
Promoting ideas

that work

Practical ways to
win more business

Sales promotion does not need to be
large-scale, expensive or risky. Nor - if you’re
a smaller business - should it be.

In marketing terms, a promotion is simply a special effort to increase
the sales of a good or service. It may be a one-off advertising
campaign or, depending on the product, an ongoing activity to create
new buying habits and breed customer loyalty.
A company may offer a discount, a ‘freebie’, a cash-back or limited
availability - communicated in ways as diverse as special displays at
trade shows and retail outlets, or competitions in the media. 

Consider PR, publicity, sponsorship, packaging, demos, free samples,
literature... In business, it’s almost easier to ask what isn’t sales
promotion. The trick is to harness appropriate, affordable and
controllable tools into simple ideas that compel your unconvinced
public to buy whatever you want to sell them and - crucially - to tell
their friends about you too.

Enticing examples
• A leading car manufacturer wanted an economic, measurable

tactic to persuade drivers to test a new model. They mailed out
thousands of prospects with a company-branded plastic ‘Swatch-
style’ watchstrap, offering a compatible ‘snap-in’ watch to all
recipients who contacted their local dealership.

In a large production run the unit cost of each strap was pennies -
while the branded watch heads, which cost a couple of pounds
each, were only purchased as needed in response to the offer. As
well as generating an incredible response rate and quantifiable
sales, this simple idea will continue to advertise the company for
years to come! 

• Thinking smaller-scale, each year one of my own businesses sends
customers and hot prospects a small iced fruitcake to mark our
business’ birthday. We brand the cakes with corporate ribbon,
then pack them in a plastic jar with a pack containing the
appropriate number of candles/holders, a book of promotional
matches and a label suggesting that the recipient can use ‘the
empty’ to submit their next marketing brief.

Over the years we’ve built a loyal following of sweet-toothed
clients: 30-40 acknowledgments per hundred sent, at least one
tenth converting ‘directly’ into profitable new jobs! We don’t
mind that some may think the cake is a Christmas promotion...
the November timing means we get noticed, talked about and
remembered positively just for being first, different and fun!
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Sales promotion can also enhance your firm’s reputation for customer
care. Recently I had cause to complain to a ferry company who dealt
with my concerns promptly to restore my faith in their service and

sent a voucher towards another
booking. This simple gesture
only costs them if I use them
again and thus encourages my
continued custom while,
importantly, leaving me inclined
to recommend them to others.

To close, however you use sales
promotion (and a lot will
depend on what you are selling),
don’t forget that you are also
influencing people’s perceptions.
So, whatever your offer, it must
be appealing, viable and entirely

consistent with the long-term reputation you want for your
business… Be warned: cheap tricks can backfire badly!

Mix novelty with high
perceived value
The most successful sales promotions are nearly always a blend of
high perceived value and novelty, combining to create powerful
word-of-mouth advertising as your customers feel encouraged to
mention your business, product or offer to others. There are a
number of ways you can do this. Not all of them cost money:

• Give something away: useful gifts tend to be displayed, shared
and talked about. Perhaps you can offer a ‘pairing’ where your
product is packed in twos… one for the customer to use, the
other for them to give away (accompanied by a coupon, discount
order blank or other device to perpetuate more orders ‘down the
chain’).

• Be different: unusual activities or processes that benefit a
customer encourage positive comment about the sponsor. Try
putting a bowl of fruit in your reception with a note, “We hope
you enjoy one of our healthy snacks during your visit (and don’t
forget to mention our ‘refreshing approach’ to customers to your
friends)”.

• Reward your customers: provide those who buy from you
with awards and privileges to share with others, i.e. certificates,
discounts or vouchers.

• Keep people in the picture: pass on new, important or
humourous information so that customers identify your business
as having ‘a finger on the pulse’.

• Ask for – and heed – customer reaction: it will help you to
get it right and can stimulate, sharpen and direct what they say
about your business and products to others.
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“The most
successful sales
promotions are
nearly always a
blend of high
perceived value
and novelty

”

Promoting...
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