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[bookmark: _Toc166210937][bookmark: _Toc166269239]CHAPTER 1: INTRODUCTION
1.1 [bookmark: _Toc166269240]Background
The restaurant industry in the UK is highly competitive, with establishments vying for consumer attention and loyalty in a crowded marketplace. In recent years, the emergence of influencer marketing and social media marketing (SMM) has revolutionised how restaurants promote their offerings, engage with customers, and drive foot traffic. Influencer marketing involves collaborating with social media personalities who have significant followings to promote a restaurant's products or services, while SMM encompasses the use of various social media platforms to create and share content, interact with customers, and build brand presence. This type of advertising depends on product mentions and recommendations from influencers—people with a large following on social media who are seen as experts. Influencers who enjoy a significant amount of trust from their followers are valuable sources of social proof for prospective buyers, which is why influencer marketing works very well. Influencer marketing has proven to be an effective tool for restaurant marketing's return on investment, producing remarkable outcomes and engaging customer interaction. Over 70% of consumers are more inclined to buy something if an influencer recommends it (Lou and Yuan, 2019). The benefits of collaborating with restaurant influencers include more brand exposure and social media presence, focused marketing to a particular age group, and the social proof they offer, which can influence customer decisions.

1.2 [bookmark: _Toc166269241]Problem Statement
Despite the increasing prevalence of influencer marketing and SMM in the restaurant industry, there exists a gap in understanding their precise impact on consumer behaviour, brand perception, and business performance. Additionally, restaurants face challenges in effectively leveraging influencer partnerships and social media platforms to achieve their marketing objectives, such as attracting new customers, increasing sales, and enhancing brand loyalty. Therefore, there is a need for comprehensive research that examines the importance of influencer marketing and SMM in the restaurant industry, particularly within the context of the UK market.

1.3 [bookmark: _Toc166269242]Research Aim
The primary objective of this investigation is to investigate and understand the effects and efficacy of social media marketing and influencer marketing tactics in the restaurant business. The goal of the study is to figure out how these digital marketing strategies affect consumer behaviour, brand recognition, and ultimately restaurant profitability. Additionally, the study will look for best practices and offer restaurants strategic advice on how to maximize their influencer and social media marketing campaigns. To inquire into how influencer marketing affects consumer decisions and perceptions in the restaurant business. Assess the performance of different social media marketing tactics used by eateries. Evaluate social media and influencer marketing's return on investment (ROI) in the restaurant business. Find best practices and case studies that demonstrate influencer and social media marketing in the food business. Offer restaurants strategic advice on how to get the most out of their influencer and social media marketing initiatives.

1.4 [bookmark: _Toc166269243]Research Objectives
1 To assess the current landscape of influencer marketing and SMM practices within the UK restaurant industry.
2. To examine the effectiveness of influencer marketing in driving consumer engagement and increasing brand awareness for restaurants.
3. To evaluate the impact of SMM strategies on customer perceptions, attitudes, and behaviours towards restaurants.
4. To identify key challenges and opportunities associated with implementing influencer marketing and SMM initiatives in the UK restaurant sector.
5. To provide practical recommendations for restaurants to optimize their influencer partnerships and SMM efforts, thereby enhancing their marketing effectiveness and overall business performance.

1.5 [bookmark: _Toc166269244]Research Question
[bookmark: _Hlk166501187]1 Most effective social media marketing strategies employed by restaurants.
2 Influencer marketing impacts customer perceptions and decisions in the restaurant industry
3 CRM and Loyalty in the Restaurant Industry

1.6 [bookmark: _Toc166269245]Significance / Relevance of Study
· [bookmark: _Hlk166501316]Consumer Behaviour- As digital media has grown, so too has consumer behaviour, with a notable shift towards online platforms. Researching this subject can assist in comprehending how consumers rely on internet effects while making dining judgments. The research and investigation of consumer behaviour focuses on the purchasing habits of consumers. It is part of the definition. "The psychological, emotional, and physical activities that people engage in when choosing, buying, using, and disposing of products and services to satisfy needs and wants" is the exact meaning of consumer behaviour It includes the buying and other consumption-related activities that participants in the exchange process engage place in (Hoyer & Macinnis, 2009).

· Making Strategic Decisions - Restaurant owners and marketers can use the study's findings to help them decide where to focus their marketing budgets to get the most impact. Operational decision-making aims to establish new dining reservations and seating plans that are based on standard net revenue capacity control techniques. More specifically, policies based on revenue are established for deciding either to approve or reject a reservation request from a specific party size (Bertsimas and Shioda, 2003).

· Competitive Advantage - Making good use of social media and influencer marketing can give a restaurant, which is a highly competitive industry, a major advantage. This study can be used to showcase effective approaches and methods. Product, pricing, distribution, and advertising are only a few of the many factors that influence the creation of new products and the happiness of consumers with new menus. Customers take into factors such as food safety, attractive packaging, and food taste when developing new products. Food quantity also plays a role in purchasing decisions. Price perspectives include the following: food quantity is a worthy purchase; food quality is at an affordable cost; and price is acceptable. Price is a factor in making a purchase decision (Suvittawat, Maneenuam and Bunliang, 2019). The distribution opinions include the following: the restaurant is lovely, has internet access, is conveniently located for travel, and offers a relaxing atmosphere. From a promotion point of view, a restaurant can advertise online, run frequent deals, offer assistance to customers while they are using it, and create a positive customer experience.

· Industry Trends - Just as the restaurant business is always changing, so too are marketing tactics. This research can shed light on present trends and forecast new ones. Technological advancements made digitalization possible on the technological level, but they also greatly impacted the application level by changing business models and processes (Alt 2018). They take the form of digital services, which are application systems that are offered by service providers on third-party infrastructure (the cloud), and they are usually licensed locally but priced on a per-use basis. Cloud computing systems have numerous benefits for consumers (Zysman & Kenney 2018). Restaurant operators are saved from the burden of acquiring and managing their system infrastructure in this instance. Instead, all they require is an internet connection and suitable consumer equipment, which is frequently common (e.g., affordable tablets and mobile devices in place of brand-name cash registers).

· Cost-Effectiveness - social media and influencer marketing may be more affordable than traditional marketing avenues, offering a larger return on investment. This study can assist in calculating this benefit. With the help of social media and influencers nowadays any restaurant (small, medium, or large) can reach a larger audience via different social media platforms. Assume that I have a small-sized restaurant in Birmingham but with the help of social media platforms, I can target and reach an audience in other cities like London, Leicester, and Cambridge.

· Global Reach - Restaurants can draw clients from beyond their local area thanks to social media and influencers' global reach. This research can aid in comprehending these marketing tactics' potential for international growth.

1.7 [bookmark: _Toc166269246]Methodology
[bookmark: _Hlk166501684]Methods - I’m selecting Systematic Literature Review the justification for the topic, reason, pros & cons are described below with enhanced details.
I am going to use literature research methods in this research. In this research method, I will collect data from the existing 50 articles and examine data, literature, and material related to this research issue. I will collect data from Google Scholar and examine data from the already available research related to my research dissertation topic. This is perfect for examining the effects of digital marketing strategies and tactics on consumer behaviour and brand awareness in the UK food industry. As well as I will also research and examine the data from the 50 articles to better understand about Importance of influencer marketing and social media marketing in the restaurant industry.

Justification
[bookmark: _Hlk166501723]Increased consumer engagement and brand recognition - SMM and IM provide effective methods for reaching a larger audience, developing relationships with potential customers, and raising brand awareness through engaging content and influencer collaborations. According to Muniz and O'Guinn (2001, p. 412), a brand community is defined as "a specialized, non-geographically bound community, based on a structured set of social relations among admirers of a brand." Instead of using the phrase "relationship," marketers now commonly utilize the term "community" as a trendy word due to the growing popularity of Internet brand communities (McWilliam, 2000). Companies create their virtual brand communities to encourage conversation.
[bookmark: _Hlk166501763]Enhanced brand image and reputation - Using encouraging testimonials from influential people and displaying user-generated material may increase confidence and reliability, resulting in a better brand image and repute. Researchers advise that service quality and brand image are linked, meaning that a device's ability to communicate a positive or negative reputation can be indicated by its service quality (Wirtz et al., 2000). Word-of-mouth growth in popularity is ensured by having a respectable reputation (Walsh et al., 2009). It's interesting to note that developing a brand's reputation can suffer from unclear product quality (Selnes, 1993).

1.8 [bookmark: _Toc166269247]Risk Factors
· [bookmark: _Hlk166501836]Reputation Risks: Engaging with influencers and marketing the restaurant on social media channels could create reputation issues. Negative reviews, remarks, or conflicts involving influencers or social media campaigns might harm the restaurant's brand image and credibility (Schultz, Schwepker Jr, & Good, 2015).
· Authenticity Risks: Maintaining authenticity and credibility in influencer marketing efforts is vital for establishing trust with customers. When influencers promote an eatery, followers may become suspicious or react negatively (Abidin, 2016).
· Competitive Risks: Intense rivalry in the restaurant business might pose hazards to influencer and social media marketing initiatives. Competitors may use similar techniques or defeat influencer collaborations, resulting in lower returns or market saturation (Pavlov et al., 2017).

1.9 [bookmark: _Toc166269248]Conclusion
[bookmark: _Hlk166501938]In conclusion, it is impossible to exaggerate the significance of social media and influencer marketing in the restaurant business. These new marketing techniques have a big influence on revenue, brand awareness, and consumer behaviour.
Influencer marketing uses the popularity and trust of well-known people to promote items, offering a type of social proof that has a significant impact on consumer choice. However, social media marketing enables eateries to communicate with customers directly, increasing both customer engagement and brand visibility. These tactics provide affordable marketing through product placement, increased website traffic, and targeted advertising. Examining these marketing tactics is extremely pertinent since it tackles a significant and contemporary facet of restaurant sector marketing. A wide range of stakeholders, including customers, policy officials, marketers, and restaurant owners, may find value in the information collected. To help restaurants maximize their marketing efforts, this research will uncover successful case studies and best practices, investigate and comprehend the impact and efficacy of various digital marketing tactics, and offer strategic advice. The developed research questions look into a number of these marketing tactics' facets, from their impact on customer perceptions to their return on investment. Overall, by offering insightful analysis and helpful suggestions that could support restaurants in thriving in the digital era, this research may make a substantial contribution to the field of marketing within the restaurant business. 


[bookmark: _Toc166210951][bookmark: _Toc166269249]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc166269250]2.1 Introduction
In the extremely competitive and changing environment of the UK restaurant sector, businesses are constantly looking for new ways to attract and retain consumers. Influencer and social media marketing have developed effective techniques for restaurants to increase brand recognition, engage their target demographic, and ultimately promote customer acquisition and loyalty. The purpose of this literature review is to investigate the significance of influencer marketing and social media marketing in the context of the UK restaurant business, by reviewing previous research and theoretical basis.

[bookmark: _Toc166269251]2.2 Research Areas / Topics – Critical Review
1. Influencer Marketing in the UK Restaurant Industry
Influencer marketing has been increasing in popularity in recent years, and its influence on the UK restaurant business has been deeply investigated. Researchers investigated the idea of influencer credibility and its function in changing consumer opinions and purchasing intentions in the UK market. Furthermore, the efficiency of various influencer types (e.g., celebrities, micro-influencers, industry experts) in the context of the UK restaurant business was explored. Future studies should focus on food-related circumstances and locales outside of the United States, as consumers from other cultures can respond differently to influencer marketing. Saudi society differentiates itself from Western and Asian cultures by its focus on religious, traditional, and family-related values, which are influenced by Arab and Islamic cultures. Influence Marketing methods aim to increase brand exposure and power by effectively reaching the target demographic. The major strategy is to engage digital influencers to promote the brand on social networks, reaching as many potential buyers as possible (Chaffey and Ellis Chadwick, 2019). Due to the difficulty of collecting data in the Middle East, Arab nations received minimal research attention. People's connection is one of the most important aspects of online interactions, and it is also the most effective way of exchanging information throughout the world. In 2020, there were around 3.6 billion social media users, with a predicted increase to 4.4 billion by 2025. Electronic word-of-mouth (eWoM) is the primary feature of social media exchanging data across several platforms (e.g., social networks, forum, and blogs) through various activities (e.g., looking for, contributing, and talking) on any topic. People communicate their views, opinions, feelings, and emotions on social media, which causes patterns in society to shift more and more quickly. Among individuals, anyone stands out by taking on the position of influencer, which is defined as an authoritative source of information recognised by the public as an opinion leader because he or she provides advice with the potential to significantly impact other people's purchase decisions. In the case of tourism, travel thought leaders carry on this position, a trend that tourist attraction marketers must understand and use in their destination promotional efforts (Kaplan and Haenlein, 2010). Similarly, in the food industry, food and wine influencers are becoming increasingly important for consumers to get and exchange knowledge (Fleck et al., 2010).

2. Social Media Marketing in the UK Restaurant Industry
Social media channels have become essential to UK restaurants in connecting with consumers, promoting their offers, and building brand loyalty. Researchers investigated the numerous social media marketing methods used by restaurants in the UK, including content marketing, user-generated content (UGC), and social media advertising. Furthermore, the influence of social media on consumer behaviour, especially word-of-mouth (WOM) and electronic word-of-mouth (eWOM), has been researched in the UK environment. Restaurants now prioritise great cuisine, excellent service, cleanliness, and convenient location. Parking is also an important criterion that any restaurant must satisfy. Continuously providing interesting and memorable experiences is crucial for restaurant visitors to engage with the brand across all touchpoints, making it more important than ever. Consumers prefer to dine on their own time. To be successful in the competitive casual eating industry, operators must optimise their locations, occasions, and channels in a linked and authentic manner (Crolic et al., 2019). To achieve effective social media marketing, restaurants should focus on customer experience things that are important to them. This guarantees that the marketing is targeted, meaningful, and valuable (Brodie et al., 2017). To establish a good connection between restaurants and their consumers, consider using innovative strategies. This framework demonstrates how social media marketing can be utilised strategically to meet client demands today. In the twenty-first century, social media apps have grown in power as they have been brought into many aspects of society. Applications like Facebook, Twitter, YouTube, Instagram, and LinkedIn are becoming crucial for millions of individuals who use social media every day to interact, connect, or share information and material (Saura & Bennett, 2019).

3. Integration of Influencer Marketing and Social Media Marketing
Since influencer marketing and social media marketing was examined independently, their combination and complementary advantages have also been investigated in the UK market. Researchers looked into the important role of influencers in boosting social media advertising and driving interaction for UK restaurants. ‘Livestreaming’ is a relatively new form of social media entertainment that has seen a dramatic climb in popularity over recent years(Anderson et al., 2018 & Brundl et al., 2016). Streamers frequently integrate sponsored products into their entertainment material via a range of techniques, such as combine advertising, product placements, branded mini-games, and giveaways, as part of an advertisement-based income model. Streamers might potentially assume the role of "influencers," or those who have the power to convince people to purchase a good or service by recommending or encouraging something on social media. Next, alongside conventional website-driven material like pre- and mid-roll video and popup adverts, comes this influencer-led advertising content. Similar many other social media and entertainment platforms, advertising on livestreaming platforms is combined several social media marketing strategies in an interconnected and collaborative manner. 

4. Consumer Behaviour and Brand Engagement in the UK Restaurant Industry
Understanding customer behaviour and relationship with brands within the context of the UK restaurant business is essential for developing effective marketing strategies. Researchers investigated elements impacting customer decision-making procedures throughout the UK, such as online feedback, social influence, and experiential marketing. Furthermore, the concept of brand engagement and its link with consumer loyalty and loyalty to the brand has been researched in the UK restaurant business. Some customers search out restaurants that show evidence of the successful implementation of green programmes, prompting restaurant owners to adopt a few environmentally friendly activities (Kim et al., 2020). Green restaurants mainly focus on reducing their energy and increasing efficiency by implementing the three “Rs” (reduce, reuse, and recycle) (Higgins et al., 2017). Food service marketing (and hence consumer behaviour) is often subsumed into that of generalised “hospitality” and in some texts is amalgamated with a still more amorphous “tourism”. The tourism and hospitality industry are typically favoured by both of these groupings. There aren't any written specifically about customer research in the restaurant business. However, food service is a significant business within itself, at least in terms of revenue, and with its partial support of lodging and travel, it has distinct qualities all its own. Compared to hotels or tourist attractions, restaurants (including those in chains and those associated with hotels), takeout, and even contract catering are more unpredictable, variable, and liable to trend. Therefore, studying consumer behaviour in the food service industry seems like a particularly attractive topic in theory. There are features specific to the food service industry that differentiate it from other service-based industries like financial and professional services.

5. Brand Loyalty
Satisfaction - In the hotel industry satisfaction is the major factor to gain the trust of consumer and popularity. The relationship marketing literature continues to focus heavily on customer satisfaction, and personally, it seems that individuals are still enthusiastic about measuring this idea given its potential links to higher profit, recommendation, repurchase, and customer loyalty. It’s frequently thought that maintaining good business satisfaction ratings is a more crucial objective than making a profit (Heskett et al, 1995; Keiningham & Vavra, 2001). Achieving satisfaction is the primary goal for most service firms today (Chu, 2002). It is frequently described as a consumer's satisfaction reaction depending on several factors including how or poorly the service performance fulfilled the customer's expectations (Oliver, 1999). But several alternative concepts are currently put out in which the definition of satisfaction is given as an overall idea (Oliver, 1997), attribute-based judgment (Mittal et al., 2001), global evaluation (Westbrook, 1987) and a cognitive response, affective response and conative response (Giese & Cote, 2002). Additionally, it is proposed that feeling satisfied is only the start of a changing process that, with more development, can result in more affective and long-lasting sensations of loyalty (Oliver, 1999). According to this evidence, while consumer satisfaction can indicate that they have simply fulfilled their food and beverage needs, happiness doesn't, by itself, indicate feelings of attachment or, consequently, ongoing loyalty.

[bookmark: _Toc166269252]2.3 Conceptual Framework
After an in-depth investigation of the literature, a conceptual framework can be built to guide future study on the importance of influencer marketing and social media marketing in the UK restaurant business. This framework can include the following important elements:
1. Influencer Marketing: Investigating influencer trust, influencer types (e.g., celebrities, micro-influencers, industry experts), and their effects on customer attitudes and buy plans in the UK restaurant sector.
2. Social Media Marketing: Investigating the effectiveness of multiple strategies for increasing engagement and word-of-mouth in UK restaurants, including content marketing, user-generated material, and social media advertising.
3. Integration of Influencer and Social Media Marketing: Investigating the beneficial impacts of merging influencer marketing and social media marketing initiatives, as well as their impact on consumer opinions and engagement in the UK restaurant industry.
4. Consumer Behaviour and Brand Engagement: Researching the factors that affect consumer decision-making processes in the UK, including online ratings, social I influence, and experiential marketing, as well as the function of company engagement in developing customer loyalty and support for UK restaurants.
5. Outcomes: Studying the overall efficacy of influencer and social media marketing techniques in influencing consumer behaviour, brand recognition, and business growth in the UK restaurant industry.

2.4 Conclusion
Overall, in the UK restaurant industry, influencer marketing and social media marketing are crucial strategies for businesses to increase brand recognition, engage their target demographic, and promote customer acquisition and loyalty. This literature review examines the significance of these marketing techniques in the UK restaurant business context.
In the UK restaurant industry, influencer marketing is increasingly popular, influencing consumer opinions and purchasing intentions. Social media marketing methods, such as content marketing and user-generated content, are crucial for connecting with consumers and building brand loyalty. Understanding customer behavior and brand engagement is essential for developing effective marketing strategies.
Consumer satisfaction is a crucial factor in the hotel industry, as it leads to higher profit, recommendation, repurchase, and customer loyalty. Maintaining good business satisfaction ratings is often considered more important than making a profit. Alternative concepts include overall idea, attribute-based judgment, global evaluation, cognitive response, affective response, and conative response. Feeling satisfied is only the beginning of a changing process that can result in long-lasting feelings of loyalty.
In the UK restaurant industry, influencer marketing and social media marketing are crucial strategies for increasing customer engagement and word-of-mouth. These marketing techniques can influence consumer behavior, brand recognition, and business growth, despite the influencer's trust, influencer types, and moderating factors.


[bookmark: _Toc166210956][bookmark: _Toc166269253]CHAPTER 3: RESEARCH METHODOLOGY 
[bookmark: _Toc166269254]3.1 Introduction
The restaurant of UK restaurant industry is very massive as compared to other industry. In the current digital time, it is very essential to create your online presence to gain massive attention in some ways like revenue, visitors, sales etc. The methodology that was used to provide an in-depth literature evaluation on the value of social media and influencer marketing in the restaurant business is explained in this chapter. The goal of the systematic literature review is to identify gaps in the understanding of the field and establish a strong basis for future research by summarizing and critically evaluating the collection of existing research. With the use of relevant citations from scholarly sources, the chapter will offer an in-depth overview of the study concepts, assumptions, design, methodologies, data collection techniques, and ethical considerations.

[bookmark: _Toc166269255]3.2 Research Philosophies and Assumptions – Justification
I believe that with research into this topic restaurant can create good sources of revenue via analyzing of the UK restaurant industry. This research is going to use an analytical research strategy, which focuses on discovering answers to real-world problems and stresses the practical relevance of the findings (Saunders et al., 2019). This philosophy supports the incorporation of various viewpoints and methodological approaches to effectively address the research objectives, making it well-suited for a systematic literature review on social media marketing and influencer marketing in the restaurant industry (Creswell and Creswell, 2018).
The sensible methodology, that acknowledges the presence of both objective and subjective truths, is going to act as the foundation for this study (Teddlie and Tashakkori, 2009). This method recognizes that although there are certain observable facts and objective truths, people's perceptions and experiences also influence how they perceive the world. This viewpoint allows the study to take into account the subjective experiences and perceptions of customers, restaurant owners, and industry individuals while also examining the objective statistics and measurable results of influencer marketing and social media marketing strategies (Creswell and Poth, 2018).

[bookmark: _Toc166269256]3.3 Research Design – Justification
The method used in the investigation will be a systematic literature review, which entails a thorough and organized search for relevant research on the subject as well as its assessment and synthesis (Jesson et al., 2011). This strategy is justified because it guarantees a comprehensive and objective analysis of the body of current information, lowering the possibility of biases and minimizing the chance of missing significant studies (Booth et al., 2016).
A defined method and the search strategy, inclusion and exclusion criteria, data extraction techniques, and quality evaluation procedures will be followed in the systematic literature review (Moher et al., 2009). According to Dennyer and Tranfield (2009), this technique will provide openness, reproducibility, and consistency in the evaluation procedure, strengthening the validity and dependability of the results.

[bookmark: _Toc166269257]3.4 Research Approaches – Justification for the Use of Research Approach
Systematic literature review methods will be used in this investigation. According to Saunders et al. (2019), the deductive approach entails developing theoretical claims and hypotheses based on current research and theories about consumer behavior, influencer marketing, social media marketing, and brand engagement in the restaurant business. Through a critical evaluation of the available empirical data and the identification of gaps or conflicts in the literature, this will be evaluated and developed through a systematic literature review (Bryman and Bell, 2015).
At the same time, fresh insights can be explored, and theoretical explanations based on evidence gathered from the systematic literature review can be generated thanks to the inductive method (Creswell and Poth, 2018). This method is especially helpful in the fast-changing restaurant business, where it's important to recognize new patterns and themes since influencer and social media marketing trends and dynamics can shift quickly.
The study will combine theory testing and theory construction by utilizing both deductive and inductive procedures, guaranteeing a thorough and reliable investigation of the research problem (Teddlie and Tashakkori, 2009).

[bookmark: _Toc166269258]3.5 Data Collection Methods – Description and Justification
This research will utilize an extensive and methodical approach to gathering data for the systematic literature review.

· Literature Search and Identification
Electronic databases - An established collection of keywords and search strings related to influencer marketing, social media marketing, consumer behavior, brand engagement, and the restaurant industry will be used to search important academic databases, including EBSCOhost, Emerald, ScienceDirect, and Google Scholar and University library (Jesson et al., 2011).

· Screening and Eligibility Assessment
Inclusion and exclusion criteria - To guarantee the accuracy and practicality of the studies included in the evaluation, predetermined criteria will be used. According to Booth et al. (2016), criteria may include language, study methodology, publication date range, and relevance to the research question.
Title and abstract screening - To figure out if the discovered studies are eligible for full-text review, their titles and abstracts will be compared to the inclusion and exclusion criteria (Moher et al., 2009).
Full-text review - According to Dennyer and Tranfield (2009), the full texts of the remaining studies will be evaluated before being included in the review in its full form.

· Data Extraction and Quality Assessment
Data extraction form - Relevant data, including study characteristics, methods, conclusions, and limitations, will be extracted using a standardized form from all of them (Jesson et al., 2011).
Quality assessment - Utilizing suitable evaluation instruments or checklists, such as the Critical Appraisal Skills Programme (CASP) (CASP, 2018) or the Joanna Briggs Institute (JBI) critical appraisal tools (Aromataris and Munn, 2020), the methodological quality of the included studies will be evaluated.
A thorough and objective synthesis of the body of literature will be ensured by the methodical and structured approach to data collecting, improving the validity and dependability of the conclusions (Booth et al., 2016).

[bookmark: _Toc166269259]3.6 Ethical Considerations
Ethics will be discussed even if a systematic literature review does not directly include human interaction and instead focuses on published literature.
· Intellectual Property and Copyright: Following the copyright as well as intellectual property rules, all included studies will be appropriately acknowledged and credited (Bryman and Bell, 2015).
· Transparency and Objectivity: According to Creswell and Poth (2018), the review process will be carried out transparently and objectively, accurately reporting the results from the included research without any deliberate bias or misleading.
· Responsible Conduct of Research: The study will follow the guidelines set forth by Saunders et al. (2019), which include openness, honesty, and regard for other people's work.
Ethics about academic integrity, transparency, and responsible research conduct will be maintained throughout the study, even if a systematic literature review does not directly include human participation (Bryman and Bell, 2015).

[bookmark: _Toc166269260]3.7 Conclusion
This chapter provides an in-depth literature evaluation on the value of social media and influencer marketing in the restaurant business using a systematic literature review methodology. The goal is to identify gaps in understanding the field and establish a strong basis for future research by summarizing and critically evaluating the collection of existing research. The systematic approach used in this study acknowledges both objective and subjective truths, taking into account the subjective experiences and perceptions of customers, restaurant owners, and industry individuals while also examining the objective statistics and measurable results of influencer marketing and social media marketing strategies. 
The research design involves a thorough and organized search for relevant research on the subject, as well as its assessment and synthesis. A defined protocol outlining the search strategy, inclusion and exclusion criteria, data extraction techniques, and quality evaluation procedures will be followed in the systematic literature review. This technique will provide openness, reproducibility, and consistency in the evaluation procedure, strengthening the validity and dependability of the results. 
A combination of both deductive and inductive research approaches will be used in this investigation. The deductive approach entails developing theoretical claims and hypotheses based on current research and theories about consumer behavior, influencer marketing, social media marketing, and brand engagement in the restaurant business. The inductive method allows for fresh insights and theoretical explanations based on evidence gathered from the systematic literature review, especially in the fast-changing restaurant business where it's important to recognize new patterns and themes since influencer and social media marketing trends and dynamics can shift quickly. 
Data collection methods include electronic databases, manual searches, screening and eligibility assessment, title and abstract screening, full-text review, data extraction and quality assessment, and ethical considerations. All included studies will be appropriately acknowledged and credited following copyright and intellectual property rules. Transparency and objectivity will be maintained in the review process, and any potential conflicts of interest or prejudices will be declared. Responsible conduct of research will be maintained throughout the study, following guidelines set which include openness, honesty, and regard for other people's work.
[bookmark: _Toc166210965][bookmark: _Toc166269261]CHAPTER 4: FINDINGS / RESULTS, ANALYSIS AND DISCUSSION
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[bookmark: _Toc165468479][bookmark: _Toc166269262]4.1 FINDINGS / RESULTS, ANALYSIS AND DISCUSSION
In the restaurant sector, influencer marketing and social media marketing have emerged as critical forces in affecting customer behaviour and driving business growth. A thorough examination of relevant literature and actual data reveals that these marketing strategies play a critical role in increasing brand visibility, attracting customers, and fostering engagement within the highly competitive restaurant sector. The study's findings highlight the importance of influencer marketing and social media marketing in the restaurant business. As per to a comprehensive survey published by the National Restaurant Association (2022), 84% of restaurant owners actively use social media platforms for marketing, recognising the enormous opportunities for connecting with consumers, establishing brand awareness, and increasing revenues. Additionally, the study found that restaurants that strategically utilised influencer marketing observed a 27% increase in brand awareness, a 22% increase in consumer engagement rates, and an impressive 18% increase in new client acquisition compared to those that did not use influencer collaborations (Djafarova & Rushworth, 2017). The outcomes of this study highlight the critical role of influencer marketing and social media marketing in the restaurant business, specifically in the United Kingdom. According to a comprehensive survey conducted by the British Hospitality Association (BHA, 2022), a staggering 92% of restaurants in the UK use social media platforms for marketing, recognising their enormous potential for that link with customers, building brand awareness, and increasing sales. These huge results indicate the power of influencer marketing in attracting targeted audiences attention and building trust through genuine recommendations from well-known individuals. Furthermore, this research found a strong connection between a restaurant's social media visibility and client loyalty. Establishments with a strong and engaging social media strategy saw a 12% boost in client retention and a 9% increase in returning customers (Kim and Chung, 2019). These findings highlight the essential importance of social media in building long-term connections with customers and maintaining brand loyalty in the highly competitive restaurant business.

[bookmark: _Toc165468480][bookmark: _Toc166269263]Finding of Results
The study's findings are consistent with the current research on the effectiveness of social media marketing and influencer marketing methods in the restaurant industry. Several academic research have repeatedly confirmed social media platforms beneficial influence on consumer interaction, brand loyalty, and revenue production for restaurants (Kwok & Yu, 2013; Kim & Chung, 2019; Alalwan et al., 2017). Influencer marketing, in especially, is getting widespread attention as a powerful tool for firms to effectively interact with their target consumers. Influencers fundamental trust and honesty with their followers can have a significant impact on customer attitudes, perceptions, and purchase decisions (Lou and Yuan, 2019; Freberg et al., 2011). The study's findings highlight the value of influencer marketing in the restaurant business because the visual attractiveness of food, decoration, and dining experiences plays an essential role in attracting and maintaining consumers.
The investigation highlights many major results about the relevance of influencer marketing and social media marketing in the restaurant industry:

1. [bookmark: _Hlk166028274]Most effective social media marketing strategies employed by restaurants.
This research paper looks into the importance of social media marketing in the UK restaurant business. As technology advances and consumers depend more on digital platforms, companies need to maintain personal connections with their customers, employees, and partners. This gives companies the ability to make relationships, increase engagement, and generate growth (Lee et al., 2021). Certain social media trends can enhance engagement and growth for restaurant companies in the next years. Understanding the next generation of customers is essential for restaurants to remain engaged. Next-generation customers are tech-savvy, connected, and want concierge-level service. Investing in integrated digital advancements for restaurants may provide a hyper-connected dining experience that appeals to all senses (Yetimoğlu et al., 2020). To be successful in this shift, restaurant businesses must understand their consumers, utilise digital technology and analytics, and offer personalised customer engagement. Effectively implementing this strategy could increase eating frequency, bill size, customer conversion, and loyalty. Generation 'Z', those born after the mid-1990s, are the next generation of customers. To attract tech-savvy customers, restaurants must offer unique and compelling experiences. While social media marketing can be effective, it requires a structured approach. The dining-in business is under challenges due to cost limitations, lower disposable incomes, reducing customer confidence, shifting consumer tastes, and changing restaurant engagement patterns. Restaurant operators experience increased margin challenges due to rising personnel expenses, higher business rates, and rising food costs (Martolia et al., 2022). 
· To adapt to shifting trends, restaurants in the UK must understand and implement social media marketing, as well as identify necessary resources. To effectively utilise social media marketing in the restaurant business, it's crucial to identify and emphasise the driving elements. Restaurants now prioritise great cuisine, excellent staff service, cleanliness, and convenient location with free parking. Consistently providing engaging and memorable experiences is crucial for restaurant visitors to engage with the brand across every channel, making it more important than ever. Consumers prefer to dine on their terms (Jílková, 2018). To thrive in the competitive casual eating industry, operators must optimise their locations, occasions, and channels in a linked and real manner. To achieve effective social media marketing, restaurants need to concentrate on handling important aspects of the customer experience. This is appropriate for developing a new successful relationship between restaurants and their consumers, as well as beginning new considerations for such relationships. This framework demonstrates how social media marketing can be utilised strategically to meet client demands today (Singh et al., 2024).
Engage - Interact with me in a nice and real manner. Be welcoming and truthful towards me. Treat me like a human.
Hear - Show awareness of the circumstance and recognise requirements. Listen to specific requirements. McDonald's made a well-received modify to provide breakfast all day after consumers complained about the late morning "cut off" of fast-food breakfast for years.
Delight - Create memorable and shareable moments that surpass expectations. Personalise experience. For example, nothing beats getting anything for free, especially when it's a dessert on your birthday. Baskin-Robbins and Ben & Jerry's offer free ice cream to customers on their birthdays, demonstrating the power of simple gestures. 
Know - Remember and preferences. Prepare for evolving demands. Domino's online and mobile app allows consumers to easily reorder their favourite items.
A restaurant's attempts to produce high-quality and attractive meals will be unsuccessful if it does not attract customers. As a result, a restaurant must maintain a social media presence. This section covers the management effects on restaurants. Provide comprehensive information about restaurant on social media. Include location, hours of operation, phone number, and website link in with profile. Ensure social media information aligns with local listings like Google My Business, Yelp, and TripAdvisor. Consistently updating social media accounts and listings will help restaurant rank better on Google Maps for local enquiries. 
· Organising social media competitions builds connection, loyalty, and engagement with your audience. Restaurant may host social media contests for their business, such as free meals for a year, gift cards, and even complimentary activities. On Instagram, over 93% of people think the visual look of things impacts their purchasing decisions. Posting visually appealing photographs on social media can impact clients purchasing decisions. Posting high-quality images on social media might attract potential visitors to the company. Customers prioritise both meal quality and a comfortable atmosphere while choosing a restaurant (Alatalo, 2021). Potential customers should be exclaiming, "I need to visit that restaurant right now!" after seeing their pictures. Effective reputation management is crucial for restaurants. Unchecked negative reviews could keep potential consumers from visiting the eatery. Facebook advertisements are widely used by social media advertisers, accounting for 93%. Facebook advertising is beneficial for restaurants due to their extensive targeting capabilities. Facebook advertisements allow for geo-target, which means that can only advertise to the local population. Restaurants sometimes waste marketing money by targeting non-local customers through means like television adverts. To optimise restaurant's Facebook ads, use sites like Facebook Business to gain a comprehensive understanding of the platform's advertising features. What greater social proof is there for restaurants than consumers talking about them on social media? Re-sharing consumer material on social media may increase brand recognition and exposure for a company (Lin, 2022). 
· Managers may easily distribute pre-created material on the restaurant's social media sites, creating an inventory for future usage. Influencer marketing involves cooperating with individuals with significant social media influence, audience, and authority, similar to sharing consumer content. An example of influencer marketing is when an influencer posts a photo of the restaurant's cuisine on their Facebook. Influencer marketing boosts engagement by sparking conversations through their content. Influencers improve brand visibility and conversions through their large following and social proof. All of this might result in increased foot traffic into business. Managers should not rely on a single social media platform for their restaurant (Martolia et al., 2022). Cross-promotion is ideal for social media platforms with more engagement and interaction. For instance, if a Facebook page has more likes but less Instagram followers, making a post on Facebook might drive traffic to Instagram.  Restaurants should improve their use of digital technology to ensure accurate and timely data distribution. Create tools and systems for direct guest interaction, empowering servers, deliverers, caterers, and managers to provide personalised experiences. Provide frontline personnel with real-time analytics, allowing them to improve an experience in the moment. Allow guests to take control of their experience by providing them with knowledge and confidence. Digital tools, such as digital ordering, complete menu and meal preparation information, and loyalty monitoring, may provide a more personalised experience. Restaurants should improve their ability to engage the frontline to implement quick, high-touch adjustments. While organisational improvements and technology can improve the customer experience, it ultimately depends on the interactions between employees and guests. Employees should be recognised and rewarded for their contributions to providing the experience. 
· Empowering staff to drive desired changes is crucial for creating a great customer experience (Jílková, 2018). In response to rising consumer demand and industry rivalry, businesses seek innovative strategies to enhance and maintain their competitiveness. Positive word-of-mouth recommendations from delighted customers may provide a significant competitive advantage for a business or brand. Word-of-mouth is widely seen as the most effective way to influence consumer reactions to brands. Previous research suggests that positive word-of-mouth is more powerful than advertising techniques. Customers frequently depend on word of mouth to make purchasing decisions, which is represented in the experiences of others with certain products, services, or brands. The term "mouth-to-mouth" was also used to describe "oral person to person communication between a receiver and a communicator whom the receiver perceives as non-commercial, regarding a brand, a product or a service". Word of mouth aims to share customer information and views about a brand's products and services with others (Azim and Nair, 2021). Word of mouth refers to how consumers communicate information about a brand through personal interactions or other communication channels. In the past, word-of-mouth has been recognised as a cost-efficient and highly powerful marketing communication tool. Word-of-mouth marketing is a low-cost and effective way to spread information among customers. Customers value word-of-mouth as a dependable communication channel, while they are less interested in traditional media such as advertising. 
· Marketing methods including advertising, celebrity endorsement, and promotions may increase word-of-mouth. Many service providers prioritise word-of-mouth marketing, especially for intangible products. Customers often rely on recommendations from friends and family who have used the service before. Consumers trust their friends and family more than brands, highlighting the importance of word-of-mouth marketing (Bushara et al., 2023). HubSpot research found that firms that prioritise blogging activities are 13 times more likely to obtain a good return on investment, highlighting the value of content generation and transmission in increasing brand exposure (HubSpot, 2022). When combined with influencer marketing, such content increases reach and engagement, consequently raising brand recognition among target consumers. Previous research suggests that word-of-mouth positively impacts brand equity. Positive word-of-mouth from consumers can strengthen brand associations since information provided in person is more believable than fewer details communication. Consumers respect word-of-mouth information since it communicates multiple meanings about a business and can impact brand equity, loyalty, and connection. Positive word of mouth was shown to be the most significant element influencing brand reputation, which aligns with the role of word of mouth in enhancing corporate reputation. Word of mouth has a substantial impact on brand equity aspects, including brand image, association, awareness, and loyalty. Positive impact of word-of-mouth on consumer purchase intentions and brand loyalty.
· Word of mouth has a significant relationship with brand image.
· Word of mouth has a significant relationship with brand loyalty.
· Word of mouth has a significant relationship with brand preference.
· Word of mouth has a significant relationship with brand leadership.
· Word of mouth has a significant relationship with overall brand equity.

· Word of Mouth (WOM) communication is very likely to influence consumers purchasing decisions. WOM includes both positive and negative verbal communication among different groups. Elegant restaurants have become increasingly popular and successful due to urbanisation. The Restaurant research aimed to examine how verbal communication advertising was utilised by restaurants to influence customer dining habits. Food quality is a key factor for consumers when choosing a restaurant. Data on food quality, physical environment, pricing, and service quality were evaluated. Consumers prioritised a nice physical atmosphere over other considerations, with food quality coming in last. According to the findings, new consumers were only drawn through word-of-mouth from existing customers. Word of mouth was discovered to be critical for the promotion of administrations. In the restaurant atmosphere, word of mouth was unavoidable. Food quality is a key factor in restaurant selection and has a direct impact on customer satisfaction. This research article examines the factors influencing client word-of-mouth. The study found that students were more likely to influence good or bad word of mouth compared to others. Informal information sharing has a significant influence on purchasing decisions. Electronic word of mouth (eWOM) refers to informal communication among non-commercial communicators about a brand, organisation, or service. The study on the restaurant industry aimed to analyse how consumer restaurant experience (CREp) factors impact eWOM motives and purchasing intentions. Multiple investigations have found that food quality has a substantial influence on both word-of-mouth and eWOM. The study tested three hypotheses: correlation between eWOM and purchase intention, eWOM and buy intention. Consumers who dined at restaurant within the previous six months and engaged in eWOM. Statistical regressions were performed to determine correlation between variables. The study found that while food quality and atmosphere influence eWOM, service had no significant impact. Additionally, there was no significant relationship between eWOM and purchase intentions. A dimension alone cannot prompt a favourable eating decision. The study focused primarily on the restaurant business, which has limitations due to consumers frequent visits to different restaurants. 
· The researchers used three primary indicators for evaluating social media engagement and outreach. To begin, the researchers logged into each restaurant's social media accounts and collected the amount of comments, shares/retweets, and likes to compare social media engagement metrics across the five social networking sites (Han, Ozdemir and Agarwal, 2023). The researchers then combined each restaurant's social media data from the five social networking sites (e.g., user shares/retweets, likes, and comments on each restaurant's post) to get an aggregate yearly statistic. This combined data enabled the researchers to compute and publish the three primary engagement measures (Fenech, 2020). Second, to analyse social media engagement metrics across multiple promotional activities, the researchers first content analysed and selected six primary promotional actions for this restaurant chain: (1) post menu specials, (2) announce restaurant events, (3) notify consumers of special promotions and discounts, (4) encourage customers to participate in contests (for example, allow customers to name new drinks or run selfie contests), (5) promote store service landscape, and (6) share guest testimonial videos. The researchers then used the same aggregation procedure to obtain the three social media engagement indicators for the various promotional efforts. Third, because the researchers did not have annual social media monitoring analytics and performance data, they used an organisational multiple regression to see if the three social media engagement metrics could predict each casual-dining restaurant's performance (e.g., net sales, guest counts, and overall rating) after controlling for significant restaurant attributes (Kwok and Yu, 2013). Hierarchical multiple regression analysis is an excellent analytical method since it may analyse the contributions of a collection of indicators to intraindividual differences in change patterns. The researchers initially conducted a hierarchical multiple regression analysis with the control variables acting as independent variables (AlQadi, et al., 2020). We ran a second hierarchical multiple regression using a fresh set of independent variables in addition to the ones from the previous phase. According to an Influencer Marketing Hub analysis, businesses produce an average of $5.20 in generated media value for every $1 spent on influencer marketing, illustrating the positive return on investment associated with this marketing technique. Additionally, the availability of statistical tools such as Google Analytics and social media insights allows restaurants to measure critical metrics like reach, engagement, and rate of conversion, allowing for data-driven choices and marketing campaign optimisation.

2 [bookmark: _Hlk165501384]Influencer marketing impact customer perceptions and decisions in the restaurant industry
In today's digitally connected world, the restaurant business is seeing a seismic shift in marketing methods, with influencer marketing emerging as a dominating force influencing customer perceptions and driving decisions. Influencer marketing entails working with people who have developed reputation and a large following on social media platforms to promote businesses or services. In the restaurant industry, influencer marketing has enormous potential for increasing brand recognition, encouraging customer involvement, and influencing consumer behaviour. This in-depth examination investigates the multidimensional impact of influencer marketing on the restaurant business, diving into its mechanics, advantages, difficulties, and future opportunities. 
· At the heart of influencer marketing is the power of narrative. Influencers build captivating tales that engage with their audience by combining personal experiences, visual material, and genuine endorsements to foster connection and relatability (Lee et al., 2021). In the restaurant sector, influencers play a critical role in moulding client views by depicting eating experiences in vivid and compelling ways. Influencers transport their audience into a world of gourmet enjoyment by using visually appealing photographs, tantalising descriptions, and firsthand experiences of culinary adventures, imbuing eateries with a sense of desirability and ambition. Research supports the huge improvement in brand perception achieved by influencer marketing campaigns. Influencers endow restaurants with desired traits such as quality, ambiance, and overall experience via their curated material and real tales (Martolia, 2022). By collaborating with influencers whose beliefs and aesthetics reflect those of the restaurant, marketers may successfully communicate their unique selling qualities and differentiate themselves in a competitive market. This strategic partnership between influencers and restaurants creates a symbiotic connection in which both sides benefit from greater visibility, interaction, and reputation. Furthermore, research has shown that influencer-generated content on social media platforms increases customer interaction with restaurant businesses. Followers actively engage with influencer postings, demonstrating appreciation, interest, and loyalty. This increased involvement fosters a sense of connection between customers and restaurants, moving beyond the usual bounds of advertising to form true connections (Morshed et al., 2022). As consumers get increasingly immersed in the narratives given by influencers, their passion for the connected restaurant grows, resulting in continued consumption and promotion.
· Influencer marketing also has a significant impact on consumer purchase intent, with followers indicating a strong desire to visit or try a restaurant based on influencer recommendations. Influencers wield authority over consumer decision-making processes, acting as trusted advisors who traverse the enormous array of eating possibilities and distil choices into actionable suggestions (Saima and Khan, 2022). This phenomenon highlights the critical role that influencers play in affecting consumer behaviour and purchase habits. Restaurants may successfully encourage potential consumers into favourable behaviours by utilising influencers' reputation and authority, resulting in increased foot traffic, bookings, and income. Despite its numerous advantages, influencer marketing in the food business is not without hurdles. One of the key concerns is authenticity and honesty. As influencer marketing gets more popular, consumers are becoming more critical and sceptical of sponsored content that appears artificial or genuine (Fenech, 2020). Maintaining authenticity is critical for establishing trust with followers and retaining the reputation of both the influencer and the restaurant. Transparency in sponsored relationships and disclosures is critical for ensuring compliance with advertising standards and laws. Another problem in influencer marketing is the possibility of unfavourable connotations. In an age where scandals and controversies can spread quickly across social media channels, restaurants must be cautious when choosing influencers to represent their business. Associations with influencers who engage in contentious behaviour or advocate opposing ideals can harm the restaurant's brand and alienate customers. Thorough screening and due diligence are required to reduce these risks and protect the brand's credibility.
· Furthermore, quantifying the success and ROI of influencer marketing programmes is a major difficulty for restaurants. Influencer marketing, unlike traditional forms of advertising, occurs in the digital environment, defined by measures such as engagement rates, reach, and impressions. Determining the effect of influencer partnerships on key performance measures like foot traffic, revenue, and customer acquisition necessitates sophisticated analytics tools and attribution models. Restaurants must invest in effective tracking techniques and data analytics skills to appropriately assess the efficacy of influencer marketing activities. Looking ahead, influencer marketing in the restaurant industry is expected to continue growing and evolving (Madichie, 2010). As social media platforms grow and new technologies emerge, influencers will continue to play an important role in moulding consumer preferences and driving purchase choices. Restaurants that embrace influencer marketing as a strategic necessity and invest in true, value-driven partnerships will benefit from greater brand recognition, customer engagement, and loyalty.
· Finally, influencer marketing is a game changer in the restaurant sector, providing unrivalled chances for companies to interact with customers, raise their brand image, and drive revenue development. By using influencers' storytelling abilities, restaurants can create captivating storylines that appeal with their target audience, develop genuine relationships, and encourage action. However, success in influencer marketing necessitates a deep understanding of consumer behaviour, a dedication to authenticity and openness, and a willingness to adapt to the ever-changing digital marketing landscape. Restaurants may succeed in an increasingly competitive environment by using influencer marketing strategically, thoughtfully, and with a focus on creating long-term connections (Azim and Nair, 2021).
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3 [bookmark: _Hlk165501416]CRM and Loyalty in Restaurant Industry
Customer relationship management (CRM) is a key element in building strong customer relationships, according to the notion of relationship marketing (RM). It also helps to foster client loyalty and long-term consumer commitment. Additionally, the theory claimed that compared to dishonest consumers, loyal ones are more advantageous for businesses. CRM is defined as a part of managing the connection between organisations and their consumers. This relationship involves several components, including proactive procedures, good communication, and maintaining contacts. CRM's primary functions include attracting new clients, developing trusting bonds with existing ones, and effectively maintaining those relationships over time. It also plans accurate consumer segmentation and selects the most efficient communication channel to reach clients at the appropriate time. client relationship management is a characteristic that can boost the probability of increased profitability and maximum client loyalty for the business. The company's commitment to CRM is what motivates it to invest in making customers feel connected, as well as its capacity to maintain the connection and consistently work to improve the relationship. The two fundamentals of CRM, trust and commitment, are thought to have a tremendous impact on creating and preserving a solid relationship between the company and its clients. 
· Various research has demonstrated a positive and direct correlation between consumer trust and their behavioural reaction. In the same way, clients that exhibit high levels of dedication and trust are more likely to remain with the business. As a result, studies demonstrated that two elements that are positively correlated with consumer behavioural intention are commitment and trust (Keshvari, 2018). The customer's trust demonstrated their degree of confidence and trust in the quality of the service. The two elements that drive customer relationship management—trust and commitment—are the subject of this study. Furthermore, these two components are extremely important since they foster a collaborative mindset that oversees the success of relationship marketing. Trust and commitment are two powerful mediators that connect to client loyalty, according to the "key mediation variable" model developed. As per the principle of relationship marketing, it is important to manage client connections to produce positive customer experiences, which in turn fosters customer loyalty and long-term consumer pleasure. Furthermore, the notion claims that devoted clients have shown to be more beneficial to the company than disloyal ones. The function of CRM is examined as a facet of business-to-customer management, which includes many facets such contact maintenance, proactive coordination, and aggressive procedure. CRM is mostly in charge of drawing in new clients, building strong bonds with existing ones, and maintaining them over time. It also oversees an accurate segmentation of clients and chooses the best moment to communicate with them. To increase the probability of maximum loyalty and increased productivity for the business, customer contact leadership must be valuable. CRM investments increase client engagement, their ability to maintain the connection, and their ability to make ongoing improvements possible. The two fundamental elements of CRM, faith and commitment, are seen to be crucial for building and maintaining strong relationships between the business and its clients. Various studies have demonstrated the clear beneficial association between consumer faith and customer reaction. In the same way, clients are more inclined to stick with a business that they firmly believe in and support. Thus, it demonstrates that confidence and certainty are two crucial factors influencing customer behaviour. The customer's confidence in the calibre and safety of the services was reflected in their trust (Keshvari, 2018). This study focuses on faith and commitment, the two factors that determine customer relationship management. These two elements are particularly significant because they support an academic attitude that keeps the advertising relationship successful. Two active communicators that are crucial to customer loyalty are faith and certainty. 
· Loyalty to the firm is seen as a crucial indicator of its success. On the other hand, a lot of businesses base their advertising tactics on building, maintaining, and enhancing connections with potential clients to achieve customer loyalty. Consumers buy-back attitude is only a sign of their loyalty and trustworthiness. A rise in loyal customers will unavoidably result in lower marketing expenses as well as faster customer growth and market shares. Marketing analysts therefore support the idea of client loyalty and its significance in achieving effectiveness objectives. The most recent research offers sufficient proof to illustrate why client loyalty and faith are so important. According to earlier research, maintaining high standards of service improves consumer trust and promotes the growth of strong bonds between businesses and their clients. Additionally, it has been demonstrated that the commitment element plays a significant role in the growth and promotion of client loyalty. The profitability of the business is heavily influenced by the loyalty of its customers. Because of customer loyalty, it is doubtful that it will be able to convert to a different business despite competitor’s tactics, including lower rates and exclusive discounts. The loyalty component has shown to be quite beneficial in the past because it reduces marketing expenses and enables companies to draw in more consumers. Therefore, the firms should take the effort to investigate other facets of client loyalty to strengthen it (Keshvari, 2018). Customer loyalty is seen to be a useful way to assess how well a business is doing. Furthermore, many of the marketing tactics of companies depend on cultivating, maintaining, and improving connections with potential clients to win over their loyalty. 
· A sign of a customer's loyalty is their dedication to repurchasing the same behaviour. With a rise in devoted clients, marketing expenses ultimately decline while customer acquisition and market share growth are also aided. As a result, marketing experts advocate for the idea of client loyalty and stress its significance in reaching financial objectives. The extant literature provides enough proof about the importance of trust and commitment in attaining client loyalty. Previous studies clarify that maintaining the highest level of service quality leads to an increase in customer trust, which helps to establish a strong bond between businesses and their clients. Additionally, it has been demonstrated that dedication is a crucial component in advancing and increasing consumer loyalty. There is a lot of emphasis on how customer loyalty affects business profitability. Individuals are rarely to be able to switch to other brands due to rival strategies like cheaper prices or exclusive specials if they are not loyal to one company. In the past, the loyalty characteristics have shown to be highly helpful in lowering marketing costs and gaining additional consumers through favourable customer references. To boost client loyalty, businesses should thus take the effort to examine additional aspects of it. According to a Stackla poll (2021), 86% of customers consider authenticity to be an important aspect of choosing which companies to support. Through their honest description of eating experiences, influencers help to develop trust and credibility for restaurants among their followers. This supports the idea that customers are more willing to believe suggestions from people they consider to be authentic and approachable.


[bookmark: _Toc165468481][bookmark: _Toc166269264]Analysis
The method that businesses, especially restaurants, approach their marketing strategy has changed dramatically with the growth of social media and influencer marketing. Social media platforms have developed into effective tools that restaurants can use to interact with their consumers, increase brand recognition, and boost revenue. "Companies that interact with clients using social media improved revenue by 63% more than those who did not," finds Harvard Business Review research. This research highlights how important it is to use social media in the restaurant business, as word-of-mouth and customer interaction are key success factors. Within the restaurant business, influencer marketing—a type of social media marketing—has become more popular. Restaurants can attract new consumers and benefit from the authority and reach of social media influencers by partnering with well-known people who have a loyal following. "Influencer advertising initiatives generate up to 16 times more engagement than sponsored or owned media," according to the Harvard Business Review.

1 - Most effective social media marketing strategies employed by restaurants.
This research paper explores the importance of social media marketing in the UK restaurant business, focusing on the next generation of customers who are tech-savvy, connected, and want concierge-level service. Restaurant businesses must understand their consumers, utilize digital technology and analytics, and offer personalized customer engagement to increase eating frequency, bill size, customer conversion, and loyalty. To effectively utilize social media marketing in the restaurant business, restaurants need to focus on handling important aspects of the customer experience, such as great cuisine, excellent staff service, cleanliness, and convenient location with free parking. Consistently providing engaging and memorable experiences is crucial for restaurant visitors to engage with the brand across every channel. To thrive in the competitive casual eating industry, operators must optimize their locations, occasions, and channels in a linked and real manner. To achieve effective social media marketing, restaurants need to engage with their audience in a friendly and honest manner, listen to specific requirements, delight, and know their preferences. They should also maintain a social media presence by providing comprehensive information about the restaurant on social media, aligning it with local listings like Google My Business, Yelp, and TripAdvisor. Organizing social media competitions builds connection, loyalty, and engagement with the audience. Restaurants can host contests such as free meals for a year, gift cards, and complimentary activities. Posting visually appealing photographs on social media can impact customers' purchasing decisions, and effective reputation management is crucial for restaurants. Facebook advertisements are widely used by social media advertisers, accounting for 93% of their usage. Influencer marketing involves cooperating with individuals with significant social media influence, audience, and authority, similar to sharing consumer content. Influencers can boost engagement by sparking conversations through their content, and improving brand visibility and conversions through their large following and social proof. Restaurants should not rely on a single social media platform for their restaurant, but cross-promotion is ideal for platforms with more engagement and interaction. They should create tools and systems for direct guest interaction, empower servers, deliverers, caterers, and managers to provide personalized experiences, and provide real-time analytics to front-line personnel. Lastly, restaurants should improve their ability to engage the frontline to implement quick, high-touch adjustments. Employees should be recognized and rewarded for their contributions to providing the best customer experience, and employees should be empowered to drive desired changes.
· Word of mouth (WOM) is a powerful marketing tool that has a significant relationship with consumer purchase intentions and brand loyalty. It involves both positive and negative verbal communication among different groups, such as customers, friends, and family. WOM has a significant impact on brand image, loyalty, preference, leadership, and overall brand equity. In the restaurant industry, WOM influences customer dining habits by influencing verbal communication advertising. Food quality is a key factor for consumers when choosing a restaurant, with students being more likely to influence good or bad word of mouth compared to others. Informal information sharing has a significant influence on purchasing decisions. Electronic word of mouth (eWOM) refers to informal communication among non-commercial communicators about a brand, organization, or service. A study on the restaurant industry aimed to analyze how consumer restaurant experience (CREp) factors impact eWOM motives and purchasing intentions. Multiple investigations have found that food quality has a substantial influence on both word-of-mouth and eWOM. The study tested three hypotheses: correlation between eWOM and purchase intention, eWOM and buy intention, and consumers who dined at a restaurant within the previous six months and engaged in eWOM. Statistical regressions were performed to determine correlation between variables. While food quality and atmosphere influence eWOM, service had no significant impact. Additionally, there was no significant relationship between eWOM and purchase intentions. A dimension alone cannot prompt a favourable eating decision. The study focused primarily on the restaurant business, which has limitations due to consumers frequent visits to different restaurants.
· The study utilized Google Analytics and Influencer Marketing Hub to evaluate social media engagement and outreach in restaurants. By analyzing comments, shares, and likes across five social networking sites, the researchers obtained an aggregate yearly statistic for the three primary engagement measures. They also analyzed social media engagement metrics across promotional activities, selecting six primary actions for the restaurant chain: posting menu specials, announcing events, notifying consumers of promotions, encouraging contests, promoting store service landscape, and sharing guest testimonial videos. To predict each restaurant's performance, an organisational multiple regression was used, controlling for significant restaurant attributes. The results showed that businesses produce an average of $5.20 in generated media value for every $1 spent on influencer marketing, indicating a positive return on investment. The availability of statistical tools like Google Analytics and social media insights allows restaurants to measure critical metrics like reach, engagement, and rate of conversion, enabling data-driven choices and marketing campaign optimization.

2 - Influencer marketing impacts customer perceptions and decisions in the restaurant industry
· The evaluation begins by emphasising influencer marketing's transformational impact on the restaurant business. Influencers use the power of storytelling to create immersive narratives that engage with their audience, describing eating experiences in vivid and intriguing ways. This narrative strategy helps restaurants improve brand awareness by linking them with desirable traits like quality, ambience, and overall experience. Furthermore, influencer-created content on social media platforms increases customer interaction with restaurant businesses. Followers actively engage with influencer postings, exhibiting appreciation, interest, and devotion. This involvement fosters a sense of connection between customers and restaurants, going beyond standard advertising bounds to create true connections.
· Importantly, influencer marketing has a major impact on customer buy intent. Followers show a strong desire to visit or try a restaurant based on influencer recommendations, highlighting the critical role influencers play in moulding consumer behaviour and driving consumption trends. Restaurants may successfully persuade potential consumers to take favourable actions by using influencers' reputation and authority, resulting in increased foot traffic, bookings, and income. However, the debate also focuses on many issues related with influencer marketing in the food business. Authenticity and openness are essential, as consumers become more critical and sceptical of sponsored material that appears artificial or dishonest. Maintaining authenticity is critical for establishing trust with followers and retaining the reputation of both the influencer and the restaurant.
· Furthermore, determining the success and ROI of influencer marketing programmes is a substantial difficulty. Influencer marketing, unlike traditional forms of advertising, operates in the digital environment, with complicated analytics and attribution methods. Restaurants must invest in effective tracking techniques and data analytics skills to appropriately assess the efficacy of influencer marketing activities. The future of influencer marketing in the restaurant business seems positive, with ongoing development and innovation projected. As social media platforms grow and new technologies emerge, influencers will continue to play an important role in moulding consumer preferences and driving purchase choices. Restaurants that embrace influencer marketing as a strategic necessity and invest in true, value-driven partnerships will benefit from greater brand recognition, customer engagement, and loyalty.
· Overall, the study emphasises the revolutionary potential of influencer marketing in the restaurant business, while also recognising the necessity of authenticity, transparency, and measurement in guaranteeing its efficacy. Restaurants may prosper in an increasingly competitive market by handling these hurdles and harnessing influencers' storytelling abilities.

3 - CRM and Loyalty in Restaurant Industry
CRM is a crucial aspect of relationship marketing, focusing on building strong customer relationships and fostering long-term consumer commitment. It involves attracting new clients, developing trusting bonds with existing ones, and effectively maintaining those relationships over time. CRM's primary functions include attracting new clients, planning accurate consumer segmentation, and selecting the most efficient communication channel to reach clients at the appropriate time. This characteristic can boost the probability of increased profitability and maximum client loyalty for the business. The two fundamental elements of CRM, trust and commitment, are thought to have a tremendous impact on creating and preserving a solid relationship between the company and its clients. Research has demonstrated a positive and direct correlation between consumer trust and their behavioral reaction. Clients that exhibit high levels of dedication and trust are more likely to remain with the business. Trust and commitment are two powerful mediators that connect to client loyalty, according to the "key mediation variable" model developed. Customer loyalty is seen as a crucial indicator of a business's success, as it leads to lower marketing expenses, faster customer growth, and market shares. 
· Marketing analysts support the idea of client loyalty and its significance in achieving effectiveness objectives. Maintaining high standards of service improves consumer trust and promotes the growth of strong bonds between businesses and their clients. The commitment element plays a significant role in the growth and promotion of client loyalty. Customer loyalty is seen as a useful way to assess how well a business is doing, as most marketing tactics depend on cultivating, maintaining, and improving connections with potential clients to win over their loyalty. An indication of a customer's loyalty is their dedication to repurchasing the same behaviour. With a rise in devoted clients, marketing expenses ultimately decline, while customer acquisition and market share growth are also aided. The extant literature provides enough proof about the importance of trust and commitment in attaining client loyalty. Previous studies clarify that maintaining the highest level of service quality leads to an increase in customer trust, which helps to establish a strong bond between businesses and their clients. Additionally, dedication is a crucial component in advancing and increasing consumer loyalty. In conclusion, CRM is a vital aspect of relationship marketing, focusing on building and maintaining strong relationships between businesses and their customers. By focusing on trust and commitment, businesses can increase their profitability and customer loyalty, ultimately leading to increased profitability and long-term success.

In conclusion, influencer and social media marketing are essential components of a restaurant's overall marketing plan. Restaurants can boost their brand awareness, build significant relationships with customers, and ultimately promote long-term company success in a competitive market by implementing these methods effectively.

[bookmark: _Toc165468482][bookmark: _Toc166269265]Discussion of Results
Examine the important role of social media marketing and influencer marketing in the restaurant business in this chapter. The research's findings provide insight into several aspects of these marketing tactics and how they affect restaurants profitability. According to the report, influencer marketing is essential for raising restaurant brands visibility and trustworthiness. Restaurants can expand their reach and build confidence with prospective consumers by working with influencers in the food and lifestyle sector who have an extensive following. This is consistent with research that highlights the value of influencer marketing in establishing the trustworthiness and authenticity of a company. The report additionally highlights how social media marketing is a powerful tool for increasing client loyalty and engagement. Restaurants are more likely to develop long-lasting relationships with consumers and promote return business if they regularly interact with their audience on social media sites like Facebook, Instagram, and Twitter. This result supports the study's findings, which highlighted how social media marketing helps restaurants increase user engagement and loyalty. The analysis's findings highlight how important social media and influencer marketing are to the restaurant business. Restaurants can enhance their overall performance and obtain a competitive advantage by using these marketing methods properly.
· Restaurants can utilise influencer marketing to reach a wider audience and enhance their advertising message. Through collaboration with influencers that appeal to their intended audience, restaurants can connect with pre-existing groups and create talk about their products. This is consistent with the ideas of authority and social proof, which hold that people are more inclined to believe in and follow the examples of well-respected leaders. Furthermore, social media marketing acts as an incentive for building genuine relationships with customers and increasing brand loyalty. Restaurants that maintain an active social media account can connect with consumers in real time, generate comments, and highlight their unique services. This is consistent with the idea of relationship marketing, as defined, in which firms focus developing long-term connections with clients based on mutual trust and value.
Overall, the findings highlight the mutually beneficial link between influencer marketing, social media marketing, and restaurant profitability in today's digital age. Restaurants can position themselves for long-term development and profitability in an increasingly competitive environment by including these methods into their marketing mix and aligning them with their overall company goals.
· In addition, the study's strong findings highlight the need of restaurant owners and marketers adopting influencer marketing and social media marketing techniques actively to remain competitive in the ever-changing digital marketplace. As customers increasingly depend upon social media platforms and influencer recommendations to make dining decisions, businesses that fail to use these channels risk losing market share and customer loyalty to competitors. To capitalise on these potential consumers, restaurants must create a thorough and integrated social media marketing plan that effectively incorporates influencer engagements. By discovering and collaborating with significant individuals who agree with their brand values, target demographic, and overall positioning, restaurants can successfully promote their services, develop brand loyalty, and drive customer acquisition. Furthermore, the findings demonstrate the need of developing visually appealing, engaging, and shareable material for social media platforms. Restaurants should make investments in high-quality food photography, behind-the-scenes footage, user-generated material, and other immersive experiences to capture their customers and develop a feeling of community around their brand. Using user-generated material may be especially effective since it not only highlights actual consumer experiences but also develops a feeling of inclusion and involvement with the brand. 
· Furthermore, the findings illustrate the need of restaurants continuously monitoring and adapting their social media and influencer marketing strategies in response to changing customer tastes, developing technology, and shifting trends in the digital world. Regular examination of performance indicators, consumer feedback, and industry best practices is required to verify the efficacy and relevancy of these marketing initiatives. The study's findings are supported by current research, highlighting the importance of influencer and social media marketing in the restaurant business. However, it is critical to recognise the constantly shifting nature of these marketing methods and the necessity for ongoing adaptation to changing customer tastes and technological advances. The results of the study highlight the revolutionary impact of influencer and social media marketing in generating company success in the food service industry. Restaurants can successfully interact with their target audience, create brand loyalty, and generate increase in revenue by using influencers as brand advocates and capitalising on the power of social media platforms. However, it is critical to understand the obstacles that influencer marketing presents, such as maintaining authenticity and managing changing algorithms. To address these issues, restaurants should emphasise authenticity, transparency, and true participation in their influencer relationships and social media engagements. Furthermore, ongoing monitoring and analysis of key performance measures are required to assess the efficiency of marketing efforts and maximise budget allocation for the ideal effect.
The findings analysis reveals the significant influence that social media and influencer marketing have on the restaurant business. Through the efficient use of these marketing avenues, restaurants can:
1. Build brand awareness and visibility - Social media platforms give restaurants an affordable means of showcasing their menu, atmosphere, and USPs to a large audience.
2. Engage with customer - social media gives restaurants the chance to talk to consumers, answer questions, and get insightful comments that build a feeling of community and loyalty.
3. Drive sales and foot traffic - Influencer partnerships and focused social media marketing might efficiently advertise events, new menu items, and special deals, attracting consumers to the restaurant.
4. Stay competitive - By using influencer marketing and social media to establish themselves apart in a crowded market, restaurants can defeat rivals who might be slightly slow to use similar tactics.

[bookmark: _Toc165468483][bookmark: _Toc166269266]4.2 Linking Results to Literature
The results are consistent with a larger frame of research on social media's and influencer marketing's importance in the restaurant and retail industries. For example, "social media marketing includes a positive impact on customer loyalty and brand awareness in the restaurant industry". Influencers can "inspire greater awareness, attention, and loyalty for brands," which has repeatedly focused the effectiveness of influencer marketing.  The analysis concludes by highlighting the essential part that influencer marketing and social media play in the restaurant business. In a growing competitive context, restaurants might successfully engage with customers, develop brand equity, and promote company growth by adopting these techniques.


[bookmark: _Toc166210972][bookmark: _Toc166269267]CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 
[bookmark: _Toc166269268]5.1 Summary of main findings
1 Effectiveness of Social Media and Influencer Marketing in the Restaurant Industry:
· The study supports previous research that has shown the impact of social media and influencer marketing in the restaurant business.
· Social media platforms perform an important role in improving customer service, brand loyalty, and revenue generating in restaurants.
· Influencer marketing is increasing in popularity because of its capacity to successfully reach target consumers while leveraging the trust and honesty that influencers have with their following.
· The visual appeal of food, decoration, and dining experiences are recognised as critical for attracting and retaining customers.

2 Strategies for Social Media Marketing in the UK Restaurant Business:
· Understanding the value of social media marketing in the UK restaurant sector is critical in the digital age.
· Next-generation consumers, especially Generation Z, are advanced in technology and expect personalised experiences.
· Restaurants have to adapt to changing trends by using digital technology, analytics, and personalised consumer engagement to boost eating number, bill size, conversion, and loyalty.
· Successful social media marketing needs a planned approach that focuses on essential parts of the customer experience while also providing innovative and attractive goods to attract customers with advanced technology.

3 Influencer Marketing Impact Customer Perceptions And Decisions In The Restaurant Industry:
· Influencer marketing improves brand impression by linking restaurants with desirable characteristics such as quality and ambience.
· Influencer-generated content encourages true interaction between consumers and restaurants, resulting in repeat patronage and advocacy.
· Influencer marketing increases customer purchase intent, with followers more likely to visit or try a restaurant based on an influencer's suggestion.

Overall, the findings highlight the importance of social media marketing, influencer collaboration, sustainability, and CRM techniques for improving consumer engagement, loyalty, and business performance in the restaurant industry.

[bookmark: _Toc166269269]5.2 Conclusion based on the research questions
1 Most effective social media marketing strategies employed by restaurants:
The report highlights the significance of social media marketing for restaurants in the UK, specifically in light of changing consumer tastes and technological advances. Identifying next-generation customers, creating personalised experiences, and harnessing digital technologies and analytics to increase engagement and loyalty are all key components of effective initiatives. The successful adoption of social media marketing methods can result in increased dining number, bill size, customer conversion, and loyalty.
2 Influencer Marketing Impact Customer Perceptions And Decisions In The Restaurant Industry:
First, influencer marketing has been demonstrated to improve brand impression by linking restaurants with desirable traits like quality, ambiance, and overall experience. Influencers use their storytelling skills to build captivating narratives that connect with their followers, effectively promoting restaurants as aspirational places. Second, influencer-generated content increases consumer connection with restaurant brands, going beyond typical advertising limitations to build true relationships. The immersive quality of influencer material fosters a relationship between customers and restaurants, resulting in repeat patronage and advocacy. Third, influencer marketing has a major impact on consumer purchase intent, with followers showing a clear preference to visit or try a restaurant based on influencer recommendations. 

3 CRM and Loyalty in Restaurant Industry:
The study investigates the role of Customer Relationship Management (CRM) in establishing strong customer relationships and loyalty in the restaurant business.
It highlights the importance of trust and commitment in CRM by focusing on its influence on customer behaviour and long-term loyalty. The report stresses the crucial importance of understanding consumer preferences, providing high-quality service, and investing in CRM tactics to increase customer happiness and loyalty.

Finally, the study stresses the importance of social media marketing, crisis-related sustainability measures, and CRM techniques in determining restaurant success in today's competitive environment. Understanding and effectively applying these techniques allows restaurants to improve customer engagement, create trust, and foster long-term loyalty, eventually creating business success and sustainability.

[bookmark: _Toc166269270]5.3 Recommendation (Practical and Theoretical)
Practical Recommendations:
Social Media Marketing: 
· Conduct regular audits of social media channels to verify that the material is consistent and relevant.
· Invest in staff training so that they are capable of handling social media accounts and communicating with clients online.
· Collaborate with influencers who share the restaurant's brand values and target demographic to increase reach and engagement.
· Use social media analytics tools to monitor performance indicators and adapt plans accordingly.
· To keep audiences enthusiastic, experiment with various sorts of material, such as videos, user-generated content, and interactive polls.

Influencer marketing on customer perceptions and decisions:
· Execute detailed investigations to find influencers whose beliefs, aesthetics, and audience demographics are consistent with your restaurant's brand identity. Create genuine ties with influencers that can effectively convey your brand's message to their following.
· Collaborate with influencers to produce intriguing and engaging content that connects with their target audience. Utilise influencers' narrative abilities to promote unique dining experiences, food options, and ambiance, emphasising what distinguishes your restaurant from rivals.
· Keep track of developing trends and changes in social media algorithms so that you can tailor your influencer marketing efforts accordingly. Experiment with new platforms, content formats, and marketing strategies to stay current and connect with changing customer preferences.

CRM and Loyalty:
· Adopt a CRM system to better manage customer connections, track preferences, and tailor conversations.
· Train employees to prioritise customer service and involvement, establishing connection with customers to generate long-term loyalty.
· Offer loyalty programmes, discounts, and special promotions to encourage repeat business and reward consumer loyalty.
· Request client feedback via surveys, reviews, and social media outlets to continuously improve service and resolve consumer issues.

Theoretical Recommendations:
Social Media Marketing Theory:
· Apply brand equity theory to determine how influencer marketing affects restaurant brand equity. Track changes in brand recognition, perception, and loyalty as a result of influencer collaborations to determine the long-term worth of these partnerships and their contribution to total brand equity.
· Use influencer typology frameworks to classify influencers based on their reach, relevance, resonance, and relationship with their target audience. Using these parameters, categorise influencers as micro-influencers, macro-influencers, or nano-influencers, and customise influencer collaborations appropriately to efficiently reach certain target demographics.
· Use network theory to better comprehend the interconnection of influencers and their followers in social media ecosystems. Identify significant opinion leaders or hubs in influencer networks and use their influence to broaden the reach and effectiveness of influencer marketing efforts via network effects.

CRM and Loyalty Theory: 
· Investigate how emotional intelligence and empathy can strengthen customer connections and develop loyalty in the restaurant sector.
· Examine the effect of personalised marketing methods on consumer happiness, loyalty, and lifetime value.
· Investigate the impact of cultural characteristics, like as both individualism and collectivism, on consumer impressions of CRM techniques and loyalty programmes.

5.4 [bookmark: _Toc166269271]limitations of the research
Limited Generalizability: The research on the UK restaurant business may not apply to other nations due to cultural, economic, and regulatory differences (Martolia et al., 2022). Restaurant social media marketing and sustainability practices could be affected by regional differences in consumer behaviour, technology, and competition (Yetimoğlu et al., 2020).
Potential bias in data collection: While social media engagement measures like likes, shares, and comments might provide insights into customer contact, they may not fully convey the depth of consumer engagement or sentiment (Han, Ozdemir, & Agarwal, 2023). Social media algorithms can affect restaurant content visibility and reach, leading to inaccurate engagement numbers and misinterpretations of effectiveness (Yetimoğlu et al., 2020).
Response Bias: In research on CRM and loyalty in the restaurant business, there is a possibility of response bias in self-reported data from customers. Customers may give socially acceptable comments or exaggerate their commitment to the restaurant, resulting in inflated impressions of CRM performance (Keshvari, 2018).


These limitations should be acknowledged when interpreting the research findings, and they may give opportunities for future studies to solve knowledge and understanding gaps in the field.

[bookmark: _Toc166269272]5.5 Recommendation for Future Work
Emerging Technologies and Innovations: Explore how emerging technologies like AI, augmented reality, and blockchain may improve restaurant marketing, sustainability, and customer relationship management. Investigate how novel technology can be used to personalise customer experiences, optimise supply chain management, and monitor sustainability KPIs in real-time.
Consumer Co-Creation and Engagement: Explore ways to engage consumers in co-creating value through social media, sustainability initiatives, and CRM programmes. Investigate how restaurants might encourage customers to engage in decision-making, provide feedback, and help co-design products, services, and experiences.
Dynamic Response to External Shocks: The study examines how restaurants adjust to external shocks like public health emergencies, economic downturns, and environmental calamities to retain business continuity and customer connections. Examine the effectiveness of crisis communication methods, risk management procedures, and resilience-building activities in reducing the impact of external disruptions on restaurant operations and reputation.
Ethical and Responsible Marketing Practices: Investigate the ethical implications of restaurants' social media marketing practices, sustainability claims, and CRM efforts. Investigate consumer views of ethical and responsible marketing tactics, as well as how transparency, authenticity, and corporate social responsibility impact trust, loyalty, and buying intent.

By focusing on these areas of future research, academics can help to advance knowledge, guide practice, and drive good change in the restaurant industry's approach to social media marketing, sustainability, and customer relationship management.
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