
A simple, complete strategy
to marketing your hospitality 
business online
AND BECOMING AN INDUSTRY ICON IN THE PROCESS!



WITH THE EMERGENCE OF THE 

INTERNET AS A PROMOTIONAL 

BEAST, EVERY BACK ALLEY CAFE 

HAS THE CHANCE TO BECOME 

AN INDUSTRY ICON.

“Location, location, location” isn’t what it used to be.

Sure, it’s still important, just no longer in the physical sense. Some of the most successful 
hospitality businesses are those up a nondescript alleyway, hidden inside a shipping 
container (Rudimentary Café in Melbourne’s inner west) or even tucked inside a cupboard 
(Switch Board Café in Melbourne’s CBD)! Hidden gems are the new high street heroes and 
with the emergence of the internet as a promotional beast, every back alley cafe has the 
chance to become an industry icon.

The Grounds of Alexandria - a café (and Silver Chef customer) located in an industrial 
precinct in the inner west Sydney fringe suburb of Alexandria – is proof of this. If you weren’t 
looking for it you certainly wouldn’t find it. Luckily, a lot of people are looking for it thanks to 
the power of the internet and particularly, social media. This industrial estate café happens 
to be the sixth most Instagrammed location in Australia; ahead of places like Sydney 
Circular Quay, the MCG, Uluru and Manly beach.

The purpose of this white paper is to help your hospitality business capitalise on the 
immense opportunity afforded by the internet. Silver Chef have 30 years of experience in 
hospitality, helping over 25,000 business owners achieve their dream through the most 
flexible equipment funding solution in the industry, Rent-Try-Buy®. Utilising a combination 
of this industry experience as well as expertise from our marketing department and partner 
agencies (and realising you don’t have the time or resources to be a full-time marketing 
guru) we have developed a simple, easy-to-follow and inexpensive road map to successfully 
marketing your hospitality business online. 

INTRODUCTION
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Chapter 1: Website
• Website builders/hosting
• Domains
• Hospitality features of a website
• External website development
• Key website functionality

 
Chapter 2: Search Engine Optimisation (SEO)

• Introduction to SEO
• Identifying organic listings
• Factors influencing SEO
• Website technical adherence
• Content
• Keywords
• Links
• Best practice advice

 
Chapter 3: Pay Per Click (PPC)

• Introduction to PPC
• Google AdWords
• Search advertising 
• Display advertising
• Video advertising
• Remarketing
• Metrics of success
• PPC campaign management

Chapter 4: Social Media
• What is social media?
• Facebook
• Twitter
• Instagram
• YouTube
• Google+
• Developing content
• Review sites

Chapter 5: Google My Business
• What is Google My Business
• Getting started with My Business
• Claim your business
• Building your Google+ dashboard
• Business View
• Google Maps
• Google+
• Reviews
• Google My Business app

Chapter 6: Electronic Direct Marketing (EDM)
• Introduction to email marketing
• Email marketing platforms
• Building a list
• Creating email campaigns
• Analysing results

Chapter 7: Web Analytics
• Overview of web analytics
• Google Analytics
• Audience Overview
• Audience Users Flow
• Acquisition Overview
• Audience Behaviour

HERE’S WHAT WE’LL BE FOCUSING ON:
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[chapter 1] WEBSITE

Should I? Shouldn’t I?

You should. Or rather, you must. Image is everything and in today’s world, a business without a 
website is a business without a face. A website also helps you to be found on search engines (such 
as Google), and opens up other avenues of online advertising, such as pay per click advertising 
(PPC) and blogging.

We know what you are thinking, “websites cost tens of thousands of dollars!”.

You are partly right in that websites can be tens of thousands of dollars, but you can also get a 
website for very little money. These days you can build beautiful, custom websites for nothing more 
than a monthly hosting fee and without knowing even a snippet of code.

There are several “build your own” websites available. Here’s some of the most popular:

• WordPress is an open source platform. This means that any programmers / coders can use 
WordPress to create their own plugins (a custom component of a website) for others to 
download for free, or to be purchased. If you don’t update your plugins, an older version may 
not be supported and you run the risk of harming the performance of your website, or even 
crashing it. Whilst almost limitless in possibilities, WordPress is a more complex platform that 
you should generally hire the services of a specialist developer to build and maintain. We’d 
recommend the Business plan for WordPress due to its unlimited space and integration with 
Google Analytics (See Chapter 7: Web Analytics). The Business Plan is currently $33USD per 
month ($45AUD).

• Wix is not an open source platform, meaning only their private development team can produce 
website building tools. This makes it safer and takes the emphasis away from you in having 
to constantly update. Wix makes it easy for all levels of users to build websites quickly as it 
enables you to drag and drop content wherever you want. They also provide you with a mobile 
interface editor so you can configure how people see your Wix site on their mobile phones. 
The Unlimited plan for Wix is currently $25USD per month ($34AUD) and includes 10GB of 
storage and Google Analytics integration.

• Squarespace provides very limited, but very beautiful templates. Not only are they beautiful 
- they are also responsive.  What this means is that no matter where you are looking at the 
website (be it on your desktop, mobile phone or tablet), the layout and design will always 
look great. An excellent feature of Squarespace is Cover Pages, which are single page 
websites. These are considerably easier to build than a full website and may be all you need 
to communicate the key information to your target audience. Here’s an example of the kind 
of one-page website you can build on squarespace. The Business plan for Squarespace is 
currently $18USD per month ($25AUD) with unlimited pages, storage and web analytics.

If you do utilise WordPress, Wix or Squarespace you will need to purchase your own domain name. 
A domain name is your online business address, uniquely identifying your website on the internet 
(i.e. www.silverchef.com.au). Squarespace, Wix and WordPress do not allow for the registration 
of Australian domains (.com.au) and so you will need to register this at an external site first (www.
crazydomains.com.au) then map (link) it to your account. Here are instructions on how to do that 
for Squarespace.
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[chapter 1] WEBSITE

It’s worth noting that building your own website - however simple - is going to take a bit of time. 
Put aside at least a few days to familiarise yourself with the platform and getting your website just 
right. It’s the single most important thing you can do for your business when it comes to advertising, 
so it needs to present as being professionally crafted or it risks doing more harm than good.

Here are some hospitality-based features to consider including on your website:

• Online booking - This can be done through companies such as Dimmi, Bookarestaurant and 
Obee, whereby you embed a widget (an application that enables a user to perform an action) 
on your site that allows customers to easily reserve a table. The biggest supplier of this service 
globally is OpenTable, with 20% of all US diners seated through their platform. OpenTable are 
not currently operating in Australia though.

• Menus - Your customers want to check out your menu, so make it easy for them. Update 
frequently with specials and new additions.

• Imagery - Nothing is more enticing to a potential customer than gorgeous photos and videos of 
your food, drinks, interior and location.

• Integration with social media - Social media is an important part of most hospitality 
businesses’ marketing plans (more on that later). If you don’t integrate it with your website, you 
are not using it to its full potential. 

• Email signup - Though social media is a strong force which every hospitality business should 
leverage, a business does not control or own any intellectual property on these platforms and 
thus you are powerless to prevent changes that affects how your content is displayed. Add the 
declining organic (non-paid) reach of social media, resulting in less and less people seeing your 
updates and it makes sense for a business to build, grow and nurture its own list of followers 
that you can market to at a later date (see Chapter 6: Electronic Direct Marketing).

If you don’t feel comfortable building a website yourself, Google “website design <your city name>”. 
It is best to work with a local developer as building a website is quite a labour intensive process 
that will require several face-to-face meetings. Be transparent with your budget up front and an 
agency will be upfront in return with what you can get as part of that - even if it is just a single page 
website. An agency can also look after domain registration and hosting. 

Important functionality that you should ensure is built into your website includes the 
following:

• Responsiveness, i.e. works equally well on all devices (desktop and mobile)

• Search engine optimised, meaning it will rank well in Google search results  
(see Chapter 2: Search Engine Optimisation)

• Connected with Google Analytics so you can track the success of your site and make 
adjustments where necessary (see Chapter 7: Web Analytics)

• Includes a content management system (CMS) so you can easily make content changes 
and not have to pay an agency or developer.

That covers off the most important component of your digital marketing strategy – a website. 
We’ll now focus on how you can get your website noticed organically (free) through search engine 
optimisation (SEO).
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[chapter 2]  SEARCH ENGINE OPTIMISATION (SEO)

Search Engine Optimisation (SEO) is the process of influencing where your website ranks in the 
unpaid section of Google/Yahoo and Bing’s search engine result pages (SERP). For example, if 
someone Googles “Sydney café”, SEO dictates where your website will rank on Google’s organic 
listings for this keyword.

Before you can begin the SEO process (or outsource it) and get your website in the top spot for 
keywords your target market may be searching, you need to understand what SEO is.

The image below shows four key areas of a search engine results page (Google) to be aware of:

• Orange – Keyword

• Yellow – Paid search advertisement (see Chapter 3: Pay Per Click)

• Green – Local listings (part of SEO)

• Blue – Organic Results (SEO)
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[chapter 2] SEO

Google’s algorithm (set of rules) changes over 600 times each year and has hundreds of factors that 
it takes in to consideration when deciding on how high your website should rank when someone is 
searching for related keywords.

These factors can be broken down in to three areas: website technical adherence, content and 
links:

Website technical adherence means ensuring there are no speedbumps in the backend of your 
website when Google comes to “crawl” it. This can relate to the following:

• Ensuring your website is quick (Google and other search engines give precedence to sites that 
load quickly over sites that are slow to load). Your site speed is largely dependent on imagery, 
so make sure to resize before uploading. There are professional programs that do this, such as 
Adobe Photoshop, but you can also do it for free through sites such as http://webresizer.com/. 

• Ensuring your website title tags and meta descriptions are unique and relevant. Tags and meta 
descriptions tell search engines what the web page is about. You generally have control of 
these HTML tags through your website’s content management system.

• Ensuring your website has a clear hierarchy and text link structure. A best practice approach 
for building a text link structure is to ensure every webpage is reachable from at least one 
static text link.

• Ensuring your website works well across all browsers (Internet Explorer, Google Chrome, 
Mozilla Firefox) and on mobile.
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[chapter 2] SEO

Content is the game changer. Any website in the #1 organic position is the website that Google 
deems as the most authoritative source of information for the keyword you are searching for.  
How does a website become authoritative? By having unique, helpful and informative content that 
will contain relevant keywords throughout.

So how do you know what keywords you should be targeting? There are two factors that should be 
the driving force behind selecting a keyword list that you want to rank highly for:

• Relevance - Put yourself in your customers’ shoes (even ask them!) and think what they would 
be searching for when they are in the research phase (i.e. “quality restaurants Brisbane”) and 
then again when they are purchase ready (i.e. “book Japanese restaurant Brisbane”).

• Search volume - You can rank #1 for a keyword, but if no one is searching for that keyword, 
then what’s the point? Google’s keyword planner is great for seeing how many monthly 
searches there are for certain keywords, the competitiveness of them and how much you could 
expect to pay if you targeted them with search advertisements (more on that in the next chapter).

Below are the results of typing “Sydney restaurant” into the keyword planner tool. The top table 
is filtered by relevance, with the one below filtered by average monthly searches. Find a balance 
between relevance and volume when it comes to picking the keywords you wish to target for SEO.

Keyword (by relevance) Avg. monthly searches Competition Suggested bid Ad impr. share Add to plan

best sydney restaurants 1,900

1,000

260

1,600

1,000

590

140

320

880

210

320

260

170

1,000,000

27,100

27,100

14,800

14,800

14,800

14,800

12,100

12,100

12,100

9,900

9,900

8,100

8,100

8,100 Low

Low

Low

Low

Low

Low

Low

Low

Low

Low

Low

Low

Low

Low

Low

Low

Low

Low $0.90 –

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

–

$1.79

$4.83

$2.49

$0.90

$3.72

$1.21

$2.28

$4.10

$1.65

$2.60

$3.07

$2.61

$0.34

$1.00 < 1%

$1.91

$5.37

$1.69

$1.55

$5.23

$5.21

$2.35

$5.29

$0.53

$1.29

$1.01

$1.01

$2.16

High

High

High

High

Medium

Medium

Medium

Medium

Medium

Medium

top sydney restaurants

the rocks sydney restaurants

sydney cbd restaurants

sydney restaurants cbd

sydney restaurants with a view

sydney restaurant guide

sydney harbour restaurants

north sydney restaurants

top 10 sydney restaurants

sydney city restaurants

sydney seafood restaurants

sydney restaurants the rocks

restaurants

sydney weather

things to do in sydney

sydney accommodation

four seasons sydney

swisshotel sydney

accommodation sydney

hotels sydney

restaurants sydney

sydney hotels

best restaurants sydney

quay restaurant

map of sydney

what to do in sydney

darling harbour restaurants

Keyword (by relevance) Avg. monthly searches Competition Suggested bid Ad impr. share Add to plan
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[chapter 2] SEO

Links that point toward your website from other websites is the next tier of SEO and the reason 
for their importance is that they are seen as a vote of confidence in Google’s eyes. Think about it 
like the referees section on your resume. You only want credible sources of high authority giving 
you a reference and if this is the case, you’ll have a better chance of success. Links to your website 
is essentially the same concept; you want links from highly authoritative websites – preferably 
in similar or surrounding industries to your own. If you own a Japanese restaurant and you have 
links from an American tyre shop website, then this will not be useful to helping your rankings and 
depending on the referring website, may even be detrimental. 

Here are four link building tips to get you started.  

1. Read the publication’s ‘About Us’ section 
  The content you’re trying to build links with will not be suitable for every single publication. By 

reading their ‘about us’ section, this will give you a good indication of the types of articles they 
publish and who their target audience is. 

 Take Open House Magazine for example…

 

 You learn that their target readers are chefs, restaurateurs and foodservice managers; and their 
content is focused on stories of growth, trending topics and new products to the market. 

2. Make sure your content allows for a link 
  If you’re writing a guest post for a publication, make sure you ask the editor to include a link 

in your by-line. If you’re offering content for the publication to publish on your behalf, this 
is where it’s important to ensure you are maximising your chances of getting that link. Say 
you’ve published an e-book and you’re hosting that piece of content on your website. Choose a 
snippet from that e-book to write about, and at the end you can include a call to action such as 
‘download our e-book (title) for more information on x,y,z…’. If it means the readers are getting 
more valuable information by downloading this e-book on your website, the editor will be happy 
to provide a link. 

3. Email, email, call 
  You can’t expect to send off one email and that’s it. Make sure you send the first email pitching 

your story and after about a week, send a follow-up email. Follow-ups can be tricky sometimes, 
because you don’t know whether they have read your email. A great tool you can integrate with 
your Outlook or Gmail is Sidekick http://www.getsidekick.com. You can send a tracked email 
and see who opens and clicks your emails. Problem solved! If you haven’t heard back from them, 
it’s time to make the call. 
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[chapter 2] SEO

CREATE YOUR WEBSITE FOR 

A HUMAN, NOT A MACHINE

4. The follow-up 
  If your article has gone live on the site, it’s time to send a follow-up thank you email. If you have 

noticed the article has gone live without a link, this is the time to thank them for the story and 
ask for it. It can be harder to get a link after content has been published, which is why tip #2 is 
important. Lastly, some best practice advice when it comes to SEO. Create your website for a 
human, not a machine and avoid tricks intended to artificially improve search engine rankings, 
namely “keyword stuffing” (unnecessarily loading keywords into the content of a webpage). 
There are 3,000 computer science PhDs at Google trying to make each search relevant, and 
then there’s you trying to fool them. Tricking Google is futile. Instead, you should let Google do 
what it does best: finding great, relevant content. Focus then on creating, curating, and sharing 
great content and you are onto a winner.
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[chapter 3] PAY PER CLICK (PPC)

Pay Per Click (PPC) advertising is a term that encompasses a range of different advertising 
techniques and mediums online. PPC differs from SEO in the sense that to have your brand 
seen through this medium, you are going to have to spend some advertising dollars (as the name 
suggests, you are charged when someone clicks your ad). Unlike SEO whereby your presence is 
dictated entirely by Google, with PPC you can put your brand up in lights just about anywhere you 
choose, at any time, and for any keyword. This is powerful as you can serve ads to people who are 
already searching for the kinds of products and services you offer. Thus, they are more likely to take 
action. 

PPC is dominated by Google’s AdWords program. That is, ads displayed on Google’s search engine 
result pages, as well as the Google Display Network (GDN), a collection of websites that reaches 
90% of internet users worldwide. Everything PPC related will generally fall back in to one of the 
following areas: 

• Search advertising

• Display advertising

• Video advertising

• Remarketing

Search advertising is, in essence - text advertisements that appear at the top or right hand side of 
a search result pages in a search engine. These ads are restricted by character limits and there is an 
extensive backend process (an “auction”) dictating how often they are shown, search queries that 
will trigger them and whether they are shown in the very top spot, the second spot, or on extremely 
competitive search terms (type in “Lawyers” and your nearest capital city and you’ll understand) on 
the right hand side of the page.
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[chapter 3] PPC

Display advertising (pictured below) is essentially the online version of traditional billboard 
advertising. Websites that opt in to various display networks such as the Google Display Network 
(GDN) allow advertisers to visually showcase their brand or product on their websites. Targeting 
display ads can be automated to an extent, where you define what types of people you are looking 
to serve your ad to, their demographic or even only showing on websites that have certain copy 
throughout their website. If you are looking to add a little zing to your advertisement, you can also 
animate them instead of having them static. 

Remarketing is where you can track your website visitors 
who don’t leave an enquiry or purchase a product and 
follow them around the internet with your advertisements. 
It is simple in theory but very effective when done right. 
It significantly increases the amount of touchpoints with 
your brand in a consumer’s decision making process and 
keeps you top of mind.

Video advertising is most commonly served on YouTube 
(before your video starts) as well as on video publisher 
sites, games and apps on the Google Display Network.

Google AdWords is all about results. From the first time 
you create an ad, it’s important to know what you want 
to gain from your campaign and how you are going to 
measure your success. Want to increase traffic to your 
website? Or increase sales or ROI (return on investment)? 
Raise brand awareness? You need to set targets and track 
the success of your campaign. AdWords can show you 
costs, clicks and conversions but for a fuller picture, you 
should also import a Google Analytics view into AdWords 
to get access to on-page metrics including bounce rate 
(when someone views only one page, then leaves) and 
average visit duration. You can do this yourself or ask your 
PPC campaign manager or website developer if you have 
one. AdWords will also display in your Analytics account as 
“Paid Search” or “Display” (see Chapter 7: Web Analytics).

Don’t forget that regardless of what the data says, you need to be happy with how much you are 
paying for each click and ensure it is of value to your business.

The above gives a very broad overview of paid advertising online, however it can quickly become 
a sea of complication, data and optimisation if you don’t have the required skills and experience 
to manage your campaigns and continually optimise them.  This is where outsourcing can be very 
effective through a digital marketing agency. However, collaboration is the key. Digital marketers 
know digital marketing better than anyone else and you know your business better than anyone 
else – together it can be a synergistic relationship that drives results for you. As a general rule, 
an agency will charge around 10% of your spend on ads in account management fees. So if you’re 
spending $1,000 a month on ads, expect to pay around $100 in account management fees. 
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[chapter 4] SOCIAL MEDIA

Social media is perhaps one of the most talked about yet least understood areas of digital 
marketing. It’s hard not to get swept up in the frenzy, between the massive media hype and the 
ever-changing social media landscape. However, you should always remember that marketing on 
social media platforms is still just marketing, and the same fundamental principles apply no matter 
which channel you use. The following is a simple guide to social media marketing for restaurants, 
with some general tips on how to think about social media, as well as some specific applications.

What Is Social Media?

To get started, let’s talk about what we mean when we say social media. At its heart, social media 
is any website or app where people can share information about common interests. Facebook, 
Twitter and Instagram are probably some of the most obvious examples. There are hundreds, if not 
thousands of social media networks to choose from, each serving a particular niche and purpose. 

Here are some of the most commonly used platforms:

• Facebook: the 800-pound gorilla, Facebook is THE most used social media platform for 
restaurants, allowing you to connect with fans, share multimedia messages (images and videos) 
and also run promotions such as sweepstakes.

• Twitter: the king of the short form essay, Twitter is great for quickly updating your fan base.

• Instagram: the leading image-based social media platform, Instagram has transformed 
smartphone photos into an art form.

• YouTube: the most popular video sharing site, YouTube is the second-largest search engine 
after Google and has a user-base that rivals Facebook.

• Google+: while not nearly as popular as Facebook and Twitter, Google+ is important because 
of its affiliation with other Google properties such as Google My Business, which in turn 
improves the chances of increased visibility on Google’s search engine result pages (see 
Chapter 5: Google My Business).

This is just a quick list of social media networks that hospitality business owners should consider. 
Social media platforms are always evolving and overlapping, and new players enter the market 
every day, which can be very confusing. One simple way to decide where to focus your efforts is to 
find out which social media channels your customers are using. If they are already talking about you 
on Facebook, Twitter and Instagram, you need to join in and, better yet, lead the conversation. 
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[chapter 4] SOCIAL MEDIA

Providing Value

Once you have figured out what each social media platform is good for, you need to decide 
what your content will be and how you will interact with your fan base. This is where you need 
to carefully consider the value that you are providing. Your customers (or potential customers) 
are paying you with the currency of their time and attention. In exchange, they offer you the 
opportunity to reach out to them anytime you want. Do not repay them with content that wastes 
their time as they will quickly move elsewhere and retain a negative association with your brand. 

Nobody knows your customer base better than you, so think about what your clientele might 
consider to be valuable. This could be:

• Mouth-watering photos of your food and cocktails that spark their imagination and appetite

• Details about upcoming events that will excite your customers

• News and commentary about causes and organisations that your customers feel passionately 
about

For example, Silver Chef customer Alfred & Constance - a restaurant, bar and night club in 
Brisbane’s Fortitude Valley - has rapidly grown its Facebook fan base from 0 to almost 50,000 fans 
in the span of a few short years. The content that Alfred & Constance post is specifically tailored 
to its customer base - a young, affluent crowd. Their content includes professional photos of their 
food and beverages, appealing to foodies, and party photos appealing to their customers’ vanity 
and social standing.

Make a list of what you think your customers would like to see and try it out. Don’t be afraid to 
experiment and test new ideas. Your customers will let you know very quickly what works and  
what doesn’t.
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[chapter 4] SOCIAL MEDIA

Review Sites

In the world of social media, review sites like Yelp, TripAdvisor and Zomato (formerly Urbanspoon) 
occupy a special place. Many customers will check out one or more review sites before selecting 
a new restaurant, and even small changes in average ratings can have a profound impact on a 
restaurant’s bottom line. There is often a contentious relationship between restaurants and review 
sites for precisely this reason.

Here are a few tips on how to deal with review sites:

• NEVER create fake reviews. Ever. Fake reviews are easy to detect, and if you get caught your 
business can suffer irreparable damage to its reputation.

• DO ask customers for reviews whenever you get a chance, whether it is in person, on the bill, or 
over social media. Oftentimes all you have to do is ask nicely.

• READ reviews but take them with a grain of salt. Reviews can sometimes offer insight into 
a fixable issue that can improve your product and service. Don’t be disheartened by overly 
negative reviews, as these are often exaggerated.

• CONSIDER responding to reviews. This is a tricky one, because it can end up occupying a lot 
of your time, and will not necessarily translate directly into more business. Customers will 
appreciate the owner/manager engaging with them, or personally dealing with problems. 
Always respond to negative reviews calmly and professionally – a negative review handled well 
can sometimes be more valuable than a positive review.

• TAKE CONTROL of your page on review sites if possible. Zomato now lets you own your page 
so you can respond to reviews, post menus and update business details. Some restaurants and 
cafes now use Zomato as their foremost presence online, instead of developing a website. 

While review sites are important, at the end of the day the best thing you can do is to focus on the 
quality of your product and service, and the results will speak for themselves. Take Silver Chef’s 
Facebook reviews as an example. We currently have an average score of 4.5 based on 22 reviews. 
Real reviews. Real customers.
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[chapter 5] GOOGLE MY BUSINESS

Google My Business - to quote Google themselves - enables you to “connect directly with customers, 
whether they are looking for you on Search, Maps or Google+”. 

Google is Australia’s most visited website and you can expect anywhere up to 82% of your web 
traffic to come from Google. It’s important then that you build your visibility as much as possible.

To get started with Google My Business, visit google.com/business and create an account. We 
recommend that when creating your account you do so with your companies work email address, 
rather than create a new Gmail address. This will mean notifications and alerts will come to your work 
email, rather than a newly created Gmail account that you are unlikely to monitor. To do this, when 
it comes to the username field click, “I prefer to use my current email address” and fill out the form.

You’ll need to see if your business already exists on Google through the “Find your business” 
feature. Often it does as it may have been set-up by a previous owner, employee or even a 
customer. If it does, you can request to manage the business. If not, you can choose to set-up a new 
business. Either way, you will need to verify the business before being able to manage it on Google. 
Google will authenticate your verification request by sending a unique code to the businesses 
mailing address (a postcard), or phoning the business with an automated code.

Once you are up-and-running, it’s time to build your Google+ dashboard (essentially your profile 
page). The top section has all the information on your business which, amongst other things, 
will populate the right hand side of Google search if someone Google’s your business name. The 
benefits of this is it can give users a quick overview of essential information of your business, 
including opening/closing hours, location, contact details, and reviews.
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[chapter 5] GOOGLE MY BUSINESS

As something a bit different, why not invite customers to take a virtual tour of your business? It’s 
called Business View, and it uses the same technology as Street View, which like the rest of the 
general population, you’ve probably used to see how your house stacks up on Google’s 360 degree 
panoramic cameras.

Business View offers an immersive experience to prospective customers, with the ability to look 
around your business as if they were there. Business View will cost around $500-$1,000, which 
is for a Google-certified photographer. The photographer manages the entire process for you and 
there are no ongoing fees. Business View is best suited to a restaurant/café with an interior that 
would likely improve the chances of the user wanting to visit. Google are currently publishing case 
studies showing 50% increase in click-through rates from Google search to a business’s website 
since launching Business View. Check out an example of Maven Restaurant.

Upon completing the Google+ dashboard, the information will also populate Google Maps, 
which can help customers find directions to your business on a desktop or mobile. For example, if 
someone types “Sydney cafes” then clicks on maps to find businesses close to them, your listing 
will appear. This is extremely important as it’s often the way consumers will find local businesses. 
For those using Google Maps as their GPS, it will also provide voice navigated directions to your 
business.

The third valuable component of Google My Business is Google+ and reviews. Whilst Google+ is by 
no means the most popular social network out there, not surprisingly, it’s unrivalled in its exposure 
across Google’s search engine result pages. Google+ acts in much the same way as other social 
media platforms. You can share updates and multimedia content, as well as receive reviews. The 
benefit of this is that it is all displayed on Google when someone searches for your business. 

Reviews are one you will want to manage closely and we recommend, if you ask your customers 
to review you anywhere, Google+ is where they should do it. While the review sites listed in the 
previous chapter certainly have a place, Google is where consumers will most likely go if they are 
making a quick decision on the go. Also, if someone is browsing Google Maps for a local coffee 
shop in their city, the reviews will also appear there. Who’s going to say no if they are looking for 
a cappuccino, hop on to Google Maps and find your café five minutes away, packed with people 
singing from the rooftops about your head barista and coffee beans from Columbia?

Lastly, we recommend downloading the free Google My Business app, which will allow you to 
manage your business anywhere, anytime.
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[chapter 6] ELECTRONIC DIRECT MARKETING (EDM)

Electronic direct marketing, often referred to simply as ‘email marketing’ or ‘EDM’, is one of the 
cheapest and most effective ways to market your hospitality business online. Why does it work so 
well? It’s quite simple when you think about it. The people who have given you their email address 
are presumably either past customers, or those interested in becoming a customer. That’s why 
the engagement rates you get from an email campaign will always be significantly higher than the 
engagement rates on your ‘public’ channels like social media and Google. 

The first thing you’ll need to do (if you haven’t already), is get an account with an email marketing 
platform. The most common is MailChimp, which is free if you have fewer than 2,000 subscribers. If 
you want to get a bit more advanced, Sign-Up.to, Campaign Monitor and MyGuestlist are all great. 
These systems give you not only the ability to create beautiful emails and send them out, but also 
great insights into who’s opening your emails, what they’re clicking on, and also tools to create sign-
up forms to help you grow your list. 

Building a list

The first piece of the puzzle is building a list of people to communicate with – and this should be 
an ongoing process for your business. Hospitality’s a great industry to be in when it comes to 
building an email list, since you’re constantly serving and talking to people and thus have endless 
opportunities to ask people for their email address. 

A quick win is to set up a tablet on your counter that constantly displays a sign-up form – preferably 
with your logo and brand colours prominent. Every time a customer comes up to pay for their order, 
direct their attention to the sign-up form. This works best if you call it your ‘VIP club’ (or something 
similar), and also offer an incentive, e.g. a ‘free coffee’ voucher to your inbox when you sign up. 

On your website, make sure there’s an obvious way for people to sign up for your VIP club. Ideally 
you’d have a few different links – one in the header of your website, one in the footer, and perhaps 
another as one of your sliding banners or promo tiles. It’s also a great idea to periodically reach 
out to your social media followers and invite them to join your list. This is most effective if you do 
so immediately before a big promotion – for example, on Facebook you could say: “We’re about to 
send out an amazing offer to our VIP list. If you’re not on the list yet, subscribe here!”

HOSPITALITY’S A GREAT 

INDUSTRY TO BE IN WHEN 

IT COMES TO BUILDING AN 

EMAIL LIST
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[chapter 6] EDM

Creating your email campaigns

Getting started with some email campaigns is a lot easier than it sounds. All the platforms 
mentioned above come with a selection of free templates, which look great and are incredibly easy 
to customise with your own colours, logo, photos and text. 

But what to say? The best way to approach this is to not let the fear of what your readers will 
think inhibit your content. Be yourself, be true to your brand, and don’t be afraid to let your own 
personality shine through in your email content. Hospitality is about having fun, relaxing and being 
social – which is really a license to be as playful or as casual as you want with your emails. 

As a minimum you should be reaching out to your email subscribers once a month, but in the 
hospitality industry fortnightly or even weekly is recommended. If you’re comfortable producing 
two email campaigns a month, the first could simply be your monthly e-newsletter, while the other 
could be a special offer or event invite.  

Another type of email that is hugely effective in the hospitality industry is birthday emails. If you’re 
a café, set up an email voucher that gives customers a free coffee voucher on their birthday. If you 
have function spaces, send your subscribers a ‘20% off function room hire’ offer a month out from 
their birthday.  Not only do these emails work extremely well, they’re also completely effortless 
once set up. Most email marketing platforms have birthday email functionality that will automate 
the process assuming you ask for date of birth (minus the year!) in your sign-up form. 

Analysing the results

The beauty of email marketing is that its effectiveness is completely transparent. You should be 
continually monitoring how your emails are performing and tweaking your strategy accordingly. All 
the major email marketing platforms will tell you exactly how many people have opened your email, 
who they are and what links they’ve clicked. 

Seeing the results is one thing, but acting on them is what will really make your email marketing 
strategy blossom. For example, when looking at how many people have clicked the various links 
in your campaign, consider saving these people to specific lists so that you’re starting to build 
audience segments based on people’s interests. These will come in handy down the track when 
you want to push a particular product or offering. For example, if you have a ‘weddings’ link in your 
e-newsletter, you should save everyone who clicks that link to a specific ‘weddings’ list, and target 
them with specific wedding-related content later on. 

YOU SHOULD CONTACT 

YOUR SUBSCRIBERS AT LEAST 

ONCE A MONTH
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[chapter 7] WEB ANALYTICS

Let’s jump forward a month; you’ve read this white paper and begun to dip your feet into the pool of 
digital marketing – you’ve got AdWords campaigns on the go, you are spending time engaging with 
customers on social media, and you’ve sent out a couple of emails to prospective customers about 
your new business. All of this activity will have driven customer visits to your website and hopefully 
driven bookings or general enquiries.

The problem is, it can be unclear at times just how successfully each digital marketing channel is 
performing. How can you prove that your time and money has been well spent?

Web analytics is the measurement, collection, analysis and reporting of data relating to visits 
to your website. A rather dry definition perhaps, but the purpose is to understand the content 
customers are looking at on your website, how many page views these visits consisted of, and 
what the bounce rate was (when someone views only one page or triggers only one event on your 
website, then leaves). Essentially your aim whilst looking at web analytics data, is to assess and 
improve the effectiveness of your website.

If that all sounds very in-depth, don’t worry as it is relatively easy to get started. Google provide 
help in this area through their Google Analytics platform. Sign-up is free and can be done here. 
Before you can view any reports on your website you’ll need to add a few lines of code to every 
page on your website. Again, that’s not as difficult as it sounds – there are plugins for WordPress 
and there are guides for Squarespace and Wix. Of course, if you have one, your web developer can 
also add the code in just a few minutes.

HOW CAN YOU PROVE THAT 

YOUR TIME AND MONEY HAS 

BEEN WELL SPENT?
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[chapter 7] WEB ANALYTICS

Google Analytics is an extremely powerful reporting tool and could be a white paper all on its own, 
as could Web Analytics in general. But here we’ll just cover the basic reports.

• Audience -> Overview. This report will give you a high-level overview of how many visits 
were made to your website (sessions) and how many users (or visitors) made those visits. You 
can also see how many page views these visits consisted of. There’s also a statistic shown here 
called Bounce Rate, which we’ll cover a little later. Use this report to get a general feeling for 
how busy your site has been compared to previous weeks or months.

• Audience -> Users Flow. One of the more complex looking reports but also one of the most 
interesting. This report is a graphical representation of the route visitors take through your 
site. The results might not be as obvious as you were expecting! For example, why do visitors 
never make it to your menu page after viewing the homepage? This report may highlight that a 
link to a page needs to be made more prominent.

• Acquisition -> Overview. Use this report to see which channel or activity is generating the 
most visits to your website. Channels include those spoken about earlier in this paper, such as 
organic search (a result of SEO), paid search, display, email and social. The results of this report 
may lead you to adjust which channels you spend time on, depending on how many conversions 
they generated. 

• Behaviour -> Site Content -> All Pages | Landing Pages. These two reports will list all of your 
pages on your site and their related basic stats. The Landing Pages report is key – these are 
the pages that visitors enter your site through. Again, these might not be the pages you were 
expecting! Do these pages contain the information about your business that you’d want them 
to see first?

These four reports will provide some interesting statistics for you to consider, but Google Analytics 
can be set-up to provide even more meaningful insights. This starts to happen when you set-up 
Goal Conversion events. These goals can be thought of as the aim of your site. Think about when 
a visitor lands on your site and how you’d consider that visit to be a success. Would it be if they 
signed up to your special offer newsletter or downloaded your menu? Or if they subscribed to your 
foodie blog? A goal would definitely be achieved if they booked a table at your restaurant through 
an online booking platform such as Dimmi (see Chapter 1: Website).

Google Analytics provides simple configuration screens to configure these goals. Once set-up, 
the results will appear in most reports, providing much more actionable insight. Consider the 
Acquisition Overview report again – if goal conversions are configured, you can then see which 
channel (i.e. PPC advertising or social media) generated the most conversions. 

One final note on Web Analytics. Numbers and statistics may or may not be your thing, but it’s 
important to realise that it is never just about achieving high numbers. Always remember that 
context is key. A statistic known as bounce rate was mentioned earlier. You might immediately 
think that a high bounce rate (people leaving the site after viewing only one page) is bad, but what if 
one page consists of all the information that visitor needed? Perhaps your contact us page only has 
a phone number and opening times on it, and Google is displaying a link to this page on its results 
pages. This page would very likely have a high bounce rate, which would be a good thing as the 
visitor obtained the information that they needed. So remember, when analysing reports, try to 
always keep in mind the objective of the visitor to your site. 
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CONCLUSION

This white paper has outlined a series of digital 
marketing strategies that can make a big 
difference to your hospitality business. Sure, 
there is some time and effort involved - but that 
investment will be rewarded. Beyond offering a 
great customer experience to your patrons (and 
a flexible funding solution for your equipment, of 
course!), digital marketing is about as important 
an activity as you can do to make your hospitality 
business a success and stand out from the crowd. 

You are passionate about your business. If 
you can be equally as passionate about telling 
people about it, you can’t possibly fail with these 
initiatives.

Good luck!
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ABOUT SILVER CHEF

Silver Chef has provided flexible funding to its customers in the hospitality industry for 30 
years. Since the company’s inception in 1986, thousands of customers have been given the 
help they need to fulfil their hospitality dreams.

We work with small start-ups, takeaway shops, cafés, large restaurants and hotels looking to 
renovate or expand. The flexibility in our offering allows you to preserve your much needed 
cash flow, and enjoy the freedom to run your business the way you intended.

Silver Chef Limited is a public company, listed on the Australian Stock Exchange since May 
2005. It currently operates in Australia and New Zealand under two brands.

Silver Chef’s unique Rent-Try-Buy® model provides flexible hospitality equipment funding 
based on its customers’ individual and business potential.
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