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This thesis was commissioned by Yaknak Restaurant, specializing in Nepalese and Indian dishes in Tampere, Finland. The primary objective was to craft a comprehensive digital marketing plan to increase the restaurant´s online visibil-ity and attract more customers. Historically, Yaknak lacked a structured market-ing approach since its inauguration, emphasizing the need for a systematic strategy to sustain itself in the competitive digital environment.  The research made use of a mixed-method approach, along with the incorpora-tion of secondary data from scientific articles with the motive to understand digi-talisation and digital marketing. The data was gathered through interviews with the management of the restaurant, a discussion with a small focus group of cus-tomers, and short surveys. Together, these methods provided a strong base for understanding the present digital landscape as well as the specific needs of the Yaknak Restaurant.   The secondary data revealed that websites and social media pages are corner-stones in addressing the customer’s evolving needs developing the core of an effective digital marketing strategy. Primary data reinforced these findings indi-cating the significance of prioritising websites and social media among all other efforts in digital marketing.  Based on these findings, The result indicated that the Yaknak Restaurant should hire a digital marketing expert who can prepare the content and strate-gize marketing programs. Future research should be based on evaluating the functionality of the site and the social media engagement status as per the cus-tomer's perception to ensure that the customer expectations are met and en-gagement is enhanced. 
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1 INTRODUCTION 
 
 
This introduction section will first examine the significance and the impact of dig-
ital transformation in the restaurant sector followed by a detailed thesis outline. 
The outline provides the reader with a clear and structured roadmap that outlines 
the thesis's main sections and components. 
 
 
1.1 Background and significance of digitalisation in the restaurant indus-

try 
 
Digitalisation has been described as the major technological trend toward society 
and businesses in general. The trend has put pressure on many small, medium, 
and large business organisations to acknowledge digital technologies that would 
help adjust their business model to this new era of digitalisation. (Reis et al. 2020, 
443–456.) 
 
Digital marketing has led the industry into a new era. Consequently, To keep up 
with the trend restaurants are continually adjusting their strategies. The increased 
use of digital technologies is changing the nature of consumer interaction in dif-
ferent sectors and marketing strategies (Qenaj and Beqiri 2022, 66–69). The rap-
idly expanding digitalisation of the past few decades has thereby changed not 
only the marketing channels but also the behaviour and expectations of consum-
ers, from a traditional methodology to today’s limitless digital platforms. This the-
sis will concentrate mainly on such major changes in the context of Yaknak, a 
Nepalese restaurant in Tampere. It discusses how the growing power of consum-
ers and their information accessibility propel a desire for more personalized mar-
keting experiences. (Kumar 2021, 1–21.) 
 
Kariru and Antoneta (2022) stress the fact that businesses of all sizes must keep 
up with the digital trend fostering their brand image and customer engagement if 
their target is to sustain and thrive in today's digitalized world. In the era of digi-
talisation, where the internet is used globally as a means of information 
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exchange, this thesis will aim to develop a comprehensive digital marketing plan 
for Yaknak restaurant. 
 
Bhandari and Sin (2023) highlight that the company's digital marketing plan must 
align with its brand image and customer engagement while enhancing the traffic 
on its website and social media platforms at the same time to ultimately increase 
the sales of the company in the long term. Therefore,  the formulated plan will be 
consistent with the company's brand image and objectives for customer engage-
ment with the primary focus on improving a website and social media traffic and 
ultimately boosting sales. The main objective of the study is to provide effective 
guidelines on digital marketing, which would help improve the digital presence of 
Yaknak, resonate more effectively with its targeted audience, and help in the re-
tention of brand loyalty while growing the business within the highly competitive 
restaurant industry in Tampere. 
 
Similarly, the following modified version of the graphical representation by 
GlobeNewswire (2024) clearly illustrates the projected growth of this global mar-
ket in restaurant digitalisation, which will rise substantially from $6.8 billion in 
2022 to $29.6 billion by 2032, with an estimated CAGR of 16.3% (Figure 1). The 
growth significantly reflects the rise in the adoption of digital technologies in the 
restaurant sector, driven by the need for more efficiency and enhanced customer 
experiences.  
 
In addition, the digitisation of restaurants, fuelled by the widespread adoption of 
solutions such as online ordering systems, and AI-driven tools for better service 
in restaurants, will have a huge impact on this industry offering a considerable 
opportunity for stakeholders who can leverage digital advancements. This trend 
strongly emphasizes the growing sophistication of digitization in the future of din-
ing. Given their enthusiasm for Finland for such new digital trends, the thesis will 
hence guide Yaknak to leverage the best potential digital advancement to remain 
at the forefront of today's digital landscape. (GlobeNewswire 2024.) 
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Figure 1. Global restaurant digitalisation market by Market.Us modified 
(GlobeNewswire 2024) 
 
 
1.2 Thesis outline 
 
The initial section of this thesis is divided into two major parts: the first represents 
an exploration of the topic of digital marketing in the restaurant industry, justifying 
the importance of the topic. Following this, the second part presents the main 
objective the thesis intends to achieve. Moving forward, It will articulate the struc-
ture and major points to be discussed from the beginning of the introduction to 
the conclusion in the final chapter of the thesis.  
 
Subsequently, The paper will provide an overview of the proposed plan of re-
search that has been briefly presented to encompass the main theme, objectives, 
and, to a larger extent, the key questions towards which this research paper is 
answerable. Afterwards, the thesis seeks to explore the theoretical background 
of the concept of marketing, digital marketing and restaurants. In continuation, 
the thesis aims to craft a theoretical foundation which is relevant to the subject of 
research. These concepts and theoretical foundations baked by a comprehensive 
review of existing literature will serve as the theoretical framework for this thesis 
to provide support in interpreting the data and findings. In addition to that, these 
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ground concepts will shape the research question, methodology, and reflection 
for the presented thesis. 
 
The latter section will then explore the data collection method along with the in-
terpretation of the collected data. Thereafter, the thesis will establish the back-
ground of the case company along with the industry in which the case company 
is operating in Finland, and finally explain digital marketing evolution from tradi-
tional marketing in Finland. The following section will discuss the findings from 
the conducted interviews and further analysis of the information derived critically. 
The information would be very critical in developing a comprehensive digital mar-
keting strategy which the commissioner company may adopt. 
 
Next, the thesis introduces the comprehensive, and personalized digital market-
ing plan for Yaknak Restaurant. Further, this includes describing the existing dig-
ital marketing scenario, marketing strategies, and SWOT analysis for yaknak. In 
sequence, this is then followed by the 7Ps of Marketing Mix and SOSTAC Model 
application on the commissioner company with a structured approach including 
future planning.  Eventually, it discusses the actual action plan description, 
thereby knowing what execution steps the company needs to undertake. In the 
next section, the main findings will be summarized together and recommenda-
tions for the application of these findings in the restaurant sector of digital mar-
keting.  
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2 THESIS PLAN 
 
 
This would provide an overview of the purpose, aims, and objectives of the study 
within this planned thesis, looking further into the various concepts, theoretical 
frameworks, and real-world examples that will undergird the analysis.  
 
 
2.1 Thesis topic 
 
The focus of this thesis is developing a comprehensive digital marketing plan for 
Yaknak Restaurant. It delves into creating an effective digital strategy, emphasiz-
ing essential components crucial for the creation of such a plan. This study is 
particularly applicable due to Yaknak's current minimal digital footprint and the 
increasing importance of online presence in the restaurant industry to attract and 
retain customers.  
 
The thesis will explore customer behaviours, particularly how they increasingly 
rely on the internet for information and reviews during their purchasing process 
(Pascucci, Savelli & Gistri 2023, 27–58). This trend highlights a gap between 
consumer digital adoption and business integration of digital channels, a gap Yak-
nak currently exemplifies. 
 
Bruce et al. (2023, 1–24) imply that the key challenges in developing the digital 
marketing plan are the development of a coherent digital strategy, overcoming 
hesitation in adopting new marketing tactics, and drawing from successful digital 
marketing examples while avoiding negative perceptions such as being labelled 
as a spammer. Considering this factor, This plan will be framed on academic 
literature augmented with the mixed approach of qualitative and quantitive meth-
ods of data collection.  
 
 
2.2 Thesis objective, purpose, and research question  
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The thesis aims to develop guidelines to craft an effective and applicable digital 
marketing strategy for the Yaknak Restaurant. To complete this study, the follow-
ing central research question has been proposed so that the study could obtain 
a valid and explicit answer: 
 
“How to craft a comprehensive digital marketing plan for Yaknak Restaurant?” 
 
In a way to critically answer this question, the following sub-questions intend to 
guide the thesis, where each sub-question is supposed to find answers to specific 
areas of a digital marketing strategy.  
 
Sub-question 1: “What kind of digital marketing tools should Yaknak Restaurant 
utilize to enhance traffic on its websites and social media platforms?” 
 
The question attempts to reveal the relevant tools and platforms in digital market-
ing that would be of great help to increase the online presence of the Yaknak 
Restaurant; this is through various digital channels that include social media, 
search engines, and email marketing, among others. 
 
Sub-question 2: "How should Yaknak Restaurant apply these tools to exploit the 
full potential of digital marketing?"  
 
This sub-question will delve deeper into the strategic use of discovered digital 
marketing tools. It will deliver best practices of how to use these tools effectively 
for the optimisation of content to reach out to the audience in various digital mar-
keting platforms, and then finally integrate the tools to have one unified master 
plan. The research seeks to explore beyond just the theoretical discussion provid-
ing more of the practical guidelines that should guide Yaknak Restaurant to 
achieve success in this digital world. The thesis aims to provide the restaurant 
with an understanding of the great potential that digital marketing holds and how 
to use it to pull more traffic toward the company's website and its social media 
platforms. This is crucial because it eventually leads to business growth and more 
customer engagement. Thus, each recommendation and finding that will be in-
corporated in this particular research paper will have a valid grounding 
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concerning academic research and real-life examples applicable to today's mod-
ern digital marketing landscape. 
 
 
2.3 Concepts 
 
The section "Concepts" of this thesis is sophisticated since it is solely devoted to 
the elaboration of theoretical grounds, which could give necessary knowledge 
about the understanding of multifaceted digital marketing reality in general and 
within the restaurant industry in particular. It will cover foundational marketing 
theories and key terminologies that will be integrated into this study. The terms 
include "marketing," "digital marketing," and "restaurant marketing," This section 
will enrich readers with a better understanding of these crucial concepts, laying 
the foundation for the effective application of digital marketing and the measure-
ment of the effectiveness of the application of these strategies in restaurant busi-
nesses. This foundational knowledge becomes the cornerstone for the thesis fea-
turing the development of a digital marketing plan that integrates practical appli-
cations with theoretical insights. 
 
 
2.3.1 Marketing 
 
Kotler (2022) visualizes the term “Marketing” as the extensive field that empha-
sizes identifying and meeting customers' needs with strategic value creation and 
exchange. It involves a broad range of activities such as product development, 
market research, promotion, selling, and distribution by a company to profitably 
meet the demands of the targeted market. Modern marketing emphasizes ex-
tremely on building long-term relations with customers, in the course of offering 
customers superior value and satisfaction that will develop loyalty and induce re-
peat business. This relational view strictly varies from the traditional transaction-
focused view signaling a turn toward long-term customer engagement and value 
co-creation. (Kotler & Armstrong 2022,7 –30.) 
 
There is a vast difference in the definition of marketing, showcasing its extensive 
role in linking up businesses with their respective customer. According to 
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Rangaswamy (2020), marketing is defined as an activity by which entities pro-
duce, price, promote, and deliver goods and services to meet the requirements 
of individuals and organisations. 
 
On the other hand, He et al. (2023, 1161–1181) define it as a management ac-
tivity that focuses on being able to effectively predict, identify, and satisfy cus-
tomer needs. In general view, marketing addresses the demands of consumers 
for profitability, encompassing all activities associated with designing, pricing, 
promoting, and distributing offerings to meet the needs of present and potential 
customers (He et al. 2021,  1161–1181). 
 
 
2.3.2 Digital marketing  
 
According to Chaffey (2023), digital marketing means “Achieving marketing ob-

jectives through applying digital media, data and technology”. Digital marketing 

is characterized as one of the key strategies in today's digital landscape, enabling 
businesses to communicate directly with an audience on the online platform. It 
emerged as the most interactive, personalized strategy with the ability to respond 
to user needs in real-time. Faruk, Rahman and Hasan (2021) stated that Digital 
marketing allows the precise measurement of the results thus allowing compa-
nies to identify customer segments according to their online operations. Digital 
marketing, unlike traditional marketing, has become an expert at engaging cus-
tomers effectively ( Faruk et al. 2021).   
 
Furthermore, Faruk et al. (2021) also noted that digital marketing is capable of 
facilitating real-time tracking and evaluation of marketing efforts. It allows an or-
ganisation to gain more insight into the behaviours and preferences of its con-
sumers with the utilization of these features. Other than that,  Digital marketing is 
quite affordable and flexible. It offers businesses a golden opportunity to create 
brand awareness, sales, and customer engagements. Additionally, it also allows 
targeting specific sets of audiences in the market with specific messages (Faruk 
et al. 2021).  
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Besides that, Digital marketing encompasses three different forms of media 
which are paid media, earned media, and owned media. Firstly, Paid media refers 
to online advertising done on various platforms to either raise the traffic on the 
website or to increase the search engine ranking of the site. Secondly earned 
media are produced through organic engagements, word of mouth, and social 
media interactions that result in valuable conversations happening in online and 
offline worlds. Finally, owned media refers to the assets of a company, say a 
website or social media accounts, which a company has control over to increase 
its online presence. (Spotts et al. 2022, 387–397.) 
 
However, Poorani, Vidhiya, and Santhosini (2021, 46–53)  stressed that there are 
some challenges in applying digital marketing effectively such as online reputa-
tion management, selecting one effective tool from a myriad of effective tools, 
and addressing privacy concerns. Despite the hurdles in staying ahead in the 
dynamic marketplace of digital marketing, the firms with the major motive to thrive 
in the competitive market must continuously adapt and adjust their digital market-
ing tactics. In addition, they should constantly upgrade their tactics in alignment 
with the new consumer behaviour and technological developments. (Poorani et 
al. 2021, 46–53.)   
 
 
2.3.3 Restaurant marketing  
 
Restaurant marketing has emerged as a dynamic form of strategy that effectively 
deploys multiple techniques for the promotion of dining places, mesmerizing the 
customers with its offers, and ultimately developing brand loyalty. The develop-
ment of this in the digital era has some fresh dimensions added to it. Andriani and 
Hutauruk (2024, 41–52) emphasize that social media are now the cornerstone of 
marketing strategy for small and medium dining facilities since it proved to drive 
business growth. The focus is on the need to optimise digital media for marketing 
success. 
 
Furthermore, Mehdi et al. (2024, 1–21)  stress the need for strategic planning in 
marketing a restaurant arguing that an excellent strategy focuses on the balance 
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between services offered and market demand, ensuring that the growth strate-
gies are practicable and up-to-date with consumer needs. 
 
Mawardi (2024, 1–21) points out that the significance of green marketing does 
have a major influence on customer repurchase intentions as part of the major 
effort in the direction of sustainability. The customer in today's world is primarily 
attracted towards a brand known for promoting environmental responsibility. 
Hence, aligning marketing efforts with such values has become crucial not only 
for the planet but also for business. 
 
 
2.4 Relevant marketing theories and models 
 
This section of the thesis incorporates the appropriate theoretical frameworks rel-
evant to crafting a digital marketing plan for Yaknak restaurant. The 7PS Market-
ing mix and the SOSTAC models offer comprehensive methods for developing 
the digital marketing strategy in the service-driven restaurant industry. Addition-
ally, any business exploring digital marketing aims to increase online visibility and 
customer engagement. This highlights the key reason to incorporate the im-
portance of the company website, social media platforms especially Meta plat-
forms and TikTok, and digital tools such as Google Analytics and SEO. (Kumar 
2021.) 
 
Moreover, the section discusses how content marketing strategies can be lever-
aged to attract customers towards the restaurant's digital platforms. It also ex-
plores the real-world example of how the Royal Mustang restaurant in Pori 
achieves success by leveraging effective digital marketing strategies. Given the 
potential of these theories and tools, the Author points out that these theories, 
case studies and tools are relevant in answering the research question. 
 
 
2.4.1 7Ps marketing mix model 
 
The widely recognized traditional 4Ps marketing mix was developed in 1960 by 
E. Jerome McCarthy. It consists of four very important elements ranging from 
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products, price, place, and promotion. The 7Ps marketing mix is an extended 
version of the traditional 4Ps, which is extended with three more elements - Peo-
ple, Process, and Physical Evidence. It is designed to support businesses with 
comprehensive tools for reviewing and defining their marketing strategies across 
multiple dimensions. Furthermore, this framework is found to be relevant and very 
significant in crafting a digital marketing plan for Yaknak restaurants. In the fol-
lowing section, the thesis will explore the seven elements of the 7ps Marketing 
Mix model. (Hanlon 2023.) 
 
The product element of the marketing mix refers to what a company has to offer 
to its customers. It encompasses physical goods, services, and digital products. 
A product objective is to create a new or fulfil an existing customer need. The 
product must be evaluated and developed continuously to remain relevant and 
competitive. Key aspects to be considered in this regard include the design, qual-
ity, features, variety, and brand name of the product. (Fahrizal et al. 2022, 182–

187.) 
 
The price company is defined as the expenses customers have to incur in ex-
change for a product or service. Pricing is a very essential element of the 7 PS 
marketing mix because it determines the positioning and competitiveness of the 
product in the market and eventually its profitability. Businesses should make 
major considerations on production costs, competitor pricing strategies, market 
demand, and the value of the product itself when setting prices. The range of 
strategies can vary from premium pricing, competitive pricing, discounting, and 
bundling. (Fahrizal et al. 2022, 182–187.) 
 
place or distribution is defined as the act of making the product available at the 
right time and location for the customer. It encompasses logistics, distribution 
channels, coverage, and locations. It is all about ensuring that the products will 
be able to be delivered in convenient manners to the consumers whether through 
a physical retail setting, an online platform, or a hybrid method of distribution. 
(Fahrizal et al. 2022, 182–187.) 
 
Promotion refers to an activity which is carried out to make the customer aware 
of the product while persuading them to purchase it. It encompasses activities 
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that are related to public relations, direct marketing, advertising, sales promotion, 
and personal selling. An effective promotion strategy always ensures that the de-
sired messages are delivered to the target audience through the most suitable 
channels. (Fahrizal et al. 2022, 182–187.) 
 
People is a central element of the 7 PS marketing mix. It is highly significant to 
product-based firms. This dimension encompasses all individuals directly or indi-
rectly related to the business, including the employees, management, and the 
customers themselves. customer service, training, and motivation are critical di-
mensions, as the customer's quality of experience is highly linked with the inter-
action with the company's personnel. (Fahrizal et al. 2022, 182–187.) 
 
The process element of the 7 PS marketing mix comprises the procedures, mech-
anisms, and flow of activities in the consumption of services. Generally, It may 
involve the processes of sales, service and delivery. Efficiency, service quality, 
and customer satisfaction are the most important factors here, which directly af-
fect the experience of the customers and the perception of the brand. (Fahrizal 
et al. 2022, 182–187.) 
 
Physical evidence is the environment in which the service is delivered and where 
the firm and customer interact. For instance, it includes packaging in the case of 
product-based companies. This element significantly influences the customer's 
perceptions of the quality and reliability of service. It includes the physical facili-
ties, layout, signage, and even digital spaces companies use in interacting with 
their customer. (Fahrizal et al. 2022, 182–187.) 
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Picture 1. Key elements of 7Ps marketing mix modified (Hanlon 2023). 
 
 
2.4.2 SOSTAC model  
 
The SOSTAC model is a widely recognized marketing framework that was inno-
vated by PR Smith in the 1990s. The model consists of six vital components: 
Situation, Objectives, Strategy, Tactics, Actions, and Control. PR Smith is an in-
ternationally admired speaker, marketer and author who crafted this model, which 
has been recognized as one of the top three business models in the world. The 
SOSTAC model was first published in 1996 in PR Smith's book "Marketing Com-
munications: An Integrated Approach", as a guide for planning marketing. It has 
drawn interest from dominant organisations and startups such as LinkedIn, 
KPMG, and Greenpeace, among others. (smith & Zook 2024, 306-341.) 
 
The first stage, Situation Analysis,  begins with a comprehensive review through 
digital SWOT analysing all factors that can be influencing consumer decisions. 
This analysis delves into the micro and macro environmental aspects, focusing 
on the behaviour of customers, competitors, and intermediaries as critical. (Smith 
n.d.) 
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The Objectives section specifically focuses on the target of "where do we want to 
be?" based on identifying specific markets for engagement. It outlines a detailed 
approach for the engagement of digital channels and setting concrete goals con-
cerning cost reduction, sales, and volume projections. (Smith n.d.) 
 
The strategy is the main element in the model, dealing with the key question: 
"How do we get there?". The strategy can be defined as a tangible approach to 
the realization of set goals, with a primal focus on product proposition, market 
segmentation, and targeting. It is crucial to identify the target market with an em-
phasis on aligning the preferences of customers with the ability of the company. 
(smith & Zook 2024, 306-717.) 
 
Tactics incorporate specific strategic components, which include the marketing 
mix, customer relationship management (CRM), and digital communications, 
clarifying "How exactly do we get there?" (Smith n.d). 
 
This is followed by the Actions stage, whereby the implementation of the plan is 
explored, including task allocation and responsibilities definition. The application 
of effective internal marketing will guarantee that a plan succeeds (Smith n.d.). 
 
Finally, the Control phase is for measuring campaign effectiveness. It addresses 
"How do we know we get there?" by stating the objective of early establishment 
of objectives and key performance indicators (KPIs) for ongoing analysis and 
monitoring all through the campaign. (Smith n.d.) 
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Picture 2. SOSTAC model, modified (Smith N.d.) 
 
 
2.4.3  Company website as the digital marketing platform 
 
The website stands out as the most crucial and widely used digital marketing tool 
within today's digital landscape. According to Sharma and Tripathi (2023, 27–31), 
The usability of the website, the presence of quality content, and interactivity are 
the major elements of raising user engagement, brand awareness, and conver-
sion rates. Furthermore, the ease of use and the navigability of a company web-
site act as the cornerstone factor for the effectiveness of digital marketing. 
(Sharma & Tripathi 2023, 27–31.) 
 
The things that need consideration in developing a user-friendly website are 
 

• The reason behind building this website 
• The primary objective for establishing the site 
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• The targets and objectives that are to be accomplished through this web-
site 

• The contribution of the website to the success of the organization. (Martini 
et al. 2022, 81–90.) 

 
Furthermore, the easier navigation, organization, and mobile optimise 
action of the site is the key factor for the enhancement of customer experience. 
The enhanced customer experience results in higher customer engagement and 
conversion rates of the customer. Besides, the content that resides on the web-
site of an organization is of great value. The quality, relevance, and frequency of 
updating the website are attributes that can help in attracting and retaining visitors 
(Sharma & Tripathi 2023, 27–31). Moreover, informative content that is relevant 
to the needs of the customer adds engagement, value, and visibility while making 
the website accessible to potential customers. Also, the more time spent on the 
website, the better the SEO of the website. (Martini et al .2022, 81–90.)  
 
Interactive features, for instance, chat functions, feedback forms, and links to so-
cial media on a website, further create an avenue of two-way communication be-
tween a company and its users. This level of interactivity increases user experi-
ence, encourages user participation, and nurtures a sense of community around 
the brand. In light of these considerations, user engagement with interactive fea-
tures can contribute to deepening the bonding of the customer to the brand which 
is vital for a successful digital marketing strategy. ( Martini et al. 2022, 81–90.)  
 
In addition to that, the comprehensive digital marketing approach is characterized 
by the integration of a website with social media platforms and mobile accessibil-
ity. It also makes use of the brand's online presence to further increase user en-
gagement through shared content that drives back the traffic to the website. Sim-
ilarly, making the website mobile-friendly will enable the company to reach the 
increasing number of users who access the web through mobile devices, further 
extending the reach and access to the brand. (Sharma & Tripathi 2023, 27–31.) 
 
 
2.4.4 Social media marketing  
 



23 

 

Social media marketing is defined as the strategy of gaining targeted audiences 
and improving brand visibility through social media platforms (Thakkar 2022). 
Specifically, it is a set of actions carried out on social networks to distribute and 
share content for designing the company image, driving traffic to websites, boost-
ing sales, engaging with current customers, and attracting new ones (Hayes 
2023). 
 
Remarkably, the rapid growth of interactive digital platforms has enabled social 
media to overshadow traditional channels such as TV and radio. According to 
Data Reportal (2024), the number of people using social media has soared to 
5.04 billion worldwide, equivalent to 62.3% of the world population, with roughly 
nine out of every ten internet surfers active monthly on social media. With the 
presence of such a large number of users, social media has emerged as an ex-
tremely powerful marketing tool for a variety of businesses. The most critical as-
pect of it is that it offers three fundamental pillars in marketing: connection, inter-
action, and access to customer information. In connection, with social media mar-
keting (SMM), businesses can reach out to their current and prospective clients 
effortlessly and economically unlike the traditional marketing avenues. 
 
Moreover, SMM opens a path to greatly improve customer relationship manage-
ment (CRM). Besides, either through direct or indirect interactions on social me-
dia, electronic word of mouth (e-WOM) is promoted among both already existing 
and potential customers (Wan & Forey 2024). Social media platforms document 
all these interactions, hence giving tangible metrics on the return on investment 
(ROI), which demonstrates the value of the third marketing pillar under SMM: 
customer data. This becomes a major resource to be used for market analysis, 
strategy fine-tuning, and the development of new marketing approaches. 
 
According to the latest data, in the year 2024, the use of social media is very high 
in Finland, with the general population of 80.4% using social media platforms, 
which constitutes 4.46 million citizens (Kemp 2023). The most popular social me-
dia platforms in Finland are Facebook, Instagram, TikTok, Snapchat and 
YouTube. Notably, YouTube stands out as the most explored social media in 
Finland, more than 4.46 million users use it for various interests and ages. Fur-
thermore,  Facebook having over 2.3 million users is largely used by the 25-34 
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age group (Kemp 2023). Similarly, Instagram With an approximate number of 2.2 
million users, reaches out to the younger Finnish population, especially those 
aged 18 to 24 years (Kemp 2023).  Finally, In early 2024, Tiktok had 1.64 million 
Finnish adult users, who represented a 30.2% share of Finnish internet users. 
Moreover, Ad reach to TikTok increased by 15.2% from early 2023 to early 
2024(Picture 3). (Kemp 2023.) 
 

 
 
Picture 3. Major social media used in Finland  ( 2023) 
 
Despite, YouTube standing out as the most used social media according to these 
statistics, Facebook, Instagram, and TikTok are the major social media platforms 
that Finnish companies consider most relevant for incorporating in a marketing 
plan today. This is because these selected platforms offer diverse content possi-
bilities with better engagement possibilities. They also provide businesses with 
strong advertising tools. Also, influencer marketing is more effective on these 
platforms compared to YouTube. Considering the nature of business and the cur-
rent marketing situation of yaknak the thesis will target the Meta platform(Face-
book and Instagram) and TikTok to enhance its existing minimal presence on 
these platforms rather than exploring a bunch of possibilities at the same time. 
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2.4.5 Meta platforms 
 
Ramanathan (2024) states that Meta, formerly known as Facebook Inc., has 
emerged as an efficient and effective digital marketing tool leveraging its diverse 
range of platforms, which include Facebook, Instagram, WhatsApp, and Messen-
ger, strategically managed to become a giant in the arena of digital marketing. 
The ecosystem will provide novel opportunities for enterprises of all sizes to find 
and engage their target audiences in a personalized and effective way. As a dig-
ital marketing tool, Meta offers a suite of advertising and engagement features. 
With these features, Meta meets diverse marketing objectives from creating 
brand awareness to generating leads, converting sales, and customer service 
which are vital for the success of business in today's digital landscape. (Rama-
nathan 2024.) 
 
Moreover, another strength of Meta in attracting marketers lies in its sophisticated 
level of targeting options. This would require a large extent of user data to help 
the advertiser correctly specify the audience that they consider the best fit. As a 
rule, Meta enables advertisers to reach out to their audience with striking accu-
racy, utilizing huge data from millions of users. Marketers can target users by 
demographics, interests, behaviours, and even life events, assuring that their 
messages are conveyed to the kinds of people who are likely to be interested in 
their product or service. Such laser-targeted efficacy of targeting will multiply the 
return on investment (ROI) for the marketing campaign because of minimal wast-
age and maximal relevance. (Adi, Oktavian & Hidayatullah 2022, 1–10.) 
 
Another core advantage that places the Meta platform above its competition is 
the variety of ad formats and placements it offers. This enables marketers to be 
able to create engaging experiences to suit campaign objectives and audience 
preferences using placements from conventional image and video ads to more 
engaging formats such as Stories and carousel ads. In addition, Meta's platforms 
also offer varied ad placements such as in feeds, stories, in-stream videos, and 
the Audience Network that allows ads to reach beyond Meta platforms to other 
internet audiences. (Sadewa, Mataram & Sari  2023,96–106.) 
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Meta platform also offers powerful analytics and measurement tools such as Meta 
Business Suite. These tools offer the feasibility to manage all the meta platforms 
from one platform making it easy for marketers to get insight into details of the 
performance data of their campaigns. However, as noted by Adi (2021, 1–10), 
these insights make it possible to optimise in real-time enabling the advertisers 
to adjust their strategies based on what works best. For instance, the number of 
reaches, impressions, clicks, conversion, and engagement rates will give a clear 
view of the campaign's effectiveness and ROI, hence guiding the marketer in 
making data-driven decisions. (Adi et al. 2021, 1–10.) 
 
Moreover, Meta’s commitment to innovation and development guarantees that it 

will remain at the frontline in digital marketing trends. The platform constantly 
evolves through the implementation of new features, the latest of which include 
AR filters, Instagram Reels, and Facebook Marketplace providing an innovative 
roadmap for creative engagement and marketing. Therefore, businesses can al-
ways get one step ahead by memorably reaching their audience through the ef-
fective utilization of these innovations in the right manner. (Ramanathan 2024.) 
 
 
2.4.6 Tiktok 
 
According to Gesmundo et al. (2022, 343–361), TikTok has rapidly evolved as 
one of the best digital marketing tools incorporated into social media. It has intro-
duced a revolutionary way of changing how brands interact with their audiences, 
particularly the younger demographic. Fundamentally, TikTok is a creative and 
authentic short video-sharing app which offers a unique blend of entertainment, 
information, and interaction with the community. The sudden rise of the platform 
mainly comes with the power of the algorithm in surfacing content to the users 
based on their interests, creating an engaging, personalized experience for the 
users. (Gesmundo et al. 2022, 343–361.) 
 
As Barta (2023) highlights, the platform TikTok is a great chance for marketers to 
tap into a huge and engaging audience. Unlike traditional marketing channels 
which are all about plain advertising, TikTok's approach is all about blending in 
while standing out which means TikTok users try to fit in while being unique at 
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the same time. The app also allows marketers to create content that would never 
fit in with a normal advertisement. This requires creativity, and marketers have to 
come up with content that is funny, interesting, and relatable. Successful cam-
paign marketers, tend to capitalize on trendy hashtags, challenges and sounds 
to bolster visibility and engagement. (Barta et al. 2023.) 
 
Additionally, one of the impressive features offered by TikTok is its algorithm, with 
the ability to make the content of even the smallest of accounts go viral. Nowa-
days, more content is now put in front of more people, through which even small 
brands can reach huge viewers without spending too much on ads. However, It 
is critical to understand and follow trends of the platform, and users' preferences 
for success on this platform. (Fitri & Syaefulloh, 2023, 3946–3971.) 
 
Apart from organic content, TikTok offers a wide range of advertising formats, 
including In-Feed ads, Branded Hashtag Challenges, and  TopView ads. These 
will show on top of the feed when one opens the application. The formats allow 
more intrusive marketing approaches, wherein brands can position themselves 
through the users' feeds with messages intended for the users. In addition, com-
prehensive Tik-Tok targeting options can ensure that the ads reach the most suit-
able audience in terms of demographics, interests, and behaviour. (Gesmundo 
2022 et al. 343–361.) 
 
The platform also aids in developing influencer partnerships, leveraging person-
alities who have been able to gather mass followers and credibility in the TikTok 
community. Influencer campaigns will be especially effective on TikTok because 
of the authentic connection between the content creators and their audiences. By 
collaborating with influencers, brands can tap into existing communities and at-
tain recommendations that feel very personal and real. (Gesmundo et al. 2022, 
343–361.) 
 
 
2.4.7 Google analytics 
 
Shaheen (2023) emphasizes that Google Analytics is a complementary service 
provided to website owners to enable them to analyse their website traffic. It is 
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available to anyone with a Google account forming part of the larger Google Mar-
keting Platform suite. This tool equips the user with the ability to track where the 
visitors come from, how they are interacting with his or her site, and which mar-
keting is most effective. It also offers an insight into what kind of demographics 
are going to be visiting the website facilitating targeted content design accordingly 
with marketing strategies. (Shaheen 2023, 1273–277.) 
 
Beyond the standard traffic metrics, Google Analytics also offers its users other 
very advanced features of conversion tracking and event tracking. This feature 
offers deeper insight into user actions, such as product purchases and subscrip-
tions to a newsletter. This allows easy actionable insight for the orientation of 
adjustments in strategy and optimisation efforts with the customization of report-
ing and a friendly interface.   
 
In simple terms, Google Analytics is an invaluable resource in helping businesses 
enhance the performance of their website and make well-informed data-driven 
decisions on matters that would enable them to reach their marketing objectives 
more effectively. Therefore, Google Analytics will be utilized in developing a dig-
ital marketing plan for Yaknak restaurant. (Shaheen 2023, 1273–277.) 
 
 
2.4.8 SEO marketing 
 
SEO stands for Search Engine Optimisation. Leonard (2023) states that it is the 
process of enhancing a website’s appeal to search engines with the motive to 

rank the website high in the search engine results pages (SERPs). It is not a very 
straightforward task to achieve a top spot in SERP. The strategic planning and 
the deployment of various tactics are very crucial before identifying an optimal 
approach that elevates the visibility of the site. (Leonard 2023.) 
 
Moving forward, Khosla (2023, 25–28) highlights that SEO marketing stands at 
the forefront in establishing a solid online presence, and it goes beyond the mere 
existence on the web. SEO marketing is implemented with the principle of making 
content on the website a premier choice in answering search queries. In general, 
SEO can be defined as designing strategies that can fully communicate to the 
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search engine, like Google, making the website the most authoritative and rele-
vant answer provider to the question being asked by users. Furthermore, once 
recognition from the search engine is attained, the website content is propelled 
to the top of the search results, sometimes even within special sections for in-
stance, the "people also ask" boxes, amplifying the visibility of the website to po-
tential visitors. (Khosla 2023, 25–28.). 
 
Moreover, understanding how search engines work sheds light on the complexi-
ties of SEO. Through powerful algorithms and the assistance of web crawlers, 
the digital giants crawl the entire web, indexing billions of pages. This involves, 
among others, keywords, relevance, freshness, and user engagement, among 
other things, when setting content priorities. It is to ensure the user is provided 
with up-to-date information regarding their search intent. For instance, the search 
query "local coffee shops" may be more relevant to the potential of search en-
gines in matching user intent, showing listings of nearby coffee shops instead of 
how-to guides to make coffee. (Leonard 2023.) 
 
Furthermore, the concept of SEO goes beyond search engine mechanics; it is 
more about building a credible brand that is positively accepted and preferred by 
its users. This trust is based on transparency. A good listing on the SERPs will 
result in an upsurge of interaction with content by the users, hence increasing the 
reputation and credibility of the brand. It will also include Local SEO and Tech-
nical SEO to make the site locally discoverable and technically adept in speed 
and mobile friendliness. (Leonard 2023.) 
 
In continuation, Chaffey (2023) implies that PPC is a prominent advertising tool 
that functions by displaying a company's website link at the top of search results 
when a customer inputs specific keywords into the search engine. However, the 
difference lies in the fact that these ads are marked as paid, which can influence 
the perception of relevance in comparison with organic results. Furthermore, The 
main difference between traditional advertisement and PPC is that the cost is 
paid when the ad is clicked, and the customers are driven to the website of the 
company. It is focused in such a way that ads are shown only when certain key-
words are typed, thus reducing irrelevant exposure. PPC is proven to be a very 
useful lead more often as those audience who click on these ads are highly 
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motivated and interested in the subject on which they are working. As a result, 
search engine optimisation and pay-per-click are parts of one consistent strategy 
of digital marketing that will be considered and, therefore, require explanation in 
detail. (Chaffey 2023.) 
 

 
 
Picture 3. Google pay-per-click example search, search “best online store”, 
screenshot made on the 30th of April 2024. 
 
 
2.4.9 Content marketing 
 
Content marketing is a versatile business strategy, and that's where a business 
maintains itself in touch and retains the customer base with targeted customers 
using written articles, videos, audio, and other media published in various for-
mats. This approach captures the audience, nurtures customer loyalty, and 
boosts sales at an affordable and effective rate in comparison to traditional mar-
keting strategies. (Demand Metric n.d.)  
 
Furthermore, MailChimp (2023) emphasizes that a significant portion of consum-
ers feel a closer connection to the brands through custom content consumption, 
and this is what makes content marketing a very important tool in the process of 
building brand reputation and boosting sales. Additionally, having a proper un-
derstanding of the preferences of the target audience is vital for effective content 
marketing. Businesses can deliver value consistently by selecting appropriate 
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content formats and platforms based on audience preferences. (MailChimp 
2023.) 
 
In continuation, Content is considered effective if it is empowering, reframing, and 
entertaining for the audience (Basilier 2023). Video content has very clearly es-
tablished itself as a highly influential medium with the majority of consumers being 
convinced to purchase products or services after viewing business videos in to-
day's digital landscape. Therefore, it becomes evident that Concrete, actionable, 
and fun content maximizes audience engagement and brand impact. (Basilier 
2023.) 
 
In addition, according to Basilier (2023), text-based content remains the corner-
stone of social media content marketing, which provides the base for the effective 
delivery of messages. The integration of high-quality visual aids, for example, 
infographics or a presentation of products, is suggested to increase the attrac-
tiveness and effectiveness of the content. Hence, Authentic content that shares 
insights and values seamlessly increases brand authenticity and equally helps to 
build relationships with customers. (Basilier 2023.) 
 
 
2.4.10  Royal Mustang’s successful digital transformation 
 
According to Gurung (2018, 1–36), Royal Mustang Nepalese Restaurant has 
been successful in implementing a strategic and perceptive approach to digital 
marketing boosting its sales and maintaining a long-lasting relationship with its 
customers ultimately raising the visibility of its brand. In general, the restaurant 
has been able to show how properly designed digital tools can be used not just 
to attract but to build lasting relationships with customers. Significantly, Royal 
Mustang didn’t rely on a single channel for its digital marketing efforts. Instead, a 
comprehensive digital marketing strategy that drew SEO, social media, and con-
tent marketing formed a master plan. This master plan guaranteed visibility in 
several digital platforms, tapping into the different customer segments and their 
preferences.  
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Royal Mustang also partnered with platforms like Trip Advisor which benefited 
them with greater visibility. TripAdvisor is a highly regarded platform specifically 
by travellers and local diners who seek authentic dining experiences. Moreover, 
TripAdvisor offers an invaluable opportunity to build a reputation and attract new 
customers. Therefore, the greatest lesson, in this case, is that a diversified mar-
keting strategy using a mix of channels will cast a wider net for prospective cus-
tomers. (Gurung 2018, 1–36.) 
 
Subsequently, the restaurant engaged customers on its social media pages and 
website. Royal Mustang created a community around the brand by actively seek-
ing and responding to customer feedback. Therefore, this regular engagement 
helped the restaurant fine-tune its offerings to suit customer preferences and also 
highlighted the critical role that listening to the customers and acting upon their 
feedback plays in building brand loyalty. (Gurung 2018, 1–36.) 
 
Furthermore, Local SEO can turn the tide for restaurants and local businesses. 
Royal Mustang made sure that its online content was optimised for local 
searches, so much so that it surfaces right at the top when potential customers 
search for Nepalese cuisine in that area. This not only increased foot traffic to the 
restaurant but also boosted online orders from there. So, the real takeaway in 
crafting a digital marketing plan for Yaknak from the above is the importance of 
local SEO in driving both physical and online customer engagement. (Gurung 
2018, 1–36.) 
 
Moreover, through targeted digital advertising, the brand awareness of Royal 
Mustang increased, attracting new customers. The restaurant was able to stand 
out for its ability to adequately represent authentic Nepalese cuisine and a unique 
dining experience. This underscores the importance of digital campaigns show-
casing the unique selling proposition (USP) of a restaurant to stand out. (Gurung 
2018, 1–36.) 
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3 THE COMPANY CASE STUDY & DIGITAL TRANSFORMATION TRENDS 
 
 
This section of this research paper provides an overview of the company that has 
commissioned the study and the industry where it operates. Additionally, it inves-
tigates the historical evolution of digital marketing in general and in Finland. The 
chapter is targeted to explore these issues profoundly, considering the necessity 
for a detailed analysis of the company and gaining insight into the fundamentals 
of digital marketing. 
 
 
3.1 Detailed overview of Yaknak restaurant 
 
Yak-Nak is a special restaurant in Tampere serving authentic Nepalese and In-
dian food. The idea of this restaurant began with the owner's imagination during 
his final thesis, being a student of international business. Additionally, coming 
from a family in Nepal that had remained in the restaurant business for a consid-
erable amount of time in the country, he was inspired to bring a piece of Nepalese 
culture to Finland. After receiving positive feedback on his thesis from his super-
visor and peers, he embarked on the journey of exploring the availability of an 
authentic Nepalese restaurant in Finland. (Yaknak n.d.) 
 
After conducting the research, The commissioner discovered that many restau-
rants claimed authentic dishes but fell short of this authentic promise while serv-
ing. This finding only fuelled his ambition further in setting up a truly authentic 
Nepalese restaurant. He teamed up with a friend in Tampere and crafted a busi-
ness proposal, which they submitted to Business Finland. Luckily, the proposal 
was accepted, providing foundational funding for the Yaknak. (Yaknak n.d.) 
 
Moreover, the name for this restaurant was decided as "Yak-Nak," honouring the 
importance that yaks and naks have in the Himalayas, which resonates with the 
authenticity and respect that this restaurant has towards the culture. The insides 
of Yak-Nak are beautifully decorated to narrate the stories of Nepal and create 
an atmosphere that is inviting for their guests. There are plenty of options on the 
menu, ranging from momos, thukpa, and dal bhat to butter chicken and rogan 
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josh, besides a few Nepalese exclusives for the very adventurous diners. (Yak-
nak n.d.) 
 
Despite the nice cuisine and ambience, Yaknak's digital presence is quite minimal 
the owner confessed that digital marketing was not on priority when he com-
menced the business because of the low budget. This situation highlights a com-
mon challenge faced by businesses in the restaurant industry which is leveraging 
digital marketing to enhance customer outreach and online visibility. 
 
 
3.2 Restaurant industry in Finland 
 
In Finland, the restaurant industry is evolving day by day featuring a vibrant and 
dynamic nature. It reflects the country's rich culinary heritage and its openness to 
global influences resulting in the demand for novel and authentic international 
cuisines (Mattayev 2022, 5–53). This trend offers a fertile ground where estab-
lishments such as Yaknak Restaurant strive to survive and make a lasting impact 
on the industry. With this regard, this paper emphasizes the need for familiariza-
tion in terms of the Finnish restaurant industry, consumer behaviour, and the dig-
ital landscape that will be used in developing effective and comprehensive digital 
marketing strategies for Yaknak Restaurant. (Spivakovskyy, Spivakovska, & Ba-
zherina 2021,129–149.) 
 
The restaurant industry in Finland is based on professionalism and high-quality 
of service. Consumers in Finland are very quality-conscious about food, sustain-
ability, and authenticity, which are critical factors in making their dining choices. 
The industry is also highly regulated for the sake of establishments meeting the 
stipulated health, safety, and quality standards. These considerations combined 
with the fact that Finland has a very stable economy as well as a high standard 
of living, are prime factors for restaurants to flourish with unique and high-quality 
dishes. (Mattayev 2022, 5–53.) 
 
Furthermore, a digital presence and online marketing are an inevitable framework 
for success in the restaurant business in Finland. The population has a huge in-
ternet penetration rate and widely uses smartphones impacting the decisions of 
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consumers in Finland. Moreover, customers are highly influenced by online con-
tent, reviews, and social media activity. This suggests that there is a very high 
potential for growth in the Finnish restaurant industry for restaurants like the Yak-
nak if aligned with quality and authenticity considerations, along with strategic 
and sustainable online customer engagements. (Spivakovskyy et.al 2021,129–

149.) 
 
 
3.3 Digital marketing evolution in the restaurant sector 
 
Restaurants were required to incorporate components such as geo-targeted ad-
vertising, SMS marketing, and mobile apps, into their marketing strategies to 
compete in the digital landscape. Additionally, these technologies allowed res-
taurants to have more personalized communication with customers offering pro-
motions and updates straight to their mobile devices. Furthermore, the ability to 
collect and analyse the data about customers enabled restaurants to tailor their 
offerings and messages precisely. (Liu et al. 2022.) 
 
In recent years, the focus has shown the tendency to shift towards a more inte-
grated digital marketing approach with the combination of various channels and 
tactics composing a consistent and unified customer journey. Social media ad-
vanced as a crucial platform for customer engagement evolving from traditional 
basic advertising to include more interactive elements such as live-streaming 
events, partnering with influencers, and user-generated campaign content. (Ja-
han et al. 2022, 249–254.)  
 
Furthermore, the COVID-19 pandemic has made digital marketing an absolute 
basic survival tool and created the need for rapid adaptation and innovation within 
the sector. The increase in using digital platforms for handling orders and con-
tacts, processing payments, and customer service skyrocketed during this time 
to survive the lockdowns. This also led to virtual events and experiences such as 
online cooking classes and virtual wine tasting to maintain engagement with their 
clientele. However, it is crucial to consider that digital marketing will continue to 
evolve in Finland with technological improvement, changing consumer behav-
iours, and sustainability and personalization concerns. (Mattayev 2022, 5–53.) 
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4 DATA COLLECTION & ANALYSIS 
 
 
The chapter outlines the research objectives, the research design, the research 
methodology and the data collection methods used in this study. It presents the 
outcomes from the initial data gathering. Additionally, the chapter incorporates 
the theoretical framework previously described into the analysis of the interview 
findings. 
 
 
4.1 Research methodology 
 
In this section of the thesis, the methods used for research will be explained.  The 
research methods of primary data collection are broadly classified into qualitative 
methods and quantitive methods, each serving specific benefits based on their 
nature. The author decided to apply a mixed approach to collect primary data in 
this research by conducting an in-depth qualitative and quantitative study to seek 
comprehensive insight into the status of Yaknak, exploration of customers's 
thoughts and experiences along with the numerical data (Taherdoost 2021 10–

38). The secondary data were researched from multiple scientific publications 
and different online sources.  
 
According to Taherdoost (2021 10–38), The qualitative method of data collection 
can be defined as a research strategy applied in primary data collection to obtain 
rich textual data through direct interaction with research subjects. It is renowned 
for providing an in-depth view of personal experience from the side of the cus-
tomer's expectations, which would be very important for developing targeted and 
personalized marketing strategies. This method executes interviews, focus 
groups, observation and document analysis for gathering quality and descriptive 
data. Conversely, the Quantitative approach employs surveys, longitudinal stud-
ies and experiments for the collection of statistical data to analyse the feature 
which can be captured numerically for gaining insight. In general, the application 
of quantitative analysis was to ensure the strategies developed were evidence-
based and aligned with the needs of the target audience. (Scribbr n.d.) 
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Furthermore, The hybrid model combining both qualitative and quantitive re-
search approaches was selected because it enables the researchers to explore 
and quantify phenomena. This helps to gain both depth and breadth in the data 
collection and analysis. The use of quantitative data to validate qualitative insights 
contributes to a more comprehensive understanding. Consequently, the results 
obtained have high credibility and reliability allowing the researcher to work on 
the limitations of each method, which are inherent in their application. For in-
stance, biases in qualitative research and the inability of quantitative methods to 
capture the context and depth of some data points. (Scribbr n.d.) 
 
The qualitative component of this study will be the conducting of in-depth inter-
views with the management of Yaknak and a focused group interview comprising 
four restaurant customers to reveal insights on the official website and social me-
dia of the Yaknak Restaurant, especially in SEO optimisation. Therefore, these 
interviews are aimed at providing insights into perceptions, experiences, and sug-
gestions on  Yaknak's digital presence. For analysing these answers, the market-
ing theories and case studies mentioned above as a theoretical framework, such 
as SOSTAC and 7PS of marketing and more will be utilized.   
 
On the quantitative side, structured and simple questionnaires will be dissemi-
nated to the customers visiting the restaurant to gather general numerical data 
on customer preferences, digital engagement levels, and the impacts of various 
digital marketing initiatives on customer behaviour. This would be complemented 
with an analytical review of the website and social media analytics since these 
give concrete numbers on user engagement, the efficiency of content, and the 
reach of the digital marketing effort. A case study of Nepalese restaurants running 
successfully in Finland has also been integrated into the theoretical framework of 
this study. 
 
Furthermore, the case study of a successful Nepalese restaurant currently oper-
ating in Finland will contribute to the theoretical framework by providing real-world 
examples, showcasing how a well-designed and well-implemented digital mar-
keting strategy can be utilized within the food service industry in Finland. Moreo-
ver, it provides valuable empirical evidence of market tendencies, customer be-
haviour, and competitive strategies in the restaurant business. This dual 
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application provides a full context for Yaknak's digital marketing efforts and 
grounds the analysis in both theoretical perspective and practical realities within 
the market. In addition to that, secondary research will form the foundation for 
primary data collection involving a comprehensive review of the literature focus-
ing on digital marketing within the business, the trends, challenges, and proven 
strategies.  
 
Moving forward, a SWOT analysis of Yaknak's restaurant will lay down the 
strengths, weaknesses, opportunities, and threats to serve as a basis for guiding 
the development of targeted digital marketing strategies. Additionally, the situa-
tional analysis of Yaknak's social media channels also determines the effective-
ness and level of engagement of the currently applied marketing strategies. This 
methodological framework acknowledges the dynamism in digital marketing and 
the restaurant industry featuring adaptability in its approach. This combination of 
secondary research and a blend of qualitative and quantitative approaches aims 
to gain an exhaustive understanding of Yaknak's needs in digital marketing in 
terms of the identification of opportunities for strategic growth and development 
defining the comprehensive marketing solution in the form of an action plan for 
the Yaknak Restaurant. 
 
 
4.2 Objectives of research 
 
According to Taherdoost (2021, 10–38.), there are various necessary steps to 
follow while planning for the interview, starting with the identification of a clearly 
defined objective that aligns with the overall purpose of the project. Given the 
objective of this thesis was to develop a digital marketing plan for a restaurant, 
the research aimed to explore the current digital marketing environment for the 
restaurant, evaluate the level of alignment in its sales and marketing efforts, and 
further investigate the company’s customer perception of these activities. (Taher-
doost 2021, 10–38.) 
 
Additionally, the research also sought to determine keywords a customer would 
possibly use to access the restaurant's services or products. This insight would 
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help to refine the design of the company's website and improve its search engine 
optimisation strategies. 
 
The collected data were expected to paint a broader picture after analysed, while 
the opinion of the customers was particularly valuable to the commissioner and 
the authors. A feedback section for the general comment in the customer feed-
back survey allowed the customer to share their overall impressions of the res-
taurant. This decision to include a feedback mechanism was primarily based on 
the fact that the survey focused heavily on dining behaviours and general impres-
sions of marketing efforts rather than on the direct measurement of customer 
satisfaction. (Taherdoost 2021, 10–38.) 
 
 
4.3 Data collection methods 
 
As soon as the objectives of the research were established, the author had to 
choose the best approach to acquiring primary data. As already mentioned, the 
method of collecting primary data applied in this research comprised a mixed 
approach by conducting an in-depth qualitative and quantitative study to seek 
comprehensive insight into the status of Yaknak and prospective areas that can 
be researched in the future. 
  
The major aim of the thesis was to answer the following research question: "How 
can an effective digital marketing plan be crafted for Yaknak Restaurant?". In the 
pursuance of answers, the author explored various digital marketing theories and 
crafted questions for the interviews and the survey. In continuation, the author 
profoundly explained how the method of data collection was applied in the study 
along with the procedure of data analysis. (Scribbr n.d.) 
 
 
4.3.1 Qualitative method of data collection 
 
The interviews were conducted within two distinct categories: the top-level man-
agement team of the Yaknak Restaurant, and its customers. Furthermore, the 
author believed that each group would provide novel insights into Yaknak's 
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marketing strategies and customer decision-making process. Therefore, the 
questions were prepared for each set comprehensively to cover the depth and 
breadth of insight which is crucial (Taherdoost 2021 10–38). The interviews with 
the management team of Yaknak were conducted via email while the interviews 
with the small focused group of customers were conducted face-to-face, with the 
interviewees being chosen by Yaknak’s management. The interviewed small fo-
cused group of customer received a handsome discount in their launch as a token 
of appreciation from Yaknak restaurant. 

 
Besides, the interview with the Yaknak top-level management was conducted to 
delve into the current digital marketing practices and the impact of these practices 
on their overall business strategy. It aimed at assessing the efficiency of the strat-
egies currently online, the understanding of some challenges they face, and the 
discussion on their usage of digital marketing tools such as SEO and social media 
strategy. It was also meant to examine how customer feedback influences Yak-
nak’s content strategy, determine the barriers to developing a digital marketing 
plan, and assess management familiarity with the marketing theories and willing-
ness to adopt successful strategies from others. 
 
Similarly, the mini focus group interview with yaknak’s customers targeted in-
sights regarding the online engagement of customers of Yaknak Restaurant pri-
marily focusing on how they access or get engaged with the restaurant online.  
The main motive for the author to decide to organise mini focused group interview 
with the customer was to gather rich and descriptive data allowing a deep under-
standing of the customer's perspectives, experiences and behaviours in a deli-
cate way. It was also designed to examine the user-friendliness of the website 
and the type of content that customers are most interested in along with the fre-
quency of engaging with the website. It also aided in exploring searching behav-
iours, seeking recommendations on digital improvements, and measuring the 
tendencies to recommend Yaknak's online channels. In other words, the interview 
was designed in a way that the SEO for the Yaknak restaurant is analysed with 
a minimal focus on social media analysis. The mini-focused group interview took 
place in Yaknak restaurant on March 26, 2024, as scheduled by the commis-
sioner. 
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After collecting all the qualitative data from the interview with the management 
team and the mini-focused group of customers the author organised them ac-
cording to the role of the respondents and analysed them collectively along with 
the customer feedback survey data obtained from quantitive analysis to obtain an 
overall image from the opinions. The marketing theories discussed in the second 
chapter were utilized as an analytical tool to interpret the responses. 
 
 
4.3.2 Quantitative method of data collection 
 
 In terms of quantitive analysis, the simple feedback survey featuring Yaknak res-
taurant's digital experience was deployed to analyse the digital expertise of Yak-
nak’s customers. In general, it was designed to generate overall insights into the 
customer perspective on Yaknak's website and social media and the customer. 
As the Yaknak restaurant's visibility on social media platforms is significantly low, 
the commissioner decided to collect the data physically from the customers who 
dine there offering discounts and gifts to the customers who answered the survey. 
Hence, the author delivered a sample questionnaire in printed format as re-
quested by the commissioner for the data collection on March 12, 2024. The com-
missioner returned the collected responses on April 25, 2024. He mentioned that 
he analysed those responses surfacely by himself. After the data collection, the 
responses were arranged and converted into a percentage to facilitate the inter-
pretation.  This conversion helped the author to visually represent the interpreta-
tion through piecharts for each finding of the survey. 
 
Furthermore, Yaknak Restaurant decided not to request the customers for per-
sonal or demographic information in the survey to improve their digital platform. 
This decision was made to favour the customer's comfort, trust, and convenience. 
By keeping the survey simple and not requiring personal details, Yaknak hoped 
most customers would provide feedback without hesitation and limitation, leading 
to a better digital experience. Hence, the survey was conducted anonymously. 
The survey aims to explore how customers discover Yaknak and their experi-
ences with the website and social media. The general purpose is to improve the 
restaurant's online engagement and service offerings. It also explores customer 
interest in a direct online ordering system. The survey hopes to outline areas of 
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digital improvement clearly through a combination of multiple-choice and open-
ended questions so that Yaknak refine its online presence according to its cus-
tomer expectations to enhance satisfaction and grow its business sustainably. 

 
The author gathered the responses to the survey and analysed them together 
with the qualitative data to draw an overall image of the opinions. The data col-
lected enabled the author to analyse Yaknak Restaurant's digital marketing ef-
forts with a fine-tooth comb. It aimed to draw comprehensive overall insights, 
combining the customer opinions on how they perceived the restaurant online 
and the responses given by the management team who are involved with mar-
keting the restaurant directly and deeply. The ultimate objective was to utilize the 
gathered information to suggest areas of improvement for Yaknak's digital mar-
keting strategy. As already mentioned in the prior section, the marketing theories 
discussed in the second chapter were utilized as an analytical tool to interpret the 
responses.   
 
 
4.4 Ensuring validity and reliability; acknowledging limitations  
 
The research organised to craft a digital marketing plan for Yaknak Restaurant 
was based on the utilization of both qualitative and quantitative methods to en-
sure the accuracy and reliability of the results. It involved interviewing with the 
management team and mini focused group of customers, with carefully designed 
questions to minimize bias and gather relevant data. Established marketing the-
ories were used in the analysis to ensure the drawing of firm conclusions appli-
cable across different respondent groups. (Taherdoost 2021 10–38.) 

 
However, there were various limitations to consider. The email interviews with 
management may not have been as effective as the face-to-face interviews with 
customers because of time constraints and the availability of the management 
team. Moreover, the role of management in selecting interview participants might 
have introduced bias. This was because the commissioner had concerns about 
bothering the customers without prior notice. The commissioner believed that it 
was not practical to carry out interviews with random customers.  
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Finally, the structured survey format may not have captured the complex interac-
tion and experiences of the customer as it was deliberately kept hassle-free and 
quick to answer with the motive to not overwhelm the customers. Unfortunately, 
these limitations were out of the hands of the author because of restrictions in 
areas such as time, availability of management and availability of customers. 
However, The author believed that the data collection method when utilized as a 
whole may outrun these limitations with their effectiveness. 
 
 
4.5 Data analysis and interpretation 
 
The following section incorporates insights gathered from interviews with Yak-
nak’s management and a focused group interview with customers as the qualita-
tive data. Additionally, it also includes the findings from a customer feedback sur-
vey, offering quantitative data analysis. 
 
 
4.5.1 From Yaknak's  management 
 
The interview with the Yaknak management was meant to evaluate the current 
level of digital marketing efforts made by the restaurant. The questions were for-
mulated using the SOSTAC model as the guiding principle to understand what 
the company has gained in terms of digital marketing and where it aims to focus 
its strategies in future. This approach of data collection helped the restaurant to 
prioritize its efforts in areas where they are urgently needed. 
 
Being a member of the management team, the commissioner shared some in-
sights about their current practices and the challenges they are currently facing. 
He described the elevation of Yaknak's digital presence as one of the major goals 
focusing on brand visibility and customer base building primarily through social 
media and Google ads. However, the management acknowledged that the efforts 
they made are not as integrated or strategic as they might have been creating 
the need for a more structured approach to digital marketing. As mentioned ear-
lier, Bhandari and Sin (2023) stated that aligning with the company's brand image 
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and customer engagement is crucial to enhancing website and social media traf-
fic and ultimately raising sales.  
 
Furthermore, the commissioner also pointed out several challenges that have 
hindered the progress of their digital marketing initiatives, notably budget con-
straints and a lack of in-depth expertise in digital analytics. As explained in the 
theoretical framework, Shaheen (2023, 1273–277)  highlights that Google Ana-
lytics is a significant digital marketing tool offered by Google which assists web-
site owners in analysing their website traffic. Unfortunately, they have never ex-
plored handy tools like Google Analytics, limiting their ability to analyse their site 
traffic and user engagement. This gap has hindered them from developing a co-
herent digital marketing plan with no structured efforts made to optimise SEO. 
 
As mentioned, Hayes (2023) stated that Online customer engagement is man-
aged through basic interactions on social media, the performance of which is 
measured by very simple metrics such as engagement rates and the volume of 
direct customer interactions. The management team also stated that the content 
strategy largely comprises promotional materials, updates on the restaurant, and 
customer testimonials. They also mentioned, that feedback from customers 
through such channels sharply influences their approach, allowing the manage-
ment team to make necessary adjustments to align with the customer's prefer-
ences and needs. While mentioning the barriers that lie in the way of the devel-
opment of the digital marketing plan, the management team emphasized that lack 
of specialized knowledge and deficiency of resources are the main obstacles. 
Consequently, Yaknak's marketing strategy prioritizes immediate, sales-driven 
action, rather than long-term strategic planning. 
 
Subsequently, the commissioner, mentioned he had studied marketing concepts 
such as  7Ps and SOSTAC. However, he also mentioned that he never deeply 
engaged in structured marketing theories such as SOSTAC that otherwise could 
guide more effective planning and execution. Moreover, the commissioner was 
keen to learn from the successes other similar businesses had with the imple-
mentation of digital marketing and revealed interest in exploring new strategies. 
(Reis et al., 2020, 443–456.) 
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However, there was a lot of concern regarding the size of investment required 
and the unpredictable return that this may yield. The Commissioner stressed that 
the digital marketing plan had to incorporate the special characteristics of Yak-
nak's customer base with an emphasis on local preferences while ensuring the 
digital efforts are consistent with the offline experiences of the customers in the 
restaurant. (Bhandari & Sin 2023.) 
 
This interview showcased the initial phase of the journey started by the Yaknak 
Restaurant into digital marketing, driven with passion yet limited by huge gaps in 
strategic and technical implementation. In essence, It revealed the need for a 
well-structured digital marketing strategy that incorporates advanced analytics 
and planning to achieve business objectives. 
 
 
4.5.2  From a small focused group interview of customers 
 
Sharma and Tripathi (2023, 27–31) stress the fact that the company encom-
passes ease with which users can navigate and interact with the website is con-
sidered the key factor in determining the effectiveness of digital marketing. During 
the interview, the participants shared their experiences and feedback in the form 
of answers to the interview questions, which offered a comprehensive overview 
of the restaurant's online presence. Each customer's journey to discover Yaknak 
restaurant presented a mixed approach to marketing by Yaknak, indicating few 
discoveries from offline channels and few from online channels. 
 
One customer’s discovery through a friend's suggestion and subsequent visit to 

the website implies that word-of-mouth remains an influencer even in the digital 
age (Mattayev 2022, 5-53). This pathway further underscores the requirement of 
the restaurant's digital platform to meet high expectations set by personal en-
dorsements. Another customer is influenced by positive reviews on Google Maps, 
pointing out the importance of enhanced online reputation as these reviews di-
rectly influenced the customer and his colleague's decision to engage with Yak-
nak restaurant.  
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Additionally, another interviewee stated that he was influenced by Instagram 
posts to visit their website, which proves that attractive visual content on social 
media can help in transforming leads. However, the customer mentioned that he 
struggled a lot to find the Yaknak restaurant webpage as it wasn’t mentioned on 
Instagram. Therefore, the customer shared the hassle of searching for Yaknak 
again in the search engine to explore what Yaknak constitute on its website. It 
suggests that only having a social media presence is not enough. It is crucial to 
engage in those platforms with exclusive content and accessible information. An-
other customer mentioned that she noticed the 15-second video on TikTok from 
Yaknak restaurant however she also struggled to find out the website information 
which may even be an indication that the restaurant must provide their website 
link in their social media profile for easy access. (Kumar 2021, 1–21.) 
 
From the discussion on the user experience of websites, most of the subjects 
could access key information such as menus and hours of operation without a 
struggle but had a little problem with navigation. Some specific problems were 
mobile usability and finding particular information like contact details and allergen 
information. These findings indicate that user experience can be enhanced with 
robust website design, especially on mobile friendliness and accessibility of the 
necessary information. (Martini et al .2022.) 
 
The content engagement varied amongst the group, with a slight bias towards 
information on the preparation of the food, promotional material, and updates re-
garding the menu. Such diverse interest sets the ground for a need for a diverse 
content strategy that will not only inform and entertain but also engage customers 
at different levels, provoking them to interact more frequently with the restaurant 
(Basilier 2023.) 
 
Search engine optimisation emerged as the area of focus for attaining better vis-
ibility and drawing a larger audience as two interviewees mentioned that they 
couldn’t find Yaknak over the search engines effortlessly. They suggested opti-
mizing SEO for some more specific keywords that provide visibility to unique of-
ferings made by the restaurant. This strongly suggests potential benefits that may 
be brought by optimizing the SEO strategy for Yaknak (Leonard 2023.) 
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While discussing the potential improvements to be made, the group remarked on 
several enhancements that included an interactive online menu, a direct reserva-
tions system online without the requirement to call the restaurant, frequent live 
updates on social media, and a mobile app for easier access and engagement. 
Improvement of the mentioned factor will enrich the digital experience making it 
more engaging and user-friendly for the customer. 
 
Moreover, The likelihood of referring to Yaknak's digital channels from experience 
to experience varied based on each customer’s experience. The respondents 

mentioned that the digital channels were informative. However, they also men-
tioned that the improvement in usability, content and design would greatly drive 
a positive recommendation The need for a strong online or digital presence was 
unanimously recognized as all respondents pointed out that online engagement 
of restaurants somehow impacts their choices on where to dine. This information 
from the focused group interview provides Yaknak Restaurant with invaluable in-
sights into how its digital presence is perceived and in which areas such strategic 
improvements would raise customer satisfaction and engagement. Moreover, 
these insights are crucial for the author in generating actionable recommenda-
tions that might help Yaknak to meet and go beyond the expectations customers 
have in the current challenging digital space. 
 
 
4.5.3 Customer feedback survey report  
 
The survey has gathered 64 responses from Yaknak Restaurant customers. The 
author realised that the major way that new customers found out about Yaknak 
was through word of mouth, with a full 72% of respondents (Figure 2). This high-
lights that customer satisfaction and personal recommendations are crucial for 
the restaurant's popularity. (Mattayev 2022, 5-53).   
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Figure 2. Initial means of discovery about Yaknak Restaurant 
 
Moving forward, the survey reveals that customer discovery seems to be leading 
through word-of-mouth, suggesting Yaknak's potential digital presence is huge 
(Mattayev 2022, 5-53). Almost 44% of the respondents have visited the restau-
rant's site, thereby indicating a fair degree of digital curiosity (Figure 3). (Mattayev 
2022, 5-53)   
 

 
 
Figure 3. Yaknak Restaurant’s website Visit rate 
 
However, a third of the total respondents categorized the website as 'easy,' al-
most half as 'neutral,' and the remaining as 'difficult,' which points to a rather ob-
vious need for the design of the website to be more intuitive and user-friendly 
(Figure 4). This consederation is not only crucial for user satisfaction but also for 
attracting more traffic with enhanced engagement towards the site.(Khosla 2023, 
25–28.) 
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Figure 4. Ease of Finding Information on yaknak’s Website 
 
The survey also revealed that the key interests are primal in detailing menu infor-
mation and pricing, essential contact, and location details, followed by the open-
ing hours. Interest in other matters remains minimal (Figure 5). This points to the 
importance of clear, accessible online content for meeting these key customer 
needs. (Khosla 2023, 25–28.) 
 
 
 

 
 
Figure 5. Rate of Preferred Information on Yaknak’s Website on rank basis 
 
At the forefront of social media, Yaknak has an average presence, with only 17% 
of its customers in total respondents following the restaurant on social sites (Fig-
ure 6). This shows a very minimal digital footprint on the part of Yaknak but at the 
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same time, it also grants a potential opportunity to leverage the digital platform 
strategically and effectively for engagement. (Bhandari and sin 2023.) 
 

Figure 6. Yaknak’s customer Social Media Engagement rate  
 
While some sort of interest may be drawn by the content, which includes updates 
on menu cards, images of the dishes, and promotional information, active partic-
ipation in the social media posts of the restaurant remains low. While, customer 
reviews on websites stand out as a significant influence, with 78% of participants 
considering them a key factor in their decision-making process (Figure 7). The 
result indicates that enhancing the accessibility and visibility for providing and 
viewing customer reviews on any digital platform utilized by Yaknak restaurant 
could be a strategic step towards influencing and boosting customer engagement 
on digital platforms.(Bhandari and sin 2023.) 
 

 
 
Figure 7. Digital tools Influencing customer dining decisions  rate 
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A significant quantity, that is 72% of respondents who never engage with any of 
Yaknak's social media content could be an indicator of content that is not appeal-
ing or a social media presence of their perception (Figure 8). As stated by Basilier 
(2023) Content is considered effective if it is empowering, reframing, and enter-
taining for the audience. 
 

 
 
Figure 8. Frequency of customer interaction with Yaknak’s Social Media Posts 
 
This finding is consistent with the way most respondents first heard about Yak-
nak, highlighting the importance of a positive online reputation. The survey re-
vealed a complex perspective on the importance of a digital presence in dining 
decisions, with a majority of respondents indicating a neutral stance (Figure 9). 
This suggests an opportunity for Yaknak to captivate this undecided audience 
through improved digital strategies. (Kumar 2021, 1–21.) 
 
 

 
Figure 9. Significance of a restaurant's digital presence in Dining Choices 
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Another finding from the survey was the majority of responses expressed a pref-
erence for the integration of an online ordering system directly onto the Yaknak 
website, indicating a trend toward streamlined dining experiences (Figure 10). 
This suggests that Yaknak should now prioritize rebuilding its website with the 
exclusive feature of directly ordering from the menu section of the website. The 
findings from the survey and analysis of the author align together based on the 
theoretical frameworks of this research. 
 
 

 
Figure 10. Preference for a Direct Food Ordering Option on Yaknak’s website 

 
Furthermore, The findings from the feedback section suggested making Yaknak 
more visible online. The customers were interested in making the website more 
friendly on phones with menus more minimalistic yet giving all important infor-
mation. They also believed that Yaknak has to keep its information updated on 
popular sites such as Google Maps and Instagram. In short, the analysis pointed 
out that Yaknak has to focus on more people talking about it while improving its 
online presence. By doing so, Yaknak can win more customers, make them hap-
pier, and stay competitive in the Tampere restaurant industry. The data gathered 
mostly came from customers who have discovered Yaknak from other means 
rather than knowing it from digital platforms. This finding pointed out a huge gap 
in the market that Yaknak could be able to exploit by leveraging its efforts into the 
enhancement of its digital platform. (Kumar 2021, 1–21.) 
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5 DIGITAL MARKETING PLAN FOR YAKNAK 
 
 
This chapter outlines the digital marketing strategy devised for the company, as 
formulated by the authors. It begins with a critical analysis of the current market-
ing scenario and a SWOT analysis.  Subsequently, the study will deep dive into 
the application of the 7 Ps of marketing and the SOSTAC model, followed by an 
action plan that details recommended steps the company should take. 
 
 
5.1 Current marketing situation 
 
The results from Interviews and surveys carried out suggest that Yaknak lacks a 
sound marketing plan making it tricky to analyse their strategies. Their marketing 
effort seems scattered and inconsistent suggesting the lack of an underlying busi-
ness plan guiding their actions. According to the commissioner, during the inau-
guration time, Yaknak restaurant had few traditional marketing practices. Besides 
that, they had also collaborated with food delivery partners such as Wolt and 
Foodora and with a food rescue platform, ResQ, which helped them generate 
more than 50 % of their revenue. There is also free delivery for more than 30 
euros, therefore providing more customers with the comfort of enjoying the Yak-
nak experience from home. Despite its reputation for quality fare and service, the 
digital footprint of the restaurant is minimal, lacking a comprehensive digital mar-
keting strategy. (Yaknak n.d). 
 
The author noticed that the website of the Yaknak Restaurant falls short in terms 
of maintenance and user accessibility. It is quite challenging for the customers to 
get any information about the restaurant. The method of ordering food online by 
the customers using the restaurant's website is quite traditional, even though the 
restaurant offers home delivery services. In addition, the website has not been 
optimised for a long time, as they have revealed a mixed approach on the website 
with Finnish and English language, which may cause confusion and hassle for 
the customer. They also tried to reach out on social media, having profiles on 
Meta platforms like Facebook and Instagram. The restaurant's Facebook is min-
imal in terms of engagement, with 126 likes and 127 followers, and its activity 
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timeline corresponds with its Instagram account. The restaurant's Instagram has 
104 followers and a very minimal level of posts. They also have an account on 
TikTok where they post some content about the restaurant sometimes a week 
inconsistently. As of now, Yaknak Tiktok has a profile with 34 followers and 250 
likes. At the bottom of the Yaknak Restaurant website are icons whose direct 
links are made to these pages of social media, hence promoting easy access to 
visitors. (Yaknak n.d). 
 
 Moreover, Yaknak management never sought to use the Google Analytics tool, 
and this still affects the assessment of the effectiveness of the digital marketing 
efforts. Unfortunately, the authors could not access data from Yaknak Restau-
rant's Google Analytics. Without that information, analysis of the website's per-
formance metrics became quite challenging. In increasing search engine visibil-
ity, it is very crucial to understand how the visitors find the company website. 
Yaknak can analyse keywords in organic searches and discover the areas in 
need of improvement to appear higher in Google search results. For example, 
when customers search for information regarding similar products, Yaknak's web-
site is not on the first page of the search results, suggesting more optimisation is 
necessary. (Shaheen 2023, 1273–277.) 
 
 
5.2 Competitors 
 
Yaknak is considered one of the top three restaurants serving the authentic taste 
of Nepalese and Indian cuisine in Tampere. The other two popular restaurants, 
Subham and Gopal, also deal with Asian cuisine and have a similar customer 
base to Yaknak. The reason they became popular might be that they chose loca-
tions near the Tampere city centre to establish the restaurant.  
 
Furthermore, Subham Nepali Ravintola has a very detailed website that offers 
services from online orders to reservations. Additionally, the restaurant maintains 
an active number of 201 likes and 183 followers on Facebook. It is not active on 
Instagram or TikTok. In this case, Yaknak can use this opportunity to ensure that 
it maintains a strong presence on these platforms and probably reaches out to a 
younger market that loves to engage with visual information. Subham restaurant 
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is highly rated on Google Reviews (4.5 from 219 reviews) and accounts on 
TripAdvisor with positive ratings further suggest a strong reputation which Yaknak 
need to at least meet or exceed by providing excellent customer service and qual-
ity offerings to the customer by leveraging digital marketing tools. (Subham n.d.) 
 
Gopal restaurant features vegetarian and organic-based Indian foods. The res-
taurant communicates this niche well with its website and Facebook page, where 
it has 4,572 likes which seems significantly higher engagement than Subham and 
Yaknak. However, they do not have an Instagram account, where Yaknak can 
acquire visibility by showcasing their different varieties of menu options. Yaknak 
can differentiate favourably by highlighting its wider variety of dishes, catering not 
just to vegetarians but to a broader audience seeking authentic Nepalese and 
Indian flavours. The decent 4.0 Gopal Google review score from 50 reviews sug-
gests that  Yaknak should focus on quality and possibly their use of organic in-
gredients to attract health-conscious customers. (Gopal n.d.) 
 
 
5.3 SWOT analysis 
 
According to Will Kenton (2023), SWOT analysis is a strategic framework that 
helps the business to outline its internal strengths and weaknesses alongside the 
opportunities and threats presented by the external environment. This analytical 
approach assesses a company's capability at its core from both an intrinsic level 
examining the strengths and weaknesses, and from an extrinsic level considering 
opportunities and threats from the overall market environment. Since the SWOT 
analysis is highly subjective and crafted from an individual's viewpoint, it should 
serve more as a guide rather than a strict directive. In this thesis, the SWOT 
framework is particularly used to assess the company’s possibility in digital mar-

keting. (Kenton 2023.) 
 
 
5.3.1 Strength 
 
Yaknak Restaurant has emerged as the most reputable Nepalese restaurant in 
this very competitive Tampere restaurant scene with its authentic Nepalese and 
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Indian cuisine, offering an exclusive dining experience with traditional flavours 
and cooking techniques. Authenticity has been the key to making Yaknak the 
most unique culinary destination, gaining a reputation in the city. In line with this, 
the restaurant's unwavering commitment to exceptional customer service has es-
tablished a loyal customer base with its reputation fostered through word-of-
mouth and e-WOM support. Remarkably, despite its minimal digital presence, 
Yaknak has been continuing its performance profitably, thereby indicating not 
only the operational efficiency but also the strong market demand for its offerings. 
(Mattayev 2022, 5–53.) 
 
Furthermore, Strategic partnerships with leading food delivery platforms such as 
Wolt and Foodora have not only expanded the reach of Yaknak but have also 
indirectly boosted its digital visibility. Additionally, Its strategic location in an urban 
area taps into a wide demographic, including students and tourists maximizing 
the exposure. Therefore, this combined strength further fortifies the competitive 
edge of Yaknak Restaurant, promising sustained growth in the market position. 
 
 
5.3.2 Weakness 
 
Despite its notable strengths, Yaknak Restaurant has several internal weak-
nesses. One of the main concerns is the minimal digital footprint of the restaurant. 
In an era where the success of a business is weighed in its online visibility, Yak-
nak's efforts in digital marketing are also minimal quite similar to its online pres-
ence (Hussain et al. 2023, 96–114). 
 
The restaurant’s website is notably outdated, and not very user-friendly lacking 
essential features such as smooth navigation and a well-functioning online order-
ing system, vague menu content and vague content which resembles how they 
evolved on the front page. It has the direct on the customer service and the pos-
sibilities of a restaurant to increase its target audience. Additionally, the mixed-
use of Finnish and English language on the same page of the website confuses 
the customer, creating a hassle for the customer's overall online experience. As 
Sharma and Tripathi (2023, 27–31) stated the ease of use and the navigability of 
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a company website act as the cornerstone factor for the effectiveness of digital 
marketing. (Sharma & Tripathi 2023, 27–31.) 
 
In addition to that, Yaknak has poor engagement on social media platforms like 
Facebook, and Instagram, where the number of followers is lower, and there are 
almost no noticeable contents or activities that could involve or attract new cus-
tomers. The poor utilization of social media as a marketing platform and a cus-
tomer engagement tool illustrates a missed opportunity, considering the rele-
vance of the platforms today in this digital era (Kumar 2021, 1–21). There does 
not appear to be a digital marketing strategy in place because Yaknak has not 
capitalized on its full potential of digital marketing opportunities that could signifi-
cantly enhance its visibility and customer reach. Together, these weaknesses il-
lustrate critical areas for improvement for Yaknak Restaurant to compete more 
effectively in Tampere and beyond in future. 
 
 
5.3.3 Opportunities 
 
The digital platform offers a fresh start for Yaknak to expand its online visibility to 
its full potential as Yaknak has never really focused or planned any digital mar-
keting strategies until now after its establishment. A well-articulated digital mar-
keting strategy comprises enhancement and improvement of the website and ac-
tive presence in social media which increases online visibility and customer en-
gagement. With search engine optimisation of websites for user experience, Yak-
nak will be able to rank higher, making it easier for potential clients to find out the 
offerings of Yaknak. In addition, the use of social media platforms to project its 
unique Nepalese cuisine and culture can help draw food enthusiasts out to find 
their authenticity. (Barta et al. 2023.) 
 
Furthermore, growing consumer interest in ethnic and international cuisines gives 
Yaknak the possibility to position itself in the market as a unique platform for cul-
inary adventures of Nepalese land here in Finland. In addition to that, Collabora-
tion with food bloggers, and influencers, and participation in local food events will 
be able to open up Yaknak's authentic Flavors to a much larger audience creating 
buzz and attracting new patrons. The other route to growth is through the growing 
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popularity of food delivery services. By enhancing delivery partnerships with plat-
forms such as Wolt and Foodora, or by searching for new delivery collaborations, 
Yaknak will be in a position to cover an increase in demand for home dining ex-
periences and further solidify its market standing. (Hussain et al. 2023, 96–114.) 
 
 
5.3.4 Threats 
 
Nevertheless, Yaknak Restaurant faces several external threats which are capa-
ble of impacting the future success of the restaurant. The competitive culinary 
landscape of Tampere, teeming with restaurants of various cuisines, presents a 
challenge in holding customer interest and market share easily. Additionally, 
rapid technological developments and digital marketing trends also serve as a 
threat suggesting the need to be flexible and update its digital presence. (Jung & 
Shegai 2023.)  
 
In addition, new laws such as GDPR further add compliance complexities, which 
would potentially hinder marketing efforts. Finally, evolving consumer expecta-
tions of convenience, sustainability, and online services demand that Yaknak 
continue to be innovative with its service offerings for its survival. Addressing 
these threats would require Yaknak Restaurant to be strategic and flexible 
enough to ensure further growth and competitiveness in the market. (Wang, Jiang 
&Yang 2023, 70–91.) 
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PICTURE 4. SWOT analysis of Yaknak Restaurant's digital marketing actions 
 
 
5.4 Application of the 7Ps marketing mix 
 
As already mentioned in the theoretical framework section, the 7PS marketing 
mix, being an expanded model is ideal for service-centred businesses, including 
restaurants such as Yaknak. 7PS marketing forms a more effective form of the 
traditional marketing mix. In this manner, Yaknak can comprehensively evaluate 
and strategize all the elements of its service, starting from product offerings and 
pricing strategies up to customer interaction and service delivery processes, 
hence ensuring that all elements of customer experience are widely enhanced. 
(Hanlon 2023.) 
 
 
5.4.1 Product 
 
Yaknak Restaurant's core offering is its unique blend of Nepalese and Indian cui-
sines, setting itself in a unique position in the Tampere Market. Yaknak should 
make use of menu description images and videos of high quality on digital 
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platforms to better communicate the authenticity and quality of the dishes. The 
restaurants should also emphasize the origin and preparation of the dishes which 
can further appeal to a customer trying to have a dining experience on authentic 
Nepalese or Indian cuisine. Some virtual kitchen tours or interviews with chefs 
online could enhance the visibility of the culinary ability and authenticity of the 
yaknak dishes. (Jung & Shegai 2023.)  
 
 
5.4.2 Price 
 
Pricing is a very critical factor in the marketing mix of Yaknak as it impacts per-
ceptions of both value and quality. In the digital arena, Yaknak can make use of 
dynamic pricing strategies that adjust in real-time based on demand, promotions, 
and special offers. At the same time, these pricing strategies must be communi-
cated to the customer through all their online sources for transparency, thereby 
ensuring that customers feel that they deserve value for their money (Jung & 
Shegai 2023). Additionally, special discounts communicated through digital res-
taurant platforms can drive online traffic and conversions.  
 
 
5.4.3 Place 
 
In terms of Yaknak,  'Place' extends beyond physical location to include the digital 
space for customer contact with a brand. This means improving Yaknak's online 
presence so that its website can be user-friendly for ordering food from home by 
customers. Yaknak must be found through local online searches, which can be 
addressed by applying reliant SEO marketing strategies targeting local keywords 
along with an increment in positive feedback through the use of Google Maps to 
ensure its discovery for customers is seamless. (Gurung 2018, 1–36.) 
 
 
5.4.4 Promotion 
  
Digital promotions are extremely vital for Yaknak to attract and retain customers. 
This could be in the form of advertisements on different social media platforms 
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and websites, as initiatives that target a specific audience, and partnering up with 
local influencers who will deliver the messages and ideas from the restaurants to 
a wider market. Part of the promotion also includes the use of customer reviews 
and testimonials which will be posted on the website, Google Maps, or on differ-
ent social media sites to build reputation and gain more clients. (Thakkar 2022; 
Hayes 2023.) 
 
 
5.4.5 People 
 
The 'people' variable of the marketing mix in a digital context does not only involve 
the actual staff providing customer service but also concerns those managing the 
digital interactions. Proper training of all employees should be done in managing 
effective and efficient customer service in the online domain, social media inter-
action, and responses to reviews and queries. This would make sure that the 
digital interaction reflects the commitment of the restaurant toward the quality of 
service and customer satisfaction. (Hayes 2023.) 
 
 
5.4.6 Process 
 
The efficiency of the online process is an important factor in enhancing customer 
satisfaction. This essentially refers to how streamlined and seamless the process 
of ordering online can be made to ensure it is quick and easy for the customer to 
follow. Yaknak should design its process in such a manner where the process of 
order-making involves as few steps as possible while providing clear communi-
cation regarding delivery timing, and ensuring that the process of payment is se-
cure. Similarly, developing a clear online process for lodging complaints and giv-
ing feedback will enhance trust and loyalty among customers. (GlobeNewswire 
2024.) 
 
 
5.4.7 Physical evidence 
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Physical evidence refers to the visual and textual content that portrays the res-
taurant online. It includes website and mobile app design, quality of photos and 
videos for menu items, and general branding. Ensuring consistent visual identity 
and brand message on every single digital platform helps reinforce Yaknak’s 

brand into the subconscious of the customers and enables the development of a 
strong online presence. Digital confirmation of online orders and bookings is sig-
nificant in terms of increasing customers' confidence in the authenticity of trans-
actions. (Demand Metric n.d.) 
 
By applying the 7Ps marketing mix to its digital strategy, Yak-nak Restaurant will 
have the possibility to improve its digital presence, attract more customers, and 
provide a seamless experience corresponding with its authentic and quality brand 
values. This approach will be instrumental in not just achieving the short-term 
goals of visibility and sales increase through the online channel but also in build-
ing long-term customer loyalty and brand strength in the competitive restaurant 
industry. (Hanlon 2023.) 
 
 
5.5 Application of the SOSTAC model 
 
Based on the earlier discussion in the theoretical framework section, SOSTAC is 
a useful model for pulling up a digital marketing plan. The SOSTAC model breaks 
down into six steps that guide the user from analysing the current situation to the 
execution of the plan. It first looks at where the company stands and sets a clear 
target. Then, it figures out the strategy and tactics needed to achieve those tar-
gets. Finally, it decides how to measure if the goals are met. (PR Smith n.d.) 
 
 
5.5.1 S - where are we now? 
 
While reviewing the current scenario of Yaknak Restaurant, the author discov-
ered that Yaknak has not created or followed any form of a digital marketing plan. 
This means, Yaknak hasn’t leveraged the whole potential of digital marketing. 

The The result of data collection revealed the need for the restaurant's website 
reconstruction, with the motive to update it for enhanced operability and 
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appearance, and language options being added. In addition to that, The Yaknak 
Restaurant also operates accounts on popular social media including Instagram, 
Facebook, and TikTok. However, the restaurant has not made attempts to in-
crease its followers on the platforms, and content is not posted regularly, thus 
pointing to the lack of engagement in social media. (Kumar 2021.) 
 
 
5.5.2 O - where do we want to go? 
 
The Yaknak Restaurant intend to enhance its digital marketing efforts with the 
sets of objectives in mind. The restaurant dreams of exploring the growth step by 
step in brand identity and overall visibility in the market with a well-defined strat-
egy of digital marketing and its implementation. Additionally, it aims to set itself 
apart from competitors in the industry. The central aspect of these goals is to 
drive higher traffic to the website and social media so that at some time in the 
future, it could acquire new customers while maintaining the relationship with the 
existing customers. (Bhandari & Sin 2023.) 
 
 
5.5.3 S - how do we get there? 
 
A well-functioning website and a strong presence on social media will provide the 
base for these online and offline marketing activities. With this foundational sup-
port, Yaknak will stand out from its competitors and pursue a positive brand 
among its current customer base and potential customers who haven’t explored 
Yaknak yet. When the website has been optimised for performance, Yaknak will 
make use of search engine optimisation techniques to attract increased traffic to 
the site. Along with that, Yaknak is planning to put an effort into the social media 
platform in the form of Ads with some creative content to gain visibility. (Khosla 
2023, 25–28.) 
 
 
5.5.4 T- the details of the strategy? 
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To complete the website, Yaknak Restaurant will have to undertake research 
thoroughly in a bid to understand the customers better so that the website effec-
tively serves the needs and preferences of the customers (Hayes 2023). Accord-
ing to the current marketing scenario, the site is not yet optimised properly and 
requires further adjustment. Yaknak Restaurant is planning to optimise the web-
site by adding all required and important content like a direct ordering option 
available on the menu and optimizing the language possibilities to Finnish and 
English effectively. Following that,  search engine optimisation should be planned 
and implemented. It is significant to consider the keywords mentioned in inter-
views when planning search engine optimisation for the restaurant's websites. 
Based on the above objective, the authors have built a more detailed, descriptive 
strategic plan, which follows in the next chapter 5.6. (Bruce et al. 2023, 1–24). 
 
 
5.5.5 A- the details of tactics. who, when? 
 
As a small restaurant owner, The commissioner should do some research on 
marketing companies in Finland, especially in Tampere. Afterwards, hire service 
from a marketing agency for a short period short time The other option could be 
leveraging the capabilities of a digital marketing trainee at a lower cost to address 
this dynamic environment of digital trends. Even if it seems a hassle to hire a 
marketing officer in the beginning, Yaknak can implement a simple content strat-
egy using free planning tools, focusing on low-cost content creation such as cus-
tomer-generated media and straightforward videos shot on smartphones. Once 
the basics have been implemented and the effectiveness has been measured, 
the advancement of digital marketing strategies can be continued. (Kumar 2021.) 
 
 
5.5.6 C- metrics to measure results 
 
It is vital to monitor KPIs such as customer engagement in social media, local 
website traffic, online reservations and customer reviews in Google Maps, social 
media platforms and website. Yaknak should explore tools like Meta Business 
Suite and Google Analytics to extract the measurement of user behaviour and 
campaign performance. With the regular review of these metrics, Yaknak can 
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assess the effectiveness of strategies guiding the adjustment where necessary. 
By practising monthly review sessions, Yaknak could align its digital marketing 
efforts with its business objectives ensuring a dynamic cost-effective marketing 
approach which maximizes the impact of addressing customer preferences. 
(Shaheen 2023, 1273–277.) 
 
 
5.6 Formulation of a detailed digital marketing action plan   
 
This chapter comprises the necessary steps and procedures for Yaknak Restau-
rant to implement the crafted digital marketing strategy effectively. The primary 
focus will be on the development of a functional and high-quality website, raising 
followers in social media platforms, especially in Meta platforms and TikTok. Ad-
ditionally, the following chapter will outline other relevant steps and procedures 
based on the theoretical framework to ensure the effectiveness of the application. 
 
The first stage of the website design is to adequately research the target market. 
These include optimizing the digital marketing tools to analyse the internal and 
external data regularly. The most important consideration is to understand the 
customer's intention regarding yaknak’s products and their value delivery. Fol-
lowing this, the Yaknak Restaurant should identify its unique selling point and 
determine how it adds value to customers. After the determination of position and 
value,  the goals and objectives of the website should be established. These ob-
jectives should align with the overall strategy and positioning of the company to 
ensure the coherence of the digital marketing effort. (Kumar 2021, 1–21.)  
 
Yaknak Restaurant must conduct research into the customers before finalizing 
the positioning and value decisions. Yaknak should leverage its strengths such 
as authentic Nepalese and Indian taste in its cuisine to craft a unique selling point. 
Furthermore, the author strongly suggests that Yaknak create a direct ordering 
possibility from the menu section of the website, as Yaknak has been offering 
home delivery options to the customer in the traditional way. Another important 
factor to consider is ensuring website compatibility across various platforms in-
cluding mobile and desktop. Before launching the website, thorough testing of the 
website is necessary to ensure ease of use and feasible, compatible, user-
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friendly navigation for the customers. In this regard, different methods of testing 
can be implemented. For instance, usage information on the site regarding the 
product information and time spent on the website can serve as valuable insight. 
Yaknak can use the outcomes from these results obtained from Google Analytics 
to determine if the website is meeting its objectives. However, the limitation of not 
having Google Analytics hinders this possibility suggesting the implementation of 
such a tool. (Kumar 2021, 1–21.) 
 
After the website gets updated and enhanced, Yaknak should consider ways to 
improve Search Engine Optimisation. All the SEO enhancement activities should 
aim to drive more visits by search visibility. Since Yaknak Restaurant is situated 
in Tampere serving Finnish and international customers, there are at least two 
different languages it should consider when planning SEO strategies which are 
English and Finnish. An effective SEO is based on knowledge about customer 
search behaviour and relevant keywords (Martini et al .2022). In addition to that, 
Yaknak should implement a Google Pay-Per-Click (PPC) advertising strategy 
with the motive to enhance website visibility and SEO improvement. The strategy 
implementation involves research for keyword research related to Nepalese and 
Indian cuisine in Tampere followed by setting up targeted ad campaigns and the 
creation of compelling ads with a clear call to action as a final step. (Chaffey 
2023.) 
 
As already mentioned, Tools like Google Analytics can be instrumental in busi-
nesses in terms of SEO improvement and PPC management. For SEO, it helps 
to determine which keywords are working best and where website traffic is com-
ing from. Yaknak Restaurant would need to spend time reviewing the results of 
campaigns to optimise its SEO strategy. Since the measurements for the existing 
website are not available, Yaknak Restaurant needs to analyse keywords on its 
own. After optimisation, Yaknak Restaurant can implement a traffic-building plan. 
With the implementation of this tool, measurable objectives to increase traffic to 
the website can be defined, and online and offline marketing efforts can be com-
bined to give a seamless customer experience. Simultaneously, for PPC, Google 
Analytics aids in analysing the performance of ads, refining ad copy and adjusting 
the bids based on detailed insight into traffic sources and conversion paths. (Sha-
heen 2023, 1273–277.) 
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Another important factor to consider is their presence on social media platforms, 
especially focusing on Meta platforms(Facebook & Instagram) and TikTok. Fur-
thermore, integrating the link to the webpage of Yaknak can be considered the 
most crucial effort on social media platforms.  Yaknak can thrive on meta plat-
forms by creating stories and engaging short content featuring the signature 
dishes of Yaknak etc. Similarly, Yaknak can perform interactive challenges during 
cooking while providing cultural insights into Nepalese and Indian cuisines. In 
general, posting reliable and entertaining content and keeping the meta platform 
up-to-date might enhance the visibility of Yaknak on mata platforms, especially 
Facebook and Instagram. To manage the presence on meta platforms effectively, 
Yaknak can leverage the Meta business suite. Meta business suite is an inte-
grated tools which facilitate businesses of all sizes with content scheduling, inter-
action and engagement with customers and analysis of engagement metrics 
across meta platforms to ensure that the marketing efforts are cohesive and ef-
fective as desired by the commissioner. (Khosla 2023, 25–28.) 
 
Simultaneously, Yaknak should leverage TikTok to enhance the online visibility 
of the restaurant by capturing the attention, especially from the younger audience. 
This can be done by creating exclusive short reels, engaging content which fea-
tures the preparation of signature dishes of Yaknak, and interactive challenges 
during cooking while providing cultural insights into Nepalese and Indian cuisines.  
This must be done regularly by specifying a certain time to get a sustainable im-
pact on visibility and customer engagement. The main objective of this approach 
should be showcasing the restaurant's unique offering while inspiring viewer in-
teraction and content sharing which are significant for the expansion and boosting 
of marketing potential. Additionally, Yaknak should also utilize local influencer 
marketing through TikTok to gain more visibility. 
 
Furthermore, Yaknak Restaurant should maintain a strong presence on TripAd-
visor is essential. Initially, Yaknak should create a detailed profile that highlights 
its unique offerings, such as its authentic Nepalese and Indian cuisine, and any 
special services like home delivery. Once the account is active, Yaknak should 
actively encourage satisfied customers to share their positive experiences by 
leaving reviews. This can be facilitated through reminders at the end of their 
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meals, or by following up via email. Additionally, Yaknak must monitor its TripAd-
visor profile regularly to respond promptly to customer reviews, addressing any 
criticisms and thanking patrons for their feedback. (Gurung 2018, 1–36.) 
 
To implement the crafted digital marketing plan effectively, Yaknak should at least 
hire a digital marketing professional for a short period. However, a marketing of-
ficer, especially a dedicated one, may require a high amount of investment, which 
limits Yaknak financially to consider hiring one given its small size and budget. 
Moreover, Yaknak could explore other alternatives, such as hiring a part-time 
professional to manage some of the marketing activities or using freelance for 
some projects to save costs while still having an expert digital marketer on board. 
Yaknak can also hire a practical trainer which will incur minimal cost and at the 
same time offer a similar advantage. In conclusion, the decision made should be 
consistent with Yaknak's budgetary constraints and strategic goals. 
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6 CONCLUSION & RECOMMENDATIONS  
 
 
The purpose of this thesis was to develop a digital marketing plan for Yaknak 
Restaurant aligning with the needs and directions given by the commissioning 
party, with a major emphasis on increasing website and social media traffic. In 
addition, this research investigated the formulation of a structured digital market-
ing strategy to discover the critical website and social media prerequisites to sup-
port traffic growth. 
 
The author drew insights from academic literature and publications to study and 
analyse both internal and external perspectives relevant to Yaknak comprehen-
sively. Thorough data collection was conducted to understand the internal and 
external perspectives that are relevant to Yaknak. 
 
In this Journey, the fundamental goal was to respond to the research question 
“How to craft a comprehensive digital marketing plan for Yaknak Restaurant?” 

concluding in the chapter of the digital marketing plan in Chapter 5. The sub-
questions “What kind of tools for digital marketing should Yaknak Restaurant use 
to enhance its traffic on its websites and social media platforms?” and "How 
should Yaknak Restaurant apply these tools to exploit the full benefits of digital 
marketing?"  were elaborated in the previous chapter. To summarize, the author 
recommended that Yaknak restaurant prioritise the development of its website, 
improving its position in search engines through SEO improvement recommen-
dations, enhancing the presence and engagement in social media and many 
other measures to enhance the effectiveness of this digital marketing plan. Nota-
bly, having a strong website, high engagement in social media and a well-crafted 
strategy are the major components of digital marketing strategies for attracting 
more traffic to the website and social media.  
 
This thesis provides Yaknak Restaurant with a guide for improving its internal 
digital marketing capabilities. Specifically, the recommendations will aid in the 
building of a properly designed website, raising engagement in mentioned social 
media platforms while unifying marketing efforts, and improving brand equity for 
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Yaknak. The author believes that these initiatives will have a measurable positive 
impact on the performance of the restaurant's sales. 
 
The specific recommendations the author formulated are discussed in a detailed 
way in Chapter 5. The author recommends that Yaknak Restaurant follows the 
guidelines in this report for the website creation emphasizing the importance of 
researching and acknowledging its customer base before any marketing deci-
sion. Once the improved website is launched, it is recommended to design and 
implement a comprehensive traffic plan.  
 
Furthermore, enhancing engagement in specified meta platforms and TikTok is 
also recommended. The restaurant should also focus on the implementation of 
PPC for a short interval of time followed by the exploration of the travel and res-
taurant review platform Trip Advisor. Furthermore, the Implementation of man-
agement tools like Google Analytics and Meta Business Suite enhances the ef-
fectiveness of the developed action plan for the implementation. These recom-
mendations collectively contribute to the main suggestion to hire a dedicated dig-
ital marketing professional who would be able to make the most of the restau-
rant's digital marketing efforts considering the financial limitation on the budget of 
the restaurant. 
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7 LIMITATIONS & FUTURE RESEARCH 
 
 
It is a universal truth that there is no research without limitations. Therefore there 
are a few limitations that the author experienced from the beginning to the end of 
this thesis process. First of all, even though the qualitative data was very insight-
ful, it was based on a rather small group of the restaurant's clientele and man-
agement which doesn’t generalize the findings. Therefore, the responses may 
not substantially represent the varieties of consumer interactions and experi-
ences. Besides, there is the possibility that responses might be prejudiced 
through biases since the entire research is subjective. For instance, interviewing 
customers face-to-face provided more insight into their perceptions and experi-
ences. However, few customers felt difficulties in providing their valuable time for 
the focused group interview due to their busy schedules. It may have impacted 
their responses. 
 
Likewise, the collection of structured quantitative data may not bring forward a 
comprehensive account of diverse customer interactions and experiences. The 
time constraint in data collection and the specific digital platforms under analysis 
also may not suggest wider market trends or future changes in consumer behav-
iour. Additional research in this sector would have yielded meaningful insights in 
optimizing websites. The mixed-methods approach enriched the study in terms 
of both depth and breadth, However, integration of the two methods might not 
have been easy due to discrepancies in the interpretation and synthesis of the 
data. Additionally addressing these technical skills gaps, for instance, an individ-
ual with proficiency in WordPress shall be in a position to offer much deeper pro-
posals for the enhancement of websites. A visual plan outlining the key points of 
the website would have helped in conveying the recommendations more appro-
priately.  
 
This thesis has been a significant learning process for the author serving as his 
most extensive project up to the point. It was a bit intimidating in the beginning, 
but it made him confident in his skills. For example, challenges like time manage-
ment were something to worry about for the author at the inauguration time of this 
study. It was important to remain flexible throughout the projects. Despite all 
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these limitations, with proper guidance from the supervisor, the author success-
fully crafted the digital marketing plan for Yaknak. Furthermore, the author real-
ised the significance of the company website and social media platforms among 
other forms of digital marketing tools, which prompted the author to check the 
Yaknak Restaurant website for its functionality and user-friendliness. Additionally, 
the author also gained a deeper understanding of digital tools like SEO and 
Google Analytics, Meta Business Suite. 
 
Following that, further expansion of research can be made with wider and deeper 
coverage to address these limitations. The application of longitudinal studies in 
the data collection method can aid in understanding the effects of the imple-
mented digital marketing strategies better in the long term, adapting them to var-
iations in the dynamics of digital marketing (Scribbr n.d.) 
 
Moreover, the number of respondents to the survey can be increased with a wider 
scope or diversified in the sample size. Moreover, the scope of further research 
might be broadened by exploring the benefits of integrating advanced analytics 
tools and technologies such as artificial intelligence(AI). These advanced tools 
offer personalized marketing efforts along with many other crucial features in pre-
dicting customer behaviour with greater accuracy. Therefore, it is suggested that 
research be conducted to investigate the effectiveness of diverse digital market-
ing platforms and types of content, providing a deeper understanding of the core 
actions and strategies to enhance customer engagement and loyalty. 
(GlobeNewswire 2024.) 
 
In addition, Benchmarking through comparative studies with other restaurants or 
businesses located in a similar geography and offering would be extremely useful 
in surfacing industry-specific best practices in digital marketing for yaknak. It not 
only benefits Yaknak but also a wider framework in which other businesses in the 
region can draw digital marketing strategies. In essence, the author points out 
that integrating these findings into further research will refine the efficacy of digital 
marketing strategies yielding ultimately healthy business outcomes and enriched 
customer experiences. 
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APPENDICES  

Appendix 1. Interview questions for yaknak’s management Team 
 

1. How would you describe Yaknak’s current digital presence, and what role 

has digital marketing played in your strategy so far? 
 

2. What challenges have you faced in implementing digital marketing strate-
gies, and how important do you think it is for Yaknak? 

 
3. Which digital marketing tools or platforms are you familiar with, and have 

you made any efforts to optimise your website for SEO? 
 

4. Can you discuss your current online customer engagement strategies and 
how you measure their success? 

 
5. What type of content do you share online, and how has customer feedback 

influenced your digital content strategy? 
 

6. In your point of view, Identify the main barriers in crafting a digital market-
ing plan for Yaknak and describe how you prioritize digital marketing within 
your operational needs. 

 
7. Are you familiar with any marketing theories like SOSTAC or the 7Ps? How 

do you visualize a digital marketing plan supporting Yaknak’s objectives? 
 

8. Would you be interested in exploring successful digital marketing strate-
gies from similar businesses, and do you have any concerns about adopt-
ing a digital marketing strategy? 
 

9. Is there anything crucial about Yaknak’s situation or goals that we haven’t 

discussed but should consider in developing a digital marketing strategy? 
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Appendix 2. Interview question for Yaknak restaurant small focused group of cus-
tomers  

1. How did you first learn about Yaknak Restaurant, and what motivated you 
to visit their website or follow them on social media? 

 
2. When visiting Yaknak’s website, what information are you typically looking 

for? How easy is it to find this information? 
 

3. Have you encountered any difficulties navigating the website or finding 
specific information? If so, please describe. 

 
4. What type of content (e.g., menu details, promotions, behind-the-scenes 

stories) do you find most engaging on Yaknak's website and social media 
platforms? 

 
5. How often do you engage with Yaknak’s content by liking, sharing, com-

menting, or clicking through to the website from social media? 
 

6. If you use search engines to find information about restaurants, what key-
words or phrases do you typically use? 

 
7. How easy is it to find Yaknak Restaurant through search engines? Are 

there areas where you think their visibility could improve? 
 

8. What improvements or additional features would you like to see on Yak-
nak's website or social media channels? 

 
9. How likely are you to recommend Yaknak’s digital channels to friends or 

family based on your current experience? Why or why not? 
 

10. How important is a restaurant's digital presence in your decision to visit or 
order from them? Can you share any experiences where a restaurant's 
digital engagement particularly impressed you? 
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Appendix 3. Yaknak restaurant digital experience feedback survey questionnaire 
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Appendix 4. Yaknak restaurant interior photography (Yaknak n.d.) 
 

 
 
 
Appendix 5. Yaknak restaurant exterior photography (Yaknak n.d.) 
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Appendix 5. Yaknak website page screenshots (Yaknak n.d.) 
 
 

 

 


