Rick Shaw's Marketing Programme

As a new company we had particular logistical issues to address in our marketing plan.

Firstly traditional advertising was never going to be an option because we had drive time restrictions to our delivery area and they do not fit any advertised media footprint.

Secondly logistics and costs dictated that our production kitchen is in a secondary/ tertiary position - just off a main thoroughfare with poor frontage and this means that we have to generate all traffic to our site.

 But every new business has communication issues to address and in a business like ours where the marketing team actually run the company we were able to address these strategically.

One year on our locational "weaknesseses" have led to communication "strengths" and an active communication programme.

Rick Shaw’s Marketing and Promotional Programme 2007

This ran in three distinct phases Pre Launch, Launch and then the Programme itself which loosely follows the seasons and the normal consumer calendar.

Our programme is a mix of database led mailings with our offers working beside segmented and targeted activities like Pollock Hall Distributions, Street Interface using our Ambassadors and Tuk Tuk and Community Sponsorships like Spartans Mannza's of the Match or Liberton High Sponsored Fasts etc.

Our high quality 16 pp menu is also a powerful communication weapon and when we upgrade our menus we find that blanket distribution across our area is highly cost effective with immediate business benefits.

Timing              Activity

Pre Launch 

Jan / Feb                      Friends of Rick Shaw’s                                    

Launch 

Feb March                   Your Starter for £10/ Friends of Rick Shaw’s Friends

Ongoing Programme

April                             One BoNannza, Two BoNannza’s FREE BoNannza’s Four!

May                             Mr Rick Shaw’s Summer Season 

June/ July                      Midsummer Update                              

Aug                              Food Festival

Sept                             Rick Shaw’s “Sport on the Box” Sponsorship

                                    Pollock Halls Friends of Rick Shaw’s Society

Oct/Nov                       Mr Rick Shaw’s Autumn Season / Tea in the Dark

Dec                              Christmas Card/ Happy Holidays

Jan                               New Year Sale with a Magic Penny

Feb                              Frolic into February

Promotional Mechanics/ How The Elements in our Calendar Worked

Friends of Rick Shaw’s

An advocacy strategy where we compiled a list of circa 400 friends and friends of friends and contacted them by letter inviting them to enjoy free food – in return for feedback. These friends helped us fine tune our kitchen in the run up to launch and avoid the inevitable teething troubles. 

We also got very positive feedback – and involvement that lasts even now

Your Starter For £10/ Friends of Friends of Rick Shaw’s 

The strategy here was to get our friends to recommend us to their friends. This was achieved by sending out 6 menus to each which they passed on along with a consumer offer which was “A free World Taster Pack” worth £10 with first order.

As new customers came in we data-captured them and started moving them up our advocacy ladder 

One BoNannza, Two BoNannza’s Free BoNannza’s Four

The technique here was a branded flyer sent with a letter to our growing database and also used to upweight our generic Menu distribution activity.

The consumer benefit was tied to minimal purchase Mon- Thu (our off peak) and to get awareness and sampling in particular of our unique Nannza product (Pizza meets Nan bread!)

Each flyer contained 4 inclusive coupons.

Our Pollock Halls distribution 2000 students had an incredible uptake that had it not been tied to purchase we would have suspected mal redemption

Following positive feedback about the content and humour in our letters we also showcased Louise’s Guinea Pig who had taken up residence in one of our boxes! (You had to see the letter!)

Mr Rick Shaw’s Summer Season

Group research showed that putting more colour and people into our menu met with approval and when we reprinted we upgraded the menu and turned it into a promotional communication with a coupon specific flap.

The theming was Mr Rick Shaw’s Summer Season and the menu came with Jumbo Offers Worth £29. Almost a Circus Hits town Feel to it all and the consumer benefit was that they received 5 notes in different currencies from around the world.

Our customers could exchange their vouchers for free foods when they ordered

A Free Nannza for the 680 Rupee note

2 Jumbo Cobra Beers for the 9 Euro note

1 Free House Wine for the 390 Baht note

A free Summer Starter Pack for the 90 Yuan note

Chicken Lollipops for the 1 Million Brass Razoos Note

The Summer Season lasted three months (Longer than the actual summer which was three sunny days in May) and was refreshed with a Database mailing in late June with extra currency to spend and again in August when we introduced our Tuk Tuk

Both mailings creating extra uptakes of our offers

Official Sponsor of Sport on the Box

This was a free offer tied to a “Sponsorship” we created.

With the Rugby World Cup, The Cricket 20/20 World Cup, The US Tennis Open, The Solheim Cup and The Champions League Sport on the Box was big for most people. We announced that we had pulled off a major coup to become official sponsors of “Sport on the Box”.

The good thing about this was that we had linked up with Heineken (well bought in enough to meet the redemptions at least) and this meant 

“Free Beer if your team wins

Free Beer if your team loses”

OK so it was an old David Ogilvie line about Volvos – but most people didn’t know that! It meant that our customers got two free Heinekens with all orders  because with Ricks you don’t have to be a corporate to benefit from our sponsorship 

Pollock Halls Friends of Rick Shaw’s Society

A door drop containing a menu, a poster and a letter which students to recycle into a Nannza – just by coming to Rick Shaw’s.

A simple idea to a recycling sensitive audience to turn their letter into food.

Tea in the Dark

This was a targeted mailing to our database coinciding with the clocks going back and the return of the dark nights.

Customers got the usual letter plus a new menu with Autumn Season Offers and a Fair Trade tea bag to enjoy a cuppa after their lie in on Sunday. We also made the point that Rick Shaw’s foods make ideal “Teas in the dark”.

Mr Rick Shaw’s Autumn Season 

Our new menu had some new dishes and some price realignments. We produced a flap containing specific offers and the call to action was.

“Enjoy Elephantine Offers Worth £30”

It was sent to our database and also in a 50,000 distribution over a 4 week period.

The core offer was to continue our sampling programme and included - Starters worth £5.95, Housewines worth £5.99, Pizza worth £8.95, Cobras worth £5.90 or Aloo Ki Tikkis worth £2.95.

Happy Holidays

A mailing to our database containing a Christmas Card, a Christmas Newsletter, a £5 Rick Shaw’s Gift Voucher and a mini menu.

The letter thanked them – pointed out some of the perils of Christmas like listening to Cliff Richard hits and informed of our opening times etc over the season and there was no restrictions placed on the use of the voucher.

This actually surprised some people and analysis of the resultant spends showed  purchases with the voucher were significantly larger than non voucher purchases.

Happy New Year/ Magic Penny

A free gift that our customers could turn into food – as if by magic.

The Rick Shaw’s January Sale was “Spend £20.08 (the same as the year) and pick any item off the menu for 1p”. To make it easy we gave everyone the first penny which was obviously magic.

Results

As a one unit company in a fiercely competitive market we are wary of providing too much information.

We can say that consumer uptake across our programme would confound most industry insiders and ranges.

Our lowest and least successful activity came in at 14% uptake and our biggest uptake is currently tracking at a  little over 45%.

Why So High?

We’d say three reasons

1 Relevant offers

2 Profiled audience

3 Relationship.

