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Task 1  
Research Question
Navigating the Digital Gastronomy: The Impact of Marketing, Promotions, and Social Media on Restaurants and Takeaway Places

 In the modern world today, businesses are widely embracing digital technologies due to the benefits associated with them.  Digital technologies enhance operational efficiency in any business, which in turn leads to increased productivity and efficient performance.  Due to the widespread digital transformation, it is important for the culinary sector to as well adopt digital technologies as this is what will help in making the process more efficient. 
 Digital gastronomy refers to a culinary vision that entails both traditional cooking and new computation abilities.  Digital tools are incorporated into the cooking process through the use of hybrid recipes (SÜREN & KIZILELİ, 2022). These recipes are a combination of both manual and digital techniques, which enable the chefs to customize the tastes, Flavors, and aesthetics of the dishes. Through the digital capabilities in gastronomy, chefs can meet individual needs and preferences, calculate the nutritional content of the meals being prepared, and control chemical reactions that are likely to occur when cooking.  Through this, the meals are able to be tailored to meet individual customer preferences. 
 Amid digital transformation in the culinary sector, the concept of digital gastronomy is still very new as there are only a few restaurants that have adopted it.   Also, while there are a few restaurants that have adopted this technology, there is a lack of awareness among the customers and they are not likely to know about this emerging trend in the culinary sector as well as its benefits. This implies that there is a need for marketing as this is what will help in increasing awareness of digital gastronomy.  Marketing has been identified as one of the most valuable tools that can be used to create brand awareness, increase productivity, enhance growth, and attain customer engagement (Mariani & Bresciani, 2022).    Through effective marketing, a brand can have a strong presence in the market and be able to connect with the target audience. 
 Research Approach 
This research will use a qualitative research method.  Qualitative research entails the collection and analysing of non-numerical data such as texts, videos, or audio to gain an understanding of certain concepts, opinions, or experiences (Hendren et al., 2023).  This research method is effective in gathering in-depth insights into a certain problem or generating new ideas for research purposes. The main question that qualitative research seeks to answer is how and why. 
In qualitative research, open-ended questions are asked whose answers cannot be put in numerical form.  One of the main strengths of qualitative research is that it can provide explanations for patterns of human behavior or certain processes that cannot be easily quantified (Bhangu et al., 2023).  Some aspects such as experiences, attitudes, and behaviors, might not be easily captured quantitatively.  Through a qualitative approach, participants can provide an explanation of why, how, and what they are feeling or experiencing in an issue of interest.  Through qualitative research, researchers can identify patters and themes that are useful in solving certain issues. 
Data Collection Methods 
The research will use both primary and secondary sources of information.  
Primary data
Primary data refers to the original or first-hand data that is collected and generated by the researcher (Jackson & Mazzei, 2022). Some of the primary research methods that will be used in this study include interviews, ethnographic research, and focus groups.  
Interviews
Conducting an in-depth interview is one of the ways through which qualitative research can be done. This is done in the form of a personal interview, whereby one respondent is interviewed at a time.  Since the method is entirely conversational, it allows a researcher to get in-depth information from the respondent. One of the main benefits of this method is that it has an opportunity to obtain precise data regarding the beliefs and motivations of respondents (Stenfors et al., 2020).  Meaningful data can be collected from an interview if the interviewer is able to ask the right questions.  There are various ways through which interviews can be conducted including face-to-face interviews, video calls, or phone calls. However, face-to-face interviews have been identified as the most effective as one can read the body language of a respondent and determine if it matches the responses. 
Ethnographic research
The other primary research method that can be used is ethnographic research.  This method is considered among the most in-depth observational research techniques that can study people in their natural environment.  In this method, researchers need to adapt to the environment of the target audience (Nassaji, 2020). Through this, a researcher can understand the cultures, challenges, and motivations of the target audience in the natural environment where they occur. 
Focus groups
 Primary data can also be collected from focus groups. In this method, a certain number of respondents such as 6 respondents from the target market are used. This method aims to answer the questions of why, what, and how (Allan, 2020). 
 Secondary data
 Secondary data refers to data collected from previous researchers, which a researcher uses in conducting the new research (Allan, 2020).  Some of the sources of secondary data that can be used in answering the research question include books, published sources, journals, newspapers, and blogs (Yadav, 2022). 
 Sampling method and sample size 
 The sampling method that will be used in this research is criterion sampling.  This method entails the identification of a criterion that is considered important, articulation of the identified criterion, and systematic research to meet the needs of the criterion.  The reason why this sampling technique is undertaken is to help in the identification of weaknesses in a particular system and put measures in place for improvement (Hennink et al., 2020). 
Sample size
In the interview method, the sample size will comprise 20 respondents. The selected demographics for this research are restaurant owners as well as some of the regular customers in the identified restaurants. Moreover, respondents will be identified from the general population to help in providing answers to the research question. 
Task 2: Primary and Secondary Research Methods
Interviews
Interviews were used to collect primary data in this research.  The interview comprised a sample size of 20 respondents.   These respondents were selected from different demographics such as restaurant owners, customers, and the general population.  The interview aimed to help establish whether the restaurants offering digital gastronomy in the region had done effective marketing.   In the interview, all the respondents were required to answer a total of 5 questions which the interviewer could ask in an open-ended format. 
 Some of the questions in the interview include:
1. Do you have an idea of what digital gastronomy is?
From the results obtained from the interview, it was evident that there was a lack of effective marketing, which in turn implied that there was no brand awareness. 
 To collect secondary data, books, journals, and articles were used.   These sources helped in providing information regarding digital gastronomy and the role that marketing plays in enhancing the performance and brand awareness of restaurants.
The results obtained show that the realization that marketing is the heartbeat of any successful culinary venture is underscored by the dynamic nature of the digital age. Traditional marketing methods no longer exist in isolation; they are seamlessly woven into innovative strategies, creating a landscape where creativity and adaptability are paramount for survival (Mariani & Bresciani, 2022). The study highlights how culinary establishments are not merely surviving but thriving by embracing creative and targeted marketing initiatives.
Promotions, as uncovered by the study, go beyond the transactional. They are about crafting experiences that resonate with customers. Limited-time offers themed events, and loyalty programs emerge as potent tools in shaping customer perceptions and fostering loyalty (Mariani & Bresciani, 2022). The psychology behind limited-time offers, the uniqueness of themed events, and the strategic importance of loyalty programs in cultivating long-term relationships have unveiled the nuanced artistry involved in the promotional aspect of culinary marketing.
The exploration of social media's role as a culinary showcase brings to light the transformative impact of platforms like Instagram, Facebook, Twitter, and TikTok (Görgényi et al., 2017). Each platform is a virtual stage where restaurants and takeaway places not only showcase their offerings but also engage, connect, and influence consumer decisions. The depth of exploration into visual storytelling on Instagram, community building on Facebook, real-time engagement on Twitter, and the creative possibilities on TikTok underscores the pivotal role social media plays in shaping culinary narratives Görgényi et al., 2017).
Perhaps one of the most intriguing revelations is the potent synergy between promotions and social media. Case studies and success stories illustrate how the well-executed marriage of promotions on social media platforms can lead to viral moments, increased foot traffic, and sustained brand visibility. The study sheds light on the power of strategic alignment between promotions and the expansive reach of social media.
As the study concludes, it becomes evident that the digital age has not just reshaped but revolutionized the way culinary establishments engage with their audience. The fusion of creativity, technology, and strategic thinking is no longer an option but a necessity for success (Hjalager, 2022). The research doesn't merely provide insights; it equips businesses in the food industry with a compass to navigate the evolving landscape, ensuring not just relevance but prosperity in the era of digital gastronomy.
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