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Abstract: Social media consumption by restaurants as a means of
marketing has been widely recognised as it yielded good result for
many restaurant organisations. This study aimed at identify restaurant
social media consumption as an effective tool for increase restaurant
marketing in Katsina metropolis, Katsina State, Nigeria. Empirical
literatures about the predictors of social media consumption were
reviewed and the tools as well as frequency of its usage as its
determinants were all identified. Cross-sectional descriptive survey
type of research was adopted in conducting the study where the
population consist of all the restaurants and their quests. Purposive
sampling method was used in sampling 22 restaurants and their
manaders while proportionate sampling method was adopted in
sampling 43 quests which gave a total of 65 respondents as the sample
size for the study. A structured close-ended questionnaire as an
instrument for data collection was used to collect quantitative data.
The study findings reveal that respondents aged 31-45 are the major
customers and mangers of the restaurants and despite majority of
them are possessing more than one social media site, WhatsApp is the
social media site they predominantly used. The study also find out
that both the restaurants and their quests are using computers and
mobile handsets as technological tools in accessing social media
servers and majority of them are using their social media sites
between 5-6 everyday. The study identified that social media
consumption increases restaurant marketing chances through various
ways which among others; increases customer satisfaction, restaurant
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social media marketing (SMM) campaign, help in market
segmentation, help in direct contact with guest and increases the
chances of satisfying large and hard to reach population at ease. It was
concluded that social media where fully utilised have the capabilities
of increasing restaurants chances of marketing to a higher level. Based
on the findings of this study it is recommended that further studies
be carried out on the social media online marketing tools in the
study area, as this study only focused on the technological tools.
Keywords: Restaurants, Social media, Consumption, Marketing.
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INTRODUCTION

Social media has been accepted and adopted globally by many small
and large business organisations as their marketing tool, because of its
diverse advantages in marketing. The organisations are using the
flatforms for their advertisement, sales promotion, product and brand
awareness, public relations, purchasing and delivery with a major aim
of having a satisfied and returned customer. According to Lanz,
Fischhof, & Lee, 2010) with the advancement in technology which
brought social media platforms such as WhatsApp, Instagram,
LinkedIn, Facebook, Twitter and YouTube, organisations have the
opportunity for direct access to their customers. Before the advent of
social media, mass media was the medium used for exchange of
opinion between families, relatives, neighbours, friends, and even
ordanisations to their customers for product information and
purchase (Dellarocas, 2003). But evolution of internet and social
media in particular provided two-way communication content as
opposed to the one-way provided by mass media (Pan and Crott,
2012). As the digital version of word-of-mouth, social media
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represents the solidification, storage, and retrieval of the word-of-
mouth content online.

The impact of social media to many aspect of life cannot be over
emphasized, as it is available to anyone with internet connection.
Restaurants and other hospitality industry subsidiaries take advantage
of using the flatform in majority of their marketing activities as
increased brand awareness and obtaining immediate feedback from
their customers (Abigail and Garry, 2013). However, many
restaurants over the globe have now adopted social media in their
marketing and it changes many of their marketing aspects as
customer relation, sales promotion, and even purchasing. Restaurants
that already adopted social media as their marketing are seeing its
advantage in developing their business to thrive in the current
competitive and online driven marketplace (Wendy, 2010). In
regards to this, restaurant operators now understand that with social
media they have vast number of opportunities in dealing with their
customers to achieve their target aim of generating revenue to
maximise profit (Pan and Crott, 2012).

According to Profitline Consulting (2016) Restaurants vary greatly in
appearance and offerings, including a wide variety cuisines and service
models ranging from inexpensive fast food restaurants and cafeterias
to mid-priced family restaurants, to high priced luxury
establishments. In western countries, most mid to high-range
restaurants serve alcoholic beverages such as beer, wine and light beer.
Some restaurants serve all the major meals, such as breakfast, lunch
and dinner (e.q., major fast food chains, diners, hotel restaurants, and
airport restaurants). Other restaurants may only serve a single meal
(e.g., a pancake house may only serve breakfast) or they may serve
two meals (e.g., lunch and dinner) or even a kids" meal. Based on this
cateqorisation, it is believed that marketing aspect differ from one
category of restaurant to other as they differ in the type of customers
they target. As such social media consumption is of utmost
importance when dealing with restaurant marketing, and in-active
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social media account owned by restaurant may mean trash or burden
to their business. Despite restaurants’ tight cost structure social media
consumption if fully maintained is a low-cost marketing tool that
will help restaurants in meeting their target. This present study is
therefore aimed to identify how social media consumption will serve
as an effective marketing tool for restaurants in Katsina metropolis,
Katsina State Nigeria.

Social media Consumption Factors and its Benefits to Restaurant
Marketing

Social media marketing involve direct interaction between staff of a
particular organisation and their customers which makes it different
from traditional/mass media type of marketing (Zachary, 2011).
Different cateqories of restaurants are using different social media
flatforms for majority of their marketing activities as they found it
cheaper, more effective and efficient compared to other means. Social
media provide restaurant mangers with vast opportunities of
information about what customers and other people are saying about
their restaurant which will give them the advantage to take corrective
measures about the negatives and improve in the positives (Pantelidis,
2010). All these mentioned opportunities and challenges about how
restaurants can redeem service failure and improve performance only
depend on how restaurants consume their social media. Active and
well managed social media flatform by restaurant can help them to
create mutual relationship with new customer, and maintain the
relationship with existing customer, that will make them advertise the
restaurant to their friends, family and relatives (Abigail and Garry,
2013).

Social media marketing has the advantage of providing customers
with image and information of their future product form a
restaurant; this information help to convert potential customers to
loyal customers (Miletsky, 2010). According to Wendy (2010), One
added advantage with social media is that, while traditional media
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keeps customers informed, it goes a step further by keeping the
customers stimulated and involved. When a company gets their
customers involved and engaged, it leads to lasting working
relationships with organizations. The level of customer support
increases with the use of social media since it is personal and
interactive. In the event of an unfortunate situation, social media
may serve 3s a catalyst to turn this situation into an opportunity for 3
company to extend their services and go extra mile to reverse the
negative feeling (Hailey, 2010).

Online marketing can take place in several social media platforms, and
that should be taken into consideration for the marketing strategy of
a restaurant and other hospitality sectors. Each hospitality sector is
different and must be treated accordingly, so a blend of social media
tools such as Twitter, Facebook, YouTube and Corporate Blogs
should be used if necessary. If 3 hospitality sector is not engaging in
any of the social media activities like tweeting, linking or having an
active blog, it just means that the hotels or restaurants are missing
out on the huge opportunity in digital marketing. To stay
competitive in the digital world, the hotel or restaurant has to be
endaged or be involved with their intended audience by participating
in online discussions, hospitali’cy forums, podcasts, RSS feeds, and
hotel review commentary while increasing awareness and building
relationships with both new and loyal customers (Burson-Marsteller,
2010).

METHODOLOGY

The study identifies social media consumption pattern as a means of
increased restaurant marketing in katsing metropolis, katsina state,
Nigeria. Cross sectional type of survey design was adopted in
conducting the study where two categories ofresponden’cs, restaurant
managers and restaurant quests were used. Purposive sampling was
used in sampling 25 restaurant managers and proportionate random
sampling method was used in sampling 50 restaurant quests. The final
sample size for this survey after 7 guests who were unable to fully
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complete the instrument and 3 restaurant managers who were newly
appointed to the positions were eliminated is 65. Questionnaire was
used as an instrument for retrieving information from the target
respondents. The questions in this survey were design to provide
greater information about how restaurants adopt social media
consumption for its effective use to increase their online marketing.
The first part of the questions gathered information about the
demographic characteristics and the cateqories of social media
flatforms the restaurants/quests are using in their marketing/looking
for information about restaurants and the purpose each is used for. It
went further by identifying the type of social media tools restaurants
are using and their contributions to the restaurant’s increased
marketing. The frequency of using each social media flatform by the
restaurant in respect to its increased marketing is also investigated,
and finally, the benefits of the social media consumption to increased
restaurant marketing were explored. The four social media flatforms
mostly used by restaurants and other hospitality sectors in the study
area WhatsApp, Facebook, Twitter and Instagram as highlighted by
Usman (2018) were adapted.

The data was collected from the respondents (restaurant managers)
through direct contact during their normal daily routine, while for
the restaurant guests during their visits to the restaurants at various
intervals. The data collected was subjected to descriptive statistics of
bar charts for the analysis.

RESULTS AND DISCUSSION

The data collected was presented, analysed and interpreted here.
Age of the Respondents
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Figure 1:  Age of the Respondents

Figure 1 presents the respondents age group and it was revealed that
ade group 31-45 is important to restaurant social media marketing as
majority of its managers 15 representing 68.18 percent and quests 19
representing 44.19 of their total fall under this category. Following
this age group is the 46-60 segments with 3 managerial staff
representing 13.64 percent and 11 guest 25.58 percent. Ade group is
important when dealing with social media consumption based on
social media marketing, as it can indicate the segments that a
restaurant can put more emphasis on when marketing through social
media. According to Pew Research Center (2010) Ade groups can be
classifies into five generations: Millennials (ages 18-33), Gen X (ages
34-45), Baby Boomers (Ages 46-64), Silent Generation (65-73), and
G.l. Generation (ages 74 and older). Each generation has unique
characteristics and qualities about social media consuming habits.
Millennials top the group as adopters of social media. According to
the Pew Research Center (2010), part of the characteristics of the
Millennials is that they are confident, self-expressive, upbeat,
connected and open to change. The same report found that 75% of
Millennials have created social media accounts and 62% use wireless
Internet away from home, and the percentage moved to 68% from
2005 when only 7% of Millennials used social media, 51% of
Millennials in 2006 and 71% in 2008,
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Figure 2 Types of Social Media sites used

Figure 2 presents another important demographic variable; types of
social media used by the respondents. This finding shows that
WhatsApp segment of social media has the highest usage rate with 16
restaurant managers representing 72.73 percent and 27 quests
representing 62.79 percent of the total respondents. This segment of
social media usage is followed by Facebook with 4 restaurant
managers representing 18.18 percent and 12 quests representing 27.91
percent of the total respondents. This finding was supported by the
findings of Usman (2017) who conducted a study in the study area
and found that, 47 percent of the respondents are using WhatsApp,
with 44, 5, and 4 percents using Facebook, Instagram and twitter
respectively. Burson-Marsteller (2010) states that, restaurant that
doesn’t possess a social media site is missing a lot in reqgard to the
century’s digital marketing opportunities. It is the social media profile
that will allowed a restaurant to market its products online and have
followers that will be contributing with reviews based on what the
restaurant markets’ online.

This finding is similar to Murray and James (2011) that, WhatsApp

remains the most widely used social media platform by 3 relatively
healthy margin: some 68% of U.S. adults are now WhatsApp users.
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Other than the video-sharing platform Facebook, none of the other
social media sites are used by more than 40% of Americans. The
findings was also supported by Sanni (2009) who conducted survey
based on Nigerian Social Network Penetration and found WhatsApp
with 41%, Facebook 41%, Instagram 25% and You Tube 25% among

others.
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Figure 3:

Number of Social Media Sites Possessed

Figure 3 shows the results on the number of social media sites the
restaurants and their quests possessed. It was indicated that majority
of the restaurants 16 representing 72.73 percent and 32 quests
representing 74.42 percent are possessing 2 social media sites.
Possession of active social media sites is a good indication that there
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are high chances of social media consumption as a good result is
obtained when each social media site is used based on its purpose.
This finding corroborate with Wendy (2010) that Social media is
considered by some as a tool for connection and a medium for
broadcasting between organisations and customers. But if positive
result is at all the target to be achieved, these social media tools are
recommended to be used in the way they are designed. For example,
Twitter and Facebook are used as a marketing machine while
YouTube functions more as a public relations tool since it is video
sharing website. In addition, LinkedIn is a professional networking
tool; it is a site for business minded professionals to keep track of
their contacts (Abreu, 2010).

Types of Technological Tools used
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Figure 4:  Technological Tools Used

Figure 4 above presents the result of the analysis about the types of
technological tools the restaurants and their guests are using for
social media consumption in respect to their increased marketing
chances. Tools are important variables when measuring social media
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consumption as factor of increased restaurant marketing. This study
identified that majority of the restaurant staff and quests are using
computers and mobile handsets for social media consumption at
various degrees. It was indicated that 6 managers representing 27.27
percent and 7 gquests representing 16.28 percent of the total
responden’cs are using computer systems for social media
consumption. While 17 managers representing 77.27 percent and 36
quests representing 83.72 percent of the total respondents are using
mobile handsets. The study further reveals that 8 managers
representing 36.36 percent and 27 quests representing 62.79 percent
of the total respondents are using both. This corroborate with Mary
(2018) that if you want your social media marketing campaigns to be
effective, you simply cannot do it without some important
marketing tools in your possession. These social media tools will help
you to find more content to share, schedule your posts efficiently,
measure and analyze the effectiveness of your marketing campaigns,
and use those insights to improve your campaigns (Mary, 2018).

The finding of this study agrees with Muhammad (2016) Computer
Technology now became an essential tool in our businesses. Many of
business companies restaurants included rely on expensive computer
not only to perform basic function but to manage and grow their
business. Computer machine enable restaurant proprietors to handle
tasks such as daily accounting, online marketing, inventory
management and many other more accurately and easily. Beside
computer technology the release of iPhone 5s, the iPhone 5¢, and the
iOS 7 enable us to see that technology is well on the move. Cell
phones have become more than just tools to make phone calls. They
are detting smaller, yet bigger at the same time. And there are also
tablets and computers that are getting faster, thinner, and all around
prettier.

Frequency of Using Social Media in Hour/Day Basis
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Figure 5: Frequency of using Social Media Sites

Figure 5 contains the results of the analysis of frequency of using
social media on h/d basis by the restaurant staff and quests in the
study area. It was indicated that majority of the restaurants 9
representing 40.91 percent and 31 guests representing 72.10 percent
are using their social media sites between 5 to 6 hours per day. This
segment of respondents was followed by the categories using their
social media sites between 2-4 hours per day which 6 restaurants
representing 27.27 percent and 6 quests representing 13.95 percent of
the total.

This finding corroborate with Jennifer (2010) who opined that in
most parts of the world people of different age and gender spent
roughly 20 percent of their total time online using personal
computer and 30 percent of total time online via mobile. For
example, in the United States total time spent on social media using
personal computers and mobile devices increased 37 percent from 88
billion minutes in July, 2011 to 121 billion minutes in July, 2012.

This finding agrees with Pan and Chiou (2011) who opined that a
figure of about 65% of all adults in the USA have reported that they
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use social media at different times during a month with nearly 90% of
those aged 18 to 29 most likely to use social media at any time.

Benefits of Social Media Consumption to Restaurant Marketing

Customer Satisfaction

Personal Contact with
Guest

Help in easily identifying

Market segments B Restaurant Managers

Help in Satisfying large
Ppln at ones

Increase SMM Campeign

UM

0 5 10 15 20 25

Figure 6:  Benefits of Restaurants from Social Media Consumption
Figure 6 presents the summary of how restaurants are benefiting from
social media consumption based on their marketing strategies. It was
indicated that majority of the restaurants 22 representing 100
percent of the total restaurants shows that, social media consumption
is important to their marketing as in help in increasing their customer
satisfaction. According to Wendy (2010) It is believed that satisfied
customers are the returned customers and that is one of the major
target of restaurant marketing. Many restaurants over the globe have
now adopted social media in their marketing and it changes many of
their marketing aspects as customer relation, sales promotion, and
even purchasing. The result also shows that all the sampled restaurants
for the study indicated that social media consumption is helping their
marketing strategy in having direct contact with customer. This will
enable the restaurant to understand the needs and demands of the
quest who are feeling shy to express their feelings in an online
community. Pan and Crott (2012) are of the view that restaurant
operators now understand that with social media they have vast
number of opportunities in dealing with their customers to achieve
their target aim of generating revenue to maximise profit.
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The finding also shows that 14 of the respondents representing 63.34
percent of the total indicated that they are benefiting from social
media consumption through identifying their market segment.
Segmenting a market is of utmost importance to restaurant business,
as they will be able to understand the needs of a particular segment
such as age group, individuals, family and so on at a particular time.
The finding reveals that 20 of the respondents representing 90.91
percent are of the view that social media consumption is important to
their business as it is helping them in reaching and satisfying large and
hard to reach population at ease. According to Wendy (2010), One
added advantage with social media is that, while traditional media
keeps customers informed, it goes a step further by keeping the
customers stimulated and involved. When a company gets their
customers involved and engaged, it leads to lasting working
relationships with organizations. The level of customer support
increases with the use of social media since it is personal and
interactive.

The study finding also revealed that 19 respondents representing 86.37
percent indicated that social media consumption is helping them a lot
through increasing their social media marketing campaign. This is
because when your tools are efficient and you are frequently using
your social media flatforms through reqular posts/updates, your
customers will be happy and feel satisfied. As such they will feel
motivated to continue patronising your product, and in some
instances even market the restaurant to outside world. According to
Nielsen Company (2010) Any ordanisation that doesn't have
effective tools to marketing their products and services online or their
social media flatform is not frequently used through posts, updates
and review will be missing a lot (The Nielsen Company, 2010).

CONCLUSION AND RECOMMENDATIONS
Considering the fact that customers of this generation are more
resourceful and do a lot of online search before they embark on
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patronising any product, restaurants are continuously devoting a lot
of resources in order to make it effective. Social media consumption
if fully and effectively maintained is proved to be a means of
increasing restaurant marketing. The restaurants and their quests are
all accessing social media through various technological tools such as
computers and mobile handsets, and are using at various hours in 3
day. Despite being Whatsapp as the major social network site used
majority of the respondents, other social media flatforms such as
Facebook, Instagram and twitter are still being used. Social media
consumption is accepted as means of increasing restaurant marketing
because of its ability to help the restaurants in various ways, such as
providing customer satisfaction, increasing restaurant social media
marketing campaign, ease of reaching target customers and so on.

There are clear evidences based on literatures that social media
consumption if fully utilised is 3 good tool that will increase
restaurant marketing opportunities. If 3 restaurant put emphasis on
two factors; the tools in use and frequency of usage, there is no
doubt that it will maximize the benefits of social media consumption.
It is therefore recommended that; since social media is 3 flatform for
communication, the restaurant should therefore understand the
target audience to engage on conversation with specific tool at a
specific time. Despite been social media inexpensive, it is still time
expensive as for you to strive with it, it requires much of your time.
So when using social media consumption by restaurant to increase
their market opportunities, they most have set objectives and a clear
strateqy of how to meet each objective.

Limitation and Further Research

Despite this study has achieved its aim of identifying how social media
consumption can help to increase restaurant marketing success, there
are still some limitations that need further research. This study only
focused on the technological tools wused in social media
consumption, so there need for further studies on the online tools
such as buffer, sprout social, buzzsumo, feedly on how they can help
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restaurants in their marketing process. Even though many restaurants
have adopted social media consumption as a means of their increased
marketing chances, there is need to always put in mine the
restaurant’s defined social media goals as the direction of its online
marketing.

REFERENCES
Abigail, N. and Garry M. T. (2013). Social Media Use in the
Restaurant  Industry: A Work in Progress; Cornell University
School of Hotel Administration; The Scholarly Commons; Centre
for Hospitality ~Research  Publications;  Retrieved  from
http.//scholarship.sha.cornell.edu/chrpubs

Abreu, E. (2010). Role of Media in Social Media Examined at
Conference; njsocialmedia.com presents June 18 program in
somerset. Retrieved 2018 May, 23; from
http.//www.thealternativepress.com/article.asp/news=13352&Role

—of-Media= in-Social-Media-Examined-at-Conference;-
NJSocialMedia.com-Presents-  June-18-  Program-in-
Somerset

Brell, )., Valdez, A.C., Schaar, A K. and Ziefle, M. (2016). Gender
Differences in Usage Motivation for Social Networks at Work;
Human-Computer Interaction Center. Aachen, Germany: RWTH
Aachen University, Campus-Boulevard 57.

Burson-Marsteller. (2010, February 02). Burson-Marsteller fortune
global 100 social media  study.Retr ieved from
http://www.bursonmarsteller.

com/Innovation_and_insights/blogs_and_podcasts/BM_Blog/
Lists/Posts/P ost.aspx{ID=160

Camilla, B. (2010). Engagement with Social Media and Outcomes for
Brands: A Conceptual Framework; Department of Marketing,
Monash University, ANZMAC.

31


http://scholarship.sha.cornell.edu/chrpubs
http://www.thealternativepress.com/article.asp?news=13352&Role-of-Media-
http://www.thealternativepress.com/article.asp?news=13352&Role-of-Media-
http://www.bursonmarsteller/

Journal of Social Sciences and Public Policy, Volume 11, Number 3, 2019.

Dellarocas, Chrysanthos. (2003). “The Digitization of Word of
Mouth: Promise and Challenges of Online Feedback
Mechanisms.” Management Science 49:1407 - 1424,

Hailey, L. (2010) The Importance of Social Media Marketing Today;
Retrieved 2018 May, 12 from
http://ezinearticles.com/{The-Importance-of-Social-Media-
Marketing  Today&id=3873989

Hospitality Industry. (2010, May 31). Hospitality industry continues
to grapple with effects ~ of social media. Retrieved from
http.//www.hotelmarketing.com/index.php/content/article/h
ospitality_industry_contin
ues_to_grapple_with_effects_of_social_media/

Jeniffer, R. (2010). Young People’s use of Online Social Networking
Sites- a uses and Gratification perspective; Retrieved 12/7/2017;
from

https://www.emeraldinsight.com/doi/abs/10.1108/175059310
11033551

Lanz, L., Fischhof, B., & Lee, R. (2010). How are Hotels Embracing
Social Media in  2010. Retrieved 02/08/2018; from
http.//hma.hotelworldasia.com/system/files/Examples_of_Ho
w_Hotels_Are_U  sing_Social_Media_-
_A_Guide_for_Getting_Started %5B1%5D.pdf

Leung, D.H., Lee, A. and Law, R. (2012). “Examining hotel manager’s
acceptance of Web 2.0 in website development: 3 case study of
hotels in Hong Kong”, in Sigala, M., Christou, E. and Gretzel,
U. (Eds), Social Media in Travel, Tourism and Hospitality, Ashgate
Publishing, Surrey.

Liana, M. (2014). Adoption of Social Media Marketing Among
Professionals; University Honors Program  Theses; Geordia
Southern University; Retrieved From

http.//digitalcommons.georgiasouthern.edu/honors-theses

32


http://ezinearticles.com/?The-Importance-of-Social-Media-Marketing
http://ezinearticles.com/?The-Importance-of-Social-Media-Marketing
http://www.hotelmarketing.com/index.php/content/article/hospitality_industry_contin
http://www.hotelmarketing.com/index.php/content/article/hospitality_industry_contin
http://hma.hotelworldasia.com/system/files/Examples_of_How_Hotels_Are_U
http://hma.hotelworldasia.com/system/files/Examples_of_How_Hotels_Are_U
http://digitalcommons.georgiasouthern.edu/honors-theses

Rosemarie Khayiya and Usman Lawal A. Mani

Lodging Interactive (2015), “Lodging interactive expands reputation
management and social  media marketing to restaurants’,
available at: www.hospitalitynet.org/news/4069404. html/
(accessed 16 March 2015).

Miletsky, ). (2010). Principles of Internet Marketing: New Tools and
Methods for Web

Developers. Course Technology, Cengage Learning.

Mohammad, S. (2016) Social Media and Impact of Computer on Our
Society; Retrieved  17/07/2018; From
https://www.slideshare.net/muhammad-Sulaiman/social-media-

and-impact-of-computer-on-our-sociaty

Molli, S. (2018) The Impact of Technology onh Your Social Media;
Retrieved  12/6/2018; from  http://dsé.net/the-impact-of-
technology-on-your-social-media/

Mowat, B. (2010). Social Media: Is it 3 Friend, or Foe! Canadian
Travel Press, 42(26), 8-22.

Retrieved from Hospitality & Tourism Complete database.

Murray, S. and James, C. (2011). Cloud Network Architecture and
ICT-Modern Network  Architecture;
ITKnowledgeExchange; TechTarget retrieved from
https://en.m.wikipedia.org/wiki/information -and-
communication-technology

Nielsen, ). (2010). F-shaped pattern for reading web content.
Retrieved from

http://www.useit.com/alertbox/reading_pattern.html

Palmer and Lewis (2009). An Experiential, Social Network-Based
Approach to Direct marketing, ~ Direct  Marketing:  An
international journal. Vol. 3 No.3.2009. Pp162-176. Emerald
group publishing Limited.

33


http://www.hospitalitynet.org/news/4069404
https://www.slideshare.net/muhammad-Sulaiman/social-media-
https://www.slideshare.net/muhammad-Sulaiman/social-media-

Journal of Social Sciences and Public Policy, Volume 11, Number 3, 2019.

Pan, B., & Crotts, ). (2012). Theoretical models of social media,
marketing l’mplica’cions,

and future research directions. In Sigala, M., Christou, E., &
Gretzel, U. (Eds.).  Social Media in Travel Tourism and
Hospitality: Theory, Practice and Cases (pp.  73-86). Surrey, UK:
Ashgate.

Pantelidis, | S. (2010) “Electronic Meal Experience: A Content
Analysis of Online Restaurant ~ Comments,” Cornell Hospitality
Quarterly 51.4 (2010): 483-491.

Sanni, M.R. (2009). “The influence of economy on hospitality
industry in Nigeria”, Ethiopian Journal of Environmental Studies
and Management, 2. (1), 29- 34,

Shankar, V. Smith, A. Rangaswamy, A. (2003). Customer
Satisfaction and Loyalty in Online and Offline Environments.
International Journal of Research in Marketing — 20(2),  153-
175.

Sigala, M. (2012). “Web 2.0 and Customer Involvement in New
Service Development:a  Framework, Cases and Implications in
Tourism”, in Sigala, M., Christou, E. and Gretzel, U. (Eds),
Social Media in Travel, Tourism and Hospitality, Ashgate

Publishing, Surrey, 25-37.

Sigala, M. and Chalkiti, K. (2012), “Knowledge Management and
Web 2.0: Preliminary Findings from the Greek Tourism
Industry”, in Sigala, M., Christou, E. and Gretzel,U. (Eds), Socia/
Media in Travel, Tourism and Hospitality, Ashgate Publishing,
Surrey, 261-279.

Wendy, L. (2010). The Effects of Social Media Networks in
Hospitality Industry; College of Hotel Administration;
University of Nevada, Las Vegas.

34



Rosemarie Khayiya and Usman Lawal A. Mani

Zachary, S. (2011) "How Social Media Is Fuelling the Food Truck
Phenomenon; Retrieved 2018 July, 15; from”mashable.com

35



