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Abstract

                                  This paper is the advertising portion of The Hot Potatoe marketing plan.
The following will be discussed: the company’s advertising strategy and how it aligns with its 
marketing goals, how the effectiveness of the advertising will be measured, and the promotional 
strategies that may be used in addition to advertising. An approach to measuring customer 
satisfaction with The Hot Potatoes product/service. Also included will be a discussion of 
how gaps in customer expectations and experiences will be addressed.

 The Hot Potatoe Marketing Communications

Advertising Strategy

Discuss the company’s advertising strategy and how it aligns with its marketing goals.

   The Hot Potatoe has indentified distribution channels and strategy to promote its 
products.  It has also developed a pricing strategy that reflects both industry demand and the type 
of fast food product offered.  To ensure effective promotion of the products offered, the 

marketing communications plan must identify strategies that best fit the overall brand and image 
that the company has chosen to develop.  The Hot Potatoe is being promoted through various 
channels, such as the company web site, through social media, television advertising and print 
media.


Because marketing goals include keeping the Hot Potatoe brand message consistent, each 

form of advertising media must convey the Hot Potatoe image, while communicating the benefits 

of Hot Potatoe to a specific target segment or segments.  Each form of advertising or media used

in marketing communications will be aimed at a specific target, though television and print 

media are used to communicate with more than one market segment. Social media is aimed at 

the young adult and college student population.  Television is aimed at all segments, while 

print media through the mail, in the form of coupons and promotional materials, is aimed at 

decision makers within the home.


Developing the marketing communications message involves unifying the theme or

message.  The message strategy should include a statement tells what you sell, to whom, and 
why customers should buy it” (Allen, 2009).  All forms of communications will briefly describe

the baked potato meal concept.  Communications will also focus on health benefits, such as 

low in fat, while also suggesting satisfaction and the ease of purchasing hot potatoe products.

Though some forms of advertising may be more successful than others, a multiple 

channel strategy of advertising serves several purposes.  Multiple channels of marketing 

communications offer a greater ability to measure the effectiveness of various communications 

channels.  For example, a web site can track the number of visitors to the site and the number of 

inquiries made to the organization.  Television advertising can measure viewer reaction and 

overall rating, through such measures as Nielsen ratings (Info Trends, 2008).  Such a strategy 

also improves product and brand awareness and reinforces the marketing communications 

message. A consumer may see the television advertisement, but may not make the commitment 

to try hot potatoe products until the coupon and printed material arrives in the mail. A young 

adult viewing the hot potatoe video through social media is more likely to make the connection, 

with some exposure to the name and brand.

Measuring Advertising Effectiveness

Discuss how the effectiveness of the advertising will be measured.

The largest cost of marketing is often the advertising budget.  Therefore, it must be 

considered effective, to continue using the specific channel. Measurement of advertising 

effectiveness should also provide indicators that a specific channel is no longer reaching 

consumers or a shift occurs in the form of media reaching consumers most often.  Nielsen ratings

are a commonly used resource for television advertising.  This source can measure viewing and 

viewer response at the onset and at regular intervals, such as three, six and twelve months.  


However, other forms of media must also be measured, to determine whether they are 

reaching consumers and at what rate.  If a customer comes in with a coupon from the mass 

mailing, it may be obvious which media has reached the customer.  But, with other forms of 

media being utilized, the customer may have also seen a television ad or a video on a social 

media site, which reinforced the commitment to try The Hot Potatoe products.  Therefore, any 

customer who presents a coupon will be asked which other form of media he or she remembers

viewing.  Results of a simple questionnaire like this can help determine whether the advertising 

strategy may need to change focus or where advertising money is best spent.  

Visits to social media sites are counted, to measure the number of young adults exposed 

to this message.  If, for example, many young adults state that they saw the hot potatoe video 

advertisement on face book, the number of visitors to the site should reflect this.  In addition, 

measuring the number of visitors, in proportion to the number of young adults using coupons for 

their first visit, may indicate whether another type of promotion should be aimed specifically at 

the young adult segment, such as referral discount program or a college game night discount.

Promotions Strategy

Discuss the promotional strategies that may be used in addition to advertising.

Promotional strategies of offering coupons for free or reduced priced products entice the 

new customer to try Hot Potatoe products.  Continued satisfaction with service and products help

to reinforce the relationship with a new customer.  However, in instances where competitors may

offer the same satisfaction in products and services, customer loyalty programs, such as offering 

a free meal after 10 purchases, helps to maintain the customer relationship.  “It costs five times 
as much money to find a new customer than it does to get a current customer to come back and

do business with you” (Frey, 2011).  The best strategy is one that prevents customers from 

leaving in the first place, by offering them an incentive not to do so.

Measuring Customer Satisfaction

Develop an approach to measuring customer satisfaction with your company’s product/service.

Measures that monitor advertising effectiveness are helpful in fine tuning the marketing 

communications program.  However, customer satisfaction must be measured when the 

organization begins serving customers.  Many of the Hot Potatoe customers have access to 

the internet.  A survey on the company web site will measure product and service satisfaction.

When customers visit the restaurants, they will be given a receipt with the web site, to complete

the survey.  When the survey is complete, the customer will then be directed to a page to print 

out a coupon for two free hot potatoe products.  

While the customer survey is an excellent tool for measuring satisfaction, it takes time to 

complete.  An incentive for customers to complete the survey helps ensure that the company will 

obtain enough data to focus on service or product improvements.  Customers will also be 

provided an opportunity to complete the survey within the restaurant and on social networking 

sites.  “Empirical evidence indicates that merchants and their technology providers need to extent 

support to all communications channels, including those with which their customers are growing 

most comfortable with” (Top, 2010).   Younger adults, families and technically savvy customers 
will be most comfortable with online surveys, while older customers may be most comfortable 

with paper surveys.  Providing the survey through various channels also helps to ensure adequate 

customer satisfaction data is gathered from various market segments, rather than one or two 
segments.

Addressing Customer Experience Issues

Discuss how gaps in customer expectations and experiences will be addressed.

When data is collected regarding customer satisfaction, it must be used in a logical way, 

to improve those aspects of customer satisfaction that may be lacking or somehow deficient.  It is 

not enough to simply tell workers or various locations they must improve customer service.  This 

can create uncertainty, as workers and managers may focus on the wrong areas of service to 

improve or may not be sure which areas are in need of improvement.  Hot Potatoe restaurants are 
divided into regions and each region will have its own set of data from survey results.

For each region, survey data will provide the most common customer service area 

weakness.  Data will be provided through monthly reports, which will be available through the 

corporate website every three months or every quarter.  While managers are responsible for 

getting the message across to employees, on areas needing improvement, employees can be 

empowered to take action on their own as well, rather than waiting for a manager.  Employees 

who are empowered take ownership of their jobs and are better able to influence positive 

outcomes (Khan, 2010). Having such access will also serve to keep lines of communication open 

between managers and employees.


Product satisfaction can be an issue on the local, regional or national level.  Survey 

results of the product satisfaction portion of the survey will be analyzed for each region.  If a 

recurring issue is identified, it will be dealt with at the national level, by addressing supply chain

issues, such as ingredient quality or handling issues.  Those quality measures that indicate a more

localized issue will be analyzed and provided in the quarterly report as well.
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