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WHY HOTELS NEED

RESTAURANTS & BARS

NOT OUTLETS



WHY ARE WE HERE?



TALENT &

EXPERIENCE

4 KEY COMPONENTS 

F&B

PRODUCT
CONCEPT

F&B

MARKETING



ESTABLISHING YOUR MESSAGE HOUSE

Proof points provide validation for your core message

Proof Point Proof Point Proof Point

Core message is the sum of the unique selling 
points (USP)

Core message 
1

Core message 
2

Core message 
3

Create Your Positioning Statement:

“How your product fits in the market and how you want 
your customers to think and feel about your product in 

relation to competitors”



WHICH CHANNEL DO WE START WITH?



THE TOP 3 LEADING SOURCES OF DISCOVERY FOR R&B
APAC CONSUMER JOURNEY SURVEY

61% - Social Media 85% - Social Media 75% - Social Media 

67% - Internet Search

64% - 3rd Party Sites

72% - Word of Mouth

69% - Internet Search

SINGAPORE THAILAND INDONESIA JAPAN

61% - Word of Mouth

55% - Internet Search

51% - Word of Mouth

39% - Social Media

73% - Internet Search 

71% - Word of Mouth

71% - Social Media 

75% - Internet Search

INDIA



PARTNER 

PLATFORMS
REVIEWS + 

WORD OF MOUTH

SOCIAL

SEARCHLOYALTY

MEDIA & PR

RESTAURANTS 

&

BARS

FRAMING THE DIGITAL MARKETING LANDSCAPE



CHANNELS TO START YOUR F&B MARKETING

Word of MouthInternet SearchSocial Media



SOCIAL MEDIA



People and 

Connection

Food and Space

Clarity

CREATE A 

STANDALONE 

PRESENCE AND USE 

VISUALS TO TELL A 

STORY



BUILDING YOUR CONTENT PILLARS - EXAMPLE IGNIV BANGKOK 

IGNIV offers a culinary 
experience where diners 

can connect, not just with 
the food, but with 

each other.

Practical Value

Food & Drink

Awards

Partnership Atmosphere

People



SEARCH



WHAT IS ORGANIC SEARCH

©2020 MARRIOTT INTERNATIONAL, INC. PROPRIETARY AND CONFIDENTIAL.

FUN STUFF

NOT FUN STUFF
SEARCH ENGINE OPTIMIZATION

(SEO)

DISCOVERABILITY ONLINE

EventsSocial 
Media

PR

Display 
Media

Photography

Technical SEO

Schema

Local Listings

Meta Data

Backlinks

Citations

Guest Chef’s Videos

Domain Authority



WHAT IS THE END SEARCH RESULT?

16

Media Campaigns

SEO (Local Ranking 

Factors)

SEO 

FRESH, RELEVANT 

CONTENT
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HOW TO RANK:



HOW LOCALS SEARCH VS TRAVELERS
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BUILD A STANDALONE WEB PRESENCE

Our most 

visited 

restaurant 

site is at a 

resort

200K+ 

annual  

visits 



LOCAL SEARCH

Setup and optimization of your hotel 

outlet’s local listings across key online 

channels that drive an effective SEO 

strategy.

OPTIMIZING YOUR OUTLETS SEARCH DICOVERY

KEYWORDS & CONTENT

Increase and maintain organic search 

performance for your outlet’s website by 

optimizing keywords and content.



INVEST IN MEDIA TO ENHANCE SEARCH DISCOVERY 

CHANNEL TACTIC

Google
Paid Search

Facebook/ Instagram
Paid Social

Google
Display Ads



WORD OF MOUTH



SHAPING YOUR 

REPUTATION THROUGH 

WORD OF MOUTH

Building 
Advocacy 

though your 
community

Industry 

Insiders & 

Consultants

F&B & 

Lifestyle 

Influencers

Awards & 

Achievements

Guests & 

UGC

Brand & 

Event 

Partners

Reviews

Media & 

PR



REPUTATION 

MATTERS: 

REVIEWS

12,000+ Monthly 

Searches

Only Features 

Ratings >4.0



#Woobar #AKIRABACKSG #abarrooftop

GUESTS 

& UGC

User generated content is Authentic and Created by your Guests.



Influencers
Tell your stories in an 

INFLUENCERS

…Who to collaborate with and why? 



CONCEPT 

IS THE core  



THANK YOU
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