DIGITAL MARKETING STRATEGY -
— FOR RESTAURANT

Boostmg Your Restaurants Success through Online Presence, ey

Engaging Content and Local Marketmg

- Increase Visibility + Attract More Customers Build Customer Loyalty
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OVERVIEW - Key Strategy Elements
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Q v Objectives - Define clear business goals to increase restaurant WSIbll
customer footfall, and online orders. | ‘

Q v SWOT Analysis - Analyze strengths, weaknesses, Oppor‘tunltles and Threats.
to understand market position and improve competitive advantage. 1o

Q v Target Market - |dentify primary audience segments such as families, &

professionals, students, and food lovers in nearby locations.

% Q Vv Budget Allocation - Plan marketing investment strategically'atr";é%s’ -4
‘ advertising, content creation, and promotional activities for better ROI. :

*Q C Competltor Analysis - Study local restaurant competitors, pricing strategles
offers, and online presence to build differentiation. -

@ Marketing Channels - Utilize Google Search, Maps Social Medla

and food delivery platforms to reach potential customers. N ? g

Q Marketlng Tools - Use advertismg, analytics, ancl content creatton tools - ._

to improve campaign performance and engagement. .l sy ' s i g
Conclusion - A structured digital marketing approach focusing on local visibility, engaging food content, and o ‘
targeted promotions will help the restaurant achieve consistent growth, stronger brand recognition, and  * _"' i
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OBJECTIVES Busmess Goals

&

¥
-,

Q v, Increase Brand Awareness - Imprmre restaurant'wmblllty
through Google search, social media presence, and Iocal online
platforms.

-

Q

through digital campaigns and food platform V|5|blllty | xi

@

with customers through 5:::::|al media content, ofFers and

regular interaction. . B

Enhance Online Reputation - Encourage positive reviews

Q

Increase Repeat Customers - Create loyalty through offers,

seasonal promotions, and consistent customer engagement.

«Q

o L-"‘l":.;._

and ratings to build trust and credibility among new customers, " -

o
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Increase Customer Footfall - Attract more dine-in customers *
through targeted promotions ancl Iocation-based marketing.” = o € . .

Improve Customer Engagement - Build strong relatlonshlps f -




w DIGITAL MARKETING STRATEGY SWOT ANALYSIS

SWOT ANALYSIS — Strategic Insights
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_:_Estabhshed brand and onal
i customer base ST

WEAKNESSES

v Limited online presenceand -

' outdated website :

'\/ Incnnsmtent somal medla
L activitys o5l W ‘

fur sales

o \/ Dependence on fcmt trafﬁc 3

- OPPORTUN ITIES

\f Growmg demand for Dnllne
' Drderlng and delwery serwces

» : v Partnershlp with food delwery

platforms. 17."".-'3':* by d

At

"+ Local euents and seasonal

promotions

THREATS

v Rising local competition
from newer restaurants

v Negative rewews |mpact|ng

‘reputation

;,..

4 Changes in food costs and

supply chain disruptions’




% @ DIGITAL MARKETING STRATEGY - TARGET MARKET
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TARGET MARKET - Customer Segments

¢r Students @iy Food Lovers

Families
& Young Adults === & Explorers

Professionals

v Attracted by affordable Interested in new dishes;
pricing and trending special menus, and food
food items experiences

Prefer comfortabe dining v’ Prefer quick service,
atmosphere and hygienic fDr:}d lunch offers, and evening
‘ dining
7 Interested in weekend
dining, celebrations, and v Interested in quality food
combo meals and relaxing ambience
after work

v Engage actively with social v Influenced by online reviews
media promotions and reels and food content

v Likely to orler online v Likely to share food

v~ Value kid-friendly menus .
during weekdays experiences on social media

and family offers v Likely to order online

during weekdays

Targeting Factors:
@ Location-based targeting (3-7 kmradius) | &% Age group: 18-45 years Online food Ak q.
'"’ Interests: Dining-food blogs, cafes, weekend outings ~ [[] Online food ordering users B, ot P
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Budget D|str|but|0n Overview e 5
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e . Google Ads 35% "
DL Focus on local search visibility and high-intent "

customers.searching for restaurants nearby.

Social Media Advertising — 30% i3 ¢
-Instagram and Facebook promotions to increase ate ¥
awareness, engagement, and offers reach.

Content Creatio_n - 20%

Food photography, reels, menu highlghtsmand
engaging visual content creation.

Influencer & Promotions — 10%

Collaborations with local food bloggers and
seasonal promotional campaigns.

SEO & Online Listings — 5%

Rl : PR h e S T s Google Business Profile optimization and
o s FA Lo e eSS St improving organic local visibility. '

. @ : ; ;

Focus efforts on attracting these custorner segments o RO R

for effective marketing. .. v CRIPETIRy SRAY S
- . - ! *a 0 . 2 "



@ DIGITAL MARKETING STRATEGY — COMPETITOR ANALYSIS

Competltlve Analysls — Local Restau rant Market
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R!} Strengths
o

@ Weaknesses

MAIN RESTAURANT

Trend-Based

Restaurant

. Stmng socral medla :

food content

e Attractive ambience
and modern interior

. '-L. "'-'"f“' -"r‘“"_\'

presence Wl‘th regular

..J'“ f"' “* '*EET-' |

COMPETITOR A
Budget-Friendly j
Restaurant

. e Affordable pricing and

combo meal offers

e High footfall due to
value-for-money menu
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COM PETITOR B

Budget-Friendly
Restaurant

| e Affordable pricing and
cembe meal offers

e High footfall due to
value-for-money menu

| ' ® Known for specific

| cuisine or signature
| dishes.

b
=

SPECIALTY C

Specialty Cuisine

Restaurant

e | oyal customer base
and repeat visitors |

; [EE Menu & Pricing | ® Mid: .range pricing - - Quick Serxrite tand i ‘ e Strong _presehce on e Good ratings on
e Local international - takeaway-friendly operations food delivery platforms Google and food
and innovative dlshes review platforms
[ 'h % Our Restaurant Competltwe Advantage _ ey
i wEE R WI e Better food quality and presentatlon e lelted digital advertlsmg B |
': : ‘I . ' : e Strong focus on customer experlence and’ ‘e for Ioca] audence | i 2 ‘ﬁ't - W
- 8 ambience it Pevar: e
s YA
: *. 4%, Understanding competitor strengths and gaps helps position our reetaurant ] e W
s T ',.'..: _‘ effectively and create strategles that attract more custemers and |mpreve market ‘f,"';-: a:
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- - e Promote offers, events,

‘.'?‘ e Engage with local foodies

) MARKETING CHANNELS =
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Google Ads

e Target local diners searching
online

Social Media Advertis.i.hg:

® Promote offers, events, _ /
and new dishes ke !,; i
&

e Engage with local foodies e 2 e
s on Instagram & Facebook -

e Focus on Search and Maps ads
e Capture high-intent customer leads ™

' i
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Social Media Content Creations

Advertising

e Professional food photography
and reels

s and new dishes e Highlight specia[tiels

and chef features

on Instagram & Facebook e Develop engaging visual content

g

oy %" Influencer Marketing SEO & Online Listings © i e vn

e Collaborate with local food bloggers 4 ® Optimize Google Business Profile .. ==
e | everage trust and credibility TR R L AT N BEA Y @ Improve local search ranking -
® Increase brand visibility through reviews ~ =00 oo = e L e Maintain accurate info on top Listings = % =& &
". ¥ "-.i;q- B -..-_'.:#-._ E a __- .I 1 - « "_-_____ i : ¥ - - : rii';..ﬁ.:_t‘:&ri_:z?;.. .’- : %+
e % .. Utilize these channels to build-a strong online and local presence that - “%'. W A e
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I‘.l)gi DIGITAL MARKETING STRATEGY — MARKETING TOOLS
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Marketmg Tools for Business Growth
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zall Advertising & Lead Generation Tools
A: Google Ads : @& Meta Ads Manager (Facebook &
' Target local customers searching Instagram Ads) P
for restaurants and dining options | e Run targeted campaigns basedon = .
- | location, age, and interests RS
» YouTube Ads _ | = 2
- Promote food videos, amblence | » YouTube Ads e, A s
and special offers - § e Promote food videos, ambience,
: : and special offers
e Content Creation & Design Tools ™ = -
‘ Canva | e ..I Google Analytics
Social media creatives, posters, e Track website traffic and customer behavior
and promotional designs
| f e @% Meta Insights
CapCut / InShot i Measure engagement ad ad performance
,,,,, Reels and short video editing | [ h 2 .
D for engaging food content m Google Business Insig ts P
e Monitor search visibility and customer actions® 'nh‘f'_ﬁ_ ,
v s AT e
" . ¥ v .{.:‘*‘

-4 'w8e -~ Utilize these channels to build-a strong online and local pre5ence T W 3 G
e . > 3853 S __.~,* AR
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(¥) CONCLUSION

A structured digital marketing strategy focused on local
visibility, strong social media presence, and performance-based -
. 5
advertising will help the restaurant increase customer footfall, "_;
'y - \

improve brand recognition, and build long-term customer loyalty:

; @ Consistent food content, targeted promotions, and customer ,., 7

engagement will ensure sustainable growth, higher online orders,
and strong market presence. gnii
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