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Abstract: Considering the rapidly changing business environment, staying competitive is a key issue and challenge for companies in the 21st cen-
tury. The criteria of a company’s success and competitiveness is the changing behavior of the different economic actors and its influence. Through 
the information society came to the fore, the use of diverse information technology tools and methods has become a significant influence factor 
in terms of the entrepreneurs or company management and also the customers or other partners. Due to the rapid expansion of new technology 
developments, the role and importance of social media is continuously increasing. Also statistics show that one of the most regularly used IT tool 
is the social media and the different web 2.0 applications.
The current study is intended to provide a better understanding how social media can emphasize the competitiveness of companies and format the 
consumer behavior in a special sector – the rapidly developing gastronomy industry. This paper presents an empirical research about the role of 
social media in the above mentioned industry based on the primary data which are gathered through a survey performed in Hungary. Beyond the 
empirical results presented, the paper also aims to provide some recommendations for research methodology – based on the international litera-
ture review and the Authors’ own experiences – both in gastronomy industry’s and customers’ point of view. Through the analysis the research 
hypotheses were examined and the most important correlations were identified between the survey results and the Authors’ initial supposition.

INTRODUCTION

Due to the rapid expansion of different technology 
innovations, also marketing rules and activities have radically 
changed in the last few decades. Furthermore, organizations 
have been affected or influenced by the global recession and 
financial crisis not only in Hungary, but all over the world.  
Firms had to find new tactics, strategies and solutions because 
of these new challenges regardless of industry. While they are 
developing new strategies and trying to understand better their 
customers’ changing behaviors and attitudes, they become 
to use new solutions offered by the continuously developing 
information and communication technology. Recently, one of the 
most conspicuous tools which organizations have used to achieve 
their goals and reach their target audience is social media, with 
its all means (KIRTIS and KARAHAN 2011). This type of 
mobile communication enables individuals to move and generate, 
transmit, receive and share different kinds of information and 
interact with each other regardless of financial resources, time 
and location (ŽIVKOVIĆ et al. 2014). “Due to its particularly 
cost reducing effects, it’s considered that it has become the most 
preferred marketing driver among business environment under 
economic turmoil” (KIRTIS and KARAHAN 2011). 

As stated in Internet World Stats data (2017), the number 
of internet users is continuously increasing globally year 
by year – nowadays more than the half of total population 
(more than 3.6 billion people) uses Internet in the world. 
The tendency represents a significant and impressive growth 
(918%) between 2000 and 2016. While the world’s biggest 
social networking site, Facebook has got over 1.6 billion users 
globally (1.23 billion daily active users on average), on the 
most famous microblogging site Twitter, there are 313 million 
active users (who log in at least once a month) and 500 million 
tweets per day. At the same time, on the video sharing site 
YouTube, more than 6 billion hours of video are watched 
every month, and there are over 1 billion monthly active users 
(SOCIALBAKERS, 2017).

The existence and wide availability of the Internet have 
fundamentally changed the way how consumers search and 
access information, or share their own experiences with 
others through feedbacks. Businesses are focusing on the 
opportunities offered by information technology in order to 
get new markets. Currently social media applications are 
used to analyze, monitor and talk to customers in real time 
regardless of location. These tools can provide an environment 
that allows the study and analysis of massive marketing data, 
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sales strategy, advertising campaign, and the direct dealing 
with the client. The effective marketing communications do 
not lie in what you say, but how you say it, considering the 
marketing channels and creativity of the message. Through 
social networks, companies have developed new markets and 
increased existing ones since social networks allow them to 
interact with existing and potential clients and to address in 
a faster way the comments, suggestions and doubts they have 
(RODRÍGUEZ et al. 2015).

Nowadays use of social media has become a crucial 
factor in the daily life of both organizations and individuals, 
especially in service economy. This trend can be observed 
also in case of gastronomy industry as part of tourism – 
use of social media applications is especially important for 
tourism in service sector, which is information-intensive 
activity. According to LOVELOCK and WIRTZ (2007), 
“the size of the service sector is increasing around the 
world, in both developed and emerging countries”. Building 
successful service-based brand in tourism means that each 
offer should be a unique value proposition based on the 
customer experience. Online marketing communication tools 
are significant components of the tourists’ decision-making 
process and enables them to participate in the co-creation of 
their own experiences, thus creating and adding value to their 
visit (BUHALIS and LAW 2008; NEUHOFER et al., 2013). 
However, according to UNWTO (2012) only a small number 
of the food tourism organizations such as restaurants engaged 
with tools and applications offered by digital world such as 
blogs or social networks. Numerous studies demonstrated that 
online engagement contributes to consumer loyalty, increased 
satisfaction, trust, commitment, word of mouth and value co-
creation therefore this area should be improved in the future 
(VIVEK et al. 2012; SO et al. 2012).

The current situation of tourism, especially in gastronomy 
requires from restaurants to exploit more effectively these new 
communication channels. The circumstances of restaurants 
in Hungary are very difficult because of the recession – the 
number of local guests rapidly and significantly decreased 
while the number of well-known and high quality restaurants 
is continuously increasing. The highest rate of population 
who never goes to restaurant is in Hungary (17%), and only 
28% of the total population goes there at least once annually 
(compared with 68-78% in France) (BARNÓTH, 2014). 
Therefore, also restaurants have to use other communication 
channels and count other sources such as culinary tourism or 
gastro-tourism as a form of tourism which has been created by 
the changing consumption habits. In order to influence also 
the local guests’ restaurant choosing habits and behaviors, 
restaurants need to modify their communication and marketing 
strategy through providing continuously updated and reliable 
information with use of different social media applications. 
Furthermore, after the recession it is crucial to examine the 
different communication tools in order to reach the guests 
effectively.

Although using social media is getting popular day by 
day (STATISTA, 2018), there is still lack of information 
about different usage of social media in different scopes and 

zones. The current paper is intended to summarize the most 
important literature in terms of social media and gastronomy 
industry. The main objective is to find the role of social media 
in the restaurant choosing habits of guests – how the social 
media applications can influence the consumer behavior and 
decision making process.

LITERATURE REVIEW
Social media definition and classification

Nowadays social media plays a crucial role in online 
communication, especially in life of the Generation Y’s or 
Digital Natives (born after 1981) (BOLTON et al. 2013). To 
understand the definition of social media it is essential to 
distinguish this term from the term of web 2.0 which is a 
platform, spanning all connected devices. The term of social 
media was firstly used in 2004 to describe the new way of 
utilizing the World Wide Web by the software developers 
and end-users (KAPLAN and HAENLEIN, 2010). The most 
comprehensive definition was determined by O’Reilly in 
2005: a platform delivering software as a continually-updated 
service that enables more people to use it better, consuming 
and remixing data from multiple sources, allows remixing by 
others and creating network effects through an architecture 
of participation (O’REILLY, 2005; EVANS, 2014, BOULOS 
and WHEELERT 2007). KAPLAN and HAENLEIN (2010) 
define social media as the group of different online applications 
“that build on the ideological and technological foundations 
of Web 2.0 and that allow the creation and exchange of User 
Generated Content”.

The following list summarizes the most important social 
media channels, as the classification of social media, with a 
short description and provides some example platforms:

 – blogs (e.g. WordPress, HealthLiveBlog): sites that 
contains regularly-updated, date-stamped entries, dis-
played in reverse chronological order;

 – collaborative projects (e.g. Google Groups): online fo-
rums or discussion sites that allow certain groups of 
people to collaborate, work together in order to create 
online content;

 – media sharing sites (e.g. YouTube, Flickr): contact 
channel that enables people to share different media 
content (photos, videos, clips etc.) with others;

 – microblogging (e.g. Twitter, Tumblr): allow users to 
share small amounts of digital content – such as short 
sentences, video links or images. The main difference 
in compared with blogs is the smaller content size;

 – podcasts (e.g. Podomatic): series of digital media con-
tent (audio or video) distributed in websites.

 – reviews and rating sites (e.g. FourSquare, TripAdvisor, 
Amazon, Booking.com): websites that enable the users 
to share their own opinions, feedbacks related to other 
people, products, services etc.;

 – social networking sites (e.g. Facebook, LinkedIn): on-
line communities for information sharing, social con-
nection and other interactions;

 – virtual game and social worlds (e.g. World of War-
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craft): the group of platforms that simulate a three-
dimensional world in which users can interact with 
others in this environment (similar to real life);

 – wikis (e.g. Wikipedia): websites that enable users to 
edit and publish easily documents (interlinking pages) 
using a simple language and a web browser.

 – widgets/badgets/gadget buttons: small applications that 
can be easily shared or embedded in other sites.

(KAPLAN and HAENLEIN 2010; RYAN, 2014)

IMPORTANCE OF SOCIAL MEDIA  
IN MARKETING STRATEGY

In the last few decades, communication needs and habits 
have been drastically changed – the rapid expansion of the 
Internet has shifted the focus from the use of traditional media 
tools (such as TV, radio, newspapers etc.) to exploiting of 
opportunities offered by the online world (especially social 
media) regardless of location and industry. In this paper 
traditional communication methods mean the typical ATL 
and BTL tools – such as television, radio, newspapers, PR, 
DM, POS, newsletters and traditional online communication 
(web 1.0)  – while social media or web 2.0 applications will 
be categorized as the new way for marketing communication. 
Table 1 represents the main differences between traditional 
media and social media:

Internet users – especially young people – prefer the online 
opportunities and platforms offered by the Internet against 
traditional media. During its 15-year history, online social 
media has reached its current situation, when it has become 

the distributor of information, ideas and different works and 
has merged the functions of traditional media.  Due to the fact 
that interactive content of social media is created by its users 
it seems to users a more democratic way of communication 
that emphasizes individuals, group affiliation and immensity 
of views. In addition to its main advantages, the speed is what 
makes it more consistent with the needs of young generation 
than traditional media (NMHH, 2017).

Because of the above-mentioned characteristics as 
advantages of the social media, it has become more and 
more important in marketing communication. Although 
KOT et al. (2016) state that the mostly used medium to find 
information about a product and the execution of purchase is 
the search engine and social networks do not have a significant 
effect to the customers’ purchasing decisions, different web 
2.0 applications can be effectively used in case of online 
communication campaigns. The emergence of costumer-
to-costumer communication has made it possible for one 
user (individual or organization) to share information with 
hundreds or thousands of other people (MANGOLD and 
FAULDS 2009). Hence, the appearance and spread of social 
media has made it necessary to rethink the original marketing 
promotional mix. MANGOLD and FAULDS (2009) created 
a new paradigm presents the power and impact of discussions 
and consumer using social media – showed by Figure 1. 
Nowadays there are some relevant trends that are representing 
in this new paradigm. One of the most important facts is that 
Internet has become a mass media opportunity – consumers 
use Internet for searching and sharing information, contacting 
with each other, reviewing the feedback of other people, etc. 

Table 1 Differences between traditional media and social media

Source: Mangold and Faulds 2009
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Moreover, consumers’ media usage habits also have been 
changed – they have more control over their media consumption 
through social media as they turned away from opportunities 
offered by traditional media. In the last few years use of social 
media has become to influence the people’ decision making 
process –social media can enable organizations to change 
their consumers’ decisions and behaviors. This phenomenon 
is due to the fact that social media has become more and more 
credible source of information. 

Figure 1 New communications paradigm

Source: Mangold and Faulds 2009

The study performed by SOCIAL MEDIA EXAMINER 
(2016) also confirms that social media marketing has become 
an important pillar for businesses. Major findings are listed 
below:

Video has become essential – a significant 60% of 
marketers use video in their marketing activity and 73% plan 
on increasing their video use. Moreover, live video is a hot 
topic – a significant 50% of marketers plan on using live video 
services such as Facebook Live and Periscope, and 50% want 
to learn more aboutlive video;

Snapchat is on a growth trajectory – although only 5% of 
marketers are using Snapchat, 16% plan on increasing their 
Snapchat activities and 28% of marketers want to learn more 
about Snapchat;

The domination of Facebook is continuous – it is the 
most important social network for marketers. When asked 
to select their most important platform, 55% of marketers 

chose Facebook, followed by LinkedIn at 18%. Plus, 67% 
of marketers plan on increasing their Facebook marketing 
activities;

Facebook and YouTube hold the top platforms for future 
plans – at least 63% of marketers plan on increasing their use 
of these particular social media sites;

Many marketers are unsure about their Facebook 
marketing – a significant 40% of marketers don’t know if 
Facebook traffic has declined in the last 12 months and 35% 
aren’t sure if their Facebook marketing is effective;

Facebook ads dominate – 86% of social marketers 
regularly use Facebook ads;

Tactics and engagement are top areas marketers want 
to master – at least 90% of marketers want to know the 
most effective social tactics and the bestways to engage their 
audience with social media.

According to the research about the Internet usage 
by the individuals in Hungary, National Media and 
Infocommunications Authority (NMHH) states that in 2016 
(as in 2015), 95% of the analyzed population (at least 16 years 
old Internet users who use the Internet weekly) visited social 
networking sites at least once a week during the previous half 
year of the research. Based on its research the domination of 
the two market leaders – Facebook and YouTube – is obvious 
in Hungary, thus the popularity of the other social media 
applications is very low. Facebook was visited by 5.1 million 
users weekly, followed by YouTube with 4.3 million users 
and the others with 2.9 million users. The most relevant 
and serious growth was reached by Instagram in 2016 while 
Pinterest has likely become to catch up. It is interesting fact 
– compared with the US – Twitter did not manage to reach 
the critical mass in Hungary which would be essential for a 
significant growth (NMHH, 2017). 

Although it is obvious that use of different social media 
applications is continuously increasing in the European Union 
– as can be seen in Figure 2 – , only 36% of enterprises  (for 
example restaurants) used these type of diverse marketing 
communication tools in 2017. Furthermore, it is noticeable 
that 26% of enterprises in the EU used only one of the four 

Figure 2: Enterprises using social media in the European Union (% of enterprises) 

Source: Eurostat, 2017
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types of social media. Hence, there is a great market potential 
in social media usage especially in Hungary (EUROSTAT, 
2017).

It is also important to distinguish the purposes for which 
enterprises were exploiting social media in 2017: it might be to 
reach its customers, business partners or other organizations; 
or it might be for communication inside the enterprise or for 
specific purposes such as to recruit employees. Based on the 
Eurostat Statistics (2017) Figure 3 demonstrates that 40 % of 
EU enterprises used social media to develop the enterprise’s 
image or market products. The second main reason for using 
social media (only 27 %) is to obtain or respond to customers’ 
opinions, reviews or questions. As concerns communication 
inside the enterprise, 13 % of enterprises reported to have 
used social media to exchange views, opinions or knowledge 
within the enterprise (EUROSTAT, 2017).

GASTRONOMY AS A SCIENCE

The importance of gastronomy as part of tourism is 
continuously increasing day–by-day. This fact is verified by 
the Committee on Culture and Education of the European 
Parliament who approved a motion for European Parliament 
Resolution on the European gastronomic heritage in 2014: 
cultural and educational aspects. “It recognizes the importance 
of food and gastronomy as artistic and cultural expression 
and fundamental pillars of family and social relationships” 
(CAVICCHI and CIAMPI STANCOVA 2016).

According to IVANOVIĆ et al. (2008) gastronomy is 
part of the experience economy. Recently, due to the strong 
competition and spread of mass tourism, the communication 
of hotels and restaurants is influenced not only by different 
marketing strategies such as STP (segmentation, targeting and 
positioning) marketing but also by those guests and partners 
who can add value to their businesses. Gastronomy is not easy 

to define, as can be seen from the huge number of definitions 
determined by the different Authors. A simple and easily 
manageable explanation of gastronomy is that it is concerned 
with the enjoyment of food and beverages. However, for the 
gourmet and gastronome, it essentially requires a broader 
definition: this is the enjoyment of good food and good 
beverage, in good company.

Based on the definition and classification of gastronomy 
written by IVANOVIĆ et al. (2008) the following types of 
gastronomy can be distinguished: 

Practical gastronomy: contains the practice and study 
of the preparation, production and service of the different 
foods and beverages, from different countries around the 
world, i.e. the cuisines. If we mention practical gastronomy 
we also think about the techniques and standards involved 
in the conversion of raw produce into aesthetic, nationally, 
regionally and culturally specific edible products, complete 
dishes and menus (MORGAN, 2006). It is such an area 
where the chef and the food and beverage professional can 
be supremely active and creative.

Theoretical gastronomy: supports practical gastronomy 
with a process approach, focused on recipes, cookery books 
and other writing. It records various procedures and methods 
that must be carried out in order to maximize the productivity 
and success.

Technical gastronomy: it is more than knowledge of 
specifications for plant and machinery, and how they can 
effect productions and service. Technical gastronomy is a line 
between the small-scale operation and mass manufacture. It 
is also about the evaluation of convenience foods, new and 
evolutionary plant, newer production methods such as sous 
vide, and the skills and equipment required to place these into 
production and safely monitor performance of them over trial 
periods. Research and development technicians, development 
chefs and food scientists, operational specialists, consultant 

Figure 3: Enterprises using social media, by purpose of use (% of enterprises)

Source: Eurostat, 2017
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chefs and group chef executives work in this area.
Food gastronomy is dealing with food and beverages and 

also their genesis. Fundamentally, the role of wine, and other 
beverages, in relation to food is to harmonize, in order to 
maximize the enjoyment. 

Gastronomy therefore provides a platform for a better 
understanding of how food and beverage resources are used 
in a particular situation. Through gastronomy it is possible to 
build a picture of the similarities of different approaches used 
in diverse countries and cultures. (IVANOVIĆ et al. 2008)

Gastro-tourism is a relatively new concept – it is a novel 
form of cultural tourism, which focuses on the values of 
local communities and blends the exploration of local and 
regional traditions, as well as the treasures of gastronomy 
(UNWTO, 2012). Due to the global recession Hungarian 
restaurants had to find new strategies for the new challenges 
in order to increase the number of guests and stay competitive 
– they have become to exploit the opportunities offered by 
the gastro-tourism. In Hungary, the restaurants sub-sector 
is the largest in terms of enterprise numbers, turnover and 
employment in the hospitality sector. Restaurants accounted 
for 49% of all hospitality sector turnover in 2010, and 54% of 
all employment. However, the circumstances of restaurants is 
relatively difficult in Hungary - due to the financial crisis local 
population became to decrease their expenses, and there was 
a radically decline in the rate and absolute number of local 
guests in the restaurants. For example a report written by AC 
Nielsen states that the highest rate of population who never 
goes to restaurant is in Hungary (17%), and only 28% of the 
total population goes there at least once annually (compared 
with 68-78% in France) in the European Union (BARNÓTH, 
2014). On the other hand, the development of gastro-tourism 
is not enough, restaurants sector should reach also the local 
people.  The home and office food delivery business model 
have been identified as a key area of opportunity going 
forward, due to the development of IT and telecommunications 
capability – such as the different social media applications 
(ERNST&YOUNG, 2013). 

RESEARCH HYPOTHESES

In this part, we first would like to address the role of 
social media in Hungary regarding gastronomy industry and 
see what kind of restaurants are preferred by social media 
users. Moreover, we will discuss about the gender and focused 
group. In general, the following 3 hypotheses are presented:

H1: Social media have a huge impact on the guest’s 
decision making processes regarding gastronomy industry 
in Hungary.

H2: Social media users are sensitive to prices while they 
are looking for their preferred restaurants in Hungary.

H3: There is a difference between genders in terms of 
social media in gastronomy industry in Hungary.

Research methodology
In the first step, we undertook a conceptual exploration 

of the relationship of social media and gastronomy industry 

by means of a systematic review of academic literature. In 
the second step, this research did quantitative analysis by 
considering the entire hypothesis based on the designed 
questionnaire by marketing experts work in a marketing 
consultant company. This company basically has ordinary 
registered marketing participants and the questionnaire was 
distributed among them.

In fact, we are looking for certain relationships and 
the differences among groups in this research. Therefore, 
“hypothesis testing” is the purpose of this study. Among 
different types of data-collection methods, we collected data 
from regular participants by conducting an “internet-based 
survey questionnaire” which participants were asked to answer 
the questionnaire which includes 37 different questions. 
Some of them are open questions and the rest of the them 
are designed using 4 Likert scale which determine importance 
with answers of the following type: very important, relatively 
important, less important, not important.

In addition, time horizon is “one-shot”, because data 
are gathered just once from 20th of May till 10th of June. 
Moreover, none of the variables were manipulated, so the 
extent of researchers’ interference is “minimal”.

The collected data were analyzed using demographic 
analysis and descriptive analysis in order to test the hypotheses.

Data analysis and results
In order to reach our objectives, through the Epanel which 

was created by the online marketing consultant company as 
already mentioned. For this research, a total of 256 different 
users with different ids have participated in the survey. 

Table 2 presents some of the demographic results such as 
gender, place of residence and age range.

Table 2 Demographic results

Source: own edition (2017)
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As Table 2 shows, mostly women participated in this 
survey and the main reason was, this topic is more popular 
among the females according to the manager of the marketing 
consultant company.

HYPOTHESIS 1:

As already mentioned, the main objective was to study 
the role and impact of social media in Hungary regarding 
gastronomy industry. Out of the 37 questions 11 questions 
were included in the questionnaire to test this hypothesis. 
Descriptive analysis was done and as Figure 4 shows, just 
for 14% of participants highly preferred to refer social media 
in order to find a proper restaurant is important in Hungary.

Figure 4 Participants ratio’s sensitiveness regarding using social media 
during decision making process 

Source: own edition, 2017

Unlike our expectations, most of the participants didn’t 
look for information when they are surfing on the net in order 
to find their preferred restaurants. Therefore, first hypothesis 
is rejected. 

HYPOTHESIS 2:

One of the controversial questions which made our mind 
busy was what types of restaurants people prefer when they 
are looking for through different types of social media. In 
order to find the right answer, four questions based on their 
salary, how much they are willing to spend in an occasion, 
frequency of going to a restaurant and finally how they 
categorize different types of restaurants were asked. Table 
3 illustrates how our Hungarian participants categorized 
restaurants based on expenses.

Table 3 Types of restaurant

Cheap Medium High Class Luxury

Less than 5000 
HUF

5000-10000 
HUF

10000-15000 
HUF

More than 15000 
HUF

Source: own edition (2017)

As already mentioned, 55% of respondents did not care 
of the information in social media about restaurants and 
gastronomy industry in Hungary. In order to avoid any kind of 
biases and for checking the second hypothesis, those answers 
were extracted which belong to people who care very or 
relatively important to the information in different types of 
social media. Results are shown in Figure 5 for those who care 
very important and in Figure 6 for those who care relatively 
important.

Figure 5 Preferred restaurants ratio based on those who care important 
to data in social media

Source: own edition (2017)
Figure 6 Preferred restaurants ratio based on those who care relatively 

important to data in social media

Source: own edition (2017)
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As Figure 5 and 6 show, those participants who are willing 
to find a proper restaurant through different types of social 
media, they prefer medium and cheap ranges ones. According 
to this result, second hypothesis is accepted.

HYPOTHESIS 3:

Which gender is willing to surf on the net more than the 
other in order to find a proper restaurant? For analyzing 
this hypothesis, just 45% of the respondents’ answers were 
used again based on 5 different questions in the designed 
questionnaire. Those answers which belong to people who 
care and trust very or relatively important to the information 
in different types of social media. Figure 7 belongs to those 
who care very important and Figure 8 relates to respondents 
who care relatively important.

Figure 7 Gender classification for those who care very important to 
data in social media

 

Source: own edition (2017)

Figure 8 Gender classification for those who care relatively important 
to data in social media

Source: own edition (2017)

 

As already mentioned in the literature, women are using 
social media more frequently than men. Based on the results 
from our survey, women are more sensitive to the information 
concerning gastronomy industry and they trust more than 
men to different types of social media. Consequently, third 
hypothesis is also accepted.

CONCLUSION

Despite the many threats and various weaknesses it 
possesses, there is no doubt, that social media usage is 
growing rapidly and it is gradually influencing our life and 
decisions. As gastronomy industry has several specialties, the 
use of social media is a relatively new challenge in this field. 
Based on the literature review it is essential to mention that 
there are no sophisticated and fully-developed methods of 
social media usage in gastronomy industry, however, based 
on the continuously increasing number of researches it is 
obvious that different actors are looking for new opportunities 
and ways to understand the changing needs and habits of 
consumers. The new challenges caused by global recession 
and innovations of information technologydemonstrate the 
need to use social media in different types of organizations 
for example in gastronomy industry – this IT tool is the most 
effective way for knowledge transfer in all sectors in the 21st 
century. This study is intended to contribute to the application 
and necessity of social media in the special area of gastronomy 
industry and also the development of research methodology.  
Based on the survey the following conclusions were also listed:

It seems our participants who can be a sample of 
Hungarians don’t care so much to the social media information 
about the gastronomy industry, specially choosing a restaurant 
in Hungary and it’s totally unlike the results which done by 
researchers in western countries.

The social media information are referred, when people 
are looking for a restaurant in the range of 5000-10000 HUF. 

Women are willing to get information through the social 
media in the scope of gastronomy more than men.

As a recommendation, restaurants should focus of the 
group of women who can be reached effectively through the 
different social media applications. Ranking of the restaurants 
was also recommended in order to advertise and communicate 
effectively through social media applications: 

Cheap restaurants. Less than 5000 HUF
In the range of 5 000 – 10000 HUF
In the range of 10 000 – 15000 HUF
Luxury restaurants: More than 15000 HUF
Results and implications of analysis need further empirical 

confirmation, hence a representative research is planned in 
future work, which examines deeply the consumers’ restaurant 
choosing habits and also the social media usage of different 
types of restaurants in Hungary.
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