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The competitive landscape of the restaurant industry, characterized by narrow profit margins, 
necessitates a well-defined marketing strategy and, consequently, plan. Particularly in the after-
math of the COVID-19 pandemic, restaurants have pivoted their focus towards strengthening 
their online presence to navigate challenging economic circumstances. With the ubiquitous use 
of mobile phones and social media platforms, harnessing the power of social media has be-
come imperative for restaurants seeking to thrive in this digital age.  

This product-based thesis was commissioned by the restaurant Ciao! Pizza and Burger, located 
in Pohjois-Haaga, Helsinki. The primary objective of this thesis is to develop a comprehensive 
short-term social media marketing plan. The aim is to enhance the restaurant's online brand vis-
ibility and attract new customers within a condensed timeline of four weeks.  

The thesis is structured into two main components: the theoretical framework and the final prod-
uct – the social media marketing plan. The theoretical framework delves into the significance of 
social media marketing in the restaurant industry, elucidating the distinction between paid and 
organic advertising. It also highlights the key social media platforms pertinent to restaurants, 
namely Facebook, Instagram, TikTok, and WhatsApp. Additionally, it explores the details of so-
cial media planning, encompassing customer understanding, buyer personas, and content crea-
tion strategies. The second component of this thesis, the resulting social media marketing plan, 
integrates insights from competitor analysis, semi-structured customer interviews, an interview 
with the restaurant owner, and on-site observations. These methods provide a deeper under-
standing of the business model and customer base, informing targeted strategies within the 
plan. The social media marketing plan contains content strategies for the restaurant’s Face-
book, Instagram, TikTok and a content calendar of four weeks. 

The thesis planning process commenced in October 2023, with the writing phase concluding in 
May 2024. The primary takeaway from this research underscores the importance of having a 
marketing strategy and creating a plan for effective marketing on social media. Additionally, it 
emphasizes the significance of cultivating engaging content focused on storytelling, behind-the-
scenes insights, and user-generated content to foster trust and connection with the audience. 
Moreover, the author discovered that developing a streamlined content creation process is vital 
for small restaurants with limited resources.  

The party commissioning the plan appreciated the strategic insights and practical recommenda-
tions, recognizing their potential to enhance their online presence and prompt business growth.  
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1 Introduction 

In 2022, Finland's restaurant sales rebounded following the adverse effects of the COVID-19 pan-

demic (Väisainen 2022). However, in 2023, the sector faced challenges due to rising inflation and 

sluggish economic growth. Despite these difficulties, restaurants began to recover gradually. A re-

turn to pre-pandemic revenue levels is predicted to start not earlier than 2024 (Nippala & Kiema 

2023). 

Large metropolitan areas like Helsinki present significant competition for restaurants seeking to 

distinguish themselves. The abundance of dining options in these urban Centre’s requires consid-

erable effort by restaurants to establish brand recognition. Consequently, effective marketing strat-

egies have become crucial to stand out among numerous choices. Restaurants’ online sales have 

increased in the last 5 years thanks to the development of food delivery applications. The food de-

livery and carryout sector has experienced exponential growth during COVID-19 restrictions and 

it’s now an established habit in constant growth. A restaurant’s presence on delivery apps repre-

sents a marketing opportunity, although their high commissioning rate can take a considerable toll 

on a small business’ profit margin. Furthermore, the restaurant has less control over the customer 

experience and quality of the food delivered, i.e. if a dish has been delivered poorly, it could dam-

age the restaurant’s reputation (Traynor, Bernard, Moreo & O’Neill 2022). 

Furthermore, the increase in online ordering has been supported by the growing usage of mobile 

devices to access internet and operate one’s daily life.  In early 2023, active mobile connections in 

Finland amounted to 9.45 million, equivalent to 170.4 % of the total population (Kemp 2023). Social 

Media has emerged as the primary tool for promotional activities and brand development in the 

restaurant industry and Finland counts 4.62 million users as of January 2023 (Kemp 2023). Many 

small and medium-sized restaurant owners face challenges in developing a comprehensive social 

media strategy and maintaining consistent content creation due to the multifaceted responsibilities 

of managing a restaurant. However, the importance of sharing information and building a brand 

cannot be overstated. In the field of restaurant marketing, traditional media strategies have be-

come less effective as more consumers use online platforms, especially on mobile devices, to find 

dining options (Aprilia 2018).  

In today’s dining scene, consumers want to make more informed decisions about what they’re go-

ing to eat. Diners now seek a complete understanding of their restaurant experience, including de-

tails about dietary options, allergens, the atmosphere, as well as others’ feedback (Bushara & al. 

2023). As per Chua, K. (2020) customers have elevated and continuously rising expectations, 

driven by the vast array of choices available in the food industry. Their research highlights that the 

primary determinant in choosing a restaurant is the consideration of price and how it is perceived; 
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following closely are factors such as word-of-mouth recommendations and personal experiences. 

Additionally, the nature of the dining occasion significantly influences the type of restaurant cho-

sen, whether it's for everyday casual situations or more exclusive events like birthdays. 

In the era dominated by online reviews and social media, people proactively seek and place signifi-

cant trust on the opinions of others when making decisions. As emphasized by Lee & Kim (2020), 

the quality of these reviews plays a pivotal role in influencing decision-making processes, as indi-

viduals prioritize well-crafted and informative feedback shared by others on digital platforms. The 

importance of quality online reviews is further explored by Aureliano-Silva, Leung & Spers (2021) 

and it suggests that restaurants should be adjusting their approach by actively responding to online 

feedback and encouraging customers to share their experiences. This strategy aims to build and 

sustain a positive online reputation. In this product-based thesis, I will develop a social media plan 

to benefit a small restaurant. This thesis combines my personal experiences in the restaurant in-

dustry as a worker, with my aspiration to enhance my professional skills as a social media special-

ist. Additionally, I am driven by the possibility of providing valuable knowledge and guidance to a 

locally owned business associated with someone I know personally. 

1.1 Objectives and limitations 

The objective of this thesis is to formulate a comprehensive short-term social media marketing plan 

that is specifically designed to augment the online brand visibility of the restaurant and attract new 

customers, particularly during lunch hours, (generating leads). The focal point of this thesis lies in 

emphasizing the significance of organic growth in social media, highlighting its critical role in brand-

ing, and acknowledging its cost-effectiveness as a sustainable approach for initiating marketing en-

deavors in the restaurant industry. The social media marketing plan primarily emphasizes organic 

growth. However, recognizing the importance of a comprehensive strategy, this thesis acknowl-

edges the potential advantages of incorporating budget-friendly paid social media alternatives. It 

will therefore offer a brief introduction to Paid Social Media Advertising and explore the potential 

benefits of integrating both organic and paid approaches for the restaurant's social media strategy. 

The social media marketing plan crafted in this thesis encompasses various elements such as re-

search and target group identification, the definition of buyer personas, establishment of objectives, 

selection of appropriate channels, creation of a publication calendar, formulation of content ideas 

and examples, and the incorporation of methods to measure social media effectiveness. Crucial 

components of the plan involve the identification of the most suitable social media platforms, the 

development of a content calendar, provision of content ideas, benchmarking, and the definition of 

the key performance indicators (KPIs). The examples provided for content creation will be pre-

sented in English. 
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It is important to note that while this thesis outlines the framework for content ideas, the production 

and publication of content elements such as videos and images will not be part of this project. In-

stead, the responsibility for managing these aspects will rest with the restaurant owner who will di-

rectly oversee these activities on their social media accounts.  

1.2 Product base thesis and methods 

This thesis is a product-based thesis as it provides a concrete outcome in the form of a social me-

dia marketing plan, for the restaurant Ciao! Pizza & Burger and follows Haaga-Helia product-based 

thesis guidelines. According to Haaga-Helia’s thesis guideline (2022), the focus of a product-based 

thesis is on developing tangible outcomes for a company or community, such as a marketing plan, 

business strategy, social media strategy, orientation guide, budget, financial calculation, process 

descriptions, IT solution, service, video production, or event organization etc. The product-based 

thesis comprises two essential components: the report and the product i.e. the actual outcome. 

The report presents objectives, justifies the need and utility of the outcome, defines the target 

group and the methods used to develop the outcome; It Includes a theoretical framework and de-

tails the implementation of the outcome. At the end of the report, the discussion chapter evaluates 

the outcome and the overall thesis project. The actual outcome represents the tangible result of the 

thesis, such as in this case, a social media marketing plan.  

This thesis employs a qualitative research methodology, utilizing a multifaceted approach to en-

sure a thorough investigation. To gain new insights for the commissioning company, the research 

methodology incorporates benchmarking, an interview with the restaurant owner, on-site observa-

tions, and on-site interviews with customers. These different qualitative methods are crucial for es-

tablishing a comprehensive understanding of the business and the contextual factors influencing its 

operations. Benchmarking in relation to this thesis means exploring and analysing ideas from ex-

ternal sources, drawing inspiration from successful models and comparable businesses; this is par-

ticularly important as it enriches the research with diverse perspectives and innovative approaches. 

Furthermore, the in-depth interview with the owner aims to extract valuable insights into the busi-

ness from their perspective, serving as a foundational element for the subsequent planning phase. 

Simultaneously, direct engagement with customers on-site is a pivotal aspect of the research 

methodology, involving interviews with a representative sample of 9 customers; this allows for the 

collection of qualitative data necessary for defining the main buyer personas.  

Additionally, actively observing customers in their natural environment provides insights into their 

behaviours, preferences, and interactions. This observational component complements the inter-

views and benchmarking aspects, contributing to a holistic understanding of customer dynamics. 
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1.3 Introduction of the target company 

Ciao! Pizza & Burgers is situated in the northwestern region of Helsinki, specifically in Pohjois-

Haaga. This location is in proximity to a residential neighborhood and nearby offices. Notably, 

there is a Bangladeshi community residing in the area. Ciao! Pizza & Burgers is part of the Ravin-

tola Ida company, which includes two distinct brands: a Bangladeshi restaurant and the Ciao! 

Pizza & Burgers. Initially, the restaurant was only one and operated as both a pizzeria and a Bang-

ladeshi restaurant, but the partners have now decided to separate these two concepts. The re-

branded establishment officially opened its doors on November 1, 2023.The restaurant’s concept is 

reasonably priced casual fast food with a choice for everyone; their menu consists of dishes from 

several types of cuisines, and it includes pizza, burgers, kebabs, and falafels as vegan option.  

The restaurant owner manages the restaurant’s Facebook and Instagram profiles and as of now, 

all the restaurant’s marketing communications have been done exclusively through the before-

mentioned social media platforms. The restaurant also has a webpage where it’s possible to read 

the main information and the menu; the restaurant is implementing the possibility to order online, 

but for now that feature is under construction.  

The restaurant is present on the main delivery apps in Finland such as Wolt and Foodora. The res-

taurant also utilizes the ResQ Club app in which it can sell surplus food at a discounted price for 

the customers.  
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2 Social media marketing 

In this section, I will dive into the theory behind social media marketing, explaining the basics of dif-

ferent social media marketing platforms, and why social media marketing (SMM) is crucial in the 

food and beverage industry. The goal is to provide a clear understanding of the strategies used in 

social media marketing, the principles guiding them, and their impact on a restaurant business. 

This understanding will be key as I will later explore real-world applications, challenges, and 

emerging trends applicable to the development of a holistic social media marketing strategy that is 

tailored for a newly established restaurant. 

2.1 Social Media  

In recent years, the phenomenon of marketing through social media has experienced remarkable 

growth, emerging as a prominent buzzword within the business landscape. Social media is defined 

as encompassing mobile and web-based technologies that establish interactive online platforms. 

These platforms serve as dynamic spaces where individuals and communities not only engage in 

conversations but also actively contribute to and discuss user-generated content, as highlighted by 

Kietzmann et al. (2011).  

Radebe, Verkijika & Neneh (2023) suggest that small businesses can improve performance using 

social media by focusing on three key factors: building strong customer-firm relationships, adopting 

customer orientation, and engaging in customer co-creation. To enhance these aspects, busi-

nesses should prioritize them as core strategic goals. Although social media significantly contrib-

utes (between 24.1% and 51.5%) to these factors, the study recommends incorporating additional 

mechanisms for improvement, rather than relying solely on social media. Furthermore, the study 

underscores the importance of effectively leveraging relationships formed on social media for per-

formance improvement, with a particular emphasis on customer co-creation as a key strategy. Ac-

tive co-creation is expected to bring greater performance benefits compared to businesses that do 

not engage in collaborative efforts. 

Managing the constant changes in the social media landscape is an ongoing challenge. A recent 

example is the rebranding of platform X, previously known as Twitter, in July 2023. This rebranding 

and new policies resulted in a decline in popularity (Carr December 2023) and withdrawal of 

brands from the platform (Chapman December 2023). Additionally, these platform transformations, 

like X, reflect the broader digital landscape, where technological advancements, changing user be-

haviors, and industry trends significantly influence the direction of these platforms. 
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Social media popularity is steadily increasing globally and in Finland. In May 2022, the companies 

Nepa Insights Oy and DNA conducted a survey among a sample of 1000 respondents between 16-

74 years old examining the daily usage of popular social media platforms in Finland. The findings 

indicated that in Finland 62% of individuals use WhatsApp daily, followed by 52% on Facebook, 

34% on Instagram, 34% on YouTube, 23% on Instagram Stories, 22% on Facebook Messenger, 

18% on Snapchat, 16% on TikTok, 13% on Twitter (now X), 13% on Instagram Reels, and 8% on 

LinkedIn (DNA, 2022). 

When it comes to the influence of social media on marketing, Kotler (2021, 41) emphasizes that 

social media has brought a notable shift in marketing practices, moving away from traditional out-

bound methods. Unlike outbound marketing, where brands push messages to consumers, social 

media marketing adopts a more interactive model known as consumer-engagement marketing. 

This contemporary approach involves customers actively shaping brand conversations, resulting in 

a higher level of engagement. Online conversations mean that social media also serves as a po-

tent listening platform, enabling businesses to comprehend and analyze customer sentiments and 

feedback (Kelsey & Lyon, 2017). This process of social media listening involves collecting valuable 

data to inform and refine marketing strategies, underscoring the significance of customer insights 

in shaping effective campaigns (Quesenberry, 2020, 83-84). 

As Kotler (2022, 493-494) points out utilizing social media for marketing purposes presents both 

advantages and challenges. Personalization, precise targeting, interactivity, real-time communica-

tion, cost-effectiveness, engagement, and social sharing are among the benefits. However, chal-

lenges include guiding customers through the entire purchase journey, measuring effectiveness, 

the user-controlled nature of social networks, and difficulties in integrating into everyday person-to-

person communication. Additional challenges involve generating consistently relevant content and 

addressing customer behaviors where awareness is raised, but no purchase is made. 

2.1.1 Social Media Marketing (SMM) 

Social Media Marketing (SMM) is a subset of digital marketing that utilizes social media technolo-

gies, channels, and software to achieve various marketing goals. These objectives encompass en-

hancing brand awareness, promoting products and services, conducting research, nurturing cus-

tomer relationships, and sustaining conversations with both customers and other audiences (Tuten 

& Solomon 2018, 18-31). According to HubSpot blog (2024) A crucial aspect of SMM involves cre-

ating relevant and visually appealing content tailored to a specific audience. This content is de-

signed to be easily shared, playing a pivotal role in engaging the target demographic. It forms part 

of a broader strategy that emphasizes tangible objectives, requiring a detailed action plan and the 

ability to measure Return on Investment (ROI).  
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Despite the availability of social media data and analytics, pinpointing Social Media Return on In-

vestment (SMROI) remains challenging. This difficulty arises from the intricate nature of social me-

dia interactions. On this regard, Tuten & Solomon (2018, 344) argue that the extent to which social 

media metrics directly contribute to measurable profits for a business revolves around the clarity 

with which strategy objectives have been defined for measurement. In simpler terms, the effective-

ness of social media in generating tangible returns depends on how well-defined and specific the 

business goals are within the strategy. Social media platforms provide tools for targeted advertis-

ing, enabling businesses to customize their messages for specific demographics. This targeted ap-

proach increases the efficiency of marketing efforts, ensuring that content reaches individuals more 

likely to be interested in the promoted products or services. Strategic content creation, targeted ad-

vertising, active engagement, and data-driven analysis collectively empower businesses to effec-

tively connect with their audience, boost brand visibility, and achieve their marketing objectives. 

A fundamental principle of successful SMM is the establishment of trust (Kotler et al. 2021, 111). 

This trust-building process aligns with the concept of permission marketing, where businesses 

seek consent and provide valuable content. This approach contrasts with more intrusive marketing 

methods that rely on unsolicited messages, underscoring the importance of willingly received infor-

mation for effective SMM (Kotler et al. 2021, 6). 

2.1.2 Social media and its importance in the restaurant industry 

In today's digitally driven landscape, it is crucial for businesses to create a distinctive online pres-

ence. For a restaurant business, online presence can be leveraged to keep the public informed, 

create brand awareness, and take advantage of word-of-mouth marketing. 

According to (Toast 2024) social media allows restaurants to facilitate information sharing and en-

gage in open communication with customers, to enhance online discoverability for the restaurant, 

to showcase food and recipes visually on digital platforms and to add an element of professional-

ism and legitimacy to the restaurant. Open communication with customers is essential to establish 

trust. Social Pilot (January 2024) highlights the importance of establishing a strong reputation and 

transparency for attracting new customers to a restaurant. Social media offers a valuable platform 

to show behind-the-scenes details, fostering trust and enhancing the restaurant's appeal. Trans-

parency is particularly beneficial for potential customers, as social media users rely on electronic 

word-of-mouth (e-WOM) and peer reviews to explore new dining establishments (Jeong & Jang, 

2011). 

When it comes to online discoverability for the restaurant, social media platforms remain vital for 

establishing a restaurant’s brand awareness and recognition. Edwards (March 2013) underscores 
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that the power of visually pleasing sharable content on social media, becomes essential to en-

hance the overall visibility and positive perception of your restaurant; meaning that every customer 

who is willing to capture and share an image of their meal with their online followers represents a 

potential brand advocate. Restaurants on social media can encourage customers to share their ex-

periences and implement initiatives that encourage and reward their advocacy, creating a mutually 

beneficial relationship between the restaurant and its patrons. 

To effectively attract valuable leads, local social media targeting, and micro-influencing play a cru-

cial role for restaurants. According to Kotler (2022, 594), focusing on local advertising allows res-

taurants to efficiently reach potential customers, given that a staggering 90% of fast-food custom-

ers reside within a 4km radius from the restaurant. By combining social media with a local focus, 

restaurants can create a customer-centric marketing strategy, actively listening to and understand-

ing their target audience. 

However, social media marketing for restaurants, while undeniably crucial, comes with its limita-

tions in reaching and converting new leads. Social media platforms prioritize entertainment and in-

spiration, posing a challenge for restaurants to generate immediate product sales early in the cus-

tomer journey. Acknowledging this challenge, it is essential to recognize that a customer's journey 

often starts with information seeking, typically through a Google search (PYMNTS 2023). Thus, the 

synergy between Search Engine Optimization (SEO) and compelling social media content be-

comes pivotal for an effective digital strategy. 

The conversion process unfolds over time, requiring patience and persistence from the restaurant. 

Even if a potential customer discovers a restaurant on social media, the duration between this dis-

covery and planning a visit, potentially triggered by an earlier social media post, can be considera-

ble. This emphasizes the need for a consistent resource investment and a patient approach in cul-

tivating customer interest and eventual conversion. Another crucial consideration is that, while en-

gaging customers and generating leads are vital aspects of social media marketing, they do not 

automatically translate into sales unless there is a clear call-to-action. This involves providing a 

specific prompt, such as a link to a landing page, to guide the desired action (Singh, 2020). Res-

taurants often struggle to convert social media efforts into increased sales, underscoring the im-

portance of a well-thought-out content strategy with clear objectives. This strategy aids in under-

standing how to convert leads and measure the return on investment (ROI). 

2.1.3 Social media platforms for restaurants and their algorithms 

When it comes to social media platforms relevant to restaurants, Meta Platforms (comprising Face-

book, Instagram, and WhatsApp) and Byte Dance (specifically TikTok) dominate the landscape, 
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both in terms of user numbers and emphasis on visual content. In Finland, Meta Platforms stands 

out for its ownership of three of the most popular platforms—Facebook, WhatsApp, and Insta-

gram—providing a diverse array of services and access to a vast user base. This widespread pres-

ence not only amplifies brand visibility but also empowers restaurants to conduct finely targeted 

marketing campaigns utilizing the sophisticated advertising tools found on Facebook and Insta-

gram. Instagram, with its visual-centric approach, holds appeal for restaurants, allowing them to 

visually showcase their culinary offerings and leverage the allure of high-quality food photos to at-

tract potential customers (Voicu, January 2024).  

One notable distinction among these platforms lies in their demographics: Facebook tends to at-

tract a slightly older audience, Instagram is popular among both Millennials and Gen Z, and TikTok 

resonates with Gen Z (Statista 2023). According to Greenwald M. (2021) TikTok is renowned for its 

potential for virality, derived from its algorithmic approach to content dissemination. Unlike other 

platforms reliant on user input, TikTok's passive personalization approach seamlessly adapts to 

user consumption patterns, enhancing the overall user experience. Speaking of algorithms, Dorcas 

(2023) defines a social media algorithm as a set of rules, signals, and data that govern how con-

tent is filtered, ranked, selected, and recommended to users on a social media platform. These al-

gorithms are designed to analyze user behavior, interactions, and interests to understand their 

preferences and deliver personalized content. The goal is to enhance user experience by showing 

them more of the content they are likely to find interesting and engaging. Social media algorithms 

vary across platforms and are continuously evolving to adapt to changing user behaviors and 

trends. 

Furthermore, Newberry, Kwok & Martin (2022) argue that each social media platform uses unique 

algorithms, but they all have a common base in machine learning and a set of criteria called rank-

ing signals. These signals act as guidelines to assess the perceived value of each piece of content 

for individual users. The personalization of ranking signals is influenced by a user's previous inter-

actions with the app. Essentially, these signals are customized based on how a user has used the 

platform before. This customization ensures that the content experience is unique to each user, re-

flecting their specific preferences and engagement history within the platform. 

Regarding algorithms and organic reach, Newberry (2023) states that the ongoing decline in or-

ganic reach, especially on Facebook, is a prevalent concern in social media marketing. The aver-

age engagement rate for organic Facebook posts has dropped significantly, ranging from 2.58% to 

1.52%. Despite this decline, organic social media marketing remains relevant. The incorporation of 

AI and machine learning into social algorithms opens new avenues for engaging users beyond the 
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existing audience, with approximately 15% of Facebook feed content being suggested from non-

followed accounts, representing organic exposure to new audiences. 

2.1.4 Paid Social Media Advertising vs Organic. 

While paid and organic social media advertising serve distinct purposes, their most effective de-

ployment often involves a strategic combination of both. This multifaceted practice is integral to 

modern digital marketing strategies and is employed across diverse platforms such as Facebook, 

Instagram, X, LinkedIn, and others (Hootsuite 2021). 

Organic social media encompasses all content—photos, videos, text, memes, etc.—that users and 

companies create and share freely on social media platforms. The reach of this content is influ-

enced by the platform's algorithm, determining the visibility of posts to potential new followers. No-

tably, growing one's channel organically has become increasingly challenging. This difficulty stems 

from the dynamic nature of algorithms, which continually evolve, emphasizing the platform's paid 

services (pay-to-play) and making it harder to generate compelling and engaging content that can 

organically attract a broader audience (Afluencer blog 2023). The primary purpose of organic so-

cial media content is that it helps creating a brand image and personality, and fosters building a 

rapport with your audience through engagement online, which is essential for a business to convey 

transparency and trust to their audience.  

Paid social media advertising is a strategic marketing approach in which businesses pay to display 

their promotional content on various social media platforms. Unlike organic methods, which rely on 

unpaid content circulation, paid social media advertising involves a monetary investment to amplify 

reach, engagement, and conversions. In essence, the symbiosis of paid and organic strategies 

emerges as a powerful approach. Paid advertising amplifies reach, ensuring broader visibility, 

while organic efforts foster authenticity and community engagement. Recognizing the nuanced in-

terplay between these two methods becomes essential for crafting a well-rounded and effective so-

cial media presence (Adroll blog 2023). 

2.2 Instagram Marketing  

As of January 2023, Instagram counts 2.49 million users in Finland, with a growth rate of 1.17% 

(OOSGA 2023). Marketing on Instagram encompasses a comprehensive strategy that combines 

organic and paid content creation, influencer collaborations, and the utilization of shopping tools to 

meet marketing objectives and cultivate brand growth on the platform. This involves leveraging var-

ious content formats such as regular posts, Reels, videos, and Guides, each offering distinct ad-

vantages. 
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According to Saleem (2024), recent data suggests that Reels outperform other Instagram content 

in terms of engagement rates, surpassing regular posts by 22%. This heightened engagement has 

enabled some creators to achieve significant audience growth through a Reels-focused strategy. 

Saleem (2024) further emphasizes that the success of Reels hinges on its ability to capture audi-

ence attention and foster engagement, which are pivotal for gaining favour with the Instagram 

Reels algorithm. Launched in August 2020, Reels was introduced as a direct competitor to TikTok, 

particularly targeting the Gen Z demographic. The Reels algorithm plays a crucial role in determin-

ing the visibility and virality of content on the platform; It selects the content that will be pushed in 

two primary areas: the Reels tab and Explore feed, serving as paths for users to discover new con-

tent from creators. Consistency is highlighted as a critical aspect by Social Champ (2023). This en-

tails ensuring that all content aligns with the all-inclusive brand identity and maintaining a con-

sistent posting schedule. By sharing Reels consistently -ideally daily or at least five times a week-

brands can effectively engage their audience and expand their reach by capitalizing on Instagram's 

algorithm preference for video content. 

Furthermore, incorporating 3-5 hashtags and adding relevant keywords into video captions re-

mains essential for enhancing discoverability. Including location-specific terms in the profile de-

scription can also enhance search visibility, making it easier for potential customers to find the 

brand Demeku (2023). Additionally, creating visually compelling content with clear calls to action 

encourages audience engagement, contributing to a more memorable brand presence on Insta-

gram. Drawing upon a comprehensive examination of Instagram engagement patterns, Keutelian 

(2024) explains that the optimal times for posting on the platform vary across different days of the 

week. Specifically, Mondays exhibit heightened engagement levels during the hours of 11 a.m. to 2 

p.m., followed by Tuesdays, where peak engagement extends from 10 a.m. to 4 p.m. Wednesdays 

also present favourable posting opportunities, with optimal times spanning from 9 a.m. to 4 p.m. 

Thursdays display two distinct periods of heightened activity, ranging from 9 a.m. to 1 p.m. and 

then from 2 p.m. onwards. Additionally, Fridays indicate a notable spike in engagement around 11 

a.m. Furthermore, it has been observed that Tuesdays, Wednesdays, and Thursdays emerge as 

the best days for posting content on Instagram, aligning with peak engagement periods across the 

platform. Conversely, Sundays are identified as the least favourable day for posting, characterized 

by lower levels of user interaction and engagement. 

 

2.3 Facebook Marketing 

Facebook marketing encompasses a diverse array of content types, from organic posts to targeted 

advertising, and leverages the platform's various features to foster community engagement and 
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amplify brand visibility. The Facebook platform falls into the Meta environment which includes other 

renown social media platforms such as Facebook Messenger, Instagram, and WhatsApp, making 

the integration possibilities within Meta particularly advantageous for creating a cohesive marketing 

strategy (Hootsuite blog 2023). A distinctive strength of Facebook marketing lies in its highly tar-

geted advertising capabilities; by leveraging Facebook's extensive user data, businesses can me-

ticulously target specific audiences based on demographics and geographic locations. Moreover, 

Facebook Ads seamlessly integrate with other marketing channels, such as Instagram, email mar-

keting, SEO marketing, and message marketing through Facebook Messenger. This integration 

allows marketers to synchronize their efforts across multiple channels, creating a cohesive and im-

pactful marketing strategy, businesses can tailor their messaging to specific audience segments, 

optimizing the effectiveness of their marketing campaigns. 

In recent years, Newberry (2023) argues that organic reach on Facebook has declined significantly 

and paid content, is a much more powerful tool to amplify reach and visibility on the platform. Patel 

(2024) argues that Facebook is currently performing poorly when it comes to obtaining engage-

ment with organic reach. Organic growth on Facebook is really challenging, therefore, a compre-

hensive strategy involves both organic and paid content. A mixed approach ensures that both or-

ganic and paid content contribute to the brand's narrative, catering to different user preferences. In 

the current Facebook landscape, the most impactful elements are Events, Groups and Market-

place features. These functionalities have gained significant attention in recent years, offering a 

distinctive experience unique to the Facebook platform and consistently maintaining high levels of 

engagement. Facebook Groups foster discussions, interactions, and shared interests, creating a 

sense of belonging among members.  

Given the general interest of video content across all social media platforms, it’s worth to incorpo-

rate Facebook Stories, Reels and Live videos for an effective Facebook marketing strategy. In ad-

dition to the content type, posting at the right time is also crucial to boost reach. Newberry Kwok & 

Cohen (2023) suggest that the optimal posting time on Facebook is during the morning hours, spe-

cifically between 8 a.m. and noon, on Tuesdays and Thursdays. 

2.4 TikTok marketing 

TikTok has garnered a significant user base in Finland, boasting 1.64 million active users primarily 

aged 18-24 (DataReportal 2024). The platform's rapid growth mirrors trends observed in other ma-

jor social media platforms, with potential for attracting older demographics in the future (Phuong 

2023). For businesses, TikTok marketing presents a unique opportunity to engage with their target 

audience through captivating content and the platform's algorithm. As McLachlan (2023) explains, 

unlike traditional social media platforms, TikTok's algorithm connects strangers through its For You 
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Page, allowing businesses to reach a wider audience. Understanding the subcultures within the 

target market is crucial for crafting authentic content that resonates with TikTok users, driving 

brand awareness and growth on the platform.  

In the guide to TikTok Hirose (2024) argues that the "Behind-the-scenes" content type thrives on 

TikTok due to its authentic nature, fostering deeper connections and engagement. Hirose further-

more adds that, by participating in trending challenges and hashtags, businesses can tap into pop-

ular cultural moments, further increasing their visibility and reach. Another interesting feature of the 

platform is the possibility to host live sessions. TikTok Live offers businesses a real-time interaction 

platform once they've amassed a follower base of at least 1000 followers (TikTok Support 

webpage 2024), enabling them to showcase their brand personality and engage with viewers au-

thentically. Overall, TikTok marketing provides businesses with dynamic opportunities to drive 

meaningful results through creative and authentic content.  

Regarding the best performing times to post, Singh (2024) suggests that the timeframe of 10 am to 

12 pm on Tuesdays and Thursdays yields the best results. On Mondays, prime posting times in-

clude 6 am, 10 am, and 10 pm. Similarly, Tuesdays exhibit peak engagement periods at 2 am, 4 

am, and 9 am. Wednesdays present opportunities for high visibility at 7 am, 8 am, and 11 pm. 

Thursdays see heightened activity around 9 am, 12 am, and 7 pm. Fridays demonstrate promising 

posting windows at 5 am, 1 pm, and 3 pm. Saturdays showcase optimal times at 11 am, 7 pm, and 

8 pm, while Sundays present favourable slots at 7 am, 8 am, and 4 pm. 

2.5 WhatsApp Business 

WhatsApp has seen widespread adoption in Finland, boasting approximately 4.2 million users 

(Statista 2023). While certain features like in-app purchases and money exchange capabilities 

have been successfully implemented in countries like India and Brazil, they have yet to arrive in 

Europe. Despite this, WhatsApp presents a valuable opportunity for small businesses in Finland to 

establish direct connections with their customer base. Although the payment feature is not active in 

Finland, the ordering process can still kickstart immediately using a website widget or directly 

through the WhatsApp application on phones. This sets the stage for a potential future where busi-

nesses can effortlessly handle transactions within the WhatsApp platform. WhatsApp's personal-

ized nature allows for fast responses to inquiries, assistance in sales, and prompt addressing of 

feedback, contributing to the establishment of strong relationships with clients.  

Moreover, WhatsApp seamlessly integrates with Facebook pages and Instagram, further enhanc-

ing its utility for businesses. This integration allows businesses to streamline their social media 

presence and communication efforts, ensuring consistency in messaging across these platforms. 
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By maintaining a cohesive strategy, businesses can bolster their online presence and effectively 

engage with their audience, ultimately leading to enhanced customer interactions and satisfaction. 

To further enhance the reach and impact, WhatsApp seamlessly integrates with Facebook pages 

and Instagram. This integration allows businesses to streamline their social media presence and 

communication efforts, creating a cohesive and effective strategy across these platforms. The in-

terconnection enables businesses to maintain consistency in their messaging, ultimately bolstering 

their online presence and customer interactions. 
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3 Planning of social media  

This chapter explores the theoretical basis that forms the foundation for creating a s social media 

marketing plan. Positioned as a vital element within modern digital marketing strategies, the social 

media marketing plan functions as a detailed guide, shaping an organization's online visibility and 

interaction across diverse social platforms. In this chapter I will explain the difference between so-

cial media marketing strategy and social media marketing plan, the key components of a social 

media marketing plan, and the main concepts behind its ideation. This exploration of the theoretical 

framework aims to provide the knowledge foundation for the subsequent development and imple-

mentation of an effective and strategically aligned social media marketing plan. 

3.1 Social media marketing strategy and social media marketing plan 

As outlined by Tuten, T. L. & Solomon, M. R (2018,106), a marketing plan is a comprehensive writ-

ten document that delineates the strategy for pricing, distributing, and promoting a product or ser-

vice to achieve specific brand goals. Consequently, a social media marketing plan is a specialized 

form of marketing plan that concentrates on leveraging social media platforms as communication 

channels. Although the terms 'social media strategy' and 'social media plan' are often used inter-

changeably, they carry nuanced distinctions. A strategy provides a broad direction, offering a 

global view, while a plan delves into specific tactics detailing how to accomplish the goals set in the 

strategy. 

As Buffer (2023) is describing with a metaphor, embarking on social media marketing without a 

strategy nor plan is like undertaking an adventure without a clear destination nor a map. The strat-

egy answers the why and what questions, while the plan addresses the how and when aspects. 

Both components are essential for establishing a coherent and effective social media presence. 

Without a solid understanding of fundamental elements such as goals, target audience, and con-

tent preferences, one may feel disoriented and struggle to formulate a plan of action. Furthermore, 

the absence of a well-defined plan makes it challenging to measure how social media efforts con-

tribute to business success. Consequently, creating content without a plan leads to unpredictable 

results. Whether the goal is to enhance brand recognition or sharpen marketing skills, a carefully 

crafted social media strategy and plan are essential. Simply disseminating information and promo-

tions on social media doesn't qualify as a strategy; it mirrors the non-interactive approach of tradi-

tional media transposed onto a virtual platform. Fundamentally, social media centers around en-

gagement rather than one-way communication, revitalizing personal and direct conversations be-

tween producers and consumers. This dynamic redefines how businesses establish connections 

with their audience. It’s important to start specifically answering the fundamental questions, for ex-

ample with the help of the 5Ws framework, as setting the purpose and goals of your presence on 
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social media will influence the overall direction of your strategy. The 5Ws are: “Why” be on social 

media? (Goals), “Who” is the target audience? (Defining Buyer Personas), “What” will be shared? 

(Type of content), “Where” will it be shared? (Platforms), “When” will it be shared? (Posting Calen-

dar). The foundation for a robust social media marketing plan is laid upon the answers to the 

above-mentioned questions, which delve into various aspects of the business's social media pres-

ence. As highlighted by Tuten and Solomon (2018), constructing an effective plan involves several 

key steps. 

Firstly, conducting a thorough “Situation Analysis” and “Identifying Key Opportunities” is imperative. 

This involves assessing the current social media landscape to identify areas for growth and en-

gagement. By understanding the existing challenges and opportunities, businesses can tailor their 

strategies accordingly. Next, defining clear “Objectives” is essential. These objectives should be 

aligned with broader business goals and the overarching social media strategy. By setting specific 

and measurable objectives, businesses can track their progress and ensure that their efforts are 

focused on achieving tangible results. Understanding the “Target Audience” is crucial for effective 

social media marketing. This step involves gathering relevant data on the target demographic to 

inform content creation, platform selection, and engagement strategies. By understanding the 

needs, preferences, and behaviors of their audience, businesses can tailor their content and mes-

saging to resonate with their target market. Selecting the appropriate Social Media Platforms is 

also vital. Each platform has its unique characteristics and audience demographics, so businesses 

must choose platforms that align with their target demographic and content type. By focusing their 

efforts on platforms where their audience is most active, businesses can maximize their reach and 

engagement. Once objectives are defined, creating “Tactics” to achieve them is the next step. This 

involves brainstorming and outlining actionable strategies to accomplish the defined goals. By de-

veloping specific tactics tailored to their objectives, businesses can ensure that their efforts are 

aligned with their overarching strategy. Transforming these tactics into a concrete “Action Plan” is 

crucial for implementation. This plan outlines the step-by-step execution of strategies, specifying 

responsibilities, timelines, and resources. By establishing a clear roadmap for implementation, 

businesses can ensure that everyone involved is aligned and working towards common goals. 

Finally, managing and measuring Key Performance Indicators (KPIs) is essential for evaluating 

success. Continuous monitoring and measurement of KPIs help businesses understand the effec-

tiveness of their plan and adjust based on real-time insights. By regularly analyzing KPIs, busi-

nesses can identify areas for improvement and optimize their strategies for better results.  

As HubSpot blog (2023) describes, setting clear and measurable goals following the SMART 

framework is a well-established practice in the business context. The SMART acronym means, 
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Specific, Measurable, Attainable, Relevant, and Time-bound. This framework ensures that goals 

are not only well-defined but also measurable, feasible, aligned with broader objectives, and time-

sensitive, thereby enhancing their effectiveness in guiding strategic initiatives and fostering suc-

cessful outcomes. Examples include augmenting brand awareness, increasing website traffic, gen-

erating leads, or boosting signups/sales. In the pursuit of these goals, businesses are encouraged 

to consider the feasibility of their objectives. For instance, attempting to grow a new YouTube 

channel to 5,000 subscribers within a month may be deemed unrealistic, especially for those new 

to video content creation. Ultimately, the time-bound nature of goals is underscored, prompting 

businesses to establish clear deadlines for their achievements. Whether working in quarters or 

months, this temporal dimension adds a layer of structure to the goal-setting process. 

In contrast to the broad scope of a social media strategy, the plan refines its focus to operate within 

a more concentrated and short-to-mid-term timeframe. Within this structure, it meticulously outlines 

the necessary steps and tasks to implement the strategy effectively. The social media plan incor-

porates essential elements such as content calendars, posting schedules, and the coordination of 

specific campaigns or promotions. A comprehensive Social Media Plan addresses factors like the 

frequency and timing of posts, the type of content to be shared (whether images, videos, or arti-

cles), the execution of targeted campaigns or promotions, and the potential inclusion of paid adver-

tising initiatives. Employing a detailed and strategic approach, a Social Media Plan functions as a 

practical handbook, ensuring a seamless translation of the envisioned social media strategy into 

tangible actions that drive the accomplishment of short-term goals. Crafting the document of the 

plan can be facilitated by employing various models and frameworks. These tools provide a struc-

tured approach to navigate through the different steps, ensuring a cohesive and well-executed so-

cial media plan. Models such as the RACE framework (Reach, Act, Convert, Engage) or the PR 

Smith's SOSTAC model (Situation, Objectives, Strategy, Tactics, Action, Control) can be particu-

larly useful in organizing and detailing the plan, making the entire process more manageable and 

effective. 

Lastly, when designing a Social Media plan, Newberry & Wood (2024) highlight the importance of 

two key guiding principles: the Rule of Thirds and the 80/20 Rule. The Rule of Thirds advocates for 

a balanced allocation of content: one-third for showcasing the brand's identity, one-third for foster-

ing direct interaction with followers, and one-third for promotional content. This ensures a diverse 

and engaging feed while maintaining authenticity. Complementing this, the 80/20 Rule emphasizes 

prioritizing value-driven content over promotions. Eighty percent of posts should inform, entertain, 

or educate the audience, while the remaining 20% can focus on promotional messaging. This ap-

proach builds trust, loyalty, and stronger audience relationships. Integrating these principles into a 
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social media strategy provides a framework for maintaining a balanced and compelling online pres-

ence, ultimately driving meaningful engagement and achieving business objectives. 

3.2 SOSTAC and RACE framework 

In the upcoming section, I will delve into the details of the SOSTAC and RACE frameworks. These 

models provide a systematic approach to creating effective social media marketing plans, offering 

structure and clarity to the process.  

The SOSTAC model, developed by PR Smith in the 1990s, serves as a strategic planning frame-

work with six key components: Situation, Objectives, Strategy, Tactics, Action, and Control as 

shown in Figure 1. In the “Situation Analysis” phase, the current internal and external factors im-

pacting the marketing plan are thoroughly assessed. This includes analyzing the organization's 

current situation, market conditions, competitors, and other relevant factors. Notably, this phase 

emphasizes understanding the human side of the brand, exploring its history and the motivations 

behind its existence. This approach is exemplified by Simon Sinek's philosophy "People don’t buy 

what you do. They buy why you do it." (Sinek March 2013, min 4–5) and it underscores the im-

portance of communicating the brand's purpose effectively to the audience. Moving to the “Objec-

tives” phase, SMART (Specific, Measurable, Achievable, Relevant, and Time-bound) objectives 

are established in alignment with broader business goals. These objectives provide a clear direc-

tion for the marketing efforts. In the Strategy phase, the overall approach to achieving the objec-

tives is outlined. This involves defining the target audience, positioning the brand, and crafting the 

messaging and value proposition. Next, in the “Tactics” stage, actionable steps are developed to 

implement the chosen strategy. This includes detailed plans for product development, pricing, dis-

tribution, and promotion. The “Action” phase involves the execution of the tactics outlined in the 

previous stage. Marketing campaigns are launched, and various activities are carried out to imple-

ment the tactical plans. Finally, the “Control” phase focuses on monitoring, measuring, and 
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controlling the outcomes of the marketing plan. Key performance indicators (KPIs) are established 

to evaluate effectiveness, and adjustments are made as necessary to ensure the objectives are 

met.  

 

Figure 1. Visualization of the SOSTAC model by PR Smith. 

The RACE framework is a strategic model for digital marketing, specifically focused on planning 

and executing activities in the online realm. Developed by Smart Insights in the 2010´s, RACE 

stands for Reach, Act, Convert, and Engage, representing the four key stages of an effective digital 

marketing strategy as seen in Figure 2.  

  

Figure 2. Image visualising the R.A.C.E model by Smart Insights. 
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In the "Reach" phase, the primary goal is to expand the audience and increase brand visibility. This 

involves employing various channels and tactics to attract potential customers to the brand's online 

platforms. Once the audience is reached, the "Act" phase focuses on engaging users and encour-

aging interactions. This includes strategies to prompt users to take specific actions, such as sign-

ing up for newsletters, downloading content, or participating in surveys. The "Convert" phase in-

volves turning engaged users into customers or leads. Strategies in this stage aim to guide users 

through the conversion funnel, encouraging them to make a purchase or provide contact infor-

mation. The final stage, "Engage", emphasizes the importance of maintaining ongoing connection 

with customers. This involves post-purchase communication, building relationships, and fostering 

brand loyalty through continued engagement. 

3.3 Customer Understanding and Buyer Personas 

Customer Understanding and Buyer Personas are crucial components of any marketing strategy. 

McLachlan (2021) defines buyer personas as detailed profiles of your ideal customers, constructed 

by integrating insights from various sources. These insights can come from internal sources within 

an organization or are gathered externally through methods like direct customer interviews. As 

Needle (2023) explains, understanding your ideal customer is essential for businesses, as it ena-

bles them to tailor their messages directly to their target audience, prioritizing their needs in com-

munication strategies. Creating buyer personas begins with thorough research, employing various 

methods to gather relevant data about the audience. Surveys, interviews, social media listening, 

website analytics, customer feedback, and market research are key methods used to collect both 

quantitative and qualitative insights. This research encompasses understanding the demographic 

makeup and psychographic characteristics of the audience, including their lifestyles, interests, val-

ues, attitudes, beliefs, and personality traits. Furthermore, research delves into unravelling the au-

dience's buying behaviour, investigating their purchasing habits, decision-making processes, pre-

ferred channels for research and purchase, as well as the factors influencing their buying deci-

sions. This includes identifying pain points, challenges, and aspirations related to the products or 

services offered. A framework like Adele Revella's '5 Rings of Buying Insights' can be instrumental 

in comprehending consumer behaviour and crafting compelling interview questions Buyer Persona 

Institute (2023). 

The data gathered undergoes analysis to identify patterns, trends, and insights about the audi-

ence's characteristics, preferences, and behaviours. This analysis helps in segmenting the audi-

ence into distinct groups based on similarities, such as demographics, interests, and buying behav-

iour. Detailed profiles are then created for each persona, including information such as name, age, 

occupation, hobbies, challenges, goals, and aspirations. These personas serve as fictional 
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representations of ideal customers, providing a deeper understanding of their needs and motiva-

tions. It is crucial to validate the accuracy of the personas by testing them against real-world data 

and feedback from existing customers. Adjustments may be made to ensure alignment with actual 

customer profiles. 

Finally, the personas are implemented into various aspects of the marketing strategy, informing 

content creation, product development, messaging, and targeting efforts. This allows businesses to 

tailor their approach to meet the specific needs and preferences of each persona segment, ulti-

mately improving the effectiveness of their marketing efforts. 
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4 Producing the plan 

In this chapter, I delve into the framework of the social media plan, exploring the methodologies, 

resources, and techniques employed in its development. I begin by examining the structure of the 

plan, followed by an in-depth exploration of its creation process. Additionally, I provide insights into 

the data collection methods utilized and discuss the key findings that informed the plan's strategic 

direction. 

4.1 The plan’s structure 

The plan (Appendix 1) starts with the analysis of the restaurant's current situation following the 

SOSTAC model and the Tuten and Solomon (2018) recommendations. The situation analysis co-

vers aspects such as the restaurant introduction, business model, target audience, customer base, 

and tone of voice. Subsequently the plan introduces three buyer personas and outlines the plan's 

objectives, tactics, actions, and evaluation methods. Next, the plan evaluates the restaurant's pres-

ence on Facebook and Instagram, offering personalized recommendations and content strategies. 

It further explores TikTok's potential for the restaurant, along with suggested content strategies. 

The plan also delves into WhatsApp's role and the devised strategy for leveraging this platform. 

The plan then contains examples of content from four other restaurants: Bamilami, Friends & Brgr, 

King Kebab, and Koti Pizza. The top-performing content from these establishments is analyzed to 

inspire the restaurant's content creation efforts. Finally, the plan is concluded by a list of tools uti-

lized in its formulation and presents a four-week content posting calendar plan along with a list of 

significant annual events. The posting calendar was crafted in accordance with the R.A.C.E frame-

work, where each week focuses on the different phases of the R.A.C.E framework explained in the 

previous chapter. 

4.2 Creating the plan 

Crafting the plan commenced following the establishment of the theoretical framework for my the-

sis, a crucial step in comprehending social media planning, buyer personas, and content creation. 

Practical insights were sourced from websites such as Hootsuite.com, Buffer.com, Sprout So-

cial.com, and Hubspot.com, offering valuable guidance on creating a social media plan, crafting 

engaging content, and determining optimal posting times. 

With the theoretical groundwork set and the main document structure outlined based on the 

SOSTAC model, I proceeded to collect screenshots from both the restaurant's and its competitors' 

social media profiles. Conducting competitor analysis, particularly on platforms like Instagram and 

TikTok, aimed to gather insights into inspiring content and strategies. Key competitors and similar 
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establishments were identified through Google Maps searches and exploration of relevant 

hashtags on Instagram and TikTok pertaining to pizza and burger restaurants in Helsinki. Their 

top-performing content served as examples and inspiration for the plan. Simultaneously, efforts 

were directed towards gaining insights into the restaurant's current situation and customer de-

mographics through on-site observations and interviews conducted with customers, staff, and the 

owner. Further details on the data-gathering process and key findings will be elaborated in subse-

quent subchapters. Additionally, the restaurant's own social media activities on platforms like Face-

book and Instagram were monitored to gather insights into existing strategies and audience inter-

actions. Drawing from the insights provided by Hughes (2023), I formulated recommendations 

aimed at optimizing the profiles to boost their attractiveness, as detailed in the Facebook and Insta-

gram section of the plan. The selection of key platforms and channels, such as Instagram, TikTok, 

Facebook, and WhatsApp, was informed by platform popularity and suitability for showcasing the 

restaurant's offerings, as suggested by Austin (2021). Given the slightly mature age range of the 

customer base, I decided to include Facebook and Instagram among the chosen platforms, while 

also emphasizing the importance of incorporating TikTok, recognizing its rising popularity among 

older generations and its efficacy in reaching new audiences, as highlighted by Phoung (2023). 

From the interviews and observations, I gained insights into both the target demographic facilitating 

the development of three buyer persona profiles and consequently, the establishment of specific 

SMART objectives and goals for the plan. These objectives were structured to be achieved within a 

four-week timeframe, allowing for the refinement of social media approaches, adjustment of con-

tent creation processes, and evaluation of implemented strategies. To achieve these objectives, I 

developed a prudent estimation, setting specific goals such as: a 20% increase in social media im-

pressions, reach, and profile visits; a 15% increase in average likes, comments, shares, and 

saves; acquiring 30 new customers; and boosting lunch traffic by 25%.  

I then focused on the plan's tactics choosing to prioritize content creation to engage, entertain, and 

inform the audience. Engagement is particularly crucial for organic content, as suggested by Chris-

ton (2023), as it signals to social media algorithms that the content is of high quality, leading to in-

creased visibility as mentioned in the algorithm theory in chapter 2.1. To keep the audience en-

gaged, I've suggested various strategies, including utilizing positive reviews and testimonials, con-

ducting polls, sharing behind-the-scenes content, hosting giveaways, and seeking audience feed-

back. Taking proactive steps to respond to reviews and nurture a culture of appreciation to en-

hance customer relations and satisfaction, is also a crucial tactic, as highlighted by Aureliano-Silva, 

Leung & Spers (2021). These strategies align closely with the principles outlined by Newberry & 

Wood (2024) in their social media planning chapter, particularly emphasizing the 80/20 rule and 

the rule of thirds. This framework suggests that most of the content should prioritize providing 
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value, engaging the audience, and fostering relationships, with only a small portion dedicated to 

promotional material. By prioritizing engaging content over promotional material, these tactics aim 

to cultivate more meaningful interactions with the audience, resulting in increased engagement, en-

hanced brand loyalty, and improved business outcomes. Furthermore, recognizing that many of 

the restaurant’s customers reside within a 3km radius from our restaurant, I considered a targeted 

approach crucial, with a specific focus on the location of Pohjois-Haaga. The plan suggests strate-

gically leveraging local Facebook groups, local hashtags and explicitly referencing the neighbor-

hood within video captions and voiceovers to amplify local relevance and resonance and help the 

algorithm to reach people who are interested. In my proposed plan, I recommend harnessing local 

engagement through the implementation of a series of targeted social media promotions. These 

promotions will showcase enticing offers available only for social media followers, tailored to ap-

peal to prospective customers, capturing their interest and through clear call-to-action messages 

that encourage sharing, tagging and commenting. To align with the main objectives of the plan, I 

defined key performance indicators (KPIs) and outlined the method for evaluating social media ac-

tivity. The restaurant will regularly monitor TikTok Analytics and "Insights" in the Meta Business 

Suite weekly to track metrics such as reach, views, and engagement, enabling us to determine 

which content resonates most with our audience. Of utmost importance is analyzing the conversion 

rate of the social media promotions in attracting new customers. To gather this data, the restaurant 

will actively survey customers onsite, asking them how they discovered the restaurant and to fol-

low, share, comment, tag to access to social media promotions.  

Once the main tactics and key actions were established, I directed my attention to brainstorming 

content ideas suitable for video production and the primary call-to-actions required to craft engag-

ing posts. The inspiration was drawn from the competitors best performing posts, this article by 

Austin (2021), and this by Baker (2024) The content examples revolve around key themes such as 

education, engagement, behind-the-scenes glimpses, menu showcases, testimonials, and promo-

tions. In crafting the final product, I predominantly utilized Canva.com as the primary platform for 

creating the visual components of the social media plan following the brand logo aesthetic to match 

the brand image. Additionally, I used websites like Bing.com for AI image creation and Cap Cut 

video editor for image editing, along with the production of two social media videos as a reference 

for future inspiration. 

4.3 Competitors analysis 

Throughout my thesis writing process, I conducted thorough research on Instagram and TikTok to 

analyses the social media strategies adopted by competitors in the restaurant industry. In drafting 

the plan, I selected four notable competitors based on their success in social media: Friends & 
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Brgrs, Bamilami, King Kebab, and Koti Pizza. These competitors distinguished themselves through 

their effective storytelling and engaging content strategies on TikTok and Instagram. I closely moni-

tored their accounts, collected screenshots, and examined their posts in detail. A common theme I 

observed among them was their focus on storytelling, behind-the-scenes insights, and humour. An-

alysing competitors' strategies proved beneficial in creating the content pillars for my restaurant, 

helping me identify the most effective approaches. I found video content to be particularly success-

ful, with most competitors focusing on it. This confirmed that video content is a growing trend and 

the most effective type of content for engagement, as suggested by Chaffey (2020) and Sheikh 

(2024).  

The Bamilami food truck has garnered widespread attention through its vibrant social media pres-

ence. Characterized by a warm and humorous communication style, the owner takes centre stage, 

sharing the story of being a restaurateur in Finland and adding a personal touch to the content. 

This approach fosters a strong sense of connection with the audience, making them feel as if they 

know the owner personally. By offering behind-the-scenes glimpses and documenting the journey 

of building a food truck, they attract significant engagement from their followers. 

Similarly, at King Kebab, the owner and staff share their personal preferences and showcase how 

they prepare their favourite dishes. They actively engage the audience by soliciting their prefer-

ences in videos, creating highly entertaining content with a humorous touch. The kebab restaurant 

frequently posts on social media, highlighting their dishes and incorporating playful banter among 

the staff. Despite being shot with a phone and on a low budget, their content remains engaging 

and relatable.  

Koti Pizza offers exclusive deals and actively interacts with its audience by asking questions, ad-

dressing inquiries, and sharing educational content about the restaurant's history. Moreover, they 

organize giveaways and contests to boost engagement. In a light-hearted and humorous manner, 

they introduce a playful tactic where mentioning a specific name implies that person treats you to 

Koti Pizza, encouraging users to share the post with their friends. One of their videos creatively 

showcases names crafted from dough, tomato sauce, and other innovative methods, adding an en-

tertaining twist to their content.  

On Friends and Brgrs' social media platforms, videos showcasing food preparation obtain the high-

est success. These videos typically feature close-up shots of the food, captured from a high angle 

or the side, highlighting meticulous cleanliness in both utensils and surroundings. Engagement 

rates are particularly higher on TikTok, often resulting in a greater number of comments. Interest-

ingly, much of their TikTok content is shot without professional equipment, yet it still gains signifi-

cant views and engagement. Despite the lack of high-end gear, these videos remain visually 
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appealing, often enhanced with captions, voice-overs, and a call-to-action (CTA). In contrast, their 

Instagram feed boasts aesthetically curated images. However, producing such videos requires a 

budget to determine the appropriate equipment and techniques. 

The main takeaways from the competitors' analysis highlight the power of owner and staff interac-

tions and storytelling in boosting engagement. Instagram leans towards visually appealing content, 

while TikTok thrives on authentic behind-the-scenes footage captured on smartphones. Successful 

videos on both platforms often include captions and voice-overs, with smartphone-shot content be-

ing particularly effective due to its authenticity and narrative richness. Thumbnails featuring people 

tend to attract higher engagement, and giveaways emerge as the most effective engagement-driv-

ing tactic.  

4.4 Restaurant owner interview  

Over the course of three months, I engaged in multiple conversations with the owner to gain in-

sights into various aspects of the business. Eventually, I conducted a formal interview (Appendix 2) 

where I asked specific questions aimed at understanding the owner's perspective on critical areas 

such as the business model, brand mission, target audience, challenges faced, pricing strategy, 

and overall brand strategy. The restaurant owner highlighted several key aspects during the inter-

view. Firstly, the restaurant specializes in pizza and burgers, focusing on fresh ingredients and of-

fering a diverse menu, including smash burgers. Their unique selling proposition revolves around 

strategic location, halal meat sourcing, affordability, and quality. Revenue primarily comes from de-

livery (60%) and dine-in (40%) services, with simplified pricing strategies for menu items. The pri-

mary customer base comprises families, Muslim students, and residents aged 30-50, with market-

ing efforts mainly targeting Foodora and Wolt platforms. While considering expansion, the owner 

aims to maintain profitability, foster community, and create positive dining experiences. Long-term 

goals include decor revamping, menu expansion, and exploring non-meat options to enhance 

brand perception and customer experiences. Challenges include employee shortages, rising ingre-

dient costs, and competition from delivery platforms, impacting profit margins. 

The comparison between the owner's perspective and the insights from observations and inter-

views reveals many points of agreement. Customers appreciate the restaurant's value for money 

and emphasis on fresh ingredients, which aligns with the owner's focus on quality and affordability. 

While the owner emphasizes the importance of offering halal meat to cater to the Bangladeshi and 

Muslim community, this demographic represents a smaller customer base. The primary clientele 

consists of Finnish men seeking convenient and budget-friendly meal options for their families, ex-

plaining the success of promotions like "buy 2 get one free." Looking ahead, there is an opportunity 
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to introduce more family-oriented deals that emphasize ingredient freshness and leverage the res-

taurant's convenient location to enhance customer retention and attraction. 

 

4.5 On-site observations  

Before delving into the observational phase, I familiarized myself with various aspects of marketing 

research, qualitative research interviewing methods, and observation techniques. As outlined by 

Winterton (2012), observational research serves as a valuable tool for comprehending and inter-

preting individual behaviours, particularly in the context of consumer preferences and purchasing 

behaviours. Human methods of observational research involve the direct involvement of a re-

searcher in recording observations, offering deeper insights into individual behaviours. However, 

these methods are susceptible to researcher bias and ethical concerns regarding privacy and con-

fidentiality. Common human methods encompass direct versus indirect observation, participant 

versus nonparticipant observation, overt versus covert observation, and structured versus unstruc-

tured observation. 

For the purposes of my thesis, observations were conducted using a direct, nonparticipant, covert, 

and unstructured approach. As elucidated by Winterton (2012), direct observation entails the re-

searcher's physical presence at the research site, actively monitoring events and potentially inter-

acting with subjects. Nonparticipant methods involve passive observation without direct interaction. 

Covert observation, on the other hand, entails observing subjects without their awareness. While 

effective in minimizing reporting biases, covert observation raises ethical concerns if participants 

are unaware of being observed. Unstructured observation allows subjects to shape the course of 

events, resulting in diverse outcomes. Researchers refrain from imposing constraints on the obser-

vation, leading to a broad spectrum of possible results. However, this method necessitates greater 

subjectivity in identifying general behavioural patterns due to the absence of predefined structures. 

During the plan writing process, I conducted observations at the restaurant which spanned six dif-

ferent days with an average duration of 5 hours per visit. Positioned discreetly in a corner with a 

laptop, I closely observed customers, their orders, and noted key findings. Over the observed pe-

riod, I noticed that pizza orders predominated, totalling 13 instances, while burger orders were less 

frequent, occurring only 4 times. Most pizza orders included kebab or beef as ingredients. The cli-

entele demographic leaned towards predominantly male customers, typically ranging from their 

30s to 50s. Customers showed a preference for take-away, especially during evening hours. I ob-

served that the restaurant ambiance was generally quiet, lacking background music or ambient 

noise. While this quiet atmosphere may be conducive to recording purposes, I suggested that 
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introducing subtle background music or ambiance could enhance the overall dining experience. 

During downtime, customers were predominantly observed using their phones, while some opted 

to engage in activities outside the restaurant. Peak business hours were noted to be on Friday eve-

nings and weekends, with activity spikes typically occurring around 17:00. Conversely, I observed 

that lunch sales on weekdays were notably low. Through interviews conducted during the observa-

tional period, I discovered that a sizeable portion of the customer base consisted of working-from-

home professionals. This insight suggests a potential opportunity to investigate menu items or new 

additions tailored to cater to this demographic, considering their presence in the area and proximity 

to nearby offices. 

4.6 Customers interview 

To conduct qualitative interviews with customers, I first researched methods for effective interview-

ing, drawing inspiration from resources such as UX design customer discovery videos. Referring to 

the previous chapter discussing buyers’ personas, Taylor (2024) defines in-depth interviews (IDIs) 

as a qualitative research approach utilized in marketing research to collect thorough insights from 

individuals or small groups. These interviews entail direct conversations between a skilled inter-

viewer and a participant, with the objective of delving into the individual's thoughts, attitudes, and 

experiences concerning a particular subject or product. They are usually conducted in a structured 

or semi-structured manner, where the interviewer follows a predefined set of questions while re-

maining open to discussing new topics that emerge during the conversation. In this thesis, I de-

cided to conduct semi-structured interviews due to the need to concentrate on specific aspects 

within a limited timeframe. This approach was chosen based on the flexibility it offers, as high-

lighted in the Interaction Design Foundation article (2017), enabling researchers to adjust ques-

tions dynamically based on insights gained during the conversation.  

The emphasis of semi-structured interviews lies in comprehending participant viewpoints and ex-

periences, allowing for a deeper exploration of individuals' thoughts and emotions regarding spe-

cific subjects. These interviews serve to stimulate open-ended discussions, fostering the discovery 

of novel insights into intricate social phenomena. Rather than following a rigid script, I aimed for 

natural, open-ended conversations that would provide valuable insights. Drawing from A. Ravella's 

approach to buyer personas (Ravella 2015, 73-95), I sought to create a conversational atmosphere 

that allowed customers to express their thoughts freely. For this thesis I chose to interview a sam-

ple of 9 customers, and I prepared a script with the basic concepts I wanted to touch, with the 

opening question being: “Can you tell me a bit about your day leading up to your visit to Ciao Pizza 

and Burger? What activities did you engage in, and how did you find yourself deciding to dine 

out?”.  
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To select interview participants, I focused on recurring customers who were familiar with the res-

taurant's offerings. Additionally, I identified a woman who had left a positive Google review and 

contacted her via Instagram. A total of 9 interviews were produced in the span of a week. My goal 

during these interviews was to explore the factors influencing customers' decisions to visit the res-

taurant and, for returning customers, what motivated their loyalty. To ensure a comfortable environ-

ment for discussion, I conducted brief interviews lasting around 10 minutes, timed to coincide with 

customers' waiting period for their orders. This timing minimized disruption to their dining experi-

ence and allowed for more relaxed conversation. Despite the challenges posed by the restaurant's 

small size, I tried to create a welcoming atmosphere where customers felt at ease sharing their 

thoughts. To facilitate this, I offered chocolate candies as a small gesture of hospitality and sought 

permission to record the conversations on my phone, allowing me to focus fully on the interaction 

without the distraction of notetaking. After gathering the interview data, I analysed the responses to 

identify recurring themes, preferences, behaviours, and pain points. These insights served as the 

foundation for developing two distinct buyer personas, each characterized by unique demographic 

details, backgrounds, and attributes related to their relationship with the restaurant. 

In my research interviews, I discovered several noteworthy insights. Firstly, customers place a high 

value on a welcoming atmosphere in the restaurant, prioritizing cleanliness and a refreshed look 

over extravagant decor. The restaurant's convenient location is particularly prized by individuals 

who work from home or seek quick meals after a busy day. Interestingly, many interviewees were 

remote workers when they visited the restaurant, suggesting an opportunity to target this demo-

graphic, especially on Mondays and Fridays when remote work is common. Competitive pricing 

and the perception of using fresher ingredients compared to competitors are significant drivers for 

attracting customers to our restaurant. Many interviewees mentioned feeling too busy or lazy to 

cook, which leads them to prefer the simplicity and reliability of grabbing a quick meal. 

Notably, although most customers were men, they often bought meals for their spouses and chil-

dren. In terms of discovery, most customers stumbled upon the restaurant either by passing by or 

through platforms like ResQ Club, drawn in by our competitive pricing. Before deciding, customers 

typically checked Google reviews and our restaurant's website. The convenience of ordering 

through apps like ResQ Club, Wolt, and Foodora is highly valued, especially among millennials 

who prefer to avoid phone calls. This underscores the importance of improving the online ordering 

process for seamless transactions. As previously discussed in the WhatsApp Business marketing 

chapter, considering the potential for faster and direct communication, integrating platforms like 

WhatsApp, could further enhance customer engagement and encourage repeat orders through 

easy text-based ordering. 
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4.7 Content Calendar 

After understanding the restaurant's business model and defining buyer personas and goals, I 

used insights from competitor analysis, interviews, and observations to create a posting schedule 

for its Instagram, Facebook, and TikTok profiles. A content calendar in social media, as described 

by Hibathu (2023), is a plan that outlines when and what type of content to post on various plat-

forms. It helps to organize content creation and ensure consistency with marketing objectives. 

To develop the content calendar, I applied the R.A.C.E framework, aiming to make a significant im-

pact within a four-week period while remaining adaptable for future campaigns. The calendar was 

structured around key themes identified during the situation analysis and strategy formation, which 

I referred to as content pillars. These pillars serve as a blueprint for organizing social media con-

tent, simplifying the process of planning, creating, and sharing posts that reflect the brand's values 

and aspirations, as discussed by Harrop (2023). The main content pillars of the calendar, as shown 

in Figure 3, include education, engagement, behind-the-scenes glimpses, menu showcases, testi-

monials, and promotions. 

 

Each week of the calendar was dedicated to a specific focus following the R.A.C.E principles. In 

the first week, I aimed to raise brand awareness by sharing videos showcasing the menu and be-

hind-the-scenes glimpses of the restaurant. The second week focused on engaging customers 

through educational content, polls, and updates on current offers, while also building anticipation 

for upcoming promotions. Moving into the third week, I shifted the focus to converting viewers into 

customers by announcing promotions on TikTok, Instagram, and Facebook, with a targeted ap-

proach to local audiences through Facebook groups. Finally, in the fourth and final week of the 

content calendar, I shifted towards fostering advocacy for the restaurant and nurturing relationships 

Education

How to make the dough

Hygiene requisites

Answer to questions about 
specific diets

Guide how to order via 
Whatsapp

Engagement

Giveaway

Poll aaking about favourite 
pizza toppings

Enquiry about preference on 
sauces

Poll asking to vote the menu 
favourite

Behind the Scenes

Offer a glimpse of a day in the 
life

Catch staff interactions

Mealtime rituals, what's the 
staff favourite lunch

Dough making process

Share the founders' stories

Menu Showcases

Preparation of specific 
ingredients

Chopping fresh vegetables

Burger of the week

Pizza of the week

Show customization options

Testimonials

Use User generated content to 
show gratitude for positive 
reviews

Promotions

Lunch offer

Buy 2 get 1 free

Spepcial super discounted 
promotion for limited time 
only for social media 
customers. 

Figure 3. Content pillars examples used to form the content calendar. 
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with existing customers. This involved focusing on content leveraging testimonials and encourag-

ing audience interaction through questions and opinions. The testimonials served as social proof, 

reinforcing the restaurant’s credibility and reputation among potential customers, as discussed pre-

viously by Lee & Kim (2020). Flexibility was a priority in designing the content calendar, allowing it 

to be reused and adjusted based on audience feedback and performance metrics. The goal was to 

keep the content fresh, interesting, and relevant to the target audience, with the ability to make 

quick changes as needed. The content calendar also emphasized the creation of different types of 

videos for TikTok and Instagram, considering the unique characteristics of each platform. While di-

versifying content types and topics to maintain relevance and originality, some content was de-

signed to be repurposed between Facebook and Instagram to streamline efforts and ensure a con-

sistent brand presence across both platforms. Given the condensed four weeks focus, I planned 

for the restaurant to post consistently during the weekdays and the frequency of posting was in-

spired by Austin (2021) who suggests posting at least three times week for each platform. The 

posting times were decided according to Newberry Kwok & Cohen (2023), Singh (2024) and Keu-

telian (2024) as discussed previously in the social media chapter. 

4.8 Recommendations on content workflow and video content production. 

During the process of crafting the social media plan, it became evident that discussing content cre-

ation, particularly focusing on videos, is crucial due to their high engagement levels. In the context 

of a restaurant where the owner handles most operations, finding efficient ways to produce content 

is essential. One recommendation is to involve staff members in content creation and designate 

clear responsibilities for managing social media. To kickstart the production process, it's essential 

to develop a content strategy and utilize a content calendar, as outlined in the social media plan.  

Having a centralized platform like Google Drive is advantageous for storing all materials and mak-

ing them accessible to everyone involved in content creation. It facilitates documenting ideas dur-

ing brainstorming sessions, identifying common customer questions for content inspiration, and 

preparing video scripts and call-to-action phrases. 

A practical approach suggested by Wang (June 2023, min 2-10), involves dedicating three days to 

produce content in bulk, content batching. Each day involves scripting content, filming videos, and 

editing them to ensure alignment with the plan and address any necessary adjustments. Macready 

(2023) defines content batching as the practice of creating multiple pieces of content concurrently 

and scheduling them for release over a predetermined period. This strategy allows for proactive 

planning and consistent content delivery, thereby maintaining the visibility of your brand among 

your audience. While the content calendar suggests Saturdays and Sundays for preparation, 
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determining optimal days is crucial for the restaurant. Additionally, creating templates and keeping 

brand images accessible facilitates content creation.  

Once the designated shooting days are established, the next phase involves DIY video production. 

While maintaining a low-budget approach, it's essential to invest in key equipment such as a tripod, 

lighting, and shooting with a high-resolution phone camera. During my visits to the restaurant, I en-

countered challenges filming in the confined kitchen space, emphasizing the need for a versatile 

phone holder to capture steady shots from various angles. Lighting plays a crucial role in DIY video 

production. Based on my restaurant experience, I recommend using a simple panel light with a dif-

fuser to significantly enhance image quality. When shooting for platforms like Instagram and Tik-

Tok, it's important to film vertically on the phone. According to Mowat (2017), key considerations 

for phone filming include adjusting colour settings, ensuring proper focus on the scene, framing 

compositions following the rule of thirds, and managing exposure. While phone audio may not be 

optimal for interviews, incorporating voice-overs with better audio or AI voice effects during the ed-

iting phase can enhance the overall quality of the video. 

Basic editing can be efficiently handled directly on TikTok and Instagram, with Cap-Cut offering ad-

ditional features for specific graphics or advanced editing requirements. The focus should be on 

authenticity rather than cinematic quality, paying attention to framing, lighting, and sound. It's cru-

cial for the restaurant to experiment and establish a workflow before considering significant invest-

ments. AI tools such as ChatGPT can aid in brainstorming ideas and script creation, while Vidyo.ai 

simplifies the process by segmenting longer videos into bite-sized segments suitable for social me-

dia. These practical considerations contribute to achieving high-quality DIY video production within 

budget constraints. 

 

 

. 
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5 Conclusions 

In my thesis journey, I discovered a newfound interest in the creative side of social media market-

ing, particularly in video creation. By actively participating in content creation during my visits to the 

restaurant, I gained valuable hands-on experience that deepened my understanding of content 

planning and creation processes. I realized that becoming proficient in social media marketing 

goes beyond just understanding the tools and features; it requires a deep understanding of the au-

dience, platform nuances, and alignment with the brand identity. Practical application, experimen-

tation, and learning from mistakes are essential for mastery. Furthermore, Effective social media 

engagement isn't just about promotion; it's about building genuine connections and fostering a sup-

portive community.  

Through extensive engagement with social media platforms during my research, I gained insights 

into the potential negative impact they can have on mental health. This highlighted the importance 

of authenticity and mindfulness in online interactions, prioritizing mental well-being while navigating 

digital spaces. Reflecting on the writing process, I acknowledge the challenges I faced as a non-

native English speaker. Leveraging tools like Chat GPT helped improve the clarity and coherence 

of my writing, contributing to my growth as a communicator and thinker. The prompts used to edit 

the text I’ve written are: “can you rephrase this text?” “Can you make this text more linear, under-

standable?”. 

Though I'm content with the work done, staying focused amid the vast array of topics proved chal-

lenging due to the sheer depth and complexity of social media's multifaceted nature. Additionally, 

uncertainties remain about the implementation of the social media plan due to single-person re-

sponsibility and budget constraints. In conclusion, this thesis helped me better understand social 

media marketing and its potential. Moving forward, I'll carry the lessons learned and use them to 

navigate the changing social media world with confidence and purpose. 
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Appendix 2. Restaurant owner interview 

Restaurant owner interview  

  
Can you describe the core offerings and services of your restaurant?  
Ciao Pizza & Burger primarily specializes in—you guessed it—pizza and burgers. We take 
pride in using fresh ingredients wherever possible, although there are occasions where we 
incorporate frozen meat for pizzas and offer a variety of burger options. From classic beef 
burgers to chicken and falafel alternatives, our menu is diverse. One of our standout items 
is our smash burger, crafted using freshly minced meat.  
 

How would you define your restaurant's unique selling proposition (USP)?  
Several factors contribute to our unique selling proposition. Firstly, our strategic location 
and our commitment to sourcing meat from halal butchers have broadened our customer 
base significantly. We attract patrons from diverse backgrounds, many of whom have be-
come regulars, particularly those who swear by our smash burgers. We aim to maintain af-
fordability without compromising on quality, offering fresh ingredients, and steering clear of 
canned vegetables. Our focus on price and freshness sets us apart.  
 

What is the revenue model of your restaurant?  
Our revenue model is primarily split between delivery and dine-in services, with delivery 
accounting for 60% of our revenue and dine-in making up the remaining 40%. Takeout or-
ders also contribute substantially to our sales.  
  
How do you differentiate your restaurant from competitors in the area?  
While we acknowledge nearby competitors, we've deliberately avoided engaging in price 
wars. Instead, we've concentrated on enhancing our offerings and service quality. While 
our competitors may offer alcohol, which we don't, we focus on delivering unique products 
and maintaining high standards.  
 

Can you explain the pricing strategy you use for your menu items?  
Rather than adopting variable pricing for each item, we've opted for a simplified approach. 
For instance, all pizzas are priced at 10.90, with a premium version available for 12.90. 
This straightforward pricing strategy reflects our commitment to offering value for money 
across our entire menu.  
 

Target Group:  
 

Who do you currently see as your primary customer base?  
Our main customer base consists of residents in the area, predominantly families, who fre-
quently order from us. Additionally, we serve a significant number of Muslim students and 
individuals from diverse backgrounds, including many from Bangladesh. Last month's Wolt 
free delivery promotion attracted numerous single orders, suggesting a sizable population 
of singles in the area.  
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Are there specific demographics or psychographics that you believe represent your 
target audience?  
Most of our customers are Finnish individuals aged between 30 and 50, with a fairly bal-
anced mix of genders. While we cater to various age groups, we've noticed a lower fre-
quency of younger patrons.  
 

How do you currently reach and engage with your target customers?  
Currently, our marketing efforts primarily revolve around Foodora and Wolt, although we've 
also advertised on Instagram in the past. We often run free delivery discounts to incentiv-
ize orders. While we're considering expanding our delivery services, our immediate focus 
remains on utilizing existing platforms until we're ready to make that transition.  
 

Have you identified any untapped markets or customer segments that you would 
like to explore?  
Although we've identified students and young individuals living nearby as a potential mar-
ket, we haven't had the resources to explore this segment fully. However, it's an area we 
hope to address as we expand our offerings in the future.  
 

Mission and Vision:  
 

What inspired you to open this restaurant, and what values do you want it to repre-
sent?  
My longstanding interest in the restaurant industry, coupled with my previous experience 
working part-time in a pizza shop during my business studies, inspired me to pursue this 
venture. I've always dreamed of owning my own business, and this opportunity allowed me 
to invest in that dream while offering the community access to delicious food.  
 

Can you articulate the mission of your restaurant? What do you aim to achieve?  
Our primary goal is to establish a profitable business that prioritizes high-quality food and 
good service. While profitability is crucial, we also aim to foster a sense of community and 
create positive experiences for our patrons.  
 

What are your long-term goals for the restaurant, and where do you see it in the 
next 5-10 years?  
Our long-term goals include revamping our decor, expanding our delivery services, and in-
troducing new menu items. We aim to maintain our momentum and explore options for 
non-meat offerings. By the end of the summer, we hope to have created a cozier atmos-
phere for our patrons. We take things step by step and year by year.  
 

How would you like your customers to perceive your restaurant and its brand?  
We aim to create an inviting atmosphere where customers can enjoy quality food and 
memorable experiences. Despite our small size, we believe the venue has the potential to 
be a good gathering spot.  
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Clarification Questions:  
 
Can you provide examples of successful initiatives or promotions you've imple-
mented in the past?  
During the last Father's Day, we offered a "buy 2, get 3" promotion on Instagram, which 
proved to be quite popular. We've continued this pricing model since then, as it resonates 
well with our customers.  
 

What challenges or obstacles do you currently face in running the restaurant?  
We're currently grappling with employee shortages and rising ingredient costs. Addition-
ally, competition and the charges imposed by delivery platforms like Wolt and Foodora 
pose significant challenges. While offering free delivery boosts orders, it often comes at 
the expense of profit margins. In Wolt and Foodora you have a 30% commission on sales 
plus, if you are offering free delivery, 6 € comes from the restaurant pocket and in addition 
to that there is the 14% VAT tax. There is no profit when you are offering free delivery!   
 

Are there specific trends or changes in the industry that you find noteworthy or im-
pactful?  
As a small business, we're particularly affected by Finland's political climate, especially 
strikes that disrupt our delivery schedules. Apart from that, we haven't noticed any signifi-
cant industry trends impacting us directly.  
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