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Figure 1. Relevant metrics for social media applications (Hoffman & Fodor, 2010)
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Figure 2. Words that are popular on social media (Kwok & Yu, 2012)
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Figure 3. Number of users per platform (Newcom Research & Consultancy B.V., 2014)
[bookmark: _Toc390077673]Appendix 1.4. New popular platforms and amount of Dutch users
[bookmark: _Toc388206471][bookmark: _Toc388206541][bookmark: _Toc388206968][bookmark: _Toc390077674][image: Newcomnieuwplatform]
Figure 4. Number of users per platform (Newcom Research & Consultancy B.V., 2014)
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Figure 5. The conceptual model of enhancing consumer brand relationships on restaurant Facebook fan pages (Kang, Tang, & Foire, 2014)
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The following survey is part of my bachelor thesis on Restaurant Opium and social media usage. It consists of 10 multiple choice questions and will take around 2 minutes of your time. The goal of the survey is to find out how Opium guests use social media. With the information I retrieve from this research I can advise Restaurant Opium in the optimization of their social media use.
All your answers will be handled with trust.
Thank you for you cooperation!

1. What is your age? Fill in number
2. What is your gender?
Male
Female
3. Which social media platforms do you use? 
Facebook
Twitter
Instagram 
Blogging
LinkedIn
Pinterest
Google+
Foursquare
Other …
4. Have you used the social media page of Restaurant Opium in the past six months?
yes
no (continue to question 6)
5. What is your main reason to use a social media page of Restaurant Opium? (1 answer)
Getting information from the restaurant (f)
Receiving special deals and offers (m)
Recreation (h)
Sharing experiences with others (sp)

6. On a scale of 1-3, how much do you like the content of the following messages. 1: I do not like it, 2: neutral. 3: I do like it
Hope everyone has made fun plans  this Christmas days. Merry Christmas everyone (c)
Summer starts, time to open up the terrace and enjoy our new menu (c)
Share, Like and WIN a coupon of €50 (ms)
This week’s special offer only for our Facebook fans: three course menu only €25 (ms)
7. How much influence does each of the following social media have on you on a scale of 1 – 5. 1 being none at all and 5 being a lot
			1	2	3	4	5	
Facebook
Twitter
Blogging
Instagram
Foursquare
Pinterest
Google+

8. Have you had a positive experience with a Restaurant Opium in the past year and have you shared this in the following ways
Yes/No
I have not had a positive experience with a restaurant
I have not shared my experience
I have told some friends about my experience
I have shared my experience with my friends on my own social media profile
I have shared my experience on a review website as Iens or Tripadvisor
I have shared my experience on the social media page of the restaurant

9. Have you had a negative experience with Restaurant Opium in the past year and have you shared this in the following ways
Yes/No
I have not had a negative experience with a restaurant
I have not shared my experience
I have told some friends about my experience
I have shared my experience with my friends on my own social media profile
I have shared my experience on a review website as Iens or Tripadvisor
I have shared my experience on the social media page of the restaurant

10. If you want to have diner in a restaurant how do you decide which restaurant you will go to?
Yes		No
I always go to the same restaurant
I ask advice to some friends
I read online reviews on review websites as Iens and Tripadvisor
I look at the social media pages of restaurants
I read reviews in magazines and travel books

[bookmark: _Toc390077677]Appendix 3. Survey potential customers
The following survey is part of my bachelor thesis on restaurants and social media usage. It consists of 10 multiple choice questions and will take around 2 minutes of your time. The goal of the survey is to find out how Dutch consumers use social media. With the information I retrieve from this research I can advise restaurants in the optimization of their social media use.
All your answers will be handled with trust.
Thank you for you cooperation!

1. What is your age? Fill in number
2. What is your gender?
Male
Female
3. Which social media platforms do you use? 
Facebook
Twitter
Instagram 
Blogging
LinkedIn
Pinterest
Google+
Foursquare
Other …
4. Have you used the social media page of a restaurant in the past six months?
yes
no (continue to question 6)
5. What is your main reason to use a restaurants social media page? (1 answer)
Getting information from the restaurant 
Receiving special deals and offers 
Recreation 
Sharing experiences with others 

6. On a scale of 1-3, how much do you like the content of the following messages. 1: I do not like it, 2: neutral. 3: I do like it
Hope everyone has made fun plans  these Christmas days. Merry Christmas everyone!’(c)
Summer starts, time to open up the terrace and enjoy our new menu (c)
Share, Like and WIN a coupon of €50 (ms)
This week’s special offer only for our Facebook fans: three course menu only €25 (ms)
7. How much influence does each of the following social media have on you on a scale of 1 – 5. 1 being none at all and 5 being a lot
			1	2	3	4	5	
Facebook
Twitter
Blogging
Instagram
Foursquare
Pinterest
Google+

8. Have you had a positive experience with a restaurant in the past year and have you shared this in the following ways
Yes/No
I have not had a positive experience with a restaurant
I have not shared my experience
I have told some friends about my experience
I have shared my experience with my friends on my own social media profile
I have shared my experience on a review website as Iens or Tripadvisor
I have shared my experience on the social media page of the restaurant

9. Have you had a negative experience with a restaurant in the past year and have you shared this in the following ways
Yes/No
I have not had a negative experience with a restaurant
I have not shared my experience
I have told some friends about my experience
I have shared my experience with my friends on my own social media profile
I have shared my experience on a review website as Iens or Tripadvisor
I have shared my experience on the social media page of the restaurant

10. If you want to have diner in a restaurant how do you decide which restaurant you will go to?
Yes		No
I always go to the same restaurant
I ask advice to some friends
I read online reviews on review websites as Iens and Tripadvisor
I look at the social media pages of restaurants
I read reviews in magazines and travel books
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	Use social media Opium

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	3
	10,7
	10,7
	10,7

	
	No
	25
	89,3
	89,3
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 1. Current customers using Opium’s social media

	Reason

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	22
	78,6
	78,6
	78,6

	
	Getting information
	6
	21,4
	21,4
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 2. Reason of using Opium’s social media

Preference of content
	Opinion conversational1

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I do not like it
	14
	50,0
	50,0
	50,0

	
	Neutral
	10
	35,7
	35,7
	85,7

	
	I do like it
	4
	14,3
	14,3
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 3. Opinion current customers ‘Hope everyone has made fun plans  these Christmas days. Merry Christmas everyone!’

	Opinion conversationl2

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	I do not like it
	4
	14,3
	14,3
	17,9

	
	Neutral
	5
	17,9
	17,9
	35,7

	
	I do like it
	18
	64,3
	64,3
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 4. Opinion current customers ‘Summer starts, time to open up the terrace and enjoy our new menu’

	Opinion sales-marketing1

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I do not like it
	13
	46,4
	46,4
	46,4

	
	Neutral
	4
	14,3
	14,3
	60,7

	
	I do like it
	11
	39,3
	39,3
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 5. Opinion current customers ‘Share, Like and WIN a coupon of €50’

	Opinion sales-marketing2

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I do not like it
	5
	17,9
	17,9
	17,9

	
	Neutral
	3
	10,7
	10,7
	28,6

	
	I do like it
	20
	71,4
	71,4
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 6 Opinion current customers ‘This week’s special offer only for our Facebook fans: three course menu only €25’

Influence of social media sites
	Influence Facebook

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	none
	6
	21,4
	21,4
	21,4

	
	Little
	4
	14,3
	14,3
	35,7

	
	neutral
	3
	10,7
	10,7
	46,4

	
	some
	12
	42,9
	42,9
	89,3

	
	a lot
	3
	10,7
	10,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 7. Influence of Facebook on current customers
	Influence Twitter

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	none
	17
	60,7
	60,7
	64,3

	
	Little
	4
	14,3
	14,3
	78,6

	
	neutral
	5
	17,9
	17,9
	96,4

	
	some
	1
	3,6
	3,6
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 8. Influence of Twitter on current customers
	Influence Blogging

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	none
	20
	71,4
	71,4
	75,0

	
	Little
	1
	3,6
	3,6
	78,6

	
	neutral
	3
	10,7
	10,7
	89,3

	
	some
	3
	10,7
	10,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 9. Influence of blogging on current customers
	Influence Instagram

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	none
	17
	60,7
	60,7
	64,3

	
	Little
	3
	10,7
	10,7
	75,0

	
	neutral
	2
	7,1
	7,1
	82,1

	
	some
	4
	14,3
	14,3
	96,4

	
	a lot
	1
	3,6
	3,6
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 10. Influence of Instagram on current customers
	Influence Foursquare

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	none
	23
	82,1
	82,1
	85,7

	
	Little
	1
	3,6
	3,6
	89,3

	
	neutral
	3
	10,7
	10,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 11. Influence of Foursquare on current customers
	Influence Pinterest

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	none
	19
	67,9
	67,9
	71,4

	
	Little
	3
	10,7
	10,7
	82,1

	
	neutral
	4
	14,3
	14,3
	96,4

	
	some
	1
	3,6
	3,6
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 12. Influence of Pinterest on current customers
	Influence Google+

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	none
	21
	75,0
	75,0
	78,6

	
	Little
	3
	10,7
	10,7
	89,3

	
	neutral
	3
	10,7
	10,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 13. Influence of Google+ on current customers
Sharing of positive experience
	No positive Opium experience

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	Yes
	7
	25,0
	25,0
	28,6

	
	No
	20
	71,4
	71,4
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 14. Current customers that did not have a positive experience at Opium
	Not shared

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	Yes
	9
	32,1
	32,1
	35,7

	
	No
	18
	64,3
	64,3
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 15. Current customers that did not share their positive experience
	Friends

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	Yes
	17
	60,7
	60,7
	64,3

	
	no
	10
	35,7
	35,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 16. Current customers that have told their friends about their positive experience
	Personal social media profile

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	2
	7,1
	7,1
	7,1

	
	no
	26
	92,9
	92,9
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 17. Current customers that have shared their experience on their personal social media profile
	Review website

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	no
	27
	96,4
	96,4
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 18. Current customers that have shared their experience on a review website
	Social media Opium

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	no
	27
	96,4
	96,4
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 19. Current customers that have shared their experience on Opium’s social media page
Sharing of negative experience
	No negative Opium experience

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	16
	57,1
	57,1
	57,1

	
	no
	12
	42,9
	42,9
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 20. Current customers that did not have a negative experience at Restaurant Opium

	Not shared

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	4
	14,3
	14,3
	14,3

	
	yes
	12
	42,9
	42,9
	57,1

	
	no
	12
	42,9
	42,9
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 21. Current customers that have not shared their negative experience
	Friends

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	4
	14,3
	14,3
	14,3

	
	yes
	1
	3,6
	3,6
	17,9

	
	no
	23
	82,1
	82,1
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 22. Current customers that have told their friends about their negative experience
	Personal social media profile

	
	Frequency
	Percent
	Valid Percent
	Cum. ulative Percent

	Valid
	0
	4
	14,3
	14,3
	14,3

	
	no
	24
	85,7
	85,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 23. Current customers that have shared their negative experience on their personal social media profile
	Review website

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	4
	14,3
	14,3
	14,3

	
	no
	24
	85,7
	85,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 24. Current customers that have shared their negative experience on a review website
	Social media Opium

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	4
	14,3
	14,3
	14,3

	
	no
	24
	85,7
	85,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 25. Current customers that have shared their negative experience on Opium’s social media page
Chosing a restaurant

	Same restaurant

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	3
	10,7
	10,7
	10,7

	
	yes
	2
	7,1
	7,1
	17,9

	
	no
	23
	82,1
	82,1
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 26. Current customer that always go to the same restaurant

	Friends advice

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	25
	89,3
	89,3
	89,3

	
	no
	3
	10,7
	10,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 27. Current customers that base their decision on advice of friends
	Read review website

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	yes
	24
	85,7
	85,7
	89,3

	
	no
	3
	10,7
	10,7
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 28. Current customers that base their decision on reviews on review websites
	Visit restaurant social media

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	2
	7,1
	7,1
	7,1

	
	yes
	5
	17,9
	17,9
	25,0

	
	no
	21
	75,0
	75,0
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 29. Current customers that base their decision on social media pages of the restaurant
	Read reviews magazine/guide

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	3,6
	3,6
	3,6

	
	yes
	14
	50,0
	50,0
	53,6

	
	no
	13
	46,4
	46,4
	100,0

	
	Total
	28
	100,0
	100,0
	


Table 30. Current customers that base their decision on reviews in magazines and guide books
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Appendix 5. Findings potential customers
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Table 31. Potential customers using restaurant's social media
	Reason

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	73
	47,7
	47,7
	47,7

	
	Getting information
			62
	40,5
	40,5
	88,2

	
	Receiving special deals and offers
	6
	3,9
	3,9
	92,2

	
	Giving feedback
	7
	4,6
	4,6
	96,7

	
	Other
	5
	3,3
	3,3
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 32. Reason of using restaurant's social media
Preference of content
	Opinion conversational1

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	4
	2,6
	2,6
	2,6

	
	I do not like it
	51
	33,3
	33,3
	35,9

	
	neutral
	73
	47,7
	47,7
	83,7

	
	I do like it
	25
	16,3
	16,3
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 33. Opinion potential customers ‘Hope everyone has made fun plans  these Christmas days. Merry Christmas everyone!’
	Opinion conversationl2

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	4
	2,6
	2,6
	2,6

	
	I do not like it
	19
	12,4
	12,4
	15,0

	
	neutral
	39
	25,5
	25,5
	40,5

	
	I do like it
	91
	59,5
	59,5
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 34. Opinion potential customers ‘Summer starts, time to open up the terrace and enjoy our new menu’
	Opinion sales-marketing1

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	5
	3,3
	3,3
	3,3

	
	I do not like it
	64
	41,8
	41,8
	45,1

	
	neutral
	49
	32,0
	32,0
	77,1

	
	I do like it
	35
	22,9
	22,9
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 35. Opinion potential customers ‘Share, Like and WIN a coupon of €50’
	Opinion sales-marketing2

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	4
	2,6
	2,6
	2,6

	
	I do not like it
	27
	17,6
	17,6
	20,3

	
	neutral
	34
	22,2
	22,2
	42,5

	
	I do like it
	88
	57,5
	57,5
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 36. Opinion potential customers ‘This week’s special offer only for our Facebook fans: three course menu only €25’
Influence of social media sites
	Influence Facebook

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	,7
	,7
	,7

	
	None
	35
	22,9
	22,9
	23,5

	
	Little
	36
	23,5
	23,5
	47,1

	
	Neutral
	14
	9,2
	9,2
	56,2

	
	Some
	57
	37,3
	37,3
	93,5

	
	a lot
	10
	6,5
	6,5
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 37. Influence of Facebook on potential customers
	Influence Twitter

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	3
	2,0
	2,0
	2,0

	
	none
	105
	68,6
	68,6
	70,6

	
	little
	23
	15,0
	15,0
	85,6

	
	neutral
	14
	9,2
	9,2
	94,8

	
	some
	7
	4,6
	4,6
	99,3

	
	a lot
	1
	,7
	,7
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 38. Influence of Twitter on potential customers
	Influence Blogging

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	8
	5,2
	5,2
	5,2

	
	none
	101
	66,0
	66,0
	71,2

	
	little
	14
	9,2
	9,2
	80,4

	
	neutral
	19
	12,4
	12,4
	92,8

	
	some
	6
	3,9
	3,9
	96,7

	
	a lot
	5
	3,3
	3,3
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 39. Influence of blogging on potential customers
	Influence Instagram

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	5
	3,3
	3,3
	3,3

	
	none
	99
	64,7
	64,7
	68,0

	
	little
	17
	11,1
	11,1
	79,1

	
	neutral
	13
	8,5
	8,5
	87,6

	
	some
	15
	9,8
	9,8
	97,4

	
	a lot
	4
	2,6
	2,6
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 40. Influence of Instagram on potential customers
	Influence Foursquare

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	9
	5,9
	5,9
	5,9

	
	none
	136
	88,9
	88,9
	94,8

	
	little
	5
	3,3
	3,3
	98,0

	
	neutral
	2
	1,3
	1,3
	99,3

	
	some
	1
	,7
	,7
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 41. Influence of Foursquare on potential customers
	Influence Pinterest

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	10
	6,5
	6,5
	6,5

	
	none
	115
	75,2
	75,2
	81,7

	
	little
	10
	6,5
	6,5
	88,2

	
	neutral
	8
	5,2
	5,2
	93,5

	
	some
	9
	5,9
	5,9
	99,3

	
	a lot
	1
	,7
	,7
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 42. Influence of Pinterest on potential customers
	Influence Google+

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	8
	5,2
	5,2
	5,2

	
	none
	114
	74,5
	74,5
	79,7

	
	little
	12
	7,8
	7,8
	87,6

	
	neutral
	11
	7,2
	7,2
	94,8

	
	some
	4
	2,6
	2,6
	97,4

	
	a lot
	4
	2,6
	2,6
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 43. Influence of Google+ on potential customers
Sharing of experiences

	No positive experience at restaurant

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	10
	6,5
	6,5
	6,5

	
	yes
	39
	25,5
	25,5
	32,0

	
	no
	104
	68,0
	68,0
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 44. Potential customers that did not have a positive experience in a restaurant
	Not shared

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	10
	6,5
	6,5
	6,5

	
	yes
	79
	51,6
	51,6
	58,2

	
	no
	64
	41,8
	41,8
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 45. Potential customers that did not share their positive experience
	Friends

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	5
	3,3
	3,3
	3,3

	
	yes
	119
	77,8
	77,8
	81,0

	
	no
	29
	19,0
	19,0
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 46. Potential customers that have told their friends about their positive experience
	Personal social media profile

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	11
	7,2
	7,2
	7,2

	
	yes
	26
	17,0
	17,0
	24,2

	
	no
	116
	75,8
	75,8
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 47. Potential customers that have shared their positive experience on their persoanl social media profile
	Review website

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	11
	7,2
	7,2
	7,2

	
	yes
	20
	13,1
	13,1
	20,3

	
	no
	122
	79,7
	79,7
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 48. Potential customers that have shared their positive experience on a review website

		Social media restaurant

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	10
	6,5
	6,5
	6,5

	
	yes
	13
	8,5
	8,5
	15,0

	
	no
	130
	85,0
	85,0
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 49. Potential customers that have shared their positive experience on the restaurant's social media page
	No negative experience at restaurant

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	5
	3,3
	3,3
	3,3

	
	yes
	102
	66,7
	66,7
	69,9

	
	no
	46
	30,1
	30,1
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 50. Potential customers that did not have a negative experience in a restaurant
Not shared

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	11
	7,2
	7,2
	7,2

	
	yes
	65
	42,5
	42,5
	49,7

	
	no
	77
	50,3
	50,3
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 51. Potential customers who have not shared their negative experience
	Friends

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	11
	7,2
	7,2
	7,2

	
	yes
	81
	52,9
	52,9
	60,1

	
	no
	61
	39,9
	39,9
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 52. Potential customers that have told their friends about their negative experience
	Personal social media profile

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	13
	8,5
	8,5
	8,5

	
	yes
	3
	2,0
	2,0
	10,5

	
	no
	137
	89,5
	89,5
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 53. Potential customers that have shared their negative experience on their personal social media profile
	Review website

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	15
	9,8
	9,8
	9,8

	
	yes
	10
	6,5
	6,5
	16,3

	
	no
	128
	83,7
	83,7
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 54. Potential customers that have shared their negative experience on a review website
	Social media restaurant

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	16
	10,5
	10,5
	10,5

	
	yes
	5
	3,3
	3,3
	13,7

	
	no
	132
	86,3
	86,3
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 55. Potential customers that have shared their negative experience on the social media page of the restaurant
 Chosing to go to restaurant
	Same restaurant

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	9
	5,9
	5,9
	5,9

	
	yes
	23
	15,0
	15,0
	20,9

	
	no
	121
	79,1
	79,1
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 56. Potential customers that always go to the same restaurant
	Friends advice

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	6
	3,9
	3,9
	3,9

	
	yes
	134
	87,6
	87,6
	91,5

	
	no
	13
	8,5
	8,5
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 57. Potential customers that base their decision on friends' advice
	Read review website

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	10
	6,5
	6,5
	6,5

	
	yes
	74
	48,4
	48,4
	54,9

	
	no
	69
	45,1
	45,1
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 58. Potential customers that base their decision on reviews on review websites
	Visit restaurant social media

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	10
	6,5
	6,5
	6,5

	
	yes
	52
	34,0
	34,0
	40,5

	
	no
	91
	59,5
	59,5
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 59. Potential customers that base their decision on a social media page of the restaurant
	Read reviews magazine/guide

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	9
	5,9
	5,9
	5,9

	
	yes
	61
	39,9
	39,9
	45,8

	
	no
	83
	54,2
	54,2
	100,0

	
	Total
	153
	100,0
	100,0
	


Table 60. Potential customer that base their decision on reviews in magazines and guide books
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Hofman Café
Janskerkhof 17a
3512 BM Utrecht
http://hofman-cafe.nl/
Facebook
https://www.facebook.com/HofmanCafe
1548 likes
5533 visitors
3,6 ranked (137 reviews)
Twitter
https://twitter.com/HofmanCafe 
1672 followers
4455 tweets
Review websites:
Iens: ranked 7,3 based on 27 reviews
Interview with Marcel Kamphuis on April 29.
Who manages the social media of your company, an employee or an external party?
I have been doing the social media for Hofman for half a year now. I do not work here myself, I am a social media expert. For example I have also done the social media for several Festivals and I am also working for other companies. Right now I am also doing the social media for Tivoli.
What is your target audience?
Hofman does not really want to be stuck to one certain target audience. People that come here are mostly between the age of 20 to 30 years. Lately we are also experimenting with other age groups, for example we have a philosophy evening once a month. This attracts a totally new type of audience compared to the guests that come to Hofman on a normal Thursday night.
Since when do you use social media?
I have been doing the social media for half a year now. But Hofman has been using social media before, I think since 2011.
Which platforms do you use?
We use Facebook and Twitter. Four months ago the website has been renewed. Now we are working with SEO (Search Engine Optimization) much more. So we are thinking about which terms to use and which term people will be using when looking for us. Also we have a newsletter each month. We use this to inform people about the latest news for example a calendar of all performances is included. We also have an account on Foursquare, but I do not think we really use that. I also do not think Foursquare adds a much value because not many people use it. Furthermore we use review websites. Unfortunately we get negative reviews, I honestly think another pub might be behind this, writing bad review about the competitors. Sometimes we use print media, these are mostly posters or the Uitloper.
Do you post the same message on each platform or do your alter the message per platform?
I alter the messages per platform. Several bands come to perform at Hofman, I usually tweet about this with a #bandname. Afterwards bands will also post something about having performed at Hofman, so all their fans will see this. Also guests tweet about being at Hofman sometimes.
Which platforms do you think work best for your company? Why
I think Facebook works best to reach Hofman’s audience. A while ago Facebook changed the settings that not everyone will see all new status updates appear on their wall, and people can even chose what they want to appear on their wall. So not everyone who has liked Hofman’s account will see our posts. However when you use Facebook advertisement in a smart way you will reach a lot of people. With this advertising you can be very specific in who you want to reach. This way you are able to reach a specific audience, and you only pay per person who sees the advertisement so this a very cheap way of advertising.
Also on Facebook it very easy to set a certain goal. For example you want to reach 1000 likes. You inform your fans about this goal, when this goal is reached one lucky fan will receive a bottle of Bacardi. This way Hofman got a lot of likes in few time. 
Do you post with a certain frequency or random?
Normally I post something every day. I plan this beforehand so it seems like less work. I think it is important to stay active. Especially on Facebook I think when you are not active for a while less people will see your posts. So the more you post the more people will see it.
What sort of messages do you post on social media? (Conversational / sales-marketing)
I use both conversational en sales-marketing type of messages. Sometimes indeed a short post on how much fun it was last night at Hofman. Other times the messages are more focused on sales, for example we post a flyer on which people can collect stamps for each beer they purchase and the tenth beer is for free. I also post real-time content, for example when the weather is good and there is quite some empty spaces at the terrace, I post tweet about this. 
What sort of messages generate most interaction?
The conversation type of content is definitely more popular. These messages generate more response. Humor is something people like a lot. For example one time Hofman put a sign outside saying “Coffee €8,-, Hi can I get a coffee? €5 and Hi can I get a coffee please? €2,50” people reallike liked this, we got a lot of comments and it got shared and retweeted many times. Something else people like is personal things, about people that work here. Hofman held a winetasting for all their employees once, I posted a message with a picture of this. Seeing the people behind the company is something people are interested in.
Is it possible for guests to write a review on the website? 
No, it might be good idea!
Do you know a way to measure the outcome of your social media efforts?
I find this very difficult to measure. I have the idea that there are more guests if we advertise via Facebook. But I do not know a way to really measure if that is true. 
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Mick O’Connells
Jansdam 3
3512 HA Utrecht
http://www.mickoconnells.com/
Facebook
https://www.facebook.com/pages/King-Arthur/137116183014466?fref=ts
2316 likes
2435 visitors
4,1 ranked (197 reviews)
Interview with Stephanie O’Reilly, assistant manager Mick O’Connells at May 8.
Who is responsible for the social media of Mick O’Connells?
I have been doing Mick’s social media since I became assistant manager three years ago.
Since when does Mick use social media?
The Facebook account already existed  when I started managing the social media. However before that time is was not used much yet.
Which platform do you use?
We only have a Facebook account. And a website of course.
Which platform do you think would work best for Mick O’Connells?
We only use Facebook. I have also thought about using Twitter, but not many of our clients are on Twitter. And Facebook works for Mick. Also it already takes me enough time to handle one platform, so why add another.
Do you post new messages with a certain frequency or is it random?
Usually I post something on Facebook every day. Mostly because I post the meal of the day each day.
What sort of messages do you post on Facebook?
Besides the meal of the day I write posts about sports, to inform guests on the game that will play that night. Because we play a lot of matches here, for some people that is the reason why they come here. That is why I think it is important to inform them about this. Sometimes I also post a funny fact or something like that. 
We also use Facebook advertising. Before big events as last Kings Day for example we use advertising on Facebook to make sure there are a lot of people. 
And does this work?
It is actually hard to say if this works. It is always very busy with these events and then it is hard to see if it is because of Facebook or not. 
What sort of messages generate most interaction?
People usually like pictures, especially of food or of others who have been to the same bar. People also really like humor. Furthermore it is important to look at what time you post messages. Usually I post the meal of the day two or three hours before dinner, around four o’clock. I also try to post messages about that nights’ football match around three hours before the match starts. It is important to consider the timing so that people have enough time to plan what they will be eating or doing that night.
It is possible for guests to write a review on your website? Or do you use review website for this?
No.
Do you know a way to measure the outcome of your social media efforts?
I think this is very difficult because when people walk in they do not just say: ‘Hey, I found you on Facebook!’ However, in January we started using the format in which people needed to like our Facebook page in order to be able to get access to our WIFI. Since then the amount of likes have increased with 70%. 
How do you see  Mick O’Connells use social media in the future?
For now Facebook is most important to us, so I think we will continue to use that. Unless maybe someone finds out a new platform with great features which will become more popular than Facebook.

[bookmark: _Toc390077683]Appendix 6.3. Interview King Arthur
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King Arthur 
Oudegracht 101-103, 
3511 AE, Utrecht 
http://www.kingarthur-utrecht.nl/
Facebook
https://www.facebook.com/pages/King-Arthur/137116183014466?fref=ts
1955 Likes
9457 visitors
4,0 ranked (215 reviews)
Twitter
https://twitter.com/KingArthur_cafe
153 follower
103 tweets
Review websites:
 Iens: ranking 7,0 based on 82 reviews
Couverts: ranking 8,1 based on 58 reviews
Google: ranking 3,4 based on 16 reviews
Interview with Mark Harmsen, the owner of King Arthur on May 9.
Are you responsible for handling all King’s social media, or have you hired an external party to do that?
No I do everything myself. I actually enjoy doing it. Also I began using the internet and social media very early. I already claimed the domain for the website in 1987 when I was still studying. The fact that I have the website has been online for a long time still has a very positive effect. The more a website has been clicked and has been linked to the higher the website will appear in Google. 
Which social media platforms do you use? And since when are you using them?
There is a mobile version of the website since three years now. I am very happy with this, because every day more people are using their phones to look for a restaurant or something. 
I also have a Twitter account, I have been using this for seven or eight years now. But I do not really use this often. I have created a Facebook account a bit after the I started using Twitter. I also have a YouTube account, in the beginning I used this for the King as well, but nowadays I only use that for personal use for my hobby. 
What sort of posts get the most response? (views, likes, shares/retweets)
On Facebook the post that was most popular was about two young boys that did a short internship here at the King. It got shared by them and their friends and family liked it. This way am I using someone else’s network to promote King Arthur. When you only use your own network, only the people that already like your page, not many people will see your post in the end. By using someone else’s network your post will be seen by so much more people! 
For example when an employee had been working here for 12,5 years, I posted a message about that tagging here. That way I used her network as well.
Also a while ago an English rugby team came to King Arthur for dinner and drinks. So I posted a message about that. The page of the rugby team and some rugby players shared the post. That is how this message got spread very far and fast.
Did you post that message in English or Dutch?
This post was in English. It really depends on what I post and which people I want to reach whether I use Dutch or English. We also get foreigner guests so sometimes I chose to write a message in English. 
Do you know a way to measure the outcome of your social media efforts?
It is very difficult to see the effect of what I post. For example when I post something about a new menu or a mother’s day special, people will see this and they will think ‘O that looks nice’. Some of them will than make a reservation, but now many will like, share or react on these kind of posts. On Facebook you will not be able to see the effect, because people do not react on Facebook.
Are there specific types of posts that work very well for you?
I notice that people like it when I posts unique things. For example  pictures of products we use. A while ago I posted a picture of a lamb which got a lot of reactions. 
Do you also use humor of social media?
I used to do this yes. However lately I do not use humor anymore. Because the page should not become one big joke, than people will not take it serious. Also people who visit your page for the first time, will look at the last five posts. On these posts hey will base their decision to like you or not. Therefore all posts should be relevant, I always ask myself if people will actually want to know this. So I post information about the restaurant, things about the kitchen and relevant things about employees, because I thinks guests are also interested in the people behind the company.
Are there things that do not work at all in your opinion?
What really works badly is the “Like, share and win” post. For King’s Day I posted a like, share and win, but this did not work at all. The post was shared two times, both were regular customers. Also I think it is important not to use too many promotions. Otherwise i twill become too much like a door to door advertising flyer. 
Do you post messages with a certain frequency?
I usually post something on Facebook two or three times a month. I think it is important only to post something when you actually have something relevant to say. If you post too often it might come across as spam and you can lose fans because of this.
And on Twitter?
I barely post something on Twitter, I think Twitter content should be news worthy. For example  I tweeted when there was a seagull stuck in the tree in front of the King, and fireman came to rescue the poor animal. Or when a famous Dutch person ate at King Arthur.
Do you also use other platforms, as Instagram or Foursquare for example?
We also have a Foursquare account, but we only use this for check-ins. So guests can check-in, but we do not give them a discount or free drink if they are frequent visitors. I actually have the feeling that Twitter is becoming the new Foursquare. Lately I have noticed that more people are using Twitter to check-in somewhere.
And do you do something with people that tweet about being at King Arthur?
Yes 80% of my tweets are retweets or reactions to people that tweet about eating at the King. 
Is King Arthur also present at review websites?
Yes people can leave reviews at Google, Iens and Couverts. People can also make an online reservarion via Iens.
Does the Facebook page also have to application that people can write reviews?
Yes it is possible for people to write a review on the Facebook page. This does not happen very often. I think Facebook sends our requests to write a review to fans at random. Very few people write a review via Facebook, it happens more via Google or Iens. O and just another small tip: it is very useful to link the Facebook page to a personal account, this way you can add many applications to the page and you will be able to see many more statistics. Because of this it is easier to see what sort of posts your fans are interested in.  
What works best for King Arthur in your opinion?
The websites work best for new guests, they will search on Google and this way they will get to the website.
I used to use print media for marketing. For example I put an advertisement in the Uitloper sometimes. This cost me around €250/300,- per advertisement. The reach was big, around 17000 people, but only a small part of those people would actually like King Arthur. Now I use Facebook instead of the Uitloper. It is free and I know for a fact that the people like King Arthur, because they have liked the page. It is a form of direct marketing and it works in two ways. Via Facebook you can start a conversation with the people. 
Also I am very happy with the mobile website, this was a very good addition to the already existing website. The option to make an online reservation also work well, because people can make an reservation at any time.
How do you see social media in the future? Do you think Facebook will still be most important for you?
I think Facebook will be gone within two years. There is too much advertisement which will become too annoying to people and they will stop using Facebook. Everything on the internet happens very quick. Things are big for a short while, and then something new will come along. 
So when Facebook is over, I will start looking for a new platform. Hopefully Facebook will stay popular for a while, because I finally know how to use it and I have built a big fan base for King Arthur.
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First, the relevant interview parts were selected. It was possible to divide these into separate categories. The following categories were discovered.
Platforms (which platforms do they use)
· Facebook 
· Twitter
· Foursquare
· Other media
· Reviews
Measurability
Content (what do they post on social media)
· Tagging
· Humor
· Employees
· Relevant information
· Frequency
· Facebook advertising
What does not work
What works

The following colors are used for each venue:
Hofman Café
Mick O’Connell’s
King Arthur
[bookmark: _Toc390077685]Platforms (which platforms do they use)
[bookmark: _Toc390077686]Facebook
We only have a Facebook account. 
We use Facebook and Twitter  
Also on Facebook it very easy to set a certain goal. For example you want to reach 1000 likes. You inform your fans about this goal, when this goal is reached one lucky fan will receive a bottle of Bacardi.
Facebook account a bit after the I started using Twitter
Twitter
We use Facebook and Twitter  
I have also thought about using Twitter, but not many of our clients are on Twitter.
Twitter account, I have been using this for seven or eight years now
[bookmark: _Toc390077687]Foursquare
We also have a Foursquare account, but we only use this for check-ins. So guests can check-in, but we do not give them a discount or free drink if they are frequent visitors
We also have an account on Foursquare, but I do not think we really use that.
[bookmark: _Toc390077688]Other media
the website
we have a newsletter each month.
we use print media, these are mostly posters or the Uitloper.
And a website
more people are using their phones to look for a restaurant or something. … mobile version of the website since three years now
I used to use print media for marketing. Now I use Facebook instead of the Uitloper. It is free and I know for a fact that the people like King Arthur, because they have liked the page. It is a form of direct marketing and it works in two ways. Via Facebook you can start a conversation with the people.
YouTube account, in the beginning I used this for the King as well, but nowadays I only use that for personal use for my hobby.
[bookmark: _Toc390077689]Reviews
people can leave reviews at Google, Iens and Couverts
it is possible for people to write a review on the Facebook page.

[bookmark: _Toc390077690]Measurability
difficult to measure. I have the idea that there are more guests if we advertise via Facebook. But I do not know a way to really measure if that is true.
We also use Facebook advertising. It is actually hard to say if this works.
I think this is very difficult because when people walk in they do not just say: ‘Hey, I found you on Facebook!’
in January we started using the format in which people needed to like our Facebook page in order to be able to get access to our WIFI. Since then the amount of likes have increased with 70%.
It is very difficult to see the effect of what I post.
Some of them will than make a reservation, but now many will like, share or react on these kind of posts.
[bookmark: _Toc390077691]Content (what kind of messages are posted)
alter the messages per platform. 
both conversational en sales-marketing type of messages. conversation type of content is definitely more popular.
real-time content, for example when the weather is good and there is quite some empty spaces at the terrace,
People usually like pictures, especially of food or of others who have been to the same bar.
depends on what I post and which people I want to reach whether I use Dutch or English.
80% of my tweets are retweets or reactions to people that tweet about eating at the King.
[bookmark: _Toc390077692]Tagging
Several bands come to perform at Hofman, I usually tweet about this with a #bandname. Afterwards bands will also post something about having performed at Hofman, so all their fans will see this. Also guests tweet about being at Hofman sometimes.
This way am I using someone else’s network to promote King Arthur. When you only use your own network, only the people that already like your page, not many people will see your post in the end. By using someone else’s network your post will be seen by so much more people! 
[bookmark: _Toc390077693]Humor
Humor is something people like a lot. For example one time Hofman put a sign outside saying “Coffee €8,-, Hi can I get a coffee? €5 and Hi can I get a coffee please? €2,50” people reallike liked this, we got a lot of comments and it got shared and retweeted many times
Sometimes I also post a funny fact or something like that. 
People also really like humor.
I used to do this yes. However lately I do not use humor anymore. Because the page should not become one big joke, than people will not take it serious.
[bookmark: _Toc390077694]Employees
Something else people like is personal things, about people that work here. Hofman held a winetasting for all their employees once, I posted a message with a picture of this. Seeing the people behind the company is something people are interested in.
[bookmark: _Toc390077695]Relevant info
I write posts about sports, to inform guests on the game that will play that night. Because we play a lot of matches here, for some people that is the reason why they come here. That is why I think it is important to inform them about this.
because I post the meal of the day each day
Therefore all posts should be relevant, I always ask myself if people will actually want to know this. So I post information about the restaurant, things about the kitchen and relevant things about employees, because I thinks guests are also interested in the people behind the company.
[bookmark: _Toc390077696]
frequency
I post something every day.
important to stay active. on Facebook I think when you are not active for a while less people will see your posts. So the more you post the more people will see it.
I post something on Facebook every day. 
I usually post something on Facebook two or three times a month
I think it is important only to post something when you actually have something relevant to say. If you post too often it might come across as spam and you can lose fans because of this.
I barely post something on Twitter, I think Twitter content should be news worthy
[bookmark: _Toc390077697]Facebook advertising
when you use Facebook advertisement in a smart way you will reach a lot of people. With this advertising you can be very specific in who you want to reach. This way you are able to reach a specific audience, and you only pay per person who sees the advertisement so this a very cheap way of advertising.
We also use Facebook advertising. It is actually hard to say if this works.

[bookmark: _Toc390077698]What does not work
do not think Foursquare adds a much value because not many people use it.
What really works badly is the “Like, share and win” post.
Also I think it is important not to use too many promotions. Otherwise i twill become too much like a door to door advertising flyer.

[bookmark: _Toc390077699]What works
Facebook works best to reach Hofman’s audience
it is important to look at what time you post messages. It is important to consider the timing so that people have enough time to plan what they will be eating or doing that night.
people like it when I posts unique things. For example  pictures of products we use
Also people who visit your page for the first time, will look at the last five posts. On these posts hey will base their decision to like you or not.
it is very useful to link the Facebook page to a personal account, this way you can add many applications to the page and you will be able to see many more statistics
The websites work best for new guests, they will search on Google and this way they will get to the website.
The option to make an online reservation also work well, because people can make an reservation at any time.


[bookmark: _Toc390077700]Appendix 7. Case studies
[bookmark: _Toc390077701]Appendix 7.1 Zussen
The homepage of lobby-restaurant Zussen looks elegant but simple to use. The background is covered by a big picture that changes every 5 seconds. These pictures give a good impression of the restaurant. All the social media account are incorporated directly on the homepage on the right – Facebook, Twitter and Foursquare. It is also easy to make an online reservation or to write a review via the homepage. 
[bookmark: _Toc390077702]What works for Zussen
Compared to other restaurants in Utrecht, Zussen has many visitors and check ins on Foursquare. It seems that the managers do not do much, the only thing they had to do was making sure the restaurant information was correct. It is mostly visitor that are posting photos and writing short messages and tips. Sometimes these messages are liked by friends, this means the word spreads. This social media works for Zussen, because it has many participant and requires a minimum amount of effort. 
[image: ]
Image 1. Foursquare account Zussen


[image: ]
Image 2. Facebook page Zussen
The picture used in the header again shows the elegance of Zussen. When looking at the messages they post they try to portray themselves as a cocktail bar, with many pictures an posts about cocktails. They barely ever post a picture of the food they serve. 
Both humor and using public figures seem to work for Zussen. In the following post they use an advertisment of vodka and P. Diddy and compare it to their own bartender.
[image: ]
Image 3. Using both humor and famous people on Facebook

Furthermore it also works for Zussen to show who they are. Personalizing the place by posting pictures of their employees generates both likes and comments. For example the following post shows the goodbye party of one of their employees.
[image: ]
Image 4. Personalize Facebook account Zussen
[bookmark: _Toc390077703]What does not work for Zussen
As you can see in the image below the last time Zussen used Twitter was in the end of 2012. After using Twitter for around 2,5 years they decided to stop that. Zussen started using both Twitter and Facebook in the summer of 2010. In 2010 and the beginning of 2011 Zussen tweeted around three times a week. Facebook on the other hand was only used once a month. Later they started posting messages on Facebook more often. They probably found out that this worked better for them, and that might be the reason why they stopped using Twitter. [image: ]
Image 5. Twitter account Zussen
Moreover Zussen posts a picture of their cocktail of the day every day. Most of these posts do not generate many likes. Also I think it might become annoying to their fans to see another cocktails each day.
Furthermore promotional messages also do not seem to work for Zussen. Almost every week they post the same picture containing a promotion for a three course dinner. This does not seem to get many response. The same promotional picture has been posted every week since March 8 2014. It is important to be refreshing and creative instead of using the same picture over and over again. 
[image: ]
Image 6. Using same promotion every week
[bookmark: _Toc390077704]Appendix 7.2. STAN & CO.
This restaurant is situated in the heart of Utrecht and opened its door a year ago at April 25 2013. Their homepages looks inviting with a big picture of the restaurant. It also contains a box that is dedicated to their Facebook account which shows their latest posts. The only thing is that needs improvement is the seize of the homepage. You have to scroll down to be able to see the whole page, this means when you do not scroll you miss important information as the link to their Facebook account. Even though they also have social media accounts on Instagram and foursquare, only their Facebook account is connected to their homepage.
[image: ]
Image 7. Homepage STAN & CO


[bookmark: _Toc390077705]What works for STAN & CO.
[image: ]
Image 8. Facebook page STAN & CO.
Although STAN & CO. only opened at the end of April 2013, they already made an account on Facebook on February 24 2013. This way people could get to know the restaurant and awareness was created before the restaurant actually opened its doors. In the first few months the fans were able to follow the progress of the renovation. This is a good way of engaging future customers, it will make them feel as if they are part of the process. 
[image: ]
Image 9. Engaging customer right from the start
Sharing personal things also works for STAN & CO. For example they share their taste in style with their fans. Moreover sharing personal experiences as entering a contest also works.  By sharing personal things like that your fans will see you more as a person than a company. 
[image: ][image: ]
Image 10. Sharing personal experiences and style
 Moreover they have a contest once in a while that requires people to find a cup. One empty coffee cup is hided somewhere in Utrecht close to STAN & CO., the person that finds it can come and get a free cup of coffee or tea. It is a fun playful contest that their fans seem to like.
Apart from this contest STAN & CO. does not have any promotions. Neither do they post a lot of pictures showing their food. 
[image: ]
Image 11. Fun contest on Facebook
Showing pictures of food is something they do on their Instagram account @stanforthegoodlife since the end of March 2014. They work with a lot of hashtags and it seems to work because in a very short time they already have quite some followers and all their posts generate many likes an a few comments. Furthermore there are many people that tag the place in their Instagram account. For example someone takes a picture of the green tea she had at STAN & CO, she tags the place and all her followers will see the picture and also the place she had that tea. This is also a great way of free advertising. 
[image: ]
Image 12. Instagram account STAND & CO.
Considering the fact that STAN & CO. only exists for a year their Foursquare also seems to be doing pretty well with 469 visitors and 649 check-ins. This account definitely has potential to grow. People tend to leave a lot of comments and pictures.
[bookmark: _Toc390077706]What does not work for STAN & CO.
Usually once a week STAN & CO. posts a link to a song on their Facebook page. Most of the time this get very few response. You would say that the song is only one click away, but for many people one click is one click too much. [image: ]
Image 13. Sharing music does not work
Something else they could do better is use cross-pollination. That is getting your audience from one social media platform to another. They have many fans on Facebook who do could try to attract to their Instagram account as well. They have posted a message to raise awareness to their Instagram account once when they just started using Instagram. To attract more followers to that account they could post about it on Facebook again. 

[bookmark: _Toc390077707]Appendix 7.3. Restaurant MOMO 
[image: ]
Image 14. Homepage MOMO
The homepage of MOMO is elegant and easy to use. The big picture that covers most of the homepage changes every 8 seconds, all the picture give a good indication of what the guests can expect. It probably depends on the device you are using, but I had to scroll down to see the contact information. Links to their social media accounts are clearly visible in the upper right corner. 
[bookmark: _Toc390077708]What works for MOMO 
[image: ]
Image 15. Facebook page MOMO
The MOMO Facebook account had almost 6000 likes, they must be doing something right. 
Something I noticed is that they really try to connect with their fans. They ask questions as “What is your style of drinking MOMO cocktails”. This shows that they are interested in their fans preferences and want to get to know them. Moreover when their account hit 5000 likes, a big ‘thank you’ message was posted which shows that they care about their fans. And when people comment on their posts they also tend to react on that. On the other hand they never post something about themselves; no pictures of employees or something they are interested in. 

[image: ][image: ]
Image 16. Connect with fans



Furthermore they use cross-pollination by posting a collage of the best Instagram pictures on their Facebook each month. This usually generates likes and comments and gets more people to visit their Instagram account, where they now have 126 followers (May 8 2014). 
[image: ]
Image 17. Using cross-pollination between Facebook and Instagram
Whenever MOMO mentions a holiday or special event in their posts on Facebook this generates much response. This can be Easter, New Year or Amsterdam Fashion Week as the example below shows.
[image: ]
Image 18. Using special events
It is also possible to find MOMO on Foursquare. As you can see people usually give MOMO a high grade on Foursquare, an 8.9 average. Also MOMO has many check-ins and visitors.  [image: ]
Image 19. Foursquare account MOMO

[bookmark: _Toc390077709]What does not work
Even though MOMO has only posted two tracks to their soundcloud account they already have 172 followers, this seems good. However only few people listened to their tracks and they did not get shared, so still not many people are aware of their soundcloud account. As you can see below they have tried to use cross-pollination, unfortunately this did not generate much response. 
[image: ]
Image 20. Soundcloud account MOMO
[image: ]
Image 21. Using cross-pollination
Something else that does not work for MOMO is posting music or videos on their Facebook account. They have posted several songs and short videos, however this does not generate many likes and usually no comments at all. Maybe this is also the reason why cross-pollination between Facebook and Soundcloud does not work.  
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