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[bookmark: _Toc200657168]Introduction 
Marketing is crucial in the restaurant and hotel businesses, especially in today's competitive and tech-driven corporate world.   Marketing is how firms offer meaningful value for customers and build strong customer connections to capture value, according to Kotler and Keller (2016).  Marketing helps companies understand customer needs, develop brand identity, and retain customers.   Good restaurant marketing both informs and encourages customers to visit and share their experiences.   This internet marketing plan is for Dishoom, a popular UK Indian restaurant chain that serves nostalgic Bombay-style food.   The plan aims to boost the brand's online presence, consumer engagement, and market growth through research-based approach (Marketing Week, 2025).
  Dishoom began in Covent Garden, London, in 2010.  After that, it opened successful outlets in Shoreditch, Edinburgh, Birmingham, and Manchester.   The brand has succeeded by telling a story, creating an engaging setting, and combining classic cuisine with modern hospitality methods and ideas.   After the pandemic, digital channels and customer-focused methods are crucial in the restaurant sector, therefore Dishoom must modify its digital marketing strategy to keep ahead of the competition, increase customer lifetime value, and improve brand reputation.   I was asked by Dishoom management to create this strategy to demonstrate how marketing theories, tools, and communication methods can achieve corporate goals.
This marketing plan's solid models ensure strategic and analytical structure.   SOSTAC is the plan's core.  Contains Situation Analysis, Objectives, Strategy, Tactics, Action, and Control.   Thus, it ensures that analysis, implementation, and review make sense.   The situational analysis will examine Dishoom's internal and external elements using the 5Cs model (Company, Customers, Competitors, Collaborators, and Climate) and SWOT and PESTLE analyses.   SimilarWeb, TripAdvisor Insights, and Google Trends help understand customer behaviour and competitiveness.   The Bowman's Strategy Clock and perceptual map will help determine Dishoom's market position (Omoigui, 2022).
  The 7Ps of the marketing mix—Product, Price, Place, Promotion, People, Process, and Physical Evidence—will guide tactical suggestions.  This will demonstrate how Dishoom's target market can benefit from each marketing element.   Ansoff's Matrix provides strategic guidance on market growth strategies such product development, market penetration, and diversification.   The RACE methodology will help Dishoom reach, act, convert, and engage its audiences across all platforms with its digital communication strategy.
This plan suggests engaging with influencers, generating story-telling videos, splitting clients into groups, and enhancing SEO for Dishoom.   This plan will identify communication gaps, offer SMART targets, and strongly support a full marketing calendar via Gantt chart to help Dishoom increase their market position (Doyle, 2024).

[bookmark: _Toc200657169]4. Situation Analysis – SOSTAC: Situation 
[bookmark: _Toc200657170]4.1 Company – SWOT Analysis (150 words)
Dishoom is a luxury Indian restaurant inspired by Bombay's Irani cafés.  Its strong client base is due to its local brand identity, emotional storytelling, high-quality food, original decor, and superb service.   Unfortunately, it only operates in a few cities, notably London, Edinburgh, and Manchester, limiting its penetration in other UK markets.
If Dishoom franchises, digital innovation and commercial expansion are possible.  Dishoom's diverse menu matches the growing popularity of Indian and plant-based foods.   However, rising food prices, a hotel personnel shortage, and growing living costs may lower profit margins and instability (Bhatt & DeLong, 2024).
 
  4.2 Customer Grouping and Targeting (200 words)
  Dishoom targets wealthy, adventure-seeking city dwellers aged 25–45 who love cuisine and culture.  These folks are common in London, Manchester, and Edinburgh.
Tik Tok has authenticity, quality, eating with friends, and unique surroundings, which Dishoom's audience values (RestaurantOnline.co.uk, 2024).
  Dishoom's customers include "The Culture Seeker," a 32-year-old creative lady in London who likes sampling new dishes, and "The Group Gifter," a 28-year-old male who prepares meals for friends and family. 
 
  4.3 Competing Companies  (150 words)
Dishoom competes in Indian premium casual eating.  Cinnamon Kitchen serves modern Indian food in a fine dining atmosphere, while Mowgli Street Food serves street food quickly and casually (PR Smith, 2020).
  Bowman's Strategy Clock places Dishoom in Hybrid (Value + Differentiation).  They offer modest pricing with excellent perceived value through environment, storytelling, and service.   Cinnamon Kitchen emphasises differentiation with a high price, while Mowgli emphasises low price/differentiation.
This places Dishoom between high-quality and mid-price on the perceptual placement map (The Juggernaut, 2020).
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[bookmark: _Toc200657173]4.4 Collaborators – B2B Relationships (100 words)
Using local vendors and wholesalers, Dishoom ensures its ingredients are fresh and authentic.  Indian spices from diverse locations, high-quality meats, and local vegetables are examples.   Offering customised cocktails with national brands like Chai Guys and Karma Cola.
 
  (400 words)  4.5 Climate PESTLE Analysis
  What's up?
Brexit has put strain on import regulations and food and drink difficulties, despite the UK's stable administration.  India may also affect spice import prices (SLMan, 2024).
  Business
  The UK economy is under inflationary pressure, especially from rising food and energy prices.  This has increased restaurant operating costs significantly.   As individuals cut back on luxury expenditures, premium experiences that deliver perceived value, like Dishoom's captivating atmosphere and storytelling, keep people coming back. 
Social trends indicate a growing interest in health, multicultural eating, and dining out.   In the UK, Indian food remains a popular international cuisine.   Additionally, vegetarian, vegan, and gluten-free alternatives are growing in popularity.  These are in Dishoom's menu (Saunders, Lewis & Thornhill, 2019).
  The tech
  Digital technology continue to transform the food industry.   Online booking, contactless payments, and mobile ordering are now standard.   Built-in reservation systems make Dishoom's website run well.  This content could be enhanced via digital loyalty apps and AR stories to stand out.   AI robots with CRM data analytics could customise marketing and simplify consumer interactions.
  In law
Dishoom had to maintain its high standards for food handling, allergy disclosure, and COVID-19 cleanliness because to UK health and safety laws.   The mandate that larger restaurants include calorie numbers on their menus has clarified things and may influence menu redesigns (Omoigui, 2022).
  Customers want carbon-neutral operations, minimal food waste, and ethical sourcing.   Dishoom uses biodegradable.
[bookmark: _Toc200657175]✅ PESTLE Analysis for Dishoom (2025)
What's up?
• Brexit-related trade policies affect food import prices, especially Indian spices and specialised ingredients (Saunders, Lewis & Thornhill, 2019).
  •  Since Brexit, immigration laws have tightened, making hotel personnel tougher to find.   Because it employs globally, Dishoom must invest in local talent streams.
• Local government tax rebates and energy-saving funds for small hospitality enterprises could help Dishoom become more ecologically friendly (Bose, Munir & Shabani, 2017).
  Economic: • After price hikes and high living costs, the UK economy is recovering.
• People are more price aware, yet they'll pay more for "value-for-experience" eateries like Dishoom (Aditya, Muanas & Khaldun, 2024).
  •  Dishoom's profits depend on energy and supply chain expenses, so they must price carefully.
• Dishoom's mid- to high-priced prices shield it against posh market dips and too many low-cost options (FT, 2025).
  Public
  • People, especially Millennials and Gen Z, desire authentic global meals.
• National narrative, emotive branding, and morals are making restaurants more popular.  All these are done well by Dishoom (Anggraeni, Sulistyowati & Husda, 2023).
  • Dishoom's themed promotions match the surge in eating out with friends and family and at Diwali, Eid, and Holi gatherings.
• Dishoom supports menu versatility due to the development of healthy, plant-based, and gluten-free eating (The Case Centre, 2024).
  The tech
  • Digitalisation is spreading to hospitality.  Menus now feature QR codes, smartphone bookings, contactless payments, and CRM-powered loyalty apps. Dishoom offers digital waitlists, integrated booking systems, and flexible websites.  Augmented and virtual reality tales, AI chatbots, and customised marketing can increase these aspects.
• Dishoom's relationships with Deliveroo and UberEats demonstrate it can adapt to new technology, but digital buying might boost profits (Dining, 2025).
  In law
  Why Following allergen and calorie labelling rules is crucial.
  • After COVID-19, Dishoom must follow strict health and hygiene requirements.
• Open-access staff growth and training programs complement Dishoom's legal commitment to fair compensation and diverse recruiting (Milne, 2023).
  • Dishoom must comply with GDPR and consent-based advertising in its email and app ads.
  Environmental  • Consumers, especially urban diners, value environmental sustainability.
Dishoom buys some supplies from surrounding farms and uses biodegradable packaging.  These activities could gain attention if they received green approvals and disclosed their sourcing (Goodall, 2022).
  • Industry is aiming for net-zero carbon emissions in dining.  Environmental stardom can help Dishoom compete.

[bookmark: _Toc200657182]📋 Summary of Entire Marketing Plan for Dishoom (All Sections)
1. Beginning
The plan focusses on Dishoom's digital marketing strategy using SOSTAC, 7Ps, Ansoff Matrix, and RACE.   The Bombay-based UK restaurant Dishoom offers immersive dining and a distinct ethnic identity (MBS Group, 2019).
  2. Situation Analysis
  SWOT highlighted brand strength, limited geographical, rising expenses, and digital opportunities.
  Cities attract 25–45-year-old professionals who value authenticity and elegance.
A competitiveness research placed Dishoom between Mowgli and Cinnamon Kitchen in the middle-range pricey category (The Juggernaut, 2020).
  Suppliers, branding gurus, and UberEats collaborate.
  Technology, economic stress, and cultural food patterns were PESTLE factors.
  3. Goals
  Increase online reservations 25% in six months, social interaction 15% in four months, and customer retention 10% via a loyalty app.
4. Strategy:  Unique value proposition: nostalgic anecdotes, pleasant service, and a cosy atmosphere (FT, 2025).
  Matrix recommended expanding the market (ghost kitchens) and adding products (breakfast, retail).
  Strategic positioning: historical accuracy and cutting-edge technology give an edge.
  5. Strategies (7Ps):  Product: many Indian foods and emotional branding  Place: flagships and expanded services (Bhatt & DeLong, 2024).
  Price: mid-range to high-end, value-based
  To promote the brand, use email, user-generated content (UGC), SEO blogs, Instagram clips, and influencer partnerships. Train staff to be brand ambassadors, streamline booking and delivery processes, and reinforce the brand through decor, packaging, and uniforms.
  6. Act (RACE model)
  Reach: PR, influencers, Google Ads  Lead forms, social media posts  Engage: loyalty apps, feedback loops, and user-generated content events Convert: website bookings and retargeting (Dassie, 2020).
  The Gantt plan (appendix) breaks down the 6-month deployment by channel and stage.
7. Control KPIs include website visitors, booking rates, email openings, reviews, company sentiment, and ROI.   Tools: CRM, Google Analytics, social media data (RestaurantOnline.co.uk, 2024).
  8. Conclusion and Advice
  Dishoom must grow through pop-ups and cloud kitchens, start a digital loyalty program, promote green practices, and deepen cultural involvement through in-store events.

[bookmark: _Toc200657183]5. Marketing Objectives (SMART) 
Dishoom's marketing goals boost brand awareness, digital engagement, and customer loyalty to support growth.   Using SMART to make goals Specific, Measurable, Achievable, Relevant, and Time-bound (Hasani, 2024).
 Goal 1: Increase monthly online bookings by 25% in six months.

Goal 2: Increase Business Instagram and TikTok engagement by 15% in four months (Milne, 2023).

 Goal 3 is to retain 10% more customers in 12 months using a new digital reward program.

 6.  SOSTAC Plan 
 6.1 Value Argument (150 Words)
Dishoom's major purpose is to offer a unique dining experience based on 20th-century Bombay Irani cafés.  As a result, it has rich cultural stories and great Indian food.   While most Indian restaurants focus on food, Dishoom offers an emotional trip (Thakrar, 2020).
 This hands-on approach distinguishes Dishoom in the UK eating scene and attracts diners who demand more. 
Dishoom's constant culture storyline, sensory ambiance, multimedia storytelling, and all-inclusive menu make it stand out (UKEssays, 2023).
 150-Word Ansoff Matrix
 Ansoff's Matrix can help Dishoom strategise growth:
 Market Penetration: Targeted ads, loyalty programs, and promotions can help the brand expand in London and Manchester.   This strategy might work better with events and awards for new consumers.
Dishoom may expand into new markets like Bristol, Leeds, and Glasgow by opening delivery-only kitchens or pop-up cafés.   This reduces start-up costs and allows you test the market before opening stores (Raffa, 2024).
 • Product Development: Dishoom may attract new consumers and keep them coming back by offering seasonal dishes, limited-time offers, or a breakfast/brunch menu, which some sites are experimenting.
More than serving food, Dishoom can experiment.  Sell branded cookbooks and sauces, give virtual cooking experiences, or bring a food truck to events.   It produces new revenue streams that fit its brand (UKEssays, 2023).
 These strategies allow Dishoom to grow while maintaining its culture and management.
 Strategic positioning (700 words)
Dishoom is positioned as a hybrid brand that delivers mid- to high-end dining experiences.  It sits between ethnic street food like Mowgli and gourmet dining like Cinnamon Kitchen.   Traditional comfort and high-end dining class without being pricey or exclusive.   A perceptual map of this one-of-a-kind location is displayed below (The Juggernaut, 2020).
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Justification:
Dishoom attracts people seeking cultural authenticity and modern service in this area.   The restaurant prioritises meaningful, atmospheric dining over price.   Google, TripAdvisor, and Yelp reviews laud the food, atmosphere, and restaurant's intriguing history.  This makes Dishoom a popular birthday, date, and social occasion venue.
Dishoom struggles with review management.   Long wait times, limited reservation availability, and branding elitism have drawn criticism.   Better booking systems, queue management, and digital communication can solve these concerns.   Real-time wait time alerts and proactive email engagement can boost customer satisfaction (Goodall, 2022).
  Market Differentiation: Dishoom's stories set it apart.   Each location has a theme.  Birmingham is like a post-colonial migration story, and King's Cross is like an Iranian train café.   From the beverage menu to the interior design, these stories are presented.   Experience-based branding provides Dishoom a cultural edge over competitors who offer sophisticated meals but lack emotional engagement.
Goal: Dishoom wants to retain its hybrid strategy (Bowman's Strategy Clock – Position 5: Hybrid) by providing high-value ambiance, storytelling, and food at affordable prices.   This enables the brand develop without altering its values (Dassie, 2020).
  The brand's digital approach will also help maintain its standing.   Instagram stories, interactive menu debuts, behind-the-scenes films, and heritage-focused web advertising will boost its hybrid appeal.   Customer-generated content and local cultural influencer collaborations can keep the brand fresh.
Post-COVID Trends:  Post-pandemic trends reveal customers seek safety, digital simplicity, and personalisation.   Mobile apps allow Dishoom to offer virtual waitlists, contactless payments, and loyalty awards.   These digital offerings must reflect Dishoom's effortless, warm, and human-centered brand (MBS Group, 2019).
  Strategy Section Conclusion:
  Dishoom's strategy of emotional connection, cultural richness, and digital innovation will build brand loyalty and awareness.   With little commoditisation risk, its mid-to-premium market position ensures sustainable development.   Dishoom will gain a competitive edge by improving communication, expansion, and customer service.


[bookmark: _Toc200657188]7. Tactics – SOSTAC: Tactics (Part 1 – 7Ps, 1000 Words)
[bookmark: _Toc200657189]7.1 Product (150 words)
Dishoom offers an immersive, multimodal eating experience with superb food and cultural storytelling.   Like Bombay Irani cafés, the menu includes Pau Bhaji, Chicken Ruby, House Black Daal, and vegan Jackfruit Biryani.   The brand's menu changes seasonally.  Diwali and Holi provide limited-edition food and drinks, which excites customers and keeps them coming back (PR Smith, 2020).
  The product includes Dishoom's carefully crafted brand image.  It evokes nostalgia, tenderness, and personal connection.   Through smart decor, classic music, and polite service, each place tells a different narrative from 20th-century Bombay.   Dishoom is unique among Indian restaurants because it views itself as a cultural institution that honours the past while moving forward.   Because the company stays the same while the menu changes, customers will be loyal and enjoy a memorable experience beyond the cuisine.
 
  150 words, 7.2 Place
London (Shoreditch, Covent Garden, King's Cross), Manchester, Edinburgh, Birmingham, and Brighton all have Dishoom sites on high streets and in historic buildings.   Dishoom's target group of young workers, visitors, and foodies likes these regions' high foot traffic, diverse populations, and active culinary scenes (SLMan, 2024).
  The brand's restaurants emphasise atmosphere as much as food.   From ancient train station cafés to libraries, these Bombay-themed locations enhance Dishoom's place strategy.   UberEats and Deliveroo have helped Dishoom employ the cloud cooking and delivery-only model during the pandemic.   This allows the business contact clients in places without a physical presence.
The company may open ghost kitchens, airport locations, and co-branded zones at music festivals and high-end food markets.  This will make the brand more accessible without reducing standards (Raffa, 2024).
 
  7.3 Price
  Dishoom offers high-quality goods and events at mid- to high-end prices using a hybrid positioning strategy.   The high-quality food, distinctive setting, and superb service are priced competitively in the casual fine-dining sector.   A main dish at Dishoom costs £12–£18 on average.  High-end establishments like Cinnamon Kitchen (£18 to £30 per main) and casual restaurants like Mowgli Street Food (£7 to £12) are in the vicinity.
It attracts wealthy workers and young adults who wish to treat themselves occasionally rather than eat there daily.   Dishoom protects its quality and authenticity by avoiding price skimming and entry pricing, which could drive off core customers (Thakrar, 2020).
  Price approach includes bundled breakfasts, pre-theatre menus, and cultural event taster menus.   These promotions increase sales and average transaction values, which means each client earns more.
 
  7.4 Ad (1,500 words)
Dishoom's marketing strategy incorporates storytelling, digital tools, influential contacts, and community engagement.   It invests heavily on narrative marketing, employing themed newsletters, social media updates, and blog entries to emotionally connect with its audience.   Dishoom rarely offers substantial discounts, unlike most meal franchises.  Instead, it prioritises valuable information that builds brand loyalty (PR Smith, 2020).
  Its Instagram and TikTok advertising include behind-the-scenes, cooking, historical, and seasonal content.   UGC and brand involvement can be created with micro-influencers, food bloggers, and culture critics.   To encourage Diwali visits and reservations, the brand offers seasonal freebies, recipe series, and limited-edition product teasers.
Strategic email campaigns announce new menu items, booking notes, and waitlist updates.   SEO-optimized blogs on Dishoom's website boost domain authority and brand relevance.  These blogs cover Bombay culture, gastronomic history, and Dishoom's charity work (Thakrar, 2020).
  In keeping with its brand concept, Dishoom sponsors South Asian art events, book readings, and cuisine festivals through community partnerships and internet marketing.   Sneaky company promotion can be done using store signs, branded takeaway boxes, even recipes and chai kits.
 
  100 words, 7.5 people
Dishoom relies on its employees to uphold its promises.   The squad receives more than technical training.  From front desk to chefs, everyone is educated to convey cultural stories, be pleasant, and comprehend others' feelings.   To engage and retain staff, Dishoom invests in training, team-building, and rewards (CGA Integration, 2024).
  Management actively recruits for diversity and inclusion, reflecting the company's multiculturalism.   Staff are encouraged to promote the brand in-person and online.  The "Dishoom experience" remains authentic and memorable.
 
  7.6 Method (100 words)
Dishoom's service practices boost speed and pleasure.   This includes effective online scheduling, digital waitlists, and phone-friendly menus.   Restaurant service is smooth, from welcoming visitors to providing food to their tables.  The manner staff treats guests is conventional and adaptable (Saunders, Lewis & Thornhill, 2019).
  Dishoom delivers and takesaway in eco-friendly cartons with brand names.   The internal kitchen uses lean principles to reduce waste and increase output.   These procedures boost client satisfaction, as indicated by positive reviews and repeat business.

Dishoom's digital CRM collects data to personalise follow-ups, birthday incentives, and feedback polls to keep customers coming back (Milne, 2023).
 
  7.7 Physical Proof
  For a tale, every Dishoom location is blank.   The area contains vintage furniture, Bollywood posters, tiled floors, and handwritten messages that evoke Bombay cafés.   This immersive design enhances the customer's sensory experience and brand authenticity.
Menus, staff uniforms, branded goods, and toilets match the story.   The delivery bundle includes historical facts and recipes to extend the restaurant experience.   Its continuous visuals make Dishoom a cultural destination rather than just a restaurant.  This makes it a unique UK dining experience (Hasani, 2024).


[bookmark: _Toc200657196]Action – SOSTAC: Action Plan (RACE Model + Gantt Chart) 

In the SOSTAC model, the Action stage implements previously specified strategies and procedures.   This section organises Dishoom's digital communication plan using the RACE framework (Reach, Act, Convert, and Engage) to meet SMART targets and advance the customer path.
 
  Reaching new listeners
The Reach phase aims to increase corporate awareness and attract new clients through specific channels.   Dishoom will use Google Ads for SEM.  The company will promote "Indian food near me," "top Bombay café in London," and "Dishoom reservation."   Paid ads on Instagram, Facebook, and TikTok will target 25-45-year-old city dwellers interested in food, travel, and culture (Raffa, 2024).
  Influencer relationships will improve organic visibility and user-generated content around Diwali and Eid.   PR placements in lifestyle and hospitality magazines like TimeOut London, The Nudge, and Eater will help you reach journalists.   UberEats and Deliveroo marketing and collaborations on food sites might also help you become noticed.
  Impressions, reach, CTR, and website traffic increase.
 
  Act to Promote Interaction
Now, the goal is to attract users to browse Dishoom's website, interact with its content, and sign up for mailing lists.   Redesigning the website will speed up loading, add engaging articles like Dishoom Diaries, and improve mobile usability (CGA Integration, 2024).
  Virtual table tours, "What Dishoom Dish Are You?" quizzes, and event RSVP pages will be available.   Lead collection forms will be intuitive and offer incentives like early menu access or priority bookings.
Weekly reels, articles, chef spotlights, and founder Q&As will be scheduled on social media.   The site will update weekly about food culture, Indian history, and sustainability to boost organic SEO (Raffa, 2024).
  Track time on site, return rate, social network shares, and email sign-ups.
 
  Converting visitors into bookers
This stage is about converting interest into action, usually booking events or delivery services online.   Dishoom will add real-time booking plugins to its website and social media pages using Meta's "Book Now" buttons and Linktree functionality on Instagram profiles (Shotton, 2025).
  People who come without a reservation will see carousel advertising of popular dishes or upcoming events in remarketing ads.   Automated emails remind users to finish reservations and suggest last-minute tables.
Promotional landing sites will encourage direct bookings for limited-time menus.   First-time form fillers will receive a free reward from an exit-intent popup (Doyle, 2024).
  Ad spend ROI, conversion, sales per channel, and abandonment.
 
  Engage: Building Support and Loyalty
  To strengthen client relationships, Dishoom will offer a branded app-based reward program.   After a customer orders, the software remembers them and gives tailored suggestions.
  Feedback questionnaires will be used after a visit, and 5-star reviews will lead to special tasting events.   Customer behaviour will determine email categories like "frequent diner," "first-timer," and "delivery only." (Marketing Week, 2025).
  Contests like "Dishoom Moments" that reward customers for sharing tales or photos will stimulate content creation.   TikTok challenges like "#DishoomDance" and cookery activities will increase interaction.
  Retention, review quantity and quality, and reward point redemptions.
 
  Gantt Chart Summary and Reasons
  The appendices contain a 6-month Gantt chart.   RACE stages colour-code key tasks and KPIs.   Crucial tasks are: (The Juggernaut, 2020).
	Month
	Key Actions

	Month 1
	Website audit, SEM setup, social campaign planning

	Month 2
	Launch paid ads, influencer outreach, content creation

	Month 3
	Loyalty app soft launch, email automation setup

	Month 4
	Diwali campaign rollout, user-generated content competition

	Month 5
	Blogger reviews, review response campaign, loyalty expansion

	Month 6
	Event wrap-up, performance review, retargeting strategy


Justification: This plan accommodates Dishoom's major events like Diwali and menu revisions and provides us time to improve marketing.   Paid ads, emails, and long-term engagement (content, loyalty) ensure funnel growth at all levels.

[bookmark: _Toc200657202]9. Control – SOSTAC: Monitoring Success 
Dishoom needs a strong control system based on measurable KPIs to evaluate its marketing campaign.   These KPIs will help the team track success, adjust approaches, and meet marketing goals (Aditya, Muanas & Khaldun, 2024).
  To measure digital success, Google Analytics will track website traffic, bounce rates, time on site, and booking conversions.   One goal is to increase monthly online bookings by 25% in six months.   Email marketing performance will be measured using Mailchimp or Klaviyo read rates, click-through rates, and unsubscribe statistics.
Instagram, TikTok, and Facebook offer metrics on likes, shares, comments, follower growth, and reach.   Hootsuite and Brandwatch analyse hashtags and assess opinion to determine how buyers feel about a campaign and its appeal.   Influencer partnerships will be evaluated by click-throughs and UGC (The Case Centre, 2024).
  Dishoom's CRM system tracks repeat customers, loyalty program usage, and career value.   Feedback cards in restaurants and delivery review sites like UberEats and Google Reviews will be utilised to identify service gaps and consumer satisfaction.   Better brand reviews and star ratings indicate higher brand opinion.
Financial KPIs like digital ad spend ROI and greater average spend per visit will be examined monthly.   Monthly reports will include all platform data to enable the marketing team track progress and make wise strategic decisions (PR Smith, 2011).
  This ongoing tracking, analysis, and iteration keeps Dishoom's marketing strategy flexible, customer-focused, and results-driven.

[bookmark: _Toc200657203]10. Conclusion and Recommendations 
This well-planned Dishoom marketing and digital promotion approach boosts restaurant exposure, customer interaction, and long-term growth.   The strategy examines internal and external contexts, defines SMART goals, and balances authenticity and digital innovation.  It uses SOSTAC and RACE (Thakrar, 2020).
  The situational analysis highlighted Dishoom's strong brand identity, dedicated clients, and unique value proposition.   Geographic limitations, increased expenses, and the need for enhanced digital customisation were additional issues.   More high-end and casual Indian restaurants are appearing, so Dishoom must innovate without sacrificing its identity.
The strategy focused on boosting the brand's hybrid positioning—high quality at mid- to high-end prices.  Growth prospects were found by developing new markets (like cloud kitchens) and adding new items (like breakfast menus and retail) using Ansoff's Matrix.   Working with influencers, crafting SEO-driven stories, and making loyalty apps were suggested as tactics using the 7Ps (CGA Integration, 2024).
  The RACE-based Action plan's tiered execution strategy promotes awareness, connects people, converts leads into customers, and keeps consumers coming back through emotional storytelling and digital engagement.   KPIs and analytics tools were provided in Control to analyse performance consistently and promptly.
  Ideas for long-term growth strategy:
  1. Expand to other cities via virtual kitchens and pop-ups.
Dishoom should leverage cloud kitchens in underdeveloped regions like Leeds, Bristol, and Nottingham to grow cheaply and avoid brick-and-mortar issues.   Pop-up cafés at events can test the market and increase brand exposure (Shotton, 2025).
  2. Create a customised digital loyalty program
  A mobile app-based loyalty program can keep clients coming back, track their habits, and personalise promotions.   CRM data integration allows targeted marketing based on past orders, visit frequency, or feedback.  Brand loyalty and retention will rise.

  3. Increase community and cultural participation.
For cultural storytelling, Dishoom should provide monthly in-store events like Indian music evenings, cooking courses, or book readings.   Dishoom will strengthen customer relationships and become a lifestyle brand that values other cultures by providing immersive experiences (MBS Group, 2019).
  4. Invest in sustainable, transparent procedures.
  Customers value responsible businesses more.   Annual effect reports, eco-friendly packaging, and ethical suppliers can help Dishoom promote sustainability.   Being transparent about product origins and eliminating waste can help your company stand out.
Finally, Dishoom's strength is its food and emotional connection with clients.   Dishoom, the UK's leading Indian cuisine brand, can grow digitally while retaining its heritage (PR Smith, 2011).
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