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Marketing strategy
Product Branding
Branding is the use of a name, term, sign, symbol or design that is used by the company to help consumers identify the products or services of the company. Branding adds value to a product and consumers are able to attach a lot of value to certain brands and develop relationships. Product branding helps consumers know the quality and benefits of the product they are buying. For example, McDonald's is a brand name used by a fast food restaurant. Most consumers are attached to the brand name of the company compared to the products since the company provides high-quality foods. McDonald’s brand name and trademark provide a legal protection for the unique features of the products the company provides. Additionally, McDonald’s brand provides high brand equity for the products since the company’s brand brings the effect of customer loyalty and preference as compared to the competitors. The brand equity of McDonald increases sales and profitability of the company.
In branding, the marketers need to use strategies that will make the brand become recognized to the customers. Companies use brand positioning whereby they position the brand very clearly in the consumers' minds. The positioning can be done on the product's attribute, a desirable benefit of the product or the beliefs and values of the consumers. For example, Amtrak combines the three attributes of branding. The hotel ensures its services engage the consumer on a deeper level. Therefore, consumers are more attracted to the brand since they have the belief that the services and products of the hotel are of high quality. The move by the company to engage the clients on a deeper level increases the success of the brand. Additionally, the positioning of Amtrak is established through the proper establishment of the brand's mission and vision. 
When selecting the brand name the company should be careful. A good name will increase the success of the brand. When selecting a name review the benefits of the product, the targeted market and the proposed marketing strategies to be used. Brand names such as Food Saver succeed because the name suggests a lot about the product’s benefit and specific qualities. Additionally, the name is easy to pronounce, recognize and remember. The name of the brand is also distinctive and extendable such as Food Saver.Com. It is easy to translate the brand name Food Saver to foreign languages. The attributes of Food Saver brand name lead to the success of the brand in terms of sales. Consumers also become attached to the brand name which leads to loyalty of consumers. With consumer loyalty the brand is able to grow.
A company should also use brand sponsorship. The products of the company can be regarded as the national brand where the company sells the products under its brand name. Additionally, the company can use private branding whereby the sell the product to retailers who give the product a brand name. Most restaurants in U.S use the national branding strategy for their products. For example, Starbucks is a well known national fast food joint. The use of national branding increases the consumer base across the country unlike the use of private branding. However, the company also uses private branding from distributors in some markets. The use of the private brands for the company is due to the cultures of the consumers.
New Product Development
A company acquires new products through purchase or development of a new product. A product is developed through innovation and is developed by the research and development department through coming up with a totally new product, improving products and modifying products (Kotler and Armstrong, 260). Every new product should add value to the consumer. Burger King introduced veal parmesan which was a new burger in the market. However, the product failed since it did not add any value to the consumers. Additionally, the research and development team of the company had not targeted the right market for the new product. The marketing strategies used to introduce the new product were not productive. Therefore penetration to the market was low which led to low sales. The company discontinued the product since it was bringing in losses.
A new product goes through various stages in its development. First, there is the generation of various ideas by the team; the ideas go through screening whereby the number of ideas is reduced to the best (Kotler and Armstrong, 261). Once an idea is selected there is the development of the concept and testing the workability of the developed product through prototyping. For example, KFC came up with their new product known as Kentucky Grilled Chicken. The product was tested for three years before being introduced to the national market. Enough testing of the product’s acceptance in the market led to its success. Kentucky Chicken has become very successful and earns the company a lot of profit. Therefore, proper product development increases the life cycle and profitability of the product.
A product has a five stages life cycle in the market. The cycle begins with the development of the product, introduction of the product into the market, growth stage, maturity stage and lastly the decline stage (Kotler and Armstrong, 273). As the product develops it begins with zero sales towards supernormal profits in its growth stage and at maturity, sales begin to stagnate and decline. Some products such as TABASCO have a long life cycle as compared to other. The product has been on the market for over 140 years and still makes enough profits. Therefore, such a brand is able to survive the market due to lower competition attacks and responses from consumers. The longer the life cycle for the product the more the company will make profits. However, the manufacturer of Tabasco needs to add value to the product to remain competitive in the market.
When managing a new product, the company's management requires considering various factors such as if the product will be customer centered then the product will look for ways to solve the problems of the consumer. If the product is team based in the development then the teams and departments work closely ensuring they overlap the steps in the development of the product. Another approach is the systematic new product development whereby the process is considered to be holistic and systematic instead of haphazard and grouped. Most restaurant businesses prefer the development of their new products to be customer centered. The businesses ensure they first mingle with the customers to search for new product value before developing the product. The move helps cater for the needs of the consumers. Additionally, they observe the customers daily to identify what are their tastes and preferences. Proper survey and observations help the businesses develop a product that lasts in the market for a long time.
Pricing
Pricing is very important for businesses. A price is the amount of money that a company charges for a certain product or service (Kotler and Armstrong, 290). Price is one of the elements in the marketing mix and it provides revenue for the company. For a company to earn revenue for products they need to combine quality and good services at the fairest prices especially in the fast food industry. The industry has numerous sellers, therefore, for a company to survive they have to price their products fairly. Additionally, the businesses in this industry can change the price depending on the geographical location of the markets. Markets that are far apart for KFC can have different prices. The prices will help increase revenue for the company.
When considering the pricing strategy to apply, the marketing team needs to consider if the intention is to focus on the consumer value. When focusing on the value of the customer the team focuses on the buyer’s perception of value and not the cost of producing the product. Therefore, the company first conducts an assessment of the customer needs and perception of value then sets the target price. Purchasing 4 pieces of KFC’s Kentucky Grilled Chicken can cost around $20. The price would be considered by some as relatively high. However, anyone who has consumed the chicken says the price is not comparable to the quality and experience of purchasing the product. KFC makes high quality grilled chicken that satisfies the needs of the consumers. The strategy by the company enables it to earn profits since the consumers become loyal and attract others to purchasing the products from the company.
Additionally, a company can use value adding pricing strategy (Kotler and Armstrong, 291). The company attaches value added features to be able to differentiate the products from competitors, therefore, have the ability to set higher prices. Therefore, the company does not need to consider the prices of competitors or what consumers want to pay. For example, the restaurant business has become very competitive. Most of the businesses in the industry have lowered their prices and used advertising to show the value of their products. However, Panera bread has become prosperous through adding value to their products and charging them accordingly. The move by the company has increased the sales and profitability of the business. Value adding has made the business have a competitive advantage against competitors. 
When setting the price a company needs to consider costs incurred. Therefore, cost-based pricing becomes relevant and involves setting the prices based on the cost of distribution, production and selling the product. The company also includes a fair amount of return for the effort and risk taken known as the profit margin. Companies in the restaurant business compete to become the lowest cost producers. The lower the cost of production the lower the selling prices. Therefore, a company in the industry with a lower cost will have a competitive advantage since it will attract consumers with lower prices. Most hotels use this strategy to increase the customer base and sales. However, some big restaurants set high prices since they incur high costs in adding value to products to suit the consumer needs. 
Channels of Distribution
The success of a product depends not only on the price and consumers but also on the relationship that a company has with the suppliers and distributors. Therefore, a marketing channel is considered to be a group of mutually dependent firms that assist in the development of a product and making it available to the consumers (Kotler and Armstrong, 341). The distribution channels used by a company help in gaining competitive advantage and minimizing risks. For example, McDonald's can change the methods of advertising, the prices of products and promotion strategies they use. However, the company has set up distribution channels through the use of franchisees and independent dealers. The distribution channels for the company help in decision making about the products, therefore the company cannot make decisions on what to replace all by itself. The franchisees for McDonald's have increased across the globe making it easy for customers to access the company's products.  The channels have increased the sales for the company.
A company uses various numbers of intermediary levels to make up a channel. The number of intermediaries used determines the length of the channel. The two major types of the channel that are direct marketing channel where the company will sell directly to customers and indirect marketing channel whereby there are various intermediaries. For most restaurant business such as red robin gourmet burgers prefer using direct making channel. The restaurant sells the products they produce directly to the consumer. The method reduces the costs incurred in intermediaries and ensures the product is not distorted. Additionally, the method helps the company become the sole determiner of what to sell and at what price. Therefore, this gives the business ownership and the proceeds of profit belong solely to the company.
The members of a channel have a specialized role. The members depend on each other though they still act in their own best interest which leads to channel conflicts. There are two types of conflict which are the horizontal conflict that happens among companies at similar level of the channel and vertical conflict that occurs between companies on different levels of the same channel (Kotler and Armstrong, 344). For example, Burger King has had various conflicts with the franchises. Most of the conflicts run from advertising methods used to the pricing strategies of the franchises. The conflicts lasted for several months and the management of Burger King finally allowed the franchisees to have their way on advertising and pricing. The conflict with Burger King was healthy which was good for the business. The agreement reached by the company and franchisees led to increasing sales and profits for the cheeseburger. 
A company can also use multichannel distribution system. The system is used by a company when it establishes two or more channels of marketing that help in reaching out to the customers. Multichannel distribution channels have various advantages for companies since it enables a company to expand its sales and the coverage of the market which increases diversity and sales (Kotler and Armstrong, 349). For most restaurants, direct distribution is the most effective. However, the restaurants can use multiple channels of marketing and distribution. Through the use of websites, social media, agents and retailers help restaurants diversify the market. The market for the products becomes larger and diversified which increases sales and profits for the restaurant. However, the management needs to ensure that there is a balance between each channel to be effective in distribution.
Promotion and Advertising
A company uses advertising techniques to attract consumers to purchase the products. Advertising also persuades and provides information about the product or services offered by a company. The marketing team needs to set up advertising objectives, the budget for advertising and the strategy for advertising to be successful in the advertisement. For example, Dunkin Donuts set up comparative advertising of the products. The objective of the company was to prove to consumers that their products were better than those from Starbucks. The strategy won many customers who were loyal to Starbucks products. Additionally, the advertising strategy increased the sales and profits for Dunkin Donuts. With increased sales, the restaurant became the best in coffee and donuts for a long time.
When advertising the products, a company needs to strategize on the message sent forth to the consumers. The message should make the consumers react and think about a product in a certain way. Therefore, the message should contain a creative concept that will be distinctive and memorable to the consumers. Nestle Toll House who bakes cookies uses advertisements that are attractive and have different messages. The message in the pictures and words of the advert bring about fantasy and change the mood of the consumer. The message shows a daughter hugging the mother with a message that she baked cookies that the daughter loves since she was little. The message intrigues the consumer to purchase the cookies from the bakery. Therefore, through the advert, the bakery attracts numerous customers and increases sales. 
Additionally, advertising works together with promotions. Sales promotion involves the use of incentives that encourage consumers to purchase a product or service. Advertising gives the consumers reasons to buy a product while promotions give the consumer reasons to buy the product at that exact time. Major hotels and restaurants use promotions such as offering free meals to customers when they purchase one. For example, Burger King used the promotional strategy of buy one cheeseburger and a coke and gets one cheeseburger free. The strategy attracted numerous consumers during the promotional period. Even with increased competition in the industry, the company was able to increase their customer base. Therefore, the promotional strategy by Burger King was a success since it increased the sales for the company. 
There are various sales promotion tools that a company can use. Some companies use consumer promotion which includes sampling, coupons, premiums and event sponsorships. Sampling involves offering a trial amount of the product for consumers to react on how the product is while event marketing or sponsorship involves creating a brand marketing event. In the restaurant business, most companies use sampling and event sponsorship. For example, Dunkin Donut held a contest whereby the consumers were challenged to create Dunkin's Next Donut.  In the contest, there were over ninety thousand creations from various contestants. The move increased the consumer awareness of the products that Dunkin Donut provides. With increased awareness from the sponsorship, the company's sales increased. 
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