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1. Introduction

More restaurants in the hospitality industry are using social media (such as Facebook,
Instagram or TikTok) marketing for promoting their food and services to influence them
in their purchasing decisions and marketing to attract and keep customers.

In the last few years, short-form video-sharing platforms are growing fast. Social media
platforms like TikTok are used more to reach and engage with customers. For
Generation Z and younger Millennials short videos on platforms like TikTok are very
popular. For this reason, restaurants of the hospitality industry are using it to show
their food, to get new customers and to get more visibility for their brand. By this they
try to increase customer engagement and to generate more sales.

There has been a lot of research into the use of TikTok by organizations within the
hospitality industry, most studies have focused on the marketing of individual dishes
by restaurants via videos that are shared in the app. However, there is limited research
that has investigated the influence of food trends created by the sharing of food videos
in the app, and the impact that these trends have upon users and the performance of
restaurants.

The purpose of this research is to address a current gap in knowledge of the impact
of TikTok food trends on consumer behaviour with a focus on the purchasing intentions
of users of the platform, and the subsequent impact on individual restaurant dishes
promoted by short videos of food created to grab the attention of potential customers
via the platform of TikTok. The focus of this research will be on the well-known UK high
street brand Wagamama who have over 80 restaurants across the UK, and an online
presence. This research aims to explore how restaurants can utilize the platform of
TikTok as a successful marketing tool and it investigates the food trends on TikTok and
how users’ behaviour is influenced by them, attempting to assess the overall impact
social media has on restaurants within the UK hospitality industry. As previously
stated, social media has enabled organizations to interact with their customers (Kaplan
and Haenlein, 2010), and the interaction has significant impact on the behaviour of the
consumer (Kotler and Keller, 2009) including their purchasing intentions of products
and services via digital platforms (Stephen, 2016).

2. Research Objectives & Questions

The present study investigates relationships of TikTok food trends, customers’
purchasing behaviour and the performance of restaurants within the British hospitality
industry.

The objectives of this study are:

1. To examine the influence of TikTok food trends on customer purchasing
behaviour.



2. To evaluate the impact of TikTok food trends on Wagamama's restaurant
performance.

3. To examine customer perceptions of TikTok food-related content.
This study’s research questions are:

1. How do TikTok food trends influence consumers' purchasing behaviour in the
restaurant industry?

2. To what extent do TikTok food trends impact the performance of Wagamama
restaurants?

3. How do customers perceive food-related content shared on TikTok?

3. Literature Review

Short-form video content is one of the most dominant forms of online content today.
These contents can instantly influence consumers’ buying behaviour within a matter
of minutes (Omar and Dequan, 2020). With food-related content on TikTok being one
of the shared, restaurants have increasingly utilized the platform for marketing their
business and to promote their food offerings (Omar and Dequan, 2020).

TikTok can be seen as a medium to promote restaurants by creating visually engaging
content and allowing these to be showcased on the App. This in turn can allow
customers to view the different products on offer at restaurants such as Wagamama
and allow them to engage with these to hopefully encourage consumers to visit the
restaurant in question or to interact with aspects of food from the restaurant (Djafarova
and Bowes, 2021).

Social media marketing has become an important function of marketing within the
hospitality industry. As a form of online marketing, it has become an important tool for
marketers to promote their target audience. Influencer marketing has been proven to
have a few positive and negative effects on consumers’ purchasing decisions
(Djafarova and Bowes, 2021). The influence of online marketing has led to many
restaurants globally utilizing online platforms to engage with people to increase
exposure and customer interaction by creating buzz around the restaurant to increase
footfall. Much of the social media marketing research has been conducted in the Asian
market where social commerce is well established; however, research within a
Western context, specifically within the UK, is limited (Omar and Dequan, 2020).

On the other hand, while social media can be an effective marketing medium for
restaurants — offering cost effective advertising, increasing brand awareness and
creating direct customer interaction — the messages tend to run amok, losing the
original intention. Online reviews and trends can go viral, developing a life of their own.
It is important to understand the communication a restaurant creates and how they
translate into business results.



The conceptual framework for this research proposal maps how TikTok food trends
could affect how people behave as consumers and how restaurants could be
influenced as a result (Ajzen, 1991).

4. Methodology

The objective of the proposed research is to find out how TikTok food trends can
influence the behaviour of customers, and the performance of restaurants. In the
research, secondary data will be collected from a wide range of journals, books,
reports and other publications by companies, organizations and individuals, as well as
from credible online resources. Data will be analysed by means of thematic analysis
to reveal obvious as well as hidden patterns, also so-called themes and relations within
secondary data (Saunders, Lewis and Thornhill, 2023).

The findings of this research will provide additional knowledge on social media
marketing, focusing on the growth of TikTok and its influence within the UK hospitality
industry. It will also be useful for restaurant managers and marketers as they seek to
utilize food trends on TikTok to increase customer interaction and increase a
company’s marketing performance in the highly competitive hospitality industry.

5. Conclusion

The ways in which consumers engage with food and drink as well as the ways in which
restaurants are marketed and interacted with by customers is rapidly evolving because
of the TikTok phenomenon. Yet there is limited research regarding the impact of TikTok
upon hospitality consumer behaviour across the UK and Europe. This proposed
research aims to address this deficit by undertaking a piece of research utilizing
Wagamama as the case study to investigate the relationship between food trends
generated on TikTok and resulting consumer behaviour and resulting business
performance within the hospitality industry.
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