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ABSTRACT

In the current scenario, digital marketing is a crucial tool for restaurants looking to increase
their visibility and retain customers. Social media platforms, such as Instagram and
Facebook, are ideal for sharing appealing photos of dishes, stories about events, and
videos showcasing recipe preparations. According to Chaffey and Ellis-Chadwick (2020),
these platforms allow the creation of an engaged community and foster relationships with
customers by using relevant hashtags to increase reach and responding quickly to
comments. Paid advertising is also an effective strategy to reach a specific audience.
Through Google Ads, it is possible to target based on keywords related to the restaurant,
attracting customers who are already searching for similar services. Additionally, Facebook
and Instagram Ads offer detailed targeting by interests and demographics, as noted by
Smith and Zook (2019). Analyzing return on investment (ROI) is vital for adjusting these
campaigns and maximizing results.

Keywords: Marketing strategies. Customer loyalty. Digital advertising. Social media. SEO
for restaurants.

Revista Cientifica Sistematica, Sao José dos Pinhais, v.14, n.1, Jan., 2024




7= REVISTA CIENTIFICA

Revista Cientifica Sistematica
ISSN: 2675-521 W ISTEMATICA

INTRODUCTION

The evolution of digital marketing has become an increasingly relevant topic in
today’s landscape, primarily due to technological advancements and consumer behavioral
changes. The internet, since its inception, has revolutionized how people communicate and
conduct business, opening new opportunities and challenges for companies (SILVA; BITAR,
2023). According to Pinheiro, Paix&o, and Barroso (2020), with the advent of the internet,
the communication process has become more efficient. Nowadays, all it takes is a
technological device with internet access for individuals to integrate instantly and
disseminate information. Conversely, digital marketing involves the use of online and
electronic channels to promote and advertise products and services. It is based on
strategies that utilize the internet, mobile devices, SEO (Search Engine Optimization),
content marketing, email marketing, social media, among others. Digital marketing allows
for more precise segmentation, personalization, and real-time measurement of results
(OLIVEIRA, 2023).

The COVID-19 pandemic in 2020 accelerated change and innovations. The decree
for social isolation required organizations to adapt and engage more actively in the digital
environment. In this context, investments and more targeted strategies in the digital space
were included, encompassing e-commerce through websites and digital platforms that were
also used to boost the brand (ZIMERMANN et al., 2023).

Collaborating with local influencers can significantly expand a restaurant’s reach.
Huang and Benyoucef (2017) emphasize that choosing influencers who share similar
values and have a compatible target audience can be an effective strategy. This includes
identifying influencers who frequent similar restaurants and proposing partnerships that

benefit both parties while monitoring the impact in terms of new followers and visits.

Platform Investment ($) Return ($) ROI (%)
Google Ads 0.20 0.60 300
Facebook Ads 100.00 24.00 240

Customer loyalty can be enhanced through digital loyalty programs that offer rewards
based on visit frequency or amount spent. Loyalty apps that automatically generate points,
combined with exclusive offers sent via email or SMS, can reinforce this strategy. Offering
personalized experiences, such as menu adaptations for preferences or food allergies, also
increases customer satisfaction. Collecting feedback through post-visit surveys helps adjust

the offerings according to what customers value most.
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For restaurant businesses, the most commonly used tools often focus on local
marketing, customer engagement, and reservation management. Some that tend to be

popular in this sector include:

Table 01: Most Used Platforms

Google Analytics

Essential for monitoring website traffic, user behavior, and
conversion rates.

Facebook Insights e
Instagram Insights

Provide detailed data on engagement, reach, and demographic
characteristics of the audience

Google Ads

Offers insights into ad performance, including clicks, impressions,
and ROI.

HubSpot

Comprehensive marketing integration that covers everything from
SEO to email campaign analysis.

Hootsuite ou Buffer

Social media performance analysis, as well as post scheduling.

SEMrush

For SEO analysis, website traffic, and competitor research.

Tableau

Data visualization tool that makes it easier to understand key

performance indicators (KPIs).

The choice of the right tools may depend on the specific goals of the restaurant and
the target audience it wishes to reach. Tools that facilitate connection with customers,
increase operational efficiency, and enhance online visibility are generally the most valued.
Analyzing the results of these strategies through analytical tools is essential. Continuous
adjustments help maximize impact in the competitive gastronomy market. Overall,
strategically using digital marketing allows restaurants not only to grow their customer base
but also to create lasting bonds with them by adjusting their approaches based on feedback

and continuous monitoring.

Table 02: Growth of Followers on Social Media

Month Instagram Facebook
January 500 300
February 750 450

March 1,200 700
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According to Loureiro and Sarmento (2019), consumers are only influenced by other
users on social media when they receive messages from a valuable source, not necessarily
an expert, friend, or relative. Researchers such as Nikunj et al. (2017) and Marist et al.
(2014) argue that EWOM advertising, which is a desirable brand attribute, has a significant
impact on people's loyalty if the information source is trustworthy. It is essential to
continuously engage the channels chosen to communicate with the audience. Creating
content in a consistent and regular manner allows your brand to grow organically,
regardless of the channel used.

The consistency of well-produced content arouses the audience's interest and brings
them closer to the brand. Knowing what message to convey, which channel to use, and
being consistent in the engagement of these platforms enables your brand to grow within
the digital environment and to become the first choice for customers in that market.

The development of attractive brands requires planned collection and analysis of
consumer market information (Alizadeh et al., 2020). This process helps companies make
changes to their brands to increase customer satisfaction and create brand value. Thus, the
result is to attract more customers/consumers in this competitive market (Zhou et al., 2012).
Therefore, the following hypothesis is proposed.

From the customers' perspective, the concept of brand relationship quality is
relatively different from other common concepts in the branding literature, such as brand
trust, internal branding, brand attitude, brand credibility, and relationship marketing (Severi
and Ling, 2013).

The ESBRE (School of Bars and Restaurants), in partnership with Abrasel Sao
Paulo, Bares SP, and the Instituto Percival Maricato, is dedicated to business education for
managers in the out-of-home food sector. Focusing on professional training, ESBRE offers
courses such as: Management for Bars and Restaurants; Manager Training Course; People
Management; Delivery Operations; and Bartending Course.

With over 223,000 students graduated and 220 types of courses offered, ESBRE
stands out in the market. Particularly relevant in the current landscape, the Delivery
Operations course is essential for restaurants looking to expand their customer base
through online services. The school provides practical tools to attract and retain customers
in the virtual environment, thereby increasing the reach and efficiency of businesses. In an
increasingly digitalized world, restaurants that adopt effective digital marketing strategies
not only attract new customers but also retain existing ones. Building a strong online

presence is essential, encompassing everything from an informative and optimized website
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to active management on social media, where genuine engagement makes all the
difference.

Investing in relevant content marketing and leveraging the power of online reviews
and feedback can strengthen a restaurant's reputation, while SEO techniques ensure
maximum visibility. Additionally, the use of email marketing campaigns and joining delivery
platforms cater to the needs of modern consumers, who are increasingly seeking
convenience. By effectively combining these strategies, restaurants can enhance customer
engagement and drive growth in a competitive landscape.

Pappas, 1.0. et al. (2019) state that artificial intelligence is shaping customer service
by enabling personalized experiences. Al tools analyze large volumes of data to provide
personalized recommendations, while machine learning algorithms help predict customer
behaviors. Kaplan, J. (2020) mentions that chatbots have become essential in the service
sector, offering continuous support and improving operational efficiency. They can perform
tasks such as answering frequently asked questions, making reservations, and processing
orders, all in real time. Chaffey, D. (2020) notes that by utilizing behavioral data, restaurants
can segment their audience for more effective remarketing campaigns. The identification of
groups based on previous interactions allows for more relevant advertising.

Many business owners feel discouraged when faced with more powerful and
successful competitors. Often, they resort to copying these competitors' ideas, as it seems
extremely challenging to create original concepts. There is a common belief that everything
has already been invented, leading people to replicate others' ideas or follow familiar paths.
To complicate matters further, many claim to be better than the original in most cases. Can
you imagine being as successful as McDonald's but only serving vegetarian dishes? Or
trying to be like Apple but at lower prices? Customers are not looking for something similar
to McDonald's; they are seeking something different.

In a saturated market, differentiation is fundamental. According to Lima (2020),
authenticity and innovation are essential for companies to stand out in a competitive
environment, enabling them to gain and maintain consumer loyalty. Instead of viewing
competitors as benchmarks to be copied, take inspiration from them and innovate with your
own unique offerings. Understand the needs and preferences of your target audience and
develop a value proposition that stands out. Authenticity and originality will not only attract

customers but also foster brand loyalty in a landscape filled with imitations.
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What makes a branding strategy successful?

There is no perfect and flawless development strategy when it comes to a restaurant.
At times, it is necessary to take risks and make bold decisions. The restaurant market is
highly competitive, and many establishments follow the same trends—most prefer rustic
decorations, standardized menus, and cozy environments, as these are seen as attractive.

However, new restaurants need to find innovative ways to stand out and capture customers'
attention.

BRANDING IS EVERY THING

?1.25  $3.25
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According to a study by Hwang and Seo (2020), differentiation through customer
experience is crucial for the long-term sustainability of restaurants. The authors emphasize
that an innovative interior design concept or a menu proposal that challenges the
conventional can help a restaurant stand out in a saturated market.

For instance, a restaurant may choose a completely different approach, such as
minimalist design or a focus on exotic dishes. A study published in the Journal of Marketing
Research suggests that originality in dish presentation can significantly influence
consumers' purchasing decisions (Kohli & Sharma, 2019). A restaurant that utilizes vibrant
colors and an open kitchen concept can differentiate itself in a sea of traditional options.

While innovation and creativity are essential, one cannot expect every move to result
in resounding success. An article from the International Journal of Hospitality Management
highlights that success comes from experimentation, adaptation, and the ability to learn
from mistakes along the way, pointing out that the implementation of traditional promotions
and digital marketing strategies are powerful tools to increase the visibility and appeal of
new restaurants (Liu et al., 2021).

Finally, it's crucial to remember that in the hospitality sector, the essence of success
lies in offering memorable experiences. The combination of innovative digital strategies with
excellent service ensures not only customer satisfaction but also loyalty. Restaurants that
skillfully navigate the digital world are better positioned to thrive in a competitive and ever-
evolving market. By prioritizing both the quality of their offerings and their digital presence,

they can create lasting connections with their customers.
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