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Social media
 D o you tweet? Do you regularly 

update your Facebook status? 
Have you got a restaurant blog 

that informs your loyal following what you 
are up to? If the answer is “no” to all of 
these then maybe it’s time you woke up 
and smelt the 21st century.

Social networking is a craze that has 
swept the globe like wildfire in recent 
years, thanks to websites such as 
MySpace, Twitter and Facebook that let 
people link up with each other across the 
world to share everything from pictures to 
casual observations. Twitter has already 
racked up more than 10 billion ‘tweets’ 
since its launch more than three years ago 
– and while the majority of these tweets, or 

messages of no more than 140 characters, 
come from individuals, savvy companies 
have already realised that they too can 
have a presence and get their message  
out there.

Many companies still regard networks 
such as Twitter as more for frivolous fun 
than for serious brand building, but 
Livebookings’ Magnus Hultberg says that 
the restaurant industry, for one, should be 
taking social networking very seriously 
indeed.

“There are few industries with such a 
good fit to social media as the restaurant 
or food and beverage business,” he says. 
“Food and restaurants lend themselves 
very well to people talking. Everybody has 

Fast fact 
There have already been more than  
10 billion ‘tweets’ on Twitter since  
the site launched in 2006

  If you think social internet sites like Twitter and Facebook are full of vacuous musings,
then you’re right. But there’s another, potential profit-making, side to them too

Guide to online marketing
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an opinion, everybody today carries a 
camera with them (increasingly not just a 
photo camera either, but a video camera), 
and more or less everybody potentially 
carries their entire network of friends in 
their pocket.”

When done right, social media is about 
igniting word of mouth, the kind that puts 
you in a positive light and brings more 
customers to your door. There’s nothing 
new about this, except rather than spread 
the word in person, now people are doing 
it online. What is different though, is the 
scale, reach and speed of this new sort of 
word of mouth.

Is it for you?
Hultberg admits that social media isn’t for 
everyone. While sites such as Twitter and 
Facebook offer what appears to be a free 
and very effective way of speaking to a 
wide range of customers and potential 
customers and getting your business 
known, they require regular updating and 
clever content if they are to be successful. 

Twitter is already a graveyard for 
restaurants that have set up accounts and 
then failed to keep people up to date with 
information and this doesn’t give out a 
very positive message. As Hultberg says: 
“If you haven’t got enough time for social 
media then don’t start.”

You will also need to assess whether a 
social network is suitable for your brand. 
The approach particularly suits fast-casual 
restaurants or those that regularly update 
their menus or try new things, but, if used 
correctly, pretty much any style of 
operation can make use of it. 

Most importantly, maybe, is how you 
use it. Because social networking sites 
weren’t originally designed to help 

companies promote their brands, there is 
less of a tolerance among users for overt 
advertising. A restaurant that plugs itself in 
the same fashion week in week out will 
soon become tiresome to its followers –  
a successful business will also engage with 
its followers, entertain them as well as 
educate them about the brand and by 
doing this will gain a bigger following and 
more credibility, which ultimately leads to 
increased bookings.

“There’s an old saying,” says Hultberg. 
“Don’t tell people you’re funny, tell them a 
joke. Brands have spent the past 50 years 
telling people how good they are, now 
they need to show that they are good. It’s 
possible to not take social media too 
seriously and still be professional about it.”

There are some very compelling 
reasons to find time to embrace a new way 
of promoting your business outside of the 
traditional marketing and advertising 
methods. With press and TV advertising on 
the wane online has become a very 
effective way of reaching the masses. 
Brands like YouTube, MySpace and 
Facebook that didn’t exist six years ago, 
today get 25 times more traffic (250 
million unique users per month) than ABC, 
NBC and CBS, which have been around for 
almost a century, says Livebookings.

The main cost of using social 
networking sites is time rather than money 
as the sites are free to join, making social 
marketing a very cost-effective practice. 

However, it’s worth remembering that, 
just like your website, a social networking 
site’s ultimate function is to drive business. 
“It really is just one potential tool in a mix 
of things a restaurant could and should 
consider,” says Hultberg. “Sure, social 
media is free, reaches everyone and allows 

It’s quality,  
not quantity

Asking how many followers you 
have on Twitter is not the right 
question, you need to ask how 
influential they are and which 

tweets lead to a click on  
a link
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you to engage. But all of 
those are empty words if it 
doesn’t help you reach the right 
customers.”

Tracking success
Scepticism does exist about how useful a 
strong Twitter profile or Facebook page is, 
mainly because many companies believe it 
is hard to quantify how much influence 
social media has on their bottom line. Save 
from asking the customer to mention 
Twitter or Facebook when they book, 
restaurants struggle to monitor success 
and it can, therefore, be a struggle to 
justify to the FD why you need to put more 
resources into social media.

There are a number of tools available 
that can paint a strong picture of how 
effective social media is, however. Using 
Google Analytics, for example, it is possible 
to see how many people have visited your 
company’s website via your Facebook or 
Twitter pages and can also tell you how 
many of these were converted into 
bookings. Other services include Klout 
(www.klout.com), a website that can 
analyse a company’s Twitter reputation, 
and Hootsuite (www.hootsuite.com) which 
tracks Twitter activity. 

Getting started
If you want to get involved in social media 
the two outlets worth considering are 
Facebook and Twitter. Both have a similar 
function in the fact that they both offer  
an effective way of getting information to 
the masses. However, they operate in 
distinctly different ways, so you’ll need  
to work out which one, if not both, best 
suits your restaurant and what you want  
to say about it. 

Facebook

With more than 300 million active users, 
Facebook is nearly the size of the US in 
terms of population, so if you’re a business 
owner you really need to set up a fan page, 
or else you risk being left behind as more 
businesses shift to social networks. 

You can have a profile as a person, but 
your business can’t have a profile — it has a 
page. A page is a place to house pertinent 
information about your company, such as 
an overview, your website and contact 
info, press releases, company news and 
status and customer interaction. 

One of the major benefits of a page on 
Facebook over (or in addition to) a 
webpage is that it’s simple to update. With 
a website, if you’re not technical, you have 
to contact your web developer, who will 
charge you to make even a tiny change. 
With Facebook, updates are as easy as 
logging in and typing or uploading. 

Setting up your page
Once you’ve logged in to Facebook, scroll 
to the bottom and click on “advertising”. 
Then click “pages” and “create a page”. 
Select the type of business you own and 
start filling in all the details. The more info 
you add, the better your page will be (and 
remember: Google thinks highly of 
Facebook in its search engine results). 

Make sure to include your company 
logo, any RSS blog feeds that are relevant, 
videos and images. Once you’re satisfied 
with the page, publish it. You can also 

enhance your page by adding applications 
to it, such as drawing in your blog’s RSS 
feed or YouTube videos. 

Another option is to internally develop a 
new application. Pizza Hut’s Order App, 
which allowed fans to order their pizzas 
directly through Facebook, was a huge hit, 
for example, and Red Bull has a custom 
application on its Page that pulls in Twitter 
updates from all of the athletes it sponsors. 

Developing an app can be pricey, but if 
you can afford it or have in-house 
development talent that can get the job 
done, it can be very rewarding. 

Promoting your page
The tricky thing about Facebook pages is 
that you can’t befriend someone the way 
you can from your profile. People can elect 
to become fans of your page, but only if 
they know about it. So you’ve got to 
spread the word organically (and keep 
doing it) to introduce people to your page 
and to your company. 

First identify contacts from your profile 
that are either business connections, 
people working in a field related to your 
business, or who would otherwise benefit 
from the information your company 
provides, and invite them to become a fan 
of the page. Send a short note explaining 
what you want to offer from the page 
(remember, people are thinking “what’s in 
it for me?”) and include a link to the page. 

You should also promote your page 

elsewhere online by putting a Facebook 
page button on your website to help 
others find it, spreading the word on 
Twitter if you’re there (and you should be), 
sending out an email notification, or 
putting a link on your business cards. Do 
whatever it takes to help people know that 
you’re on Facebook and you want them to 
become a part of your community.

Get the most out of your page
If you’ve got a brand that already has a 
strong following, Facebook can be a great 
way to launch a community. Encourage 
discussion among fans by asking questions 
like: “what’s your favourite product?” or 
“what could we do to improve our 
product?” Post updates weekly, if not daily 
and point your fans to any off-site 
promotions, such as giveaways hosted on 
different web sites. And keep it fun. Nobody 
likes straight-up business all the time! 

Zappos, for example, has crazy videos 
and posts that aren’t related to shoes, 
which is why their fan base is well over 
21,000. It will take time to build your fan 
base, so remember to keep sending out 
invites to new contacts asking if they want 
to become a fan of your business page. 
Constantly promote the page in any way 
possible, and keep content fresh – give 
people a reason to visit your page 
regularly. And check your analytics: before 
long you should see a large portion of your 
website’s referrals coming from Facebook!

Susan Payton, managing partner of Egg Marketing & Public Relations
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Twitter
Twitter is a free social networking and 
micro-blogging service that enables its 
users to send and read other users’ 
updates known as tweets. Tweets are 
text-based posts of up to 140 characters, 
displayed on the user’s profile page and 
delivered to other users who have 
subscribed to them (known as followers). 
Think of Twitter as a pond of fish. There  
are fish out there (Twitter users) you want 
to attract, and so you need to sprinkle a 
little food on the surface so that they 
congregate around your corner of the 
pond. The food is your Twitter updates, 
and if it’s tasty they tell their friends and 
come back for more. Your following will 
grow. People will follow you for a reason, 
so make sure that you are consistent in 
your updates. Keep feeding your fish and 
your shoal will grow. Your Twitter presence 
should be a natural extension of your 
brand. Think about how you portray 
yourself elsewhere and make sure your 
Twitter identity lives up to those ideals.  

Getting started
First of all, you need to create a Twitter 
account at www.twitter.com/signup.  
A couple of things to consider when 
choosing an account name is to keep it 
short – Twitter space is limited (140 
characters), and so if someone were to 
forward your message to their followers, 
and they were to include your name, then 
every character that you use for your 
name limits the character space left for the 
message – and keep it meaningful. When 
you create a Twitter account you need to 
also create a ‘bio’. This is a short 
description of who you are and what 

Chefs/restaurants already on Twitter
n Mark Hix – HixOyster
n Leon – Henry_Leon
n Le Café Anglais – LeCafeAnglais 
n Hawksmoor – HawksmoorLondon 
n Brindisa – Brindisa 
n Raymond Blanc – raymond_blanc 
n Gordon Ramsay – GordonRamsay01
n Wallace & Co – wallaceco 
n Sweet Mandarin – sweetmandarin 
n Giraffe – giraffetweet 
n Bob Bob Ricard – BobBobRicard

Guerilla Burgers/Giraffe

Case Study

Newly-launched burger bar Guerilla Burgers, owned by the team 
behind restaurant brand Giraffe, used Twitter and Facebook in the 
run up to its opening and continues to use both social media 
networks to drive awareness and sales. Using both sites it invited its 
followers to a special party, which filled the restaurant on the day 
after its launch with bloggers, local workers and burger fans. The 
result, says marketing manager Vikki O’Neill, not only meant a full 
restaurant from launch, but it also got people talking about the 
brand on Twitter and Facebook and has encouraged more people to 
pay a visit.

Inviting bloggers to a launch can be dangerous as comments and 
opinions can spread like wildfire across the internet, so any poor 
first impressions can be damaging. But this shouldn’t put operators 
off doing this, says O’Neill, providing they are careful. “The trick is to 
not fall into the trap of hyping yourself up,” she says. “You do open 
yourself up to hype on Twitter, but it’s other people’s hype. We’re not 
saying we’re amazing we’re just saying come and try us.”

In Guerilla’s case many of the blogger reviews posted of the event 
or of subsequent visits were positive, although a few were more 
critical. Rather than just ignore these blogs, however, Guerilla 
responded to them and attempted to build a dialogue ad 
relationship with the writers. “You have to do this otherwise people 
think you have something to hide,” says O’Neill. 

“If you are not searching out what people have said about you 
and responding and telling people your story then it won’t work.”

Guerilla’s sister company Giraffe also uses Twitter and Facebook 
in a similar way – to build a sense of community among its followers, 
but also to use it for promotions such as its current “Wake up 
Wednesdays”, which offers a free take-out coffee.

The Giraffe website has clear links to its Facebook page and also 
runs its Twitter comments along the top of its home page to drive 
traffic to its page. With more than 3,500 followers on Twitter it’s a 
tactic that seems to be working. “People take pictures and tell me 
which restaurants they are in and take part in promotions. It has 
really helped build an online community.”

How this has translated to increased revenue is still anecdotal, 
according to O’Neill, but she is unequivocal in her belief that the 
company’s attention to social media has helped drive sales. “Our 
chairman Luke Johnson said he wasn’t sure how it would drive 
business, so I sent out a tweet to our followers saying that our 
chairman wanted to know if you have visited more, less or the same 
since we went on Twitter,” says O’Neill. “

“One hundred people replied and all of them said they visited 
more as a result of our tweet. There us no doubt in my mind that 
social media works – it is not just a bit of fluff.”

In the future, both brands intend to keep the social media 
impetus going and there are plans to do more to attract web 
followers to its restaurants and to track success. One thing Guerrilla 
is considering, is tapping into the work done by website Foursquare 
(www.foursquare.com), which awards people with titles when they 
become regular visitors to particular places – the most frequent 
visitor is named ‘mayor’ of a place. “We could in the future run 
promotions such as boards outside saying that if you are the mayor 
of Guerilla come in for a promotion. All they have to do is show on 
their phone that they are the mayor and they can have a free 
burger. There are so many different ways to bring people through 
your doors.” 

guerillaburgers.com giraffe.net

you’re all about. Why would someone want 
to follow you? Do not underestimate the 
importance of getting this right. Include 
your location (eg, London, Mayfair) and 
also include your website address. Be sure 
to select a good image for your logo and 
don’t use the default image. Make it yours.

Sending out tweets
Once you set up an account you can start 
“tweeting” straight away. You can do this 
from Twitter and make sure, of course, that 
your updates give some kind of extra 
value. This could be to highlight special 
offers and events, but often it might be an 
insight into what is going on within the 
restaurant, or with some members of the 
team. Show a personal touch, but think 
“what would my customers like to know?”, 
not just what you want them to know. If 
you have a Blackberry, download 
Twitterberry (www.orangatame.com/
products/twitterberry/) so that you can 
tweet on the move, away from your desk. 
This means you can quickly drop in a 
discreet message from the bus, on the 
train or from inside the restaurant. If you 
have an iPhone, a good application for the 
same purpose is Tweetie (www.atebits.
com/tweetie-iphone/)

Scanning the airwaves
From your desk computer, you can really 
start to use Twitter even better by 
installing services such as Hootsuite and 
TweetDeck. These are Twitter browsers 
that you can customise. They are both free 
(www.tweetdeck.com, hootsuite.com)
and allow you to perform a number of 
really neat tricks. Firstly, you can set up a 

column for searches that contain your 
brand name and if you find them you can 
follow them – they’re your customers 
(maybe) and if you follow them, they might 
follow you back. You can also monitor 
what’s going on with competitors by 
setting up searches to see what people say 
about them, pre-schedule your tweets to 
provide content to your followers at any 
time of the day and manage multiple 
Twitter accounts.

Generating traffic
Twitter is all about getting people to follow 
you so that what you tweet goes to as 
wide an audience as possible. To generate 
traffic, first of all start following people. If 
you follow people that interest you and 
your restaurant, they might follow you 
back. Look at who other people follow and 
see if there’s anyone on those lists that you 
might find interesting. Then advertise your 
Twitter address in the restaurant, eg, when 
you pass out your bill, on your card, your 
website, your email footers and list 
yourself on Twitter directories.  
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Promotional networks
What are they? 
The ultimate goal of your website is to 
drive bookings and people to your 
restaurant, but with so many websites in 
cyberspace how can you get yourself seen?

One answer is to build a promotional 
network, which extends your reach to 
customers you would otherwise not be 
able to by linking up with third-party 
websites. Potential customers are walking 
past your virtual shop front all the time, so 
the more places you are listed, the more 
likely you will be to attract new customers 
and for the restaurant world these include 
sites such as lastminute.com, Bookatable.
com, Sugarvine.com, Timeout.com and 
www.118.com – sites where people look for 
information on where to eat out and on 
which you will want to have a presence. 

This shouldn’t be confined to UK sites 
either. With people travelling all the time 
and looking for advice on where to stay, 
what to do and where to eat, linking up to 
the websites that they will most commonly 
seek information from is vital.

How it works
On a basic level you should ensure that 
your restaurant details can be found on any 
sites that people are likely to search for 
information on, including yell.com, 
localsecrets.com, hardens.com, 

priceyourmeal.com and sugarvine.com, as 
they offer a great way to generate new 
customers and it typically costs nothing to 
have your details listed. Uploading your 
details to all these sites manually would 
take a long time, which is where linking in 
with an online booking company helps. 

Livebookings, for example, has more 
than 500 local, national and international 
websites around the world – collectively 
reaching 200 million potential customers 
and forming the largest global marketing 
network for restaurants – and immediately 
shares your restaurant’s details with them 
when you join. 

Become a partner
You may also want to partner with 
restaurant-booking websites such as 
Restaurant-guide.com that levy a charge to 
promote your restaurant. Here you can 
place promotions you are running and if 
diners book a table through them they take 
a fee. There is often a cost associated with 
these websites, but this should be seen as 
an acquisition cost as you only pay for the 
service if it gets you bookings, says Peter 
Clack, network partnerships manager at 
Livebookings. And, once the diner has 
visited using a third-party site, it is your job 
to get them to come back again, but this 
time booking directly with the restaurant.

Tracking your total online presence
With so many websites that can potentially 
hold your information, keeping track of 
them all seems like an impossible task. This 
is where web-based measurement and 
analysis tools can do the work for you. 
NetTrackz, for example, is a new online 
presence tool, provided by TouchLocal.
com, that helps restaurants, as well as other 
businesses, keep on top of where their data 
is being stored and whether it is correct.

The company provides a report to 
companies spelling out their web presence 
and whether it is as effective as it could be 
– which in many cases it isn’t, it says. 

According to NetTrackz, 85% of the 
businesses it has tested are missing from 
more than 50% of the directories they 
should be listed on and that 72% of the 
information held across these sites has 
some kind of errors, such as wrong 
addresses, phone numbers and web 
addresses. 

Its report tells restaurant owners their 
overall score based on their current web 
presence across business directory sites 
and local search engines, the details that 
UK business directories hold on their 
restaurant, how well the restaurant is found 
across local search engines and what 
information is correct, what is incorrect, 
what is missing and what is unavailable.

Benefits of being online
n The majority of diners search 
online before eating out

n It is a more cost-effective way 
of talking about your restaurant 
than traditional marketing

n You can quickly and easily 
capture important data on your 
customers and use it to your 
advantage

n Taking online bookings 
relieves the stress from the 
phone and gives staff more time 
to serve customers

n A strong website can help 
build your brand

n Sensible use of social media 
can generate interest in your 
business and encourage loyalty

n Marketing and email 
promotions are simple and easy 
to implement

n You can use related websites 
to promote your business to 
potential customers across the 
world

n You can easily measure your 
return on investment and justify 
the cost of your activity

n You can easily track what 
works and what doesn’t and 
adjust your approach 
accordingly

Guide to online marketing 
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Glossary of key terms
Blog
An online diary with entries made on a 
regular if not daily basis.

CMS
Content management system – a system 
that allows company employees to publish 
new content to their websites.

CTR
Click-through rate – a way of measuring 
the success of an email campaign by 
showing the number of people to have 
clicked on various links within the email.

ESP
Email service provider – will provide 
tracking information showing the status of 
email sent to each member of an address 
list. They also provide the ability to 
segment an address list into interest 
groups or categories, allowing the user to 
send targeted information to people who 
value the e-correspondence.

Facebook
A social network where companies can set 
up groups, post pictures and news stories.

Google AdWords
A service that provides a user with the 
ability to create and run keyword specific 
ad campaigns on a cost-per-click basis.  
You can find out the typical daily cost 
incurred for a specific word by visiting:
https://adwords.google.com/select/
TrafficEstimatorSandbox and to see  
the popularity of a particular word  
through Google since 2004 visit  
www.google.com/trends.

Google Alerts
A service that allows you to follow 
breaking news on your brand  
www. google.com/alerts 

Google Analytics
A free web analytics tool offering detailed 
visitor statistics. The tool can be used to 
track site activities, visits, page views, 
pages per visit, bounce rates and average 
time on site, etc.

Google Insights for Search
Allows a company to compare search 
volumes over a specific time  
www.google.com/insights/search

Hootsuite
A website for tracking Twitter activity 
www.hootsuite.com

HTML
HyperText Markup Language. The 
programming language used to mark  
up web content and display it in a 
formatted manner. 

IP address
Internet protocol address. A unique 
numerical reference that is assigned to a 
computer or device connected to the 
internKeyword. A word that a search 
engine user might use to find relevant web 
pages – if a keyword doesn’t appear 
anywhere in the text of your web page, it’s 
highly unlikely your page will appear in the 
search results.

Klout
A website that analyses a company’s 
Twitter reputation www.klout.com

NetTrackz
A website that enables companies to  
check where they are listed online –  
www.nettrackz.co.uk

Opt in/Opt out
Giving diners the choice on whether to 
allow their details to be used for marketing 
purposes

PPC
Pay per click – paying a website vendor  
for a visitor’s click on an ad that sends 
them to your website. Most of the vendors, 
largest being Google and Yahoo, do not 
charge you until the visitor actually clicks 
to your site.

ROI
Return on investment

SEO
Search engine optimisation – the process 
of improving the volume or quality of 
traffic to a web site from search engines 
via “natural” (“organic” or “algorithmic”) 
search results. Typically, the earlier a  
site appears in the search results list,  
the more visitors it will receive from the 
search engine.

SPAM
Specifically persecuted advertising mail 
– unsolicited bulk emails, junk mail, or 
commercial emails sent in large quantities 
to an indiscriminate set of recipients.

Spider
Also known as a bot, robot, or crawler. 
Programs used by a search engine to 
explore the internet in an automated 
manner and download the HTML content 
from websites.

Twitter
A social networking forum where users 
paste ‘tweets’ of up to 140 characters to 
their followers. Is used by restaurants to 
keep people up to date with menu 
changes, special offers etc.

URL
Uniform resource locator. URLs can  
specify the location of a web page, an 
email address, or a file on an FTP server, 
among other things.

Website optimisation
Whereas SEO works to optimise your site 
to get it as much visibility on search 
engines as possible, website optimisation 
is all about what the visitor does once 
they’ve landed on your site. What do you 
want them to do there? Contact you? Buy 
something? Book online?

Sourced from seoglossary.com  
and Livebookings
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