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Abstract

This research paper explores the impact of online marketing on enhancing the brand awareness of Point-of-Sale (POS)
systems within the restaurant industry. As digital tools gain prominence, POS providers must develop effective
branding strategies through platforms such as social media, influencer marketing, SEO, and customer reviews. The study
uses both qualitative and quantitative data collected via surveys and interviews, revealing that digital visibility
significantly affects the perception and adoption of POS systems among restaurant owners. The paper provides
actionable insights for POS brands to improve online engagement, strengthen brand recall, and adapt to a rapidly
digitizing marketplace.

INTRODUCTION

The pace at which the world is evolving dictates that marketing is now a digital-first approach on a global scale. It
enables businesses to promote their services or offerings and enhance their reach and growth. The integration of
technology has impacted nearly all industries, with customer interaction and service provisioning at the heart of it. The
restaurant business has also incorporated such technologies into their marketing strategies for better engagement with
customers. An example of this is the adoption of Point of Sale (POS) systems. POS systems are no longer only billing
machines, they now include features like inventory management, sales tracking, employee productivity monitoring, and
even customer preference analytics. Ironically, even with all these capabilities, there is still little brand recognition and
visibility among smaller and medium-sized restaurants. The core aim of the dissertation is to assess how digital
marketing can be leveraged to improve the visibility of brands dealing in POS systems catering to the restaurant
industry. Seeing the growing competition in the POS market alongside the swift digitization of eateries, it is essential to
focus on how social media, SEO, content marketing, influencer marketing, and even online reviews serve the realm of
brand trust and recognition. The main goals are to learn which tactics work best, how restaurant owners view POS
brands. The goal of the study is to offer insights to digital marketers and restaurant owners in addition to POS service
providers. In an increasingly competitive market, the dissertation will propose practical strategies that can result in
stronger brand positioning by highlighting the opportunities and gaps in current marketing practices. Regional
differences, market trends, consumer behaviour, and technological advancements that affect the effectiveness of online
marketing initiatives in this field will also be taken into account in this study. 8 POS brands frequently face challenges
in attaining broad recognition and brand loyalty, particularly in markets where larger, more established players hold a
dominant position, despite their increasing importance. The commoditization of point-of-sale (POS) systems, which
makes potential customers view these solutions as generic utilities rather than unique, value-driven products, makes this
problem even more difficult. In order to stand out in the crowded restaurant technology market, POS providers must
now implement strong brand-building strategies. The dynamic and customer-focused nature of the restaurant industry
makes it a unique setting for researching how online marketing affects POS brand awareness. In order to assess and
choose technological solutions that meet their operational requirements and patron expectations, restaurant owners and
managers are depending more and more on digital resources. Online research is frequently used to assess factors like
ease of use, dependability, integration capabilities, and after-sales support; therefore, POS brands must have a strong
online presence.
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SCOPE AND IMPORTANCE OF THE STUDY

This study's scope includes POS brands that operate in the restaurant industry and their use of online marketing tools
and strategies. Influencer marketing, online advertising, email campaigns, social media marketing, search engine
optimization (SEO), and content marketing are just a few of the digital marketing channels it encompasses. The main
focus of the study will be on how these channels are used to raise brand awareness among restaurant managers and
owners, who make the majority of the decisions regarding the adoption of POS systems. The research may cover a range
of urban and semi-urban regions, where POS technology adoption is booming. The study's significance stems from the
increasing dependence on digital platforms for marketing and business communication. POS systems have become
essential to effective management and improved customer experience as restaurants continue to digitize their operations
in the post- pandemic world. But even with the growing demand for these systems, many POS brands are still not well-
known, particularly in markets with fierce competition. This disparity offers a singular chance to investigate how
successful internet marketing can impact buying decisions in addition to raising visibility. The research's conclusions
will also be important to a number of stakeholders. It will provide POS brands with evidence-based suggestions on how
to modify their digital marketing tactics in order to more effectively target and interact with potential consumers. It will
give restaurant owners more insight into how to assess and choose point-of-sale (POS) systems based on digital
presence and marketing cues. The study will add to the larger conversation about technology 10 marketing, customer
acquisition, and brand management in the digital age, which will be useful to researchers and marketers. The goal of the
study is to close the gap between digital engagement and actual adoption by exploring the nuances of how online
marketing influences brand perception and awareness.

LITREATURE REVIEW

1. Kotler & Keller (2016) In their seminal work on marketing management, Kotler and Keller emphasize how
online marketing allows companies to interact directly with customers, customize communications, and create enduring
bonds. Using these tactics helps POS providers stand out in a crowded market, increasing brand awareness and
recognition. Source - Kotler, P., & Keller, K.

L. (2016). Marketing Management (15th ed.). Pearson Education.

2. Mangold & Faulds (2009) Mangold and Faulds explore the shift from traditional advertising to social media-
driven marketing. They emphasize that user interactions, comments, and shares play a crucial role in shaping brand
perception. POS brands can benefit from creating interactive content and fostering online communities to boost
engagement and brand awareness. Mangold,

W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. Business Horizons, 52(4),
357-365.

3. Chaffey & Ellis-Chadwick (2019) Chaffey and Ellis-Chadwick examine the impact of integrated digital
marketing strategies, including SEO, content marketing, and influencer collaborations, on brand visibility. Their
findings suggest that consistent and targeted online campaigns significantly improve brand recall and influence
customer decisions, which is highly relevant for POS brands targeting restaurant businesses. Chaffey, D., & Ellis-
Chadwick, F. (2019). Digital Marketing (7th ed.). Pearson Education. 12

4, Tuten & Solomon (2017) Tuten and Solomon focus on the power of digital storytelling and visual content in
creating emotional connections with consumers. They argue that brands that effectively use visuals, videos, and
customer stories can establish stronger brand identities. POS providers can leverage these insights to showcase real-life
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use cases and customer testimonials. Tuten, T. L., & Solomon, M. R. (2017). Social Media Marketing. Sage
Publications.

5. Lee & Lambert (2019) Lee and Lambert's study on POS adoption in hospitality highlights operational
efficiencies but also identifies a lack of strong brand differentiation. They advocate for targeted digital marketing to
create a distinct brand image, making their research particularly relevant for this study. Lee, S., & Lambert, C. U.
(2019). Exploring the role of POS systems in hospitality operations and marketing. International Journal of
Contemporary Hospitality Management, 31(6), 2481-2498.

6. Ahmed & Saeed (2020) Ahmed and Saeed investigate the influence of online reviews and digital content on
technology adoption among small businesses. Their findings indicate that positive user reviews and informative content
significantly enhance brand trust and influence purchasing decisions, emphasizing the importance for POS providers to
manage their online reputation effectively. Ahmed, R., & Saeed, A. (2020). Impact of online reviews and content on
technology adoption among SMEs. Journal of Business Research, 116, 216-225.

7. Kumar & Gupta (2021) This study analyzes the impact of social media engagement on brand awareness and
customer acquisition in the technology sector. The authors conclude that interactive and consistent social media
activities not only increase visibility but also drive customer inquiries, offering valuable strategies for POS brands. 13
Kumar, V., & Gupta, S. (2021). Social media engagement and its impact on technology brands’ awareness. Journal of
Interactive Marketing, 54, 21-34.

8. Ahearne, Jelinek & Jones (2007) Ahearne, Jelinek, and Jones examine how salesperson service behaviour impacts
customer perceptions in a competitive context. Their findings are applicable to POS providers, where sales and service
teams play a crucial role in enhancing customer experience and brand perception through online engagement. Ahearne,
M., Jelinek, R., & Jones,

E. (2007). Examining the effect of salesperson service behaviour in a competitive context. Journal of the Academy of
Marketing Science, 35(4), 603-616.

9. Adamson, Dixon & Toman (2012) This study emphasizes the shift from traditional solution selling to teaching
and informing customers through online channels. POS brands can leverage this approach by using digital content to
educate restaurant owners, thereby influencing brand perception and driving adoption. Adamson, B., Dixon, M., &
Toman, N. (2012). The end of solution sales. Harvard Business Review, 90(7), 60-68.

10. Cravens et al. (2011) Cravens and colleagues discuss behaviour-based and outcome-based salesforce control
systems. For POS brands, measuring online marketing outcomes—such as lead generation and conversion rates—helps
align marketing strategies with sales objectives, improving overall brand effectiveness. Cravens, D. W., Ingram, T. N.,
LaForge, R. W., & Young,

C. E. (2011). Behaviorbased and outcome-based salesforce control systems. Journal of Marketing, 57(4), 47-59.
LIMITATION OF THE STUDY

A number of limitations must be noted, even though the goal of this study is to offer insightful information about how
online marketing can raise POS brand awareness in the restaurant industry. The scope and generalizability of the study
findings may be impacted by these restrictions.

. Restricted Geographic Reach The study's primary focus is on the restaurant industry in a particular market or
geographic area. Time and resource limitations may prevent the study from covering a more comprehensive, worldwide
viewpoint, which could restrict the findings' generalizability to other areas or global markets.

. Limitations on Sample Size There may be a cap on the study's sample size, which includes POS providers,
managers, and restaurant owners. A smaller sample size may have an impact on the data's representativeness and
statistical significance, which could skew the findings.
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. Time Restraints Because the study was done in a particular period of time, it might not have captured long-term
patterns or the changing dynamics of brand awareness and internet marketing tactics. The results could be impacted by
rapidly evolving technology and shifting consumer habits.

DATA ANALYSIS & INTERPRETATION

INTRODUCTION

In this research study, data analysis plays a crucial role in uncovering the Evaluating the Role of Online Marketing in
Enhancing POS Brand Awareness in the Restaurant Sector. The analysis aims to interpret and draw meaningful insights
from the data collected through surveys, interviews, and secondary sources. The combination of quantitative and
qualitative methods will allow for a comprehensive understanding of both the statistical trends and the personal

experiences of field sales executives.

CHARTS & INTERPRETATION OF DATA

What impact does competition in your field or region have on your ability to generate leads?

62 responses

@ Very significant impact

@ Significant impact
Moderate impact

@ Minimal impact

The pie chart shows the responses to a survey question about the impact of competition in the respondents' field or

region on their ability to generate leads.
Here's a breakdown of the responses:

o Very significant impact: 12.9% of respondents believe competition has a very significant impact on their

ability to generate leads.

o Significant impact: 35.5% believe it has a significant impact.
o Moderate impact: 12.9% believe it has a moderate impact.
o Minimal impact: 38.7% believe it has a minimal impact.

Overall, a significant majority of respondents (61.3%) feel that competition has at least a moderate impact on their

ability to generate leads. This suggests that competition is a significant challenge for many in this field or region
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What are the primary barriers to successfully nurturing leads that you generate in the field?
62 responses

@ Lack of follow-up resources

@ Insufficient lead information

® Limited communication channels
@ Inacequate lead tracking systems

The pie chart shows the primary barriers to successfully nurturing leads that respondents generate in the field, based on

62 responses.

Here's a breakdown of the barriers:

* Lack of follow-up resources: 40.3% of respondents identified this as the primary barrier.

* Insufficient lead information: 30.6% cited this as a major obstacle.

* Limited communication channels: 17.7% found communication channels to be insufficient.

* Inadequate lead tracking systems: 11.3% indicated that lead tracking systems were not adequate for their needs.

Overall, it seems that the most significant barrier to successfully nurturing leads in the field is the lack of follow-up

resources, which accounts for over 40% of the responses.

How often do you encounter issues related to data accuracy or lead information while working in
the field?

62 responses

@ Very often
@® Often

© Occasionally
@ Raretly

The pie chart shows the responses to a survey question about how often respondents encounter issues related to data

accuracy or lead information while working in the field.

Here's a breakdown of the responses:

o Very often: 19.4% of respondents encounter issues related to data accuracy or lead information very
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often.

o Often: 37.1% encounter issues often.

o Occasionally: 35.5% encounter issues occasionally.
o Rarely: 8.1% encounter issues rarely.

Overall, a significant majority of respondents (92%) encounter issues related to data accuracy or lead information at
least occasionally. This suggests that data accuracy and lead information are common challenges faced while working in

the field
To what extent do you feel that your fieldwork is hindered by a lack of time or other commitments?

62 responses

@ Extremely hinderad
@ Very hindered

@ Moderately hindered
@ Slightly hindered

The pie chart shows the responses to a survey question about the extent to which respondents feel that their fieldwork is

hindered by a lack of time or other commitments.
Here's a breakdown of the responses:

o Extremely hindered: 21% of respondents feel their fieldwork is extremely hindered by a lack of time or

other commitments.

o Very hindered: 9.7% feel it is very hindered.
o Moderately hindered: 30.6% feel it is moderately hindered.
o Slightly hindered: 38.7% feel it is slightly hindered.

Overall, a significant majority of respondents (90%) feel that their fieldwork is hindered to some extent by a lack of

time or other commitments. This suggests that time constraints are a common challenge faced by fieldworkers.

What types of data or information are most difficult to gather while generating leads in the field?
62 responses

@ Contact details

@ Company size and industry
@ Decision-maker names

@ Lead interest level
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The pie chart shows the responses to a survey question about the types of data or information that are most difficult to

gather while generating leads in the field.

Here's a breakdown of the responses:

o Company size and industry: 41.9% of respondents found it most difficult to gather information about

the company's size and industry.

° Contact details: 19.4% found it difficult to obtain contact details.
o Decision-maker names: 16.1% found it challenging to get the names of decision-makers.
° Lead interest level: 22.6% found it difficult to determine the lead's level of interest.

Overall, it seems that the most significant challenge in gathering information while generating leads in the field is

obtaining details about the company's size and industry, which accounts for over 40% of the responses.

How sufficient is the support you receive from your organization (e.g., quidance, training, feedback)
in helping you generate leads in the field?

62 responses

@ Very sufficient
@ Sufficient

@ Neutral

@ Insufficient

The pie chart shows the responses to a survey question about the sufficiency of the support received from the

organization in helping respondents generate leads in the field.

Here's a breakdown of the responses:

o Very sufficient: 35.5% of respondents found the support very sufficient.
o Sufficient: 16.1% found the support sufficient.

o Neutral: 11.3% found the support neutral.

o Insufficient: 37.1% found the support insufficient.

Overall, a significant portion of respondents (51.6%) found the support they received to be either sufficient or very

sufficient. However, a substantial 37.1% found the support to be insufficient.
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How often do you face challenges in connecting with the right decision-makers during lead

generation?
62 responses

@ Very often
@ Ofien

@ Occasionally
@ Rarely

The pie chart shows the responses to a survey question about how often respondents face challenges in connecting with

the right decision-makers during lead generation.

Here's a breakdown of the responses:

o Very often: 14.5% of respondents face challenges connecting with the right decision- makers very
often.

. Often: 27.4% face challenges often.

. Occasionally: 51.6% face challenges occasionally.

* Rarely: 6.5% face challenges rarely.

Overall, a significant majority of respondents (93.5%) face challenges connecting with the right decision-makers at least

occasionally. This suggests that connecting with decision-makers is a common challenge in lead generation.

How often do you encounter difficulties in identifying potential leads during your field activities?
62 responses

@ Very often
@ often
@ Rarely
® Never
o Very often (blue): 33.9%
o Often(red): 32.3%
o Rarely (orange): 30.6%
o Never (green): A small portion, which seems to be around 3%.

The largest portion of participants encounters difficulties "very often" (33.9%), followed closely by "often" (32.3%). A
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significant group (30.6%) rarely experiences difficulties, while only a few participants never face these challenges

How effective do you find the current tools and resources provided for lead generation?

62 responses

® Very effective

@ Somewhat effective
® Neutral

@ Very ineffective

This pie chart represents the responses from 62 participants regarding the effectiveness of the current tools and

resources for lead generation. The breakdown is as follows:

o Very effective (blue): 45.2%

o Somewhat effective (red): 30.6%

o Neutral (orange): 24.2%

o Very ineffective(green): No visible responses in this category.

The majority (45.2%) find the tools and resources "very effective," followed by 30.6% who consider them "somewhat
effective." A smaller portion (24.2%) feels neutral, and no one seems to have selected "very ineffective

How challenging is it to access or utilize these tools while on the field?
62 responses

@ Exwremely challenging
@ Very challenging

@ Moderately challenging
@ Not challenging at all

The pie chart shows the responses to a survey question about how challenging it is to access or utilize tools while on

the field.

© 2025, ISJEM (All Rights Reserved) | www.isjem.com | Page 9



S$J International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129
Yy Volume: 04 Issue: 08 | Aug - 2025 DOI: 10.55041/ISJEM04941

;;.,.‘:’«,‘jﬁ An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata
.

Here's a breakdown of the responses:

o Extremely challenging: 12.9% of respondents found it extremely challenging to use these tools while on the
field.

o Very challenging: 32.3% found it very challenging.

o Moderately challenging: 11.3% found it moderately challenging.

o Not challenging at all: 43.5% found it not challenging at all. Overall, the majority of respondents (56.8%)

found it challenging to some extent to use these tools while on the field. However, a significant portion (43.5%) did not

find it challenging at all.
SUMMARY OF FINDINGS & CONCLUSIONS

SUMMMARY

. A significant number of restaurant owners and managers are aware of POS brands primarily through online

marketing channels, including social media and digital advertisements.

. Social media platforms such as Instagram, Facebook, and LinkedIn have proven to be the

most effective in generating POS brand engagement and recognition.

. Content marketing, especially in the form of blogs, videos, and customer success stories,

plays a vital role in educating potential users and building brand credibility.

. Online reviews and user-generated content heavily influence purchasing decisions, with positive testimonials

enhancing trust in the POS brand.

. Email marketing and influencer collaborations have moderate yet noticeable effects on

improving POS brand visibility among restaurant professionals.

. Restaurant managers prefer POS systems that not only have strong technical features but

are also frequently mentioned in trusted online forums and review sites.

. The frequency and consistency of online marketing campaigns have a direct correlation

with increased brand recall and awareness.

. Budget constraints are a common challenge for smaller POS providers in maintaining a

strong online marketing presence.

. Data analytics and SEO-driven strategies are underutilized by many POS brands, despite their potential to

significantly enhance online visibility.

. There is a growing need for integrated digital marketing strategies that combine multiple

online tools to build a unified and recognizable POS brand image. 52 SUGGESTIONS

. Strengthen Social Media Strategy: POS providers should consistently post engaging content and actively interact

with restaurant business communities on platforms like Instagram and LinkedIn to boost visibility.

. Leverage User Testimonials: Encouraging satisfied customers to share their experiences through online reviews
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and video testimonials can help build trust and influence potential clients.

. Invest in SEO and Content Marketing: Regular blog posts, case studies, and educational content optimized for

search engines can improve organic traffic and enhance brand recognition.

. Collaborate with Influencers: Partnering with food bloggers and restaurant industry

influencers can amplify brand exposure and target the right audience effectively.

. Adopt Data-Driven Marketing: Utilize analytics tools to monitor campaign performance, identify customer

behavior trends, and adjust strategies accordingly to maximize ROI from online marketing efforts.

CONCLUSION

The critical role that internet marketing plays in raising the brand recognition of Point of Sale (POS) systems in the
restaurant industry has been examined in this study. It is now essential for POS providers to use digital marketing
channels to build a strong brand presence because of the growing digitization of businesses and the quick uptake of
technological solutions in dining establishments. Online marketing tactics, such as influencer partnerships, content
marketing, social media promotions, and customer reviews, have been shown in the study to have a major impact on
consumer perception. The results show that when choosing POS systems, restaurant managers and owners are heavily
influenced by peer recommendations and internet content. In addition to increasing visibility, successful internet
marketing helps POS brands gain credibility and trust. Additionally, The study also highlights the difficulties POS
providers encounter when putting online marketing strategies into practice, including financial limitations, changing
digital trends, and fierce competition in the market. Notwithstanding these difficulties, the study highlights that a
consistent and wellthought-out online marketing strategy can have a significant positive impact on , online marketing is
a potent tool that POS providers can use to stand out in a crowded market and establish a connection with their target
market in the restaurant industry. POS brands can increase their visibility, forge closer bonds with consumers, and

experience long-term growth by implementing creative digital strategies and consistently adjusting to market conditions.
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