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Abstract: In a context where cultural traditions face the risk of invisibilisation in the face of the advance of globalisation and
the homogenisation of digital content, traditional gastronomy has become a field of symbolic dispute. In countries like
Colombia, with a wide culinary diversity associated with regional, ethnic and popular identities, digitalisation processes
represent an opportunity and, at the same time, a challenge for the preservation and promotion of this intangible heritage.
However, local actors, such as traditional restaurants, often lack the resources, knowledge or strategies to position their
cultural practices in digital environments dominated by globalised commercial and aesthetic logics. Given this problem, the
aim of this research was to analyse the digital strategies employed by traditional Colombian restaurants to promote their
cuisine on social networks, understanding these actions as contemporary forms of cultural representation. From a cultural
studies approach, gastronomy was approached not only as an economic service, but also as a symbolic manifestation of
collective memory and identity. The methodology applied was mixed, with a predominantly quantitative approach, based on
the content analysis of 15 restaurants selected by non-probabilistic sampling. Variables such as presence on social networks,
number of followers, frequency of publication, bilingual content, customer service mechanisms and use of technological tools
were examined. The results show a strong presence on Facebook and Instagram (87%), but little use of platforms such as
TikTok or YouTube (60%). Low frequency of posts (1-2 times per week), minimal bilingual content (8 %) and limited online
complaint management (10 %) were identified. Only a few restaurants, such as Il Forno and Quebracho, showed more digital
diversification. In conclusion, it can be observed that most traditional establishments have not yet managed to fully integrate
digital tools that strengthen the dissemination and resignification of their cultural proposal. It is recommended to design
intercultural, sustainable and participatory communication strategies that value traditional cuisine not only as a gastronomic
offer, but also as a vehicle of identity and heritage in contemporary digital environments.
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INTRODUCTION

Digital transformation has generated profound changes in various economic sectors, fundamentally reshaping the
interaction between businesses and their customers (Cabrera-Cordova et al., 2023; Verma et al., 2023). Globally, the
gastronomic industry has embraced digital marketing strategies to remain competitive in an increasingly connected and
dynamic environment (Lee et al., 2022; Rafael-Baltazar et al., 2023). In this context, many restaurants have leveraged
social media platforms such as Facebook, Twitter, Instagram, and TikTok to strengthen their online presence and foster
deeper relationships with their audiences (Celimli & Adanacioglu, 2021). Current trends in the restaurant sector
demonstrate a redefinition of marketing strategies, where direct and emotional engagement with customers through social
platforms has become a vital component (Sung et al., 2023; Vaiciukynaité & Gatautis, 2018; Zahoor, 2022; Asparrent
Revollar et al., 2023). However, traditional food restaurants face unique challenges in this domain. Evidently, limited
bidirectional engagement and a lack of innovation in their digital strategies hinder their ability to effectively connect with
their target audience (Grillo et al., 2020; Kwayu & Abubakre, 2018; GrilloTorres, 2021).

In Latin America, the food service sector has begun adapting its digital communication and engagement strategies to
establish stronger emotional and direct connections with customers through social media. This approach prioritizes the
creation of tailored digital experiences, utilizing user-generated content to enhance consumer loyalty and engagement
(Vésquez Reyes et al., 2023; Graciyal & Viswam, 2021). Furthermore, in this region, content digitization has emerged
as a pivotal tool for addressing market transformations, significantly improving brand visibility and positioning (Fan,
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2023). Coupled with emerging technologies like artificial intelligence and augmented reality, these strategies are
redefining the competitive landscape (Maitri et al., 2023). In Colombia, these challenges are even more pronounced.

While fast-food chains have successfully utilized social media to amplify their digital marketing efforts (Kushwaha
& Singh, 2020; Nuseir et al., 2022; Molina et al., 2023), traditional food restaurants encounter greater obstacles in
adopting new technological and communicational trends. Technological globalization presents both opportunities and
challenges, requiring these establishments to innovate in advertising, promotion, and product commercialization to
maintain competitiveness (Moreno-Lopez et al., 2023; Olsen et al., 2022; He & Zhang, 2022; Grillo Torres, 2022).

Recent research highlights the profound impact of social media profiles on restaurants’ digital marketing strategies. For
instance, Ferndndez Miguélez et al. (2020) demonstrate how online reviews enhance financial performance. Similarly,
Gruss et al. (2020) indicate that building digital communities on platforms like Facebook significantly increases user
engagement. Zia et al. (2022) underscore the influence of brand image perception and perceived value on customer loyalty.
Meanwhile et al. (2022) analyze the impact of social media profiles on consumers’ decision-making processes, while Bushara
et al. (2023) examine the relationship between perceived value and purchase intention. According to Voorveld et al. (2018)
and Dolan et al. (2019), creative and original posts are critical to boosting audience engagement. Prominent brands such as
McDonald’s, Starbucks, and KFC have implemented strategies that transcend mere product promotion, achieving notable
impact across their digital platforms (Puspaningrum, 2020). Additionally, the growing use of video content and live streaming
has opened new opportunities for personalized content and audience interaction (Yuan & Lee, 2023; Rein & Venturini, 2018).
Despite these advances, a significant gap remains in the literature concerning the use of social media by traditional food
restaurants in Colombia. Areas such as content quality, posting frequency, and audience interaction require further exploration
(Seifert & Kwon, 2020; Song et al., 2022). Moreover, content personalization and timely responses to comments are critical
factors that warrant more detailed analysis (Tafesse & Wien, 2018; Nasir et al., 2021).

LITERATURE REVIEW

Concept Digital Transformation on the Restaurant Industry

Digital transformation has reshaped consumer behavior in the restaurant industry, compelling establishments to adopt
digital marketing strategies to stay competitive (Fabrizio et al., 2022). Traditional restaurants in Colombia face distinct
challenges when integrating social media into their communication efforts to meet the expectations of a digitally savvy
clientele (Gong et al., 2021). While platforms such as Facebook, Instagram, and TikTok are vital for visibility and customer
engagement Celimli & Adanacioglu (2021), success depends on businesses' ability to adapt to the rapidly evolving digital
landscape (Haushalter et al., 2023; Chakraborty et al., 2023). Fast-food giants like McDonald's and Starbucks have
successfully leveraged social media, moving away from traditional advertising to engaging content that builds a community
(Dolan et al., 2019; Mouritzen et al., 2024). However, these resource-intensive approaches may not be suitable for smaller,
traditional restaurants (Appel et al., 2020). The disparity between the digital strategies of large chains and smaller traditional
establishments highlights a gap in the literature, particularly in understanding how small restaurants can scale digital efforts
with limited resources. Social media's two-way communication has transformed business-consumer interactions, offering
opportunities for personalized engagement (Peco-Torres et al., 2021; Blazquez-Resino et al., 2020; Wibowo et al., 2021).

Regular updates, exclusive promotions, and responsive feedback mechanisms have been shown to strengthen relationships
(Lepkowska-White, 2017; Rautela, 2021; Kucharska, 2019). However, concerns about privacy and data management persist,
especially for smaller restaurants that may lack the infrastructure to address these challenges (Wingate et al., 2021; Tsai et al.,
2020). Further research is needed to explore how traditional restaurants can balance these concerns while ensuring customer
satisfaction through digital interactions. Emerging technologies, such as live video streaming, present innovative ways to
enhance customer experiences, but their adoption remains limited in traditional restaurants due to resource constraints (Lin et
al., 2021; Nagele et al., 2021). The reliance on advanced digital tools, common among fast-food chains, may not be feasible
for smaller restaurants that struggle with the financial and technological demands of such strategies (Huarng et al., 2021;
Bugeja & Grech, 2020; VVohra & Bhardwaj, 2019). This raises an important question: how can traditional restaurants adopt
digital strategies that align with their scale without overextending their resources? Audience engagement is another critical
aspect of social media strategies. Personalized content and timely interactions are essential for driving engagement Nasir et al.
(2021), but sentiment analysis and data-driven marketing approaches pose ethical and technical challenges, particularly for
smaller businesses (Seifert & Kwon, 2020). These difficulties highlight a gap in the literature regarding how traditional
restaurants can implement customer engagement tools without the robust infrastructure available to larger chains.

Although the shift from one-way marketing to interactive, customer-focused strategies is well-documented (Sashi et al.,
2019; Shahbaznezhad et al., 2021), traditional restaurants lag in adopting these methods (Bok et al., 2020). Research has
predominantly focused on large chains, leaving a gap in understanding how smaller, independent establishments can
incorporate digital marketing into their operations. As previous studies emphasize the importance of culturally relevant content
Moreno & Tejada, (2019), traditional restaurants must navigate these strategies with limited capacity for content creation.

In conclusion, while the existing literature offers insights into digital marketing for large-scale establishments, there is a
clear gap regarding the applicability of these strategies to smaller, traditional restaurants. Future research should focus on
developing tailored digital marketing approaches that account for the unique limitations and opportunities faced by these
businesses, enabling them to engage customers effectively without the extensive resources of fast-food giants.

AIM
In a context where digital marketing is key to competitiveness, traditional cuisine restaurants face significant challenges to
optimize their online presence. In this sense, the objective is to analyse the digital presence and interaction strategies of
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traditional Colombian cuisine restaurants, evaluating how these contribute to the promotion and preservation of gastronomic
culture through the study of the nature, frequency and quality of communications with their public on social networks.

MATERIALS AND METHODS

This study adopts a mixed-methods approach, combining qualitative and quantitative analyses to examine the digital
communication strategies and user engagement of traditional food establishments on social media platforms. The
methodological framework is grounded in digital communication theories and consumer engagement models, as
suggested by Ngai et al. (2015). These theories provide a foundation for analysing how traditional restaurants in
Colombia interact with their audiences through digital channels, offering a comprehensive understanding of social media
engagement and communication. The qualitative analysis evaluates the characteristics of restaurant websites and social
media profiles, focusing on shared content, user interactions, and the degree of technological innovation in their digital
communication. Engagement strategies were examined across 13 platforms, including Facebook, Instagram, Twitter,
TikTok, and YouTube, to highlight how these restaurants use social media to connect with their audiences and enhance
customer interaction. For the quantitative analysis, a binary classification system was applied to assess the effectiveness
and reach of the restaurants’ digital strategies. Statistical methods included logistic regression and binary decision trees,
in line with standard procedures in social media research (Neuendorf, 2017).

These methods facilitated an objective analysis of the restaurants' performance, allowing for the identification of key
factors that contributed to higher user engagement and better communication outcomes.

The sample consisted of 15 fast-food restaurants in Colombia, selected through a non-probability convenience
sampling method, as outlined by Otzen & Manterola (2017). While this approach limits the generalisability of the
findings, the specific selection criteria - such as digital presence and market position—ensured the inclusion of relevant
cases. Although not fully representative, these findings offer valuable insights that can be applied to similar contexts
within the traditional food sector in Colombia. Two coding databases were developed in Excel based on the
methodologies of Badell (2015) and Neuendorf (2017). The first database focused on website characteristics and digital
visibility, while the second assessed social media interaction through variables such as product reviews, photos, and
video posts. This coding process provided a structured analysis of the restaurants' online activities, integrating both
qualitative and quantitative data for a comprehensive evaluation. Data collection took place in two phases throughout
2023. In the first phase, websites and social media profiles were reviewed, and the information was categorised into the
coding databases. The second phase involved integrating the qualitative and quantitative data using NVivo for content
analysis and SPSS for statistical analysis. This integration enabled a robust evaluation of how traditional restaurants engage
with their audiences, contributing to the growing body of literature on social media strategies in the food industry.

Rigorous procedures for data normalisation and validation were applied to ensure the reliability of the results. These
procedures included cross-validation metrics and consistency checks, following best practices in social media research.
Ethical standards were strictly maintained, with all user data anonymised and used solely for research purposes. Despite the
limitations of the non-probability sampling method, the study provides significant insights into the social media practices of
traditional food establishments in Colombia, offering a useful reference for similar cases in the region.

RESULTS

The analysis reveals that 87% of traditional cuisine restaurants in Colombia maintain a strong presence on Facebook
and Instagram, which are the most widely used social media platforms. Additionally, 60% of these restaurants actively use
TikTok and YouTube, primarily featuring video content such as recipes and behind-the-scenes footage. While 40% of
restaurants utilize X (formerly Twitter) to engage directly with customers, it remains less favored compared to more
visually oriented platforms. Notably, Pinterest, Snapchat, Vimeo, and Foursquare see no usage, representing untapped
opportunities for expanding the restaurant’s audience base.

Table 1. Social Media Participation of Traditional Food Restaurants

Social Media Frequency %
Facebook 13 87%
Instagram 13 87%

X (Twitter) 6 40%
TikTok 9 60%
YouTube 9 60%
Pinterest 0 0%
Snapchat 0 0%
Vimeo 0 0%
LinkedIn 5 33%
Foursquare 0 0%
Delicious 0 0%
BegBe 0 0%
Spotify 0 0%

Table 1 provides a detailed breakdown of this distribution, comparing the use of these platforms. with less popular or
inactive networks. In this context, 15 traditional food restaurants in Colombia were analyzed, with each using an average of
four social networks. Il Forno and Restaurant Quebracho stand out for their notable online presence, each with five active

589



Franklin CORDOVA-BUIZA, Camilo Mauricio GRILLO-TORRES, Catalina Rocio VEGA

social media accounts. Regarding the general characteristics of these restaurants' websites, 87% have their own website, while
13% lack any online presence. Of those with websites, only 8% offer bilingual content (Spanish-English). Additionally, 50% of
these websites include direct links to social media profiles, facilitating user access to these channels. In terms of interaction, 70%
of the websites offer options for online inquiries, but only 10% provide a specific means for submitting complaints or claims.

The communication strategies of traditional food restaurants in Colombia reveal distinct patterns in the use of social
media platforms. Instagram and YouTube each show a 5% participation rate, underscoring their role in fostering audience
interaction. Facebook accounts for 4%, marking a slight decline compared to the rising popularity of newer platforms.
TikTok and LinkedIn display lower engagement, with TikTok at 2% and LinkedIn at 3%. The underutilization of TikTok
suggests untapped potential, while LinkedIn primarily serves business-related functions. Regarding content distribution,
Instagram and Facebook stand out, each contributing 2%, emphasizing their importance in sharing audiovisual content. In
contrast, X (formerly Twitter), TikTok, and YouTube account for only 1% each, indicating they are less emphasized in the
overall digital strategy. Notably, no significant efforts toward innovation are evident across any of the platforms, as
reflected by the 0% allocation in this area. The data presented in Table 2 further corroborates these findings, highlighting a
strong focus on participatory communication and audiovisual content dissemination across all platforms.

Table 2. Communication of Traditional Food Restaurants on Social Media

Social media Participation Content
Facebook 4% 2%
Instagram 5% 2%

X (Twitter) 1% 1%
TikTok 2% 1%
YouTube 5% 1%
LinkedIn 3% 1%

Table 3. Communication for Collaboration Purposes

Social media Product feedback % | Comments on activities % | Informative videos % | Post photographs% | Followers comment %
Facebook 1 1 1 1
Instagram

X (Twitter)

TikTok
YouTube
LinkedIn
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Table 4. Disseminative Communication

Social media | Virtual access to the menu % | Virtual access to promotions % | Updated content% | Periodic publication % | Respond to users %
Facebook 5 5 11 12 12
Instagram 5 5 7 8 7

X (Twitter) 1 1 1 2 2

TikTok 1 1 3 4 4
YouTube 1 1 1 1 1
LinkedIn 1 1 1 1 1

The analysis of content focused on user engagement and collaborative communication highlighted the distribution of
interaction metrics across social media platforms, as presented in Table 3. The data revealed a relatively even distribution
across major platforms, including Facebook, Instagram, X, TikTok, YouTube, and LinkedIn. Each platform showed a 1%
engagement for categories such as product feedback, comments on activities, informative videos, photographic posts, and
follower comments. However, LinkedIn deviated from this pattern, displaying a higher interaction rate of 3% for the
comments on activities category, making it a notable outlier compared to other platforms. No significant differences were
observed across the remaining platforms in terms of these communication categories. The data also pointed to a limited use
of features designed to encourage user-generated content. Elements like video and photo sharing, the use of tags, and
dedicated mobile applications to enhance user interaction and information accessibility were scarcely employed.

The content analysis from Table 4 shows that traditional food restaurants in Colombia focus on making their
information easily accessible to users and consumers. Facebook and Instagram are the dominant platforms, with the highest
activity percentages across several metrics, making them the primary channels for digital interaction. Updated content on
Facebook and Instagram accounts for 11% and 7%, respectively, with user engagement rates of 12% and 7%. Both
platforms also show a 5% presence in terms of providing virtual access to menus and promotions.

However, the frequency of content updates is moderate, typically occurring biweekly. There is also a need to increase
the availability of both textual and audiovisual materials. Other platforms, such as X (Twitter), TikTok, YouTube, and
LinkedlIn, are significantly underutilized, with most engagement metrics not exceeding 4% and some hovering around 1%.
This suggests these platforms are not fully leveraged by traditional food establishments.

The adoption of technological innovations remains limited, despite their potential to enhance user experiences. Tools
such as interactive maps, QR codes, and NFC technology are often underutilized. Notable exceptions include Restaurante
Quebracho, which updates its content weekly, and Il Forno, which effectively uses photo galleries to showcase products
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and promotions. Regarding social media influence, Instagram emerges as the leading platform with 476,464 followers,
followed by Facebook with 239,528 and TikTok with 65,125 followers. Among individual restaurants, Il Forno stands out
with 139,000 followers and 138,000 "likes." Restaurante La Regata and Restaurante La Causa also show strong
engagement, with 98,000 and 67,300 followers, respectively, and a high number of positive reactions. The data indicates
that traditional food restaurants maintain a moderate level of activity, posting one to two times per week. User interactions,
which typically range from one to three comments per post, are generally positive.

DISCUSSION

The study demonstrates that traditional cuisine restaurants in Colombia have made remarkable progress in establishing a
presence on social media, particularly on Facebook and Instagram. However, their limited expansion into other platforms such as
TikTok and YouTube—with only 60% of restaurants actively participating—highlights areas for growth, especially when
compared to larger chains. Additionally, Twitter and LinkedIn show minimal integration, further emphasizing the challenges
these restaurants face in expanding their digital footprint. While the findings align with previous research that underscores the
growing importance of social media in the food industry’s marketing strategies (Celimli & Adanacioglu, 2021), key differences
emerge. Notably, traditional cuisine restaurants in Colombia exhibit a marked lag in adopting technological innovations that
facilitate two-way interactions with users. This contrasts with major fast-food chains like McDonald's and KFC, which have
successfully integrated interactive features such as live streaming (Blichfeldt & Faullant, 2021; Lin et al., 2023). This gap in
utilizing advanced tools may stem from resource constraints or a lack of expertise in digital innovation, as noted by Gruss et al.
(2020), Seifert & Kwon (2020), and Grillo Torres et al. (2023). However, cultural or technological barriers might also play a role,
warranting further investigation into the challenges these restaurants face in implementing such innovations.

The results of this study reveal notable trends in the use of social media by Colombian traditional cuisine restaurants. A
comparative analysis with existing literature identifies both convergences and significant gaps in the digital strategies
employed. First, the predominance of Facebook and Instagram (87% adoption) among the restaurants analyzed aligns with
global trends identified by Celimli & Adanacioglu (2021). However, the limited expansion into other platforms like TikTok
and YouTube (60%) suggests a significant lag compared to major restaurant chains, which, according to Lin et al. (2021),
have successfully diversified their digital presence. This gap may be attributed to resource limitations and a lack of
technical expertise, as noted by Gruss et al. (2020) and Seifert & Kwon (2020). A concerning finding is the low level of
bilingual content (13%) and the limited implementation of digital channels for complaint management (10%). This
contrasts with studies by Peco-Torres et al. (2021), which highlight the importance of multilingual communication and
efficient feedback management in enhancing customer experience. The limited adoption of these practices could negatively
impact these restaurants’ ability to attract international tourists and effectively manage customer satisfaction.

Regarding posting frequency, the results show moderate activity (1-2 posts per week), which falls below the
recommendations by Tafesse & Wien (2018), who suggest a minimum frequency of 3-4 weekly posts to maintain
engagement. This disparity may be explained by staffing and resource constraints typically faced by traditional restaurants,
as noted by Moreno & Tejada (2019). In terms of technological innovation, the study reveals limited adoption of tools such
as interactive maps and QR codes. This finding aligns with observations by Huarng et al. (2021) on the barriers small
establishments face in implementing emerging technologies. However, it contrasts with trends identified by Chakraborty et
al. (2023), which emphasize the growing importance of these tools in enhancing customer experience. A positive aspect is
the level of engagement on Instagram, with an average of 476,464 followers among the analyzed restaurants. This supports
findings by Bushara et al. (2023) on the effectiveness of this platform in building digital communities in the food sector.
Nonetheless, low interaction on other platforms suggests a missed opportunity to diversify communication channels.

The comparative analysis with other studies reveals both similarities and differences. On one hand, this study supports
previous research (Grillo Torres & Moreno Lépez, 2022; Md Saad & Yaacob, 2021) that identifies platforms like Facebook,
Instagram, and TikTok as key components of marketing strategies. On the other hand, it highlights discrepancies with studies
emphasizing technological innovation in communication strategies (Lee et al., 2019; Cavusoglu, 2019), where Colombian
traditional restaurants show a lag. These differences point to deeper economic, cultural, and logistical barriers that may hinder the
adoption of these technologies, providing valuable insights into the digital transformation challenges faced by small or traditional
businesses. The practical implications of this study are significant for advancing the sector. Traditional cuisine restaurants can
enhance their social media strategies by establishing benchmarks such as responding to customer interactions within 24 hours and
leveraging automation tools where appropriate. Additionally, they can learn from successful social media campaigns in the
traditional gastronomy industry, where user-generated content and live streaming have proven effective. These actions would not
only improve customer engagement but also help restaurants build a more dynamic and responsive online presence.

CONCLUSION

The objective is to analyse the digital presence and interaction strategies of traditional Colombian cuisine restaurants,
evaluating how these contribute to the promotion and preservation of gastronomic culture through the study of the nature,
frequency and quality of communications with their public on social networks. The findings reveal that while these
establishments have achieved a significant presence on platforms like Facebook and Instagram, there is a marked lack of
diversification into emerging social networks such as TikTok and YouTube. Furthermore, the limited availability of
bilingual content and inadequate online complaint channels highlight shortcomings in customer experience management.
These results emphasize the need for restaurants to focus not only on maintaining an active digital presence but also on
improving bidirectional interaction and adopting technological innovations to engage more effectively with their audience.
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This research contributes to the field of digital marketing by underscoring the critical role of content personalization and
the responsiveness of restaurants in audience engagement. It identifies a lack of innovative communication strategies as a
key obstacle to fostering deeper customer connections, suggesting that managers should adopt more dynamic and
collaborative approaches. Such changes could help attract a younger demographic and encourage more meaningful
interactions across diverse social media platforms. From a practical standpoint, the study recommends that traditional food
restaurants integrate emerging technologies such as QR codes and interactive maps to enhance the user experience.

It also stresses the importance of diversifying digital platforms and tailoring content to align with the unique
characteristics of each social network. By adopting innovative tools and regularly updating content, restaurants can
significantly improve both their visibility and customer interaction. Moreover, the study’s implications extend beyond the
restaurant sector, illustrating how digitalization can aid in the preservation and promotion of traditional cuisines in a
globalized world. Embracing technological advancements not only enhances competitiveness but also fosters a stronger
bond between cultural traditions and younger generations. Future research should investigate the effects of advanced
technologies, such as augmented reality and artificial intelligence, on the customer experience in traditional food
establishments. Comparative studies across various countries could provide valuable insights into best practices for
leveraging social media in the traditional gastronomy sector, enriching the global discourse on digital marketing strategies
and cultural preservation. The limitations of the study include the relatively small sample size (15 restaurants) and its non-
probabilistic nature, which may affect the generalizability of the results. Additionally, the absence of sentiment analysis in
user comments and the lack of detailed demographic data from the audience limit the depth of the engagement analysis.
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