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[bookmark: _Toc58660900]Introduction 
A successful marketing campaign is important for every kind of business. This argument refers to restaurant businesses. The implementation of successful marketing techniques in the right scenario will immensely support a restaurant business (Homburg, Klarmann and Schmitt, 2010). This trend has shifted the branding landscape that is driving businesses to focus on brand recognition. Restaurants can boost their brands and outperform their rivals by their name awareness. Consequently, restaurant organizations have to seek brand awareness by accurately executing the marketing strategy required. There is a highly dynamic restaurant sector. Each day more restaurants open up to meet the demand for healthier meals, thus raising the competition of an already crowded market (Huang and Sarigöllü, 2012). Therefore, business strategies for restaurants must be made to handle the account of consumer priorities and preferences. 


[bookmark: _Toc58660901]A review of restaurant business marketing strategies to create brand awareness
The strategy of producing and selling goods and sustaining a good customer relationship can be defined by advertisement, which in effect attracts client loyalty. Marketing is an exchange of information, products and services that satisfies individual and corporate goals and is planned and executed in the process of advertising, marketing and delivery (Varadarajan and Jayachandran, 2013). Marketing has allowed products, services, activities, interactions, knowledge and ideas to be shared quickly by different forms of contact between companies and consumers. 
Exchange is a central principle in marketing, and advertisers aim to produce behavioural reactions from the other customer through research to create some successful "exchanges." Yet corporations, corporations and brands must acknowledge that promotions must be innovative, and that viral selling has much greater advantages (Varadarajan and Jayachandran, 2013). Targeted advertising campaigns lead to the development of a new sense of identity and culture while making the industry or brand logo the group unifier. In this way, fresh campaign concepts and satisfaction will be generated, and rivalry improved.
Marking can be done by promotional activities in restaurant companies. Companies need to be distinguished in a very dynamic market by employing effective campaigning strategies. Name recognition is one of the most significant restaurant firms to look for (Wind and Robertson, 2013). The restaurant's popularity takes a long period of market awareness. Restaurants may employ some methods, including promotional policies. Consequently, it is important to understand how consumer awards the label in restaurant marketing strategies. 
Most organizations aim for maximum profits and benefits. More transactions from existing clients are expected for this reason and new clients are attracted. In this area, the concept of brand awareness plays a major role (Cespedes and Piercy, 2017). The stronger the consumer's awareness of the business and its goods, the more conscious is the product. In making consumer choices when choosing whether to purchase it plays a major role. Buyers can better understand the brand with solid company awareness so that they can improve the likelihood of buying products. Proper writing, a deep market understanding, quality management and productive customer relationships, products and services are the necessary steps to develop brand recognition (Cespedes and Piercy, 2017). Any restaurant business is also the main component. The importance of a restaurant must've been evident with its advertising.
This consistency can also be mirrored by the marks, icons and emblem seen in the organisation. By providing and promoting the correct picture consistently and providing the service which corporations dedicate to creating brand identity (Wind and Robertson, 2013). To create a successful marketing plan for a restaurant it is important to understand the particular views and behaviours of the intended audience. The marketing of restaurant products must take note of competitions, consumers and other possible advertising rewards. The most critical factor is the knowledge of future customers (Huang and Sarigöllü, 2012). For each consumer, there are different preferences and habits. In understanding the essence of the consumers, a restaurant should create the necessary marketing strategies which are suitable for the market. Another factor is the experience of rivalry on the market. An unbelievable strain faces a restaurant and to get rid of the rest is important.
The restaurant will also acquire information and consolidate this process from its rivals. Restaurants need to rely on social media, which provides a tremendous opportunity. As promotion and advertising channels grow exponentially, restaurants need to link to their consumers through all these platforms (Bloch, 2015). There is a clear correlation between marketing methods and brand recognition that are well handled. This paper describes the understanding of products and their importance, their development and their effect on increasing marketing strategies. One of the most crucial steps in developing a brand identity is to introduce adequate marketing. The investigators of this studied the shape of a relationship between the two using a Chi-square technique. The results of this study show that advertising campaigns have a positive influence on brand awareness growth.
Writers Kotler and Keller (2017) have developed a model in an additional paper to describe how promotional variations address brand worth. Brand awareness is one of the key brand image factors most important. Right marketing strategies can be a fair step in creating brand recognition. Consumers want to understand their businesses' best and attractive attributes so that they learn about advertising in this manner (Lepkowska-White, 2017). The connection between these parameters in the context of the IT field is explored in this model. As per the research results collected from the study, a positive relationship exists between marketing tactics and brand awareness. 
Some of the strategic marketing challenges within businesses include intensified competitiveness, quickly evolving innovation patterns, which decreases the life cycle of goods, corporate transformation, growing customer quality knowledge, lack of professional labour force, evolving customer dynamics. There are also some issues in the communications department in companies with its activities and its affiliation to other divisions (Hwang and Zhao, 2010). The Marketing Department would collaborate with numerous outside companies such as promotions, public relations agencies, etc. In these organizing activities, human relations issues can occur. The estimation of marketing success poses problems because performance is primarily based on outside influences (Kwok and Yu, 2013). The sales department can experience problems with collaboration with different marketing components and with other departments.


[bookmark: _Toc58660902]Conclusion 
This article includes a comprehensive analysis of brand awareness, a subject which has been addressed seldom and provides numerous recommendations. Brand awareness refers to how people may remember or recognise a brand or even if the brand is familiar to customers. Advertising awareness is before branding. The brand image includes the user's points. The literature addressed mostly discusses marketing and brand awareness techniques. This script showed a close connection between the two. Sadly, there is still an incredible lack of work on this subject. To gain a competitive edge over other restaurants, businesses need brand visibility. This can be obtained by effective marketing campaigns on the quality of products, educating consumers. We need to do more initiatives and research since this is a serious concern. It is also essential to investigate how this generates sales and has an impact on the market. As the environment shifts in the direction of a prosperous future, Twitter and Facebook initiatives must still be considered.
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