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[bookmark: _heading=h.45hynkvfi8k0]Abstract
In a highly competitive environment as the food service industry is essential for each business to find balance between online and offline marketing tools in order to improve its customer experience and retention. This applied project explores how combining digital marketing strategies with traditional in-person experiences can enhance an improved service and customer loyalty. 
The project was conducted using a mixed-method approach, where the primary research collected data from a survey to understand the customers behaviours and an interview with the owner of a restaurant in Dublin to get some insights about the marketing tools. Secondary research was based in the data analysis of Instagram and academic literature on marketing, communication, service experience and consumer behavior. 
The findings of the primary research shows that online marketing has more impact nowadays and Instagram posts and reviews influence customer decisions before visiting a restaurant. However, the offline approach, such as friendly service, the atmosphere and in-store promotions are still valid and are crucial for retention. The secondary research confirmed the findings of the primary research, evidence that nowadays customer experience starts with online engagement and ends in the visit to the physical place and the service quality. 
The triangulation analysis evidences a complementary relation between online and offline tools, where a mixed approach combining digital attraction and high quality service experience, is a sustainable strategy for customer loyalty and engagement. The applied project concludes with some practical recommendations that enhance marketing strategies that improve customer experience and retention. 

[bookmark: _heading=h.xa5ef7jtxe06]List of Acronyms used
ADS: Advertisement
AI: Artificial Intelligence
APP: Application
IPI: Internal Performance Indicators
PH-CX: Phygital Customer Experience
SEO: Search Engine Optimization 
WOM: word-of-mouth 
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[bookmark: _heading=h.fhi2tgvvkqbg]1 Introduction
[bookmark: _heading=h.47mu9ige3vg0]	1.1 Background of the Study
Over the years the restaurant industry has been transformed due the increase of technologies and shifts of consumer behaviours. This industry is no longer just evaluated by the food but also by the way that the business connects with its customers online and offline and the brand presence. However the food and service quality remains essential to enhance customer satisfaction and loyalty. 
The interest about this topic has risen from the desire to understand the relation between how the restaurants promote their services and how customers interact with business. The seeking for the right balance between online promotion and offline delivery is the key answer to improve efficiency and retention. 
[bookmark: _heading=h.kddrhdqy8b82]	1.2 Rationale for the Study
The rationale of this applied project is driven by the need to understand how online and offline tools can be used to improve the attraction and retention of customers in the food service industry. This sector is highly competitive and even more crucial for each business to adopt a strategy that focus in brand awareness and physical experience.  
The purpose of the study is to explore how to achieve a balance between online, such as Instagram posts, online reviews, collabs with influencers and offline tools of marketing like for example in-store promotions, flayers and WOM referrals to improve service experience and retention. The research question was elaborated based on the purpose of this study.

Research Question: 
How can online and offline tools of marketing be combined to provide the best service and customer retention in the restaurant industry? 

[bookmark: _heading=h.7hakxl1an2oy]	1.3 Statement of the Research Objectives
To answer the research question, five themes were developed based on the literature review. Where each theme has sub-research questions to contribute for the structure of that primary research and further data analysis. 
Theme 1: 
· Which are the best tools of marketing to implement in the restaurant industry?
· Which are the main differences when the customer is targeted through online and offline campaigns?
Theme 2: 
· How is the impact in the customer decision after a marketing campaign?
· Which factors influence the decision whether to return or not to a restaurant?
· How do customers engage with online and offline marketing campaigns? What are the main differences? 
Theme 3:
· Which are the most effective tools in order to attract and retain customers? And the benefits from each one?
· What is more valuable nowadays? A famous digital influencer review or a word-to-mouth recommendation?
Theme 4: 
· What are the pillars for a good service experience?
· How important is the service experience in customer retention?
Theme 5: 
· Which are the biggest challenges when adopting marketing strategies in the restaurant industry?
· What are the new trends for this industry and how to prepare a business for it? 

[bookmark: _heading=h.glrzy24dzn8d]	1.4 Information Gathering & Data Collection
To fulfil the research objectives, a mixed-method approach was conducted as primary research. This include:
· Quantitative Research: Online survey to collect information about consumer behaviours and marketing engagement. 
· Qualitative Research:  Interview to gather insights around marketing practices and challenges within the industry. 
The mix-method approach was chosen to ensure a complete triangulation analysis, where quantitative and qualitative data is compared with the findings of the literature review and Instagram content analysis. 
[bookmark: _heading=h.53rmmrok9odp]	1.5 Expected Outcomes of the Study
The project seeks to identify strategies that integrate digital engagement with in-person service to create a consistent, high-quality brand experience that benefits both businesses and customers. After finding the right balance between online and offline marketing tools, the intention was to create a set of guidelines to enable other restaurants to adopt it to business in order  to enhance customer experience and improve customer retention in the restaurant industry.
[bookmark: _heading=h.b71u32pu0rzb]1.6 Chapter by Chapter Overview
Chapter 1: the research topic, rationale, objectives, methodology and expected outcomes are presented.
Chapter 2:  presents a comprehensive literature review based on five themes that apply to the marketing and retention of customers.
Chapter 3:  exemplifies the methodology used such as data gathering, sampling, ethical issues and data analysis.
Chapter 4: provides the results of the survey, interview and Instagram analysis, triangulation and results.
Chapter 5: is the final chapter of the study, summarising the main results, describing the limitations, and giving the recommendations about the practice and subsequent research.
	
[bookmark: _heading=h.aurlkbf4ml0z]2 Literature Review
[bookmark: _heading=h.y4d2p170ucwl]	2.1 Introduction 
This chapter reviews academic publications and frameworks relevant to understand the best approach for marketing strategy to enhance customer retention in the food industry. The literature review was divided into five themes: 
1. Online and offline marketing tools in the food service industry
2. Consumer behaviour in the food service industry
3. Social media vs. traditional marketing
4. Food Service Competences
5. Challenges implementing marketing tools
Each theme was focused on answering the sub research questions to facilitate the answer of the main research question.
[bookmark: _heading=h.lwxlca8zuglw]2.2 Theme 1: Online and offline marketing tools in the food service industry
Combining traditional and digital marketing tools is essential to any restaurant to enhance customer attraction and retention. To maximize the outcomes these tools should be integrated, with focus on the target audience and adaptable for new trends. According to Jörn Redler (2022), the communication programme is formed by several stages, but the first is to define the target audience. 
Social media, online reviews, collabs with digital food influencers, Search Engine Optimization (SEO), email marketing are examples of online marketing tools that can be good for reaching a big number of potential customers with the possibility to metrify the results and adapt strategy if needed. Business and brands are exploring these online tools to reach the target market (Garg et al., 2021). Regardless of the strategy adopted, the content should be relevant and valuable for your audience. As Pulizzi (2013) stated that if content is for everybody, the content ends up for nobody, because it in the end is not relevant for a specific audience. 
The online presence nowadays is extremely important, through online reviews and digital influencers testimonials. the first you receive organically from the customers that visited your place and if negative can affect the purchasing probability in the case of a restaurant the return (Varga, 2024). The second, where you invite a digital influencer in the food sector to go to your establishment to try out some dishes and then post it in a format that shows value for their audience which can also influence the purchasing decision (Caiado et al, 2025). Free advertising and sponsored posts perform a function of attracting customers and email marketing is essential to offer personalized campaigns increasing customer retention.
On the other hand, traditional marketing is still crucial for business, such as in-store promotions, activations, banners, loyalty cards and the word -of-mouth (WOM) referrals. Even if it is more difficult to track its results, more expensive and difficult to adapt if something went wrong. The offline campaigns combined with the dining experience can result in a positive WOM referrals, what has a great impact in the hospitality sector (Berger, et al. 2022).  
Traditional and online marketing are complementary. There are many tools to be explored both online and offline. The aim here is to analyze the scenario and identify which fits the best for the restaurant. The literature review just confirms the importance of these tools, in restaurants online tools can be used to maintain the brand presence and attract new customers, while the offline tools enhance customer retention.
[bookmark: _heading=h.fm7wieky5775]
[bookmark: _heading=h.3z3guc44aafr]2.3 Theme 2: Consumer behavior in the food service industry
Before define your target audience, first you have to comprehend who your customer is, what are their preferences, what are the expectations to then deliver a good customer experience. With online and offline marketing campaigns aligned and well prepared teams, it should reflect on the business outcomes and customer loyalty. 
The first step is to analyze ‘who your customer is?’. Age, gender, nationality are some of the aspects that can help you define a persona that your brand will talk about in marketing campaigns (Guan, et al. 2024). The second is to evaluate their preferences, while in-store and also when interacting online. And the last is to understand what are the expectations around the dining experience, are they looking for which kind of atmosphere when visiting the restaurant and which type of food.
After gathering this data, it is possible to create campaigns tailored for your audience and in the future personalized campaigns to achieve customer retention. In a business, the focus is always for the product but the quality of service is essential as well, as cited by  Al-Gasawneh (2023) the quality of service has a highly impact on the customer decision of return or not. Sometimes even if the food was not good, if the service compensates somehow they tend to return for a second try (PR Newswire, 2022).
In order to provide a better customer experience the team should be well prepared and aligned with both campaigns, online and offline. The use of a framework Phygital Customer Experience (PH-CX) can support this process offering complementary use of online and offline but ensuring value (Batat, 2024).
Beside the marketing efforts the team should be aware of any event, special dishes, and promotion to be able to support it in a proper way. Once something is going on online and in-store the staff support the action to guarantee more engagement from the public. 
The user engagement may vary according to channels, the online has the advantage of measuring the results but sometimes an online promotion can just make an intention of purchasing and not actually a purchasing while the offline marketing is closer to the buyer action, like an in-store promotion. So balance the strategies between channels are crucial to maximize engagement and reach more people (Jörn Redler, 2022). 
The consumer behavior in the dynamic food industry is the result of a mix of factors, such as product, quality of service and atmosphere. By understand the maximum of their customers it is possible to shape the marketing strategy in order to attract new customers and build strong relationships at same time. 
[bookmark: _heading=h.c12yc5l9nc45]2.4 Theme 3: Social media vs Traditional marketing
Nowaday is almost mandatory that your business count with a digital presence in order to promote the menus, activations, specials events but the traditional marketing is not gone and both perform a grand influence on customer purchasing decision and retention (Nailor et al. 2012). Both have some good and bad sides, the important is  to create a strategy that combine both channels to achieve better results.  
One of the most common tools of online marketing is social media, that an establishment can use to reach more people and increase the booking intentions (Leung et al., 2013). The tools are free, easy to measure the results and certain of the reach of tailored customers if implemented with a good strategy. With consistent digital presence and relevant content it can affect the retention rates. 
The traditional marketing methods such as flyers, banners, loyalty cards and brand kits are still in use and reinforce the brand image. These tools added together with a good customer experience perform a big influence on the WOM marketing, which impacts customer retention (Trusov et. al., 2009).
Comparing both methods, the main differences that we can highlight is cost-effectiveness, the time of production and the quantity of interaction with the final consumer (Deshpande et al., 2024).
The literature show the differences but also the importance of both methods, so again the main goal is create a marketing strategy that mix online and offline tools added to a good customer service to reach more target audience, enhance the brand and increase the customer retention.
[bookmark: _heading=h.h0vqyl8n22me]2.5 Theme 4: Food Service Competencies

In a highly competitive environment like the food industry, the quality of service is crucial to elevate customer satisfaction. The customer satisfaction can be divided in three pillars as stated by Qin (2009), being food quality, service quality and perceived value.
The service perform a big part of the overall experience when dining out. As the research of Hollyoake (2009) shows the personalization and consistency are key elements on the service experience. According to Parasuraman (1985), the quality of the service can be measured by tangibles, reliabilities, responsiveness, assurance and empathy so by the aspects of the place (e.g. design), quality of ingredients (e.g. reliable source), attention to customers needs (e.g. allergens), knowledge (e.g. wine origin) and how it is a personalized assistance (e.g previous requests). 
In a small business, the service experience is vital and as a fine dining even more. When the customer is not worried about the price and is looking to the overall experience. Studies afirms that the playlist on, background sounds and even how the staff control others tables sounds affect the customer satisfaction (Yeung et. al., 2021).
When dining out in fine dining restaurant, the food is not the only goal it is the overall experience comprehended in ambient, temperature, music, situational noises, physically space, cleanness, time of wait, quality of ingredients, mix of flavors, friendly staff and many others small details that together influences that customer satisfaction. As Tipathi (2016) said, all this factors cited before influences the customer satisfaction and can generate positive and also negative word-of-mouth and customer loyalty.
Once you create a marketing strategy with the aim to reach more audience, this audience when converted have to meet their expectations with a good experience in order to be able to return for reconversion. The business has to concentrate efforts on build a strong relationship offering something different from the competitors to enhance retention. 
The services competences in the food industry come to complement the marketing efforts in order to provide a exceptional customer experience. The marketing strategy needs to be aligned with the quality service as it is complementary for brand presence and customer loyalty. And beside the food, many others small factors have a impact on the final experience.		

[bookmark: _heading=h.8kihfz2di8et]2.6 Theme 5: Challenges implementing marketing tools

With the fast globalization,  the implementation of the online tools in complement with the traditional tools already in use are essential to enhance competitive advantage in the food industry, but some challenges can be faced while implementing it. For the traditional marketing are lack of financial resources available for marketing, despite the importance of marketing, non engagement of team and no knowledge about the tools and many others. When we focus on the digital the barriers are multiple channels, privacy concerns, ad blockers, knowledge about algorithms (Deshpande, 2024).
A common challenge is the lack of skills, even though the social media is free the knowledge behind is intense. As Kingsnorth (2019) emphasizes, the implementation of digital marketing requires many critical skills and previous knowledge in elaboration of content, analysis of data and understanding of SEO strategies. 
Costs also are a common barrier for both offline and online, if compared online marketing is considered cheaper when compared with the traditional. So it enforces the importance of a marketing strategy that combine the resources available to obtain sustainable growth, we can cite some of the strategies that Tomlinson suggests such as strategic partnership, email marketing, free artificial intelligence tools (Tomlinson et. al., 2025). On the same way that is important to acquire the knowledge, its need to be shared between the employee team once this can compromise the effectiveness of the marketing tool as explored by Tiago and Veríssimo, (2014). The opposite may occur as well, when the resistance to the implementation of new tools. 
The increase of the AI use inside marketing present many opportunities, but also can be a barrier for business owners. Now business can improve marketing campaigns using AI for increased brand experience through interaction, information, accessibility and customisation (Vindytia et. al., 2024). To overcome the challenges, the correct is to invest in learning and training for digital marketing tools. Understand the importance, how to implement and keep the constancy can drive the company to reduce dependency of third parties for these resources. 
In the same way that digital marketing offers many opportunities for the business to reach a more segmented audience, possibility to measure results, easy to adapt the campaigns and ability to offer personalized marketing showing value for customers in a reduced cost way, it comes with barriers that needs strategic planning and constant adaptation.
[bookmark: _heading=h.qy57mcouwssf]3 Methodology
[bookmark: _heading=h.o5odrylps0lp]	3.1 Paradigm Interpretist
This chapter highlights the methodological approach used to identify how online and offline marketing tools can be combined in order to provide the best service experience and consequently an increase of customer retention. It gives a detailed description of the research design, data collection, sampling and ethical section applied to the primary and secondary research. This project explored a mixed-method research design, adopting quantitative and qualitative research
[bookmark: _heading=h.g7ugx7dz447v]	3.2 Justification for the Adoption of the Method
The mixed-method was preferred because to answer the research question it is important to gather information from both sides, customer (quantitative data) and business (qualitative data).
The main sources of data were:
· Customer Survey: quantitative research
· Interview with Restaurant Owner: qualitative research
· Instagram Content Analysis: qualitative and observational
The data collected added with the academic literature was used to build a triangulation analysis to support the objectives of the project. 
[bookmark: _heading=h.bjxi2tp4muxv]3.3 Data Collection Methods
[bookmark: _heading=h.g5vq4enyrnr]3.3.1 Primary Research
	Online Survey
An online service was carried out using Google Forms to gather insights about consumer preferences and habits in online platforms or when visiting a restaurant. The survey multiple-choice, checkbox and linear scale covering:
· Online platform most popular;
· Habits and preferences when engaging online;
· Habits and preferences when dining out;
· Likelihood of actions;

The survey was completely anonymous and it was conducted online.
Interview
A semi-structured interview was conducted with the owner of a restaurant of Dublin to gather insights of marketing and business. The interview explored:
· Marketing strategies used in the business;
· Balance between service standards and customer retention;
· Business partnerships;
· Challenges of implementing digital marketing;
The semi-structured format was explored to allow additional relevant information while moving between topics, keeping consistency but adding flexibility to the interview.   
[bookmark: _heading=h.5dl612v4ce1]	3.3.2 Secondary Research
	Instagram Profile Data Analysis
To gather additional data, an analysis of existing data of Instagram was conducted. The restaurant Instagram profile was the same establishment as the interview. The data analysed was from IPI and published posts, including content type, number of views, the appeal, likes and shares. The content analysis was focused on identify the effectiveness, patterns and brand consistency. It was used a qualitative and observational approach to support findings from the primary research. 
[bookmark: _heading=h.i6l42uiuvgh1]3.4 Participants and Sampling
This study employed a mix-method, where for the quantitative research a total of 82 participants completed the survey, including individuals over 18 years old from 10 different countries achieving diverse consumer preferences. The sampling was convenience-based due the limitations of time and resources. The link was distributed on online platforms such as Whatsapp and Instagram to gather the most number of answers.
A single interview was conducted, so a purposive sampling strategy was used for the qualitative research. The interview was with the owner of a renowned restaurant in Dublin, the participant was selected because of his expertise in marketing content and business which contributes for the research question. 
[bookmark: _heading=h.st6w8gcg3e2h]3.5 Ethical Considerations
Both researches followed all ethical standards. The survey was completely anonymous and the data shared was used exclusively for analysis purposes. No personal or sensitive data was collected at any stage of the survey and the participants could leave the survey at any time. 
The interviewee signed a consent form before the interview and gave access to the Instagram account for the content analysis. No personal or business data was collected and the data shared was used only for analysis purposes. 
[bookmark: _heading=h.3otaeyn3grc2]4 Findings and Discussion
[bookmark: _heading=h.h5vfhuastrdw]4.1 Introduction
This chapter presents the findings from the primary and secondary research, triangulation analysis and results from each theme of this project. The primary data is provenient of the online survey and interview. The secondary data was collected after Instagram analysis and academic literature review. The triangulation was executed based on findings from primary and secondary data in order to gain insights to auxiliate the answer of the research question. 
[bookmark: _heading=h.gp6mwk7phvq5]4.2 Theme 1: Online and offline marketing tools in the food service industry
Quantitative
The survey data evidenced a bigger impact over customers from digital marketing rather than traditional marketing. Instagram appeared as the most used online platform. More than 75% of the participants assumed that they follow restaurant profiles, but only 31% interact with the content. 
The offline tools still in use, and meal deals are the most preferred by customers. When asked about reasons to return to a restaurant, the food was the prior answer followed by service. For the women participants the service experience rates are higher than for men. 
Qualitative
The interviewee revealed  Instagram as the main platform of digital marketing, he reinforced the importance of staying updated through new trends. The restaurant utilizes Open Table as booking app, which collects customer data but by personal choice of owner this data is not used for marketing purposes. 
In the past he was used to organizing events to attract customers, now the focus is totally for the restaurant and its experience. He highlighted the use of many wood materials in the decoration to create a warmful and comfortable atmosphere for the clients. Food quality and friendly service are top priority as well. 
Triangulation
The content analysis of the page showed consistency and relevant content for the followers due high rates of likes, comments and shares. Most of the content has a funny appeal and some of it is focused on presenting the food. Confirming what Pulizzi (2013)  stated, the content needs to be relevant for your target audience. It also demonstrated alignment between customer preference for online platforms and the management strategy, being Instagram the most used for both. The elements ranked by customers for reason to return matches with the owner’s priority.
Results
The results reinforce the importance of integrating digital and traditional marketing approaches to achieve stronger customer engagement and sustained growth, where the digital tools can be used to attract and the offline to increase satisfaction and retention.
[bookmark: _heading=h.xpi52tswhxx7]4.3 Theme 2: Consumer behaviour in the food service industry
Quantitative
The survey identified a strong influence of social media and digital platforms, where visiting a restaurant nowadays is linked to online ads, posts and reviews. Three-quarter of the participants indicated checking online reviews before dining out, although the level of impact of these reviews on the decision choice varied. Even with the high influence of social media and its posts, the biggest part of the responses pointed preference for a friend recommendation over a post of a food digital influencer. 
Qualitative
The interview revealed that social media content shapes customers expectations for the in-person experience and it is the last that will define the choice of return or not to the establishment. The owner also commented that online reviews are constantly monitored, but not considered as a decision-making strategy. 
Triangulation
The food service industry is not only driven by food anymore, the brand presence and the service quality have a great impact on the overall experience. The literature review confirmed the findings from the primary research, as cited by Al-Gasawneh (2023) the quality of service has a highly impact on the customer decision of return or not. The Instagram content analysis identified higher engagement for funny and dynamic posts involving a hospitality thematic, which agrees with the literature that highlighted by Guan (2024) the importance of defining a persona to talk to in  your marketing campaign. 
Results
The results of secondary research evidence the importance of defining the target audience and meet their expectations to enhance engagement and customer loyalty. 
[bookmark: _heading=h.hnbsc03x2u2b]4.4 Theme 3: Social media vs. traditional marketing
Quantitative
The survey indicated a higher impact of online marketing campaigns over offline campaigns, but when asked about the preferred activation type the majority chose an offline method (Meal deals). Also a WOM recommendation is more valued than an online post. And the service experience has a great impact on repeated visits. 
Qualitative
The interviewee highlighted the mixed approach, using from digital marketing to attract and engage customers while exploring the in-person experience as a retention strategy. Now the focus is on increasing service quality and improving the atmosphere of fine dining. 
Triangulation
The content analysis reinforced the importance of relevant contents, once the engagement levels depending on it. The management matches with the literature review again where digital and traditional marketing are complementaries. As cited by Redler (2022) the balance between online and offline are crucial for increase and reachiness. 
Results
Both researches highlighted the importance of understanding the target audience and finding the balance between online and offline strategies to enhance long term-success. 
[bookmark: _heading=h.xm0l8yao00m3]4.5 Theme 4: Food Service Competences
Quantitative
Only seven participants affirmed that they would return to a restaurant that had a bad service experience. After food, the service quality is the next of importance in the overall experience when visiting a restaurant. Almost one-quarter of the participants considered the service experience the main reason to return to a restaurant and almost half affirmed that that service has maximum impact in a scale of 1 to 5.
Qualitative
Interview findings evidenced the importance of a warm and friendly atmosphere. Starting from the welcome until the end of the service and improved by staff training, quality of food and design choices. 
Triangulation
The findings on the secondary research matches with the literature review because it exemplified by Hollyoake (2009) the personalized and consistent service as key elements to improve overall experience. Also, according to Parasuraman (1985), the quality of the service can be measured by elements that the owner cited as top priority, such as design and food quality.
Results
Primary and secondary research highlighted service quality as a key factor for customer retention, once a positive dining experience encourages repeated visits.  
[bookmark: _heading=h.i1ktcxrnldpf]4.6 Theme 5: Challenges implementing marketing tools
Quantitative
The survey participants reported not being satisfied with a poor service experience after creating high expectations related to appealing posts and online reviews. The number of participants that prefer to leave a review after a bad or good experience was balanced,  what increases the relevance of online reviews.
Qualitative
As any owner of a small business, the challenges are related to catching up new trends, maintaining consistency of posts and allocating time to marketing strategies. The owner is adopting a funny appeal to its social media. 
Triangulation
The literature review supported the findings on the primary research, confirming the challenges around marketing strategies adoption and as exposed by Kingsnorth (2019) it requires critical skills and continuous learning of content, data analysis and marketing strategies. The Instagram analyses also confirmed this statement, once it requires relevant content and structured strategy. 
Results
The primary research is supported by the secondary research and highlight that effective digital
marketing depends on continuous learning, technical skills, and knowledge sharing within the
team to ensure long-term success.

[bookmark: _heading=h.a8ulqz8cuz47]5 Conclusion and Recommendations
[bookmark: _heading=h.6cvqoabhi1cv]5.1 Introduction
The final chapter in the applied project summarized the key findings in the context of the research question and objectives. It gives an overview comparison between the project and the actual version of the study, outlines some of the limitations faced in the process of conducting the research and explores some recommendations to the restaurant industry. There are also some recommendations for future research about the same or similar topic.
[bookmark: _heading=h.u698yjhstbki]5.2 Conclusion
This research was intended to conduct a study on the use of online and offline marketing tools to provide the best service and improve customer retention in the restaurant industry. To fulfill this objective, an integrated methodology was chosen, including primary research, that included a online survey and a semi-structured interview, and secondary research, covered by analysis of existing data of Instagram profile and academic peer reviewed sources. 
The results showed that online marketing  tools, specifically Instagram, are the most efficient when attracting customers and forming expectations before visiting a restaurant. The survey data proved that the majority of the participants check social media and online reviews to find restaurants, compare the atmospheres, check prices and make a preliminary impression of the establishment. This was further reinforced by the secondary analysis of Instagram data, which revealed that the most engagement is attracted by visual material and relevant content to the target audience. 
Nonetheless, the results also indicated that online marketing is insufficient when retaining customers. The offline elements including quality of service, friendliness of staff, design of the place, wine expertise, food and atmosphere were constantly cited as the key factors for a repeated visit. The insights of the interview also highlighted the importance of providing a welcoming and friendly environment with well trained staff and a comfortable design of the restaurant. The findings do not contradict the literature, recognizing the value of service competencies for the overall experience and long-term relationships between business and customer.  
In general, the research proved that online marketing is more efficient to be applied as an attraction and engagement tool and offline marketing and service delivery are necessary to meet expectations and increase retention. The combination of the two marketing strategies was found to have a key role in enhancing a sustained competitive advantage to the business.
[bookmark: _heading=h.wu79ej640xz1]5.3 Projected and Measured Results
When this research was undertaken at the beginning, it was anticipated that the study would result in a clear online and offline marketing tools integration model for the restaurant industry. It was expected to have complete guidelines to facilitate customer attraction and improvements of retention.
In practice, the results were slightly lower than these expectations. Although it was possible to draw a clear pattern in the terms of compliant role of online and offline marketing tools, the findings have shown that the one universal model can not be applied to every restaurant, once the content requires to be tailored to the specific public. Rather, integration effectiveness was identified to rely on management priorities, the resources and brand presence. The analysis also offered directional suggestions instead of a strict model, which requires the ability to be flexible in the development of marketing strategies. 
[bookmark: _heading=h.sqd8o4vefa1t]5.4 Recommendations
After revision of academic literature and further analysis of primary data collect added to content analysis, it is possible the following practical recommendations:
1) Align content with in-person experience
The restaurants should offer a great in-person experience that matches with the expectations built on the online by posts and reviews. 
2) Use online tools mainly for attraction 
The online strategy can be focused on built awareness and can be carried out by Instagram posts and online ads, but retention strategies must be directed towards delivery and quality of service offline.
3) Invest in staff training
Offer training to maximize the efficiency of the service and consolidate a friendly and professional service as the service competences impacts on customer retention and long-term success. 
4) Improve Design
The design of the restaurant must be comfortable and warm to support the brand identity presented online through social media channels. 
5) Embrace new trends
The business should be attentive and open to new trends in social media, to attract more customers and improve visits. 
[bookmark: _heading=h.xbncm3qwk0f5]5.5 Limitations of the Project
Many limitations can be observed on this project. The sample size was not big enough and based on convenience sampling, which gives general findings. The interview was conducted with one single business, which contributes to gathered insights of only one point of view. The time constraints also the possibility of doing further analysis. 
[bookmark: _heading=h.cptzdjo9u2es]5.6 Recommendation to Future Research
Future studies can be extended by the study to cover various restaurants or comparison across other food service segments. Survey samples can be increased, and the analysis of others online like TikTok can be added to gather more insights about future trends. It would also be helpful to conduct longitudinal researchers that would focus on how the behaviour of customers changes over time.  
[bookmark: _heading=h.blfpnftafd0t]5.7 Final Reflection
This project assignment has outlined the importance of combined online and offline marketing tools in a strategic and customer-oriented method. Although online platforms are very important in the attraction of customers, the offline experience is where the decision-making process whether to return or not is concluded. The study will help the restaurants to establish strong relationships with its customers in order to improve competitive advantage by aligning marketing strategies with service excellence. 
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