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Abstract 

Developing a marketing strategy for a restaurant business is quite a complex task from a 

decision-making point of view, as different criteria and constraints, different situations in which 

rational (suboptimal) or optimal decisions have to be made, etc. have to be taken into account.  

Marketing strategies should be developed taking into account different scenarios, which allows 

the formulation of some criteria and restrictions necessary for the use of certain methods of 

economic and mathematical modeling. At the same time, marketing strategies developed taking 

into account the results of economic-mathematical modeling allow for a more comprehensive 

analysis of possible solutions and the selection of the best ones.  

This article presents the development of a set of economic and mathematical models for creating 

a marketing strategy and plan using the example of a small business in the restaurant industry. 

The authors have developed an optimization model and obtained optimal solutions for a 

marketing plan for a restaurant considering a given objective function and a system of 

constraints on variables that characterize the external and internal environment of the restaurant 

and the main business processes. 
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INTRODUCTION 
Marketing strategy is a comprehensive plan for business 

development aimed at attracting customers, increasing sales 

and boosting profits [4]. The development of a company's 

marketing strategy focuses on a long-term development plan. 

Its main goal is the conceptual control of the entire marketing 

of the company [4, 16]. In addition, tactical marketing is 

aimed at attracting and retaining customers, creating demand 

for products in the current sales market and increasing profits 

through sales. These parameters are defined in the marketing 

plan, which is developed for both medium-term goals and 

operational planning. Tactical marketing is characterized by a 

short-term planning horizon. Operational marketing focuses 

on the application of the most effective implementation 

methods, the use of trade marketing tools and cost 

minimization. Its task is also to meet the indicators defined in 

the operational plan (e.g. achieving a certain level of sales, 

ensuring the profitability of various products, territories, 

markets and distribution channels). Tactical marketing 

includes the following elements: sales promotion, 

development of alternative methods of finding and attracting 

distributors; analysis of the assortment policy of retail 

distributors and the distribution network; planning of optimal 

presentation of goods and effective merchandising at the point 

of sale; development of sales promotion measures; 

determination of the pricing strategy for retail sales and 

distributors [9, 10]. 

The restaurant's marketing strategy is based on marketing 

planning [1, 5]. Decisions on marketing strategy should be 

based on the results of analyzing market conditions, 

identifying the target audience and market, acceptable 

marketing budget and available promotional tools. The system 

of manageable elements of a restaurant's marketing strategy 

(marketing mix) includes: 1) determining the location, 2) 

determining the range of services, 3) describing the 

competitive environment, 4) selecting the target audience, 5) 

pricing policy, 6) planning promotional activities for services, 

7) selecting suppliers, 8) working with staff [6, 16]. As an 

integral part of the overall corporate strategy, the marketing 

strategy directs activities towards achieving the following 

strategic goals: 1) increasing the company's market share; 2) 

increasing the company's sales; 3) increasing the company's 

profit; 4) achieving a leading position in the market, etc. [2, 6, 

14]. [2, 6, 14]. [2, 6, 14] 
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At the same time, the objectives of the marketing strategy 

must necessarily be aligned with the company's mission and 

its overall global objectives [2, 14].   

To achieve any of the above objectives, the restaurant industry 

needs to develop a marketing strategy based on the following 

elements: 1) target audience and consumer segmentation; 2) 

marketing mix (7 "P's": product, distribution, price, 

promotion, physical environment, process, personnel); 3) 

marketing budget [2].   

As D. Shumilova and U. Kuznetsova noted, when planning 

advertising for a restaurant or chain, it is important to focus on 

the specifics of the area, paying special attention to the needs, 

motives and pains of the target audience [17]. An important 

factor is the patterns of consumer behavior, information 

factors (trends) and the emotional component [8].  The 

modern audience, represented by the young and middle-aged 

generation, has developed a pattern of studying information 

about restaurants online [3, 11]. Functional features such as 

online reservation, food delivery and online communication 

with restaurants have also had a great influence on the 

formation of this behavior. If a restaurant does not have an 

online presence, it significantly reduces its chances of 

attracting new customers, as the usual path of users is 

interrupted [12, 13, 15]. Specific advertising media are 

selected depending on the objective. Each channel can be 

useful, it is just important to clearly understand the purpose 

and the metrics to measure that benefit. The basic tools that 

usually bring the highest amount of traffic and revenue are 

based on the specifics of the field and the consumption habits 

of the audience [6, 7].  

The problems of developing marketing strategies for different 

types of restaurants have been addressed in various papers [1, 

3, 16, 17], but only conceptual models have been presented 

without applying quantitative methods. Other works such as 

[3, 7, 8, 15] present methods of applying artificial intelligence 

or econometric methods. At the same time, when considering 

a restaurant's marketing strategy, it is also appropriate to 

consider more comprehensive economic and mathematical 

modeling options, especially optimization models, simulation 

models, fuzzy logic models, etc.  

Developing a marketing strategy for a restaurant business is 

quite a complex task from a decision-making point of view, as 

different criteria and constraints, different situations in which 

rational (suboptimal) or optimal decisions have to be made, 

etc. have to be taken into account.  

Marketing strategies should be developed taking into account 

different scenarios, which allows the formulation of some 

criteria and restrictions necessary for the use of certain 

methods of economic and mathematical modeling. At the 

same time, marketing strategies developed taking into account 

the results of economic and mathematical modeling allow for 

a more comprehensive analysis of possible solutions and the 

selection of the best ones. 

 

 

Aims and purpose of the study 
The aim of this study is to develop a set of economic and 

mathematical models for the formation of a marketing 

strategy and marketing plan using the example of a small 

business in the restaurant industry. 

Most important results 
Let us consider the marketing strategy for a small restaurant, 

taking into account the application of the economic and 

mathematical models developed by the authors. Based on the 

method of hierarchical analysis, a hierarchical model was 

created in which weighting coefficients (parameters) for the 

UFRS function were determined. 

The utility function for the choice of restaurant in terms of 

consumer preferences is given as follows: 

         
     

     
     

     
     

     
     

   , 

where   are the entry elements in the hierarchy analysis 

model and   are the weighting factors (priority vector values) 

that influence the UFRS target. 

At   , these are  = PR(price);  = MPAY(payment method: 

cash, credit card, online);  = ASB (product range);  = INGQ 

(ingredient quality);  =  PTWF (takeaway option);  = 

PSZ(portion size);  = ADV(advertising);  = QSRV (service 

quality). The corresponding weighting factors are:   

       ; ; ; ; ; ; ; ; ; .                      

                                            

The elements of the initial level are represented as variables 

that take values from 1 to 10. At the same time, both the 

consumer and the owners/managers of the restaurant can 

subjectively assess the values of these variables, so that fuzzy 

sets and fuzzy logic can be used in the extended version of the 

model to determine the values of the required variables.  

The values for the entry elements in the hierarchy analysis 

model are on a scale of 1 to 10, taking into account the 

following rules: for   , "1" means the highest price level, "5" 

the average price level and "10" the lowest price level; for   , 

"1" means that only one payment method is available, "5" 

means that several payment options are available and "10" 

means that a wide variety of payment methods (cash, credit or 

debit cards, checks, online payment, club cards, bonuses, etc.) 

are available; for , "1" means that the selection of food and 

drinks on the menu is very small and "10" means that the 

restaurant has a very large selection of food and 

drinks.      For   , "1" means that the selection of food and 

drinks on the menu is very small and "10" means that the 

restaurant has a very large selection of food and drinks; for   

, "1" means that the quality of the ingredients used to prepare 

the food and drinks is low and "10" means that the quality of 

the ingredients used is very high; for   , "1" means that it is 

not possible to order take-away food or drinks and "10" means 

that it is possible to order take-away food and drinks,  

The utility function       can act as an objective 

function in an optimization problem, i.e. the goal of the 

restaurant is to maximize the value of the utility function, 
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taking into account the available constraints in terms of price 

level, material, financial and human resources.  

The function       is continuous under the condition of 

continuous values of the variables and assumes positive 

values that are greater than 0 but less than 10, as the sum of 

the parameters of this non-linear function       is equal 

to 1 and the values of the elements of the output level do not 

exceed 10 on the given scale. 

As the function       is non-linear (step-shaped), it can 

be transformed into a linear form: 

                                        

                              

                                                                                                                                                           

(1) 

Then the target function is .          

To simplify the model, we are introducing new 

designations:        , 

then the target function  ∑   
 
           . 

Next, we formulate boundary conditions for the solution of 

the optimization problem: 

- Demand restrictions; 

- Restrictions on the budget for advertising the restaurant 

and attracting new customers; 

- Restrictions on the values of the entry elements that 

imply requirements for the use of the minimum and 

maximum capabilities of the restaurant. 

The total number of visits per month does not exceed 500, 

i.e.      . The total number of restaurant visits is made up 

of a constant part (demand does not depend on price and other 

factors) and a variable part (demand depends on price, 

advertising and quality of service).  

The following theoretical function was used to model this 

variable part, i.e. the additional demand: 

 

                                     , (2) 

 

where  - number of visits by visitors per month, ,      

   - rating of the price level for the main course on a scale of 

1 to 10 (1 - very high prices; 10 - very low prices),    - level 

of restaurant advertising,     - level of service quality.  

The dependence of the additional demand  on the level of   

under the condition of fixed values of       and     

  is shown in Fig. 1.  

 

 

 

 

Figure 1: Dependence of demand in the restaurant on the 

price level for the main course(s) 

Source: Authors' calculations 

If the price level of the main course(s) in a restaurant 

increases, the number of customer visits decreases according 

to the law shown in Figure 1. 

In order to better analyze the characteristics of demand 

dependence on the price level, it is useful to determine the 

logarithms of the values of the demand function (Fig. 2).  

 

Fig. 2: Dependence of the values of the logarithms of 

demand in the restaurant on the price level for the main 

course(s) 

Source: Authors' calculations 

By logarithmizing the demand function, we obtain a linear 

function that can be used to form constraints in the 

optimization model:  

                                        

            , (3) 

        . 

Let's formulate a restriction on the budget used to stimulate 

demand in a restaurant.  

We will use the following expression for the restriction: 

                                      

         , (4) 

whereby  

  - Budget value (EUR),   - number of visitor visits,   - unit 

costs (EUR) required to increase the value of   by one. Let's 

assume that when calculating the budget value, the number of 

visitor visits      and the budget value  can vary between 

400 and 1200 euros.  

                                         

               , (5) 
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Then  
 

 
   , where  is the restaurant's advertising budget 

per 1 consumer.  

Additional restrictions:  

      ; ; ;                                                                                        

; (6) 

       ; ; ;                    

  
    

       
       

    
       

       
   

     . 

After logarithmization, let's move on to the variables used in 

the optimization model.  

The result is: 

          ; ; ;                   

                                                    ; (7) 

           ; ; ;                 

               

                                        

           . 

So let's formulate the optimization problem: 

                                         
                       

                                                                                                                      

(8) 

with restrictions: 

                                          

                                          (9) 

                                        

                

          ; ;                       ;    

        ;  

           ; ;;                 

               

                                          
          

The solver in Excel was used to solve the optimization 

problem and the following optimal values were determined:  

   0.845098; 1; ; ; ; ;                     

                   0 ; ;,845098.        

The value of the target function is .               

For the optimum solution, we obtain the values:   

1.5183642 

 and   2.532634. 

We proceed to the initial variables and obtain the optimal 

values for the problem of forming the optimal marketing 

strategy of the restaurant under the given conditions. 

These values are as follows: 

    7;    10; ; ; ; ; ;                     

       ;7.  

The value of the target function is      8.267751. 

The value of the additional demand resulting from the 

implementation of the optimal marketing strategy is  

             32.98863 .     

The budget for 400 visitor visits amounts to 1013,054 euros 

and makes it possible to attract 33 new visitors based on 

positive feedback and recommendations from regular guests.  

In other words, the advertising leads to an increase in visitor 

numbers of 8.25%.  

Let's look at the dependence of additional demand on the price 

level for the main course(s) and on different levels of service 

quality (Fig. 3). 

 
Figure 3: Dependence of demand in the restaurant on the 

price level for the main course(s) and on the quality of 

service 

Source: Authors' calculations 

Fig. 3 shows that when the quality of service in the restaurant 

improves, additional demand (the number of visitors) 

increases, with the greatest effect being observed at lower 

price levels for the main course(s). At the same time, the 

impact of service quality on additional demand in the 

restaurant is much lower at high price levels.  

The dependence of the logarithms of the values of the 

additional demand for services in the restaurant on the level of 

prices and the quality of the services is shown in Figure 4. 4.  

 
Fig. 4: Dependence of the values of the logarithms of 

demand in the restaurant on the price of the main 

course(s) and the level of service quality 
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Source: Authors' calculations 

As a result of solving the optimization problem (8) - (9), the 

optimal values of the entry elements for the initial UFRS 

utility function were determined, with elements such as:    

10; ; ;                assuming the maximum 

possible values.  

Particular attention should be paid to the optimal distribution 

of the advertising budget with regard to the choice of 

advertising media. Different generations of consumers prefer 

different social media and advertising methods. The older and 

middle generations focus on traditional advertising media 

through outdoor advertising (posters, TV commercials, 

leaflets and brochures), while the younger generation mainly 

relies on advertising on social networks that are popular with 

young people, such as Instagram, Tik-Tok, X, etc.   

Improving service quality is also an important stimulus for 

demand for restaurant services, with particular attention being 

paid to the relationship between "price" and "quality", as more 

demanding consumers are willing to pay higher prices for the 

main dishes in the restaurant range, but also demand a higher 

quality of service.  

Discussion and conclusions 
The economic and mathematical models developed by the 

authors for the development of a marketing strategy and 

marketing plan for a small business in the hospitality industry 

make it possible to analyze various acceptable solutions and 

select the best ones. In the future, it is possible to improve 

these models, change the constraints and the objective 

function, parameter values, analyze the stability of the 

solution, apply the obtained solutions to other related 

problems, for example, the choice of pricing strategy, break-

even analysis, the inclusion of seasonal factors in the demand 

function, the peculiarities of the behavior of various consumer 

groups in connection with modern trends in food culture, the 

study of demand for various dishes in the assortment of the 

restaurant menu, the formation of customer loyalty programs, 

the study of the impact 

List of references 
1. Anitsal, I., Girard, T., Anitsal, M. M. An application 

of services marketing mix framework: How do 

retailers communicate information on their sales 

receipts? Business Studies Journal, 4(2), 2012. 77-

90.http://www.alliedacademies.org/public/journals/J

ournalDetails.aspx?jid=26 

2. Chartered Institute of Marketing (CIM). Marketing 

and the 7Ps: A brief summary of marketing and how 

it works.2015. pp.3.  

https://www.cim.co.uk/media/4772/7ps.pdf 

3. Chen, J. Research on the Behavioral Characteristics 

and Marketing Strategies of Generation Z Based on 

the Freshly-made Beverage Industry. BCP Business 

& Management. Vol. 32 (2022). P.349-360. 

4. Cronin-Gilmore, J. Exploring marketing strategies 

in small businesses. Journal of Marketing 

Development and Competitiveness, 6(1), 2012. 96-

107.http://www.na-

businesspress.com/jmdcopen.html 

5. Evans, E.A. and Ballen, F.H.. Eight Steps to 

Developing A Simple Marketing. Food and 

Resource Economics Department, UF/IFAS 

Extension: University of Florida. 

2015.https://edis.ifas.ufl.edu/pdffiles/FE/FE96700.p

df 

6. Gruber, R. Marketing for restaurants: The basics for 

more success. 

https://www.foodnotify.com/en/blog/marketing-

restaurants 

7. Halim, K.K., Halim, S. Business Intelligence for 

Designing Restaurant Marketing Strategy: A Case 

Study. In: The Fifth Information Systems 

International Conference 2019. Procedia Computer 

Science 161 (2019) 615-622.  

8. Kara, A. et al. Marketing strategies for fast food 

restaurants: a customer perspective. International 

Journal of Contemporary Hotel and Restaurant 

Management; 1995; 7, 4; ABI/INFORM Collection. 

pg. 

16.https://www.researchgate.net/publication/235306

648_Marketing_strategies_for_fast-

food_restaurants_A_customer_view. 

9. Krook, D. 31 Restaurant marketing ideas for 

2025.https://www.touchbistro.com/blog/restaurant-

marketing 

10. Kroon, E., Kadhem, N. 36 Restaurant marketing 

ideas: How to promote your 

restaurant.https://restaurant.eatapp.co/blog/restauran

t-marketing-strategies 

11. [Patel, P., Gupta, S., & Singh, M. The role of digital 

marketing in the restaurant industry during the 

COVID-19 pandemic. Journal of Hospitality and 

Tourism Insights, 4(3), 2021. 298-

316.https://doi.org/10.1108/JHTI-022021-0017 

12. Sharma, Vikas; Bose, Dr. Indraneel; Srivastava, Dr. 

Ankit; and Jain, Garima. Digital marketing 

strategies for restaurants and tourism development 

in the Braj region of Uttar Pradesh, India. Journal of 

Tourism Insights: Vol. 14: Iss. 1, Article 

25.https://doi.org/10.9707/2328-0824.1445 

13. Smith, M. L., & Rupp, W. T. Digital marketing and 

its impact on restaurant consumer engagement. 

Journal of Restaurant Management and Marketing, 

15(4), 2019. 256-

272.https://doi.org/10.1080/10942184.2019.162156

2 

14. Technology trends in the hospitality industry: 

increasing operational efficiency. Deloitte Insights. 

2020.https://www2.deloitte.com 

15. Tsai, L., Liang, Y. Research on marketing strategies 

of restaurant chains in the post-pandemic era - a 

case study for H Hotpot. International Journal of 

Social Science and Humanities Research ISSN 

2348-3164 (online). Vol. 12, Issue 4, pp.: (319-

http://www.alliedacademies.org/public/journals/JournalDetails.aspx?jid=26
http://www.alliedacademies.org/public/journals/JournalDetails.aspx?jid=26
https://www.cim.co.uk/media/4772/7ps.pdf
http://www.na-businesspress.com/jmdcopen.html
http://www.na-businesspress.com/jmdcopen.html
https://edis.ifas.ufl.edu/pdffiles/FE/FE96700.pdf
https://edis.ifas.ufl.edu/pdffiles/FE/FE96700.pdf
https://www.foodnotify.com/en/blog/marketing-restaurants
https://www.foodnotify.com/en/blog/marketing-restaurants
https://www.touchbistro.com/blog/restaurant-marketing
https://www.touchbistro.com/blog/restaurant-marketing
https://restaurant.eatapp.co/blog/restaurant-marketing-strategies
https://restaurant.eatapp.co/blog/restaurant-marketing-strategies
https://doi.org/10.1108/JHTI-022021-0017
https://doi.org/10.9707/2328-0824.1445
https://doi.org/10.1080/10942184.2019.1621562
https://doi.org/10.1080/10942184.2019.1621562
https://www2.deloitte.com/


Global Scientific and Academic Research Journal of Economics, Business and Management ISSN: 2583-5645 (Online) 

*Corresponding Author: V. Grimberger             .                                          © Copyright 2025 GSAR Publishers All Rights Reserved 

                  This work is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License.  Page 6 

325), Month: October - December 

2024,www.researchpublish.com 

16. Siliweister, V.  Restaurant Marketing - 9 steps of 

the restaurant marketing strategy. 

https://joinposter.com/post/restaurant-marketing 

17. Shumilova, D., Kuznetsova, U. Effective Marketing 

Strategies for Restaurants: How to Attract and 

Retain Customers. 

https://premiumbonus.ru/blog/retain_customers 

 

https://joinposter.com/post/restaurant-marketing
https://joinposter.com/post/restaurant-marketing
https://premiumbonus.ru/blog/retain_customers

