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P R O M O T I O N A L  T O O L S  &  A C T I V I T I E S 

+ We may revisit a lot of these 
in the PERSUADE module 
but for now, just keep in 
mind all the different types 
of promotional tools or 
activities you may like to 
include in your strategy
+  Branded giveaways
+ Competitions
+ Cross promotions
+ Demonstrations
+ Discount/package deals
+  Free samples
+ Guerilla marketing/

publicity stunts


+ Host event/launch
+  Loyalty cards
+ Market stall
+ Open Days
+  Referral incentives
+  Sponsorship
+  Trade shows/expos

BRANDED GIVEAWAYS 

+  Branded giveaways can be really useful at spreading awareness 

and sharing love with valued contacts and customers but they 
have to make sense

+  You also need to avoid ‘rubbishy’ or ‘useless’ giveaways
+  Potential giveaways can include everything from Pens, Stubby 

Holders, Bottle Openers, USB Flash Drives, Calculators, Stress 
Balls, Tape Measures, Letter Openers, Keyring, Torches, Rulers, 
Magnetic Clips, Keyrings, Mouse Pads, Magnets.

+  Buy in bulk and calculate potential reach
+ Aim for giveaways that stand out, imaginative or above all 

USEFUL
+ Different giveways for different contexts: pens and notepads at 

conferences; balloons at a community based event (especially if 
you’re trying to attract kids, mums or dads) 
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COMPETIT IONS 

+ Hosting competitions or draws can be effective at increasing 

sales and leads
+  You can use them to give away old stock or as an incentive to 

participate in a survey
+  It may be as simple as a $50 voucher from a department store
+  It can be skill based (eg. answer a question) or a random draw
+ HOWEVER always check if there are any rules, laws or 

regulations in place in your state, territory or jurisdiction
+  Eg. On social media check the terms of use and rules, if you’re 

planning an online competition you may need a permit 
https://www.digitaldialogue.com.au/blog/online-competition-
permits-in-australia

+  Fundraising competitions, art unions, raffles, bingo etc also are 
subject to rules 
https://www.ato.gov.au/Non-profit/State-and-territory/In-detail/
Fundraising-requirements/State-and-territory-government-
requirements---Fundraising/ 

CROSS PROMOTIONS 

+  Look for opportunities to cross-promote with other businesses 

by offering discounts/deals for each other’s clients. 
+ Choose likeminded businesses, those located near to your 

business or complementary businesses, eg. hairdresser and a 
make-up artist, butcher and a fruit and vegetable shop, an 
accountant and a solicitor. You can put business cards or flyers in 
each other’s shops.

+  Even if you don’t have a shopfront you can develop mutually 
beneficial relationships with other businesses and share each 
others details, promotional material and perhaps promote links 
to each other’s websites.

+ Also join forces with staff in your organisation. Eg. if you are 
publicising something on your business Facebook page, ask staff 
if they would like to put it on their personal Facebook pages and 
share with all of their contacts.
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DEMONSTRATIONS 

+ Often the best way to show how a product or even a service works 
is to demonstrate it

+  You can demonstrate in person or on a video that you can post on 
your website and social media

+  Even better get a happy customer to demonstrate it
+  Eg. In a kitchen store a salesperson wanted to demonstrate the non-

stick qualities of a pan and offered to let me cook at egg in it in the 
store

D I S C O U N T / PA C K A G E  D E A L S 

+  We’ll talk more about these as incentives in the PERSUADE module but it’s 
worth noting when developing your strategy whether there are special deals 
or bundled up packages you’d like to offer.

+  Be careful though of using the words ‘free’ or ‘discount’.
+  Depending on your business model or types of customers this is may only 

attract ‘D’ list clients. 
+  We all know D list clients – the ones that only want a bargain, want to 

haggle, complain regularly, want something yesterday.
+  Be careful of attracting them, unless they are the types of customers you’re 

looking for – which can be a successfully strategy depending on your type of 
business. 

+  If you want to offer something free, bundle it up. “A complimentary entrée 
with every two main meals purchased”.

+  In most cases you should avoid the word ‘discount’ as well.
+  It’s better to use the words special offer.
+  “A one-on-one coaching session for the special price of $150 for our 

members”. This could be offered as part of a cross promotion with another 
business even. Limited time or availability offers are also great.
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FREE SAMPLES 

+  Free samples (or free services) can be useful for introducing new 
products or disposing of old stock

+  Put in the right hands you can creating a grass roots following for 
your product

+  Eg. Giving away samples of a product for surfers and giving it to a 
few high profile or up and coming surfers in the area, who will 
hopefully use it, love it and tell all of their mates

+  Samples are also great if you would like to get reviews or 
testimonials

+  Reach out to key influencers, ideal customer personas and even 
bloggers. 

+ However always be prepared for the possibility of a bad review 

GUERRILLA MARKETING/PUBL IC ITY  STUNTS 
+  “Guerrilla marketing was a concept of advertisement strategy 

designed for small businesses to promote their products or services 
in an unconventional way with little budget to spend. This involves 
high energy and imagination focusing on grasping the attention of 
the public in more personal and memorable level. Some large 
companies use unconventional advertisement techniques, 
proclaiming to be guerrilla marketing but those companies will have 
larger budget and the brand is already visible. The main point of 
guerrilla marketing is that the activities are done exclusively on the 
streets or other public places, such as shopping centers, parks or 
beaches with maximum people access so as to attract much 
audience.” – wikipedia

+  Eg. Flash mobs, April Fools Day jokes (check local laws and 
regulations)

+ Great examples at http://www.creativeguerrillamarketing.com/ 
+  Backfire? The 10-tonne Big Mango was stolen in Bowen (Northern 

Queensland in 2014, but was it really stolen? Caused a lot of local 
concern, didn’t see the humour in it. Staged by tourism bureau?
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HOST AN EVENT OR LAUNCH 

+  Hosting an event or launch is a great way to get the word about your 
organisation out there

+  Invite contacts, supporters, past, current and potential customers and 
media. If you have a shopfront try to hold the event on site. If you don’t 
have a physical shop, hold it at a local hotel, café, restaurant or function 
centre.

+  It doesn’t have to be a particularly lavish type of event. Make sure you have 
marketing material on display and product samples. You may also want to 
prepare a slideshow or presentation.

+  If you are a service based industry you may like to offer a free or special 
offer seminar at a local venue. You can give away some of your ‘secret 
sauce’, which will help to develop brand awareness, and hopefully give you 
leads on potential customers or opportunities to upsell your full services.

+  You can use it to demonstrate new products, services, trends or mark a 
milestone or celebrate an anniversary or achievement, or an exclusive 
shopping event

+  You could invite a guest speaker that you think your target audience like
+  It’s possible to even host an online event if you think laterally

LOYALTY CARDS 
+ Who doesn’t love a loyalty card? Except for when they stuff up your 

wallet or purse
+ Offering loyalty cards is great for repeat purchasing (which we’ll talk 

about in the PERSUADE module) but also for building a contact 
database and demographic profile of your customers

+  You can offer a free or reduced price after a certain number of 
purchases or visits

+  It can be simple as a business card that you sign or holepunch or a 
plastic card or even token for your key ring

+  The ideal loyalty card systems have cards that can be swiped or 
have a unique identifier code that when input into your point of sale 
system will track sales history and points automatically and also 
update your customer relationship management system

+  If you want to add them to a contact database ALWAYS be clear 
when they sign up for a card that they are agreeing to that

+ Make the loyalty card sign up process simple and pain free as 
possible – eg. Email address, first name, post code, gender
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MARKET STALL 

+ Depending on your type of business having a market stall may be 
beneficial in terms of sales and awareness

+  It’s a way of reaching new leads and demonstrating products
+  You could collect contact details and obtain useful product feedback
+  You could use it to sell off old stock
+  It can supplement your online business revenue
+  You could do it as a once off or ongoing
+ Also consider stalls at community events and festivals such as school 

fetes 
+  Research which markets or events in your area are most likely to 

attract your target audience and how much it costs
+  Take into account labour costs for set up and staffing the stall and 

consider cost vs benefits


OPEN DAYS 

+ Open Days are a great way of attracting people who may be 
interested in your business in a non-threatening way

+  The term Open Day is associated with events at training colleges and 
universities and works well for them

+  It’s a way of imparting useful information and options but also 
collecting leads

+  It can work for almost any type of business 
+  eg. Gyms, fitness sessions, hair and beauty, educational and taining 

institutions, machinery and equipment sales, cars, hospitality venues
+  People often want to feel, touch, see a product or venue but don’t 

want to go in by themselves in fear of the hard sell
+ An Open Day is a safe reconnaissance mission with safety in numbers
+  You can film an Open Day or ‘faux’ Open day and upload to your 

website and share it
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REFERRAL INCENTIVES 

+  Incentives for repeat purchases or referrals comes under the NURTURE stage of 
the sales cycle and we will talk about it in that module but once again consider it 
now for possible inclusion in your marketing strategy

+  The value of rewarding and thanking customers with personalised notes, special 
offers and gifts can’t be underestimated – especially for large purchases

+  Consider how you may reward and share the love

SPONSORSHIP 

+ Organisations get asked to be sponsors all the time
+  Sometimes it’s as simple as donating some sausages for the local 

school barbecue but sometimes it’s a lot more
+ When considering sponsorship, consider these questions:

+ Does it align with your business’s goals and values and 
strategic priorities? Does it make sense to your business?

+  By being a sponsor are you likely to reach more of your ideal 
customers and key influencers and stakeholders?

+ Do you have enough information about the organisation/
event/proposal? Timeframes? Cost? Benefits? Risks? How you 
will you be acknowledged? How does it contribute to your 
marketing goals? How will you measure its success? How could 
you leverage it? Who else is sponsoring?

+  If you get asked for sponsorship regularly, create sponsorship 
guidelines and criteria and publish them on your website and only 
sponsor things that meet your requirements
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TRADE SHOWS & EXPOS 

+  Attending or having a stall at a trade show or expo can be a good way 
of creating awareness, generating leads and networking

+  It can be a form of an Open Day or demonstration but someone else will 
organise the crowd for you

+  Research high profile shows or expos you may want to participate in and 
consider if it will help you connect with more of your ideal customers, 
influencers and stakeholders 

+  Weigh up costs versus benefits and how you can leverage your 
involvement
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