blue Room while Davenport Arms has not designated a specific room for fine dining experiences (Davenport Arms, n.d.: Feasted, n.d.) Feasted Restaurant has an advantage over Davenport Arms, which makes it more appealing and customer friendly.
Price
Price refers to the cost of products or services offered to customers. Ali and Anwar (2021) and Sampaio et al. (2021) explain that prices vary, based on the quality of products and services offered in a hotel. For instance, Feasted Restaurant offers fine and personalised dining experiences that attract relatively higher costs than Davenport Arms Restaurant (Feasted, n.d.). It tags higher prices on services offered. It emphasises a value pricing strategy, a customer-focused pricing strategy established based on the guest’s perceived value of the products and services (Hinterhuber & Snelgrove, 2021). On the other hand, Davenport Arms utilises a dynamic pricing strategy, where products and services are charged based on the current demand and season (Nair, 2019). According to Davenport Arms (n.d.), Davenport Arms' prices tend to increase with high demand for their products and services.  The restaurant attracts a large clientele by offering cost-effective services at low prices.
 Place
Place refers to the process through which customers search and make purchase decisions for products and services during sales. Yusuf and Matiin (2022) explain that place comprises location, distribution, and channels through which the customers can access the products. In this case, Feasted Restaurant has adopted a multi-channel marketing strategy, which allows it to interact with guests through various methods like phone and website. Palazzo, Foroudi and Siano (2020) explain that a multi-channel marketing strategy involves interaction with customers through direct and indirect communication channels like websites, emails, and physical storefronts. Customers can easily locate the restaurant and book services through its website or over the phone. The restaurant is located in proximity to the city centre to improve its accessibility to customers (Feasted, n.d.). Similarly, Davenport Arms interacts with customers through its website, email, or phone (Davenport Arms, n.d.). It is located in the safe and beautiful village of Marton in England. Also, it has established storefront desks to allow customers to physically book services at the restaurant. This ensures that customers are served promptly. 
Promotion
Promotion refers to the range of activities that restaurants undertake to influence customers' purchasing decisions and enhance their reputation. (Pholphirul et al., 2022). Promotional activities include advertisement, sales promotion, public relations, and personal selling. Feasted Restaurant utilizes various marketing channels such as social media, email, and strategically placed signage across cities and airports. (Feasted, 2024.). These marketing channels enable the restaurant to effectively promote its products to a wider audience from different demographics. Similarly, Davenport Arms also employs marketing strategies like social media, emails, and print media to reach customers. The promotional message is tagged with the beautiful serene of the restaurant premises, which offers a unique dining experience that is appealing to customers who prefer serene environments.
Market Segmentation 
Market segmentation involves the process of identifying and presenting certain products and services to a specific group of customers (Çınar, Yetimoğlu & Uğurlu, 2020). It enables restaurant organisations to divide customers based on their demographic, geographic, psychographic, and behavioural factors (Çınar, Yetimoğlu & Uğurlu, 2020). Based on demographic segmentation, Feasted Restaurant and Davenport Arms target guests of all genders, religions, education levels, and ethnicities as long as they can meet the cost of their products. Consequently, based on geographics, Feasted Restaurant is located near the city centre while Davenport Arms is in upcountry England. Accessibility enables them to attract guests from different locations and cultures. Most customers for both restaurants are working-class individuals who like to wind up in cool places, especially during weekends (Davenport Arms, n.d.: Feasted, n.d.). 
The restaurants have also divided their customers based on psychographic segmentation. Psychographic segmentation involves dividing customers based on their social status, lifestyle, values, and interests (Madzík et al., 2021). In this case, Feasted Restaurant offers luxury services which attract guests with high social status and lifestyles (Feasted, n.d.). The guests also value the high-quality and unique services, like those offered at the Blue Room of Feasted Restaurant. In contrast, most customers at Davenport Arms restaurant are middle and upper-class guests. The guests are less concerned about the quality of services as long as they meet their budget requirements. The restaurants have divided their customers based on behavioural factors. Behavioural segmentation involves dividing customers based on their behaviours while interacting with the brand through its website, social media, or in-person visits (Madzík et al., 2021). The segmentation enables businesses to identify patterns in customer preferences, which can be used to personalise the services offered (Satti, Babar & Parveen, 2023). Feasted Restaurant prioritizes loyal guests who frequent the Blue Room and Chef’s Table to promote customer loyalty. It also rewards loyal customers with exclusive discounts. Similarly, the Davenport Arms also offers special deals, such as discounts for its loyal customers (Davenport Arms, n.d.). These rewards enhance customer loyalty and give businesses a competitive edge in the highly competitive restaurant industry.
Targeting and Positioning
Targeting involves the selection of attractive customer segments a business should target, while positioning involves the brand's ability to influence positive customer perception about its products and services (De Mooij, 2019). Targeting and positioning are integral to the success of businesses in the hospitality industry since they enable restaurants to identify and serve the needs of a huge market (Baack, Czarnecka & Baack, 2019). Feasted Restaurant targets budget-conscious guests with its unique and fine dining experiences (Feasted, n.d.). It offers personalised and high-quality services that satisfy the needs of the customers. Also, Feasted (2024) illustrates that Feasted Restaurant positions itself as a restaurant that offers unique dishes that celebrate the city’s heritage. It maintains its reputation of providing quality services by ensuring that its restaurant services are top-notch and guarantee a positive customer experience (Feasted, n.d.). Thus, positioning itself as a provider of quality services enables Feasted Restaurant to attract guests who value quality services and fine dining experiences.
In contrast, Davenport Arms targets middle and upper-class customers. The restaurant lacks unique dining rooms, as evident in Feasted Restaurant’s Blue Room. It positions itself as a beautiful country pub that offers fine dining experiences that leave long-lasting memories for guests (Davenport Arms, n.d.). It offers dining experiences, which are affordable to its cost-conscious guests. Thus, positioning itself as a provider of affordable and memorable dining experiences enables Davenport Arms Restaurant to attract many guests.
Marketing Communications
Marketing communication entails promotional strategies organisations use to brand and market their products and services to the target audience (De Mooij, 2019). They include advertisement, branding, online presence, and packaging. Feasted Restaurant promotes its products and services through social media, emails, signage, and word of mouth. (Feasted, 2024). The restaurant creates promotional messages tailored to its target market and positioning. Its branding messages highlight the high quality and unique dining experiences offered. The restaurant has packaged its products and services with the help of customer-friendly employees who focus on improving customer experiences. Similarly, Davenport Arms restaurant has created social media pages and a website to promote its products, including through word of mouth and signage. It emphasises the quality and beautiful serenity of its premises (Davenport Arms, n.d.). The restaurant has built its reputation around the high quality and serene beauty of its country pub location, which has been the key to its large customer base. The restaurant's emphasis on quality and creating a beautiful environment is what attracts guests.



Conclusion
Sales and marketing strategies in organisations like Feasted Restaurant should prioritise guests' needs to maximise their revenue generation. The marketing mix of Feasted Restaurant indicates that the organisation offers high-quality and fine dining experiences at relatively higher prices. The restaurant’s premises are near the city for easy accessibility. In contrast, Davenport Arms restaurant offers relatively lower costs for high-quality and beautiful dining experiences. It is a country pub located in a serene environment that is accessible to guests. Both restaurants utilise promotional strategies like advertisement and sales promotion to promote their products and services to customers. Based on market segmentation, Feasted Restaurant targets high-income earners who like unique and high-quality dining experiences. In contrast, Davenport Arms targets middle and high-income earners with medium social status who prefer budget-friendly dining experiences. 
 Feasted Restaurant utilises social media, emails, and word of mouth to promote its services to customers. It brands its promotional messages based on the quality and unique dining experiences offered. Similarly, Davenport Arms also utilises social media, emails, and word of mouth to promote its products. It brands its services based on affordability and quality dining experiences. Businesses should clearly define sales and marketing strategies to incorporate customer needs and preferences for improved profitability.
Recommendations
· The restaurant should fully integrate technology into all aspects of its operations, including advertising and booking processes, to enhance the delivery of personalized services to guests. (Gbadamosi, 2019; Singh, Singh & Dhir, 2024). The restaurant should consider strategies like using customer's booking history to tailor services that meet their needs for improved customer experience.

· The restaurant should consider implementing dynamic pricing to maximize profits during peak seasons, making its services more affordable to a wider range of guests, including those from middle-income families.


List of References
Ali, B.J. and Anwar, G., 2021. Marketing Strategy: Pricing strategies and their influence on consumer purchasing decisions. International Journal of Rural Development, Environment and Health Research, 5(2), pp.26-39. https://dx.doi.org/10.22161/ijreh.5.2.4
[bookmark: _Hlk166288218]Baack, D.W, Czarnecka. B, and Baack. D. 2019. International marketing. (2nd ed.). Sage. London
[bookmark: _Hlk166287169]Çınar, K., Yetimoğlu, S. and Uğurlu, K., 2020. The role of market segmentation and target marketing strategies to increase occupancy rates and sales opportunities of hotel enterprises. In Strategic Innovative Marketing and Tourism: 8th ICSIMAT, Northern Aegean, Greece, 2019 (pp. 521-528). Springer International Publishing. https://doi.org/10.1007/978-3-030-36126-6_58
Darmawan, D. and Grenier, E., 2021. Competitive advantage and service marketing mix. Journal of Social Science Studies (JOS3), 1(2), pp.75-80. https://doi.org/10.56348/jos3.v1i2.9
Davenport Arms. n.d. Welcome to Davenport Arms restaurant. https://www.grill.co.uk/davenportarms/
[bookmark: _Hlk166288040]De Mooij, M. 2019. Global marketing & advertising. (5th ed.). Sage, London
Feasted. 2024. Our story. https://www.feasted.co.uk/about-feasted
Feasted. n.d. Welcome to Feasted. https://www.feasted.co.uk/
[bookmark: _Hlk166287843]Gbadamosi. A. 2019. Contemporary issues in marketing, principles & practice. Sage. London
Hinterhuber, A. and Snelgrove, T. 2021. Value first, then price: building value-based pricing strategies. United Kingdom: Taylor & Francis.
[bookmark: _Hlk166287705]Madzík, P., Čarnogurský, K., Hrnčiar, M. and Zimon, D., 2021. Comparison of demographic, geographic, psychographic and behavioural approaches to customer segmentation. International Journal of Services and Operations Management, 40(3), pp.346-371. https://doi.org/10.1504/IJSOM.2021.119802
Morrison, A.M., 2022. Hospitality and travel marketing. Routledge. https://doi.org/10.4324/9781003292616
Nair, G.K., 2019. Dynamics of pricing and non-pricing strategies, revenue management performance and competitive advantage in the hotel industry. International Journal of Hospitality Management, 82, pp.287-297. https://doi.org/10.1016/j.ijhm.2018.10.007
[bookmark: _Hlk166286494]Palazzo, M., Foroudi, P. and Siano, A. eds., 2020. Beyond Multi-channel Marketing: Critical Issues in Dual Marketing. Emerald Publishing Limited. https://doi.org/10.1108/978-1-83867-685-820201001
Pholphirul, P., Rukumnuaykit, P., Charoenrat, T., Kwanyou, A. and Srijamdee, K., 2022. Service marketing strategies and performances of tourism and hospitality enterprises: Implications from a small border province in Thailand. Asia Pacific Journal of Marketing and Logistics, 34(5), pp.887-905. https://doi.org/10.1108/APJML-01-2021-0064
Rezeki, S.R.I., Dharmawan, D., Azlina, Y. and Kespandiar, T., 2024. Analysis of the influence of promotion through digital marketing and effectiveness of marketing communication on customer decisions in the hospitality industry. Jurnal Informasi dan Teknologi, pp.1-6. https://doi.org/10.60083/jidt.v6i2.521
[bookmark: _Hlk166286327]Sampaio, C.A., Rodrigues, R.G. and Hernández-Mogollón, J.M., 2021. Price strategy, market orientation, and business performance in the hotel industry. Journal of Global Information Management (JGIM), 29(1), pp.85-102. Doi: 10.4018/JGIM.2021010105
[bookmark: _Hlk166449944]Satti, Z.W., Babar, S.F. and Parveen, S., 2023. Role of customer satisfaction as a mediator between sensory marketing and customer loyalty: A case of the Pakistani restaurant industry. Journal of International Food & Agribusiness Marketing, 35(5), pp.559-581. https://doi.org/10.1080/08974438.2022.2049415
[bookmark: _Hlk166449846]Singh, S., Singh, G. and Dhir, S., 2024. Impact of digital marketing on the competitiveness of the restaurant industry. Journal of Foodservice Business Research, 27(2), pp.109-137. https://doi.org/10.1080/15378020.2022.2077088
Yusuf, M. and Matiin, N., 2022. Analysis of the effect of the marketing mix on purchasing decisions. International Journal of Economics and Management Research, 1(3), pp.177-182. https://doi.org/10.55606/ijemr.v1i3.56

