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ABSTRACT 

	[bookmark: _GoBack]It is well-known that traditional (offline) marketing strategies are already widely used by different establishments around the world and there are almost no new options for fostering competition. Here comes online marketing with almost unlimited possibilities and options. With the voluminous growth of internet users and the growing trend of online marketing, it seems indispensable to run a business without an online presence. This is due to the fact that “consuming in shops” is changing to “online consuming”. Different establishments nowadays are using different online marketing strategies to attract prospective consumers. This paper focuses on the Online marketing strategies used by food and catering establishments in Conner, Apayao: Basis for Effective Marketing Program. A Quantitative Research method was used in this study. The research is conducted based on the pre-identified food establishment, catering, restaurants and canteen in Conner Apayao. The results show that Facebook is an effective platform for promoting Food and Catering establishments, and that discounts are the most successful marketing method for persuading clients. Furthermore, the efficiency of online marketing methods has successfully boosted the number of visitors to their website, generating conversion, patronage, and revenue, while additionally enhancing brand visibility and awareness. The study also discovered that there is no significant variation in the efficiency of internet marketing techniques whether grouped by management type or years in operation
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1. INTRODUCTION 

Digitalization is the adaptation of a system, method, etc. to be operated using computers and the internet, which is presently a trend in this era. People currently use various online applications to buy what they want, which also serve as a platform to advertise their products.	 Marketing is the process of generating and gratifying demand for goods, services, and event suppliers (Bockhorni, 2014). If all proceeds according to plan, this demand should translate into sales and revenue. In addition, marketing defined marketing as the "science and art of exploring, creating, and delivering value to satisfy the needs of a target market while making a profit." (Gopal  et. al, 2006). Marketing identifies unmet wants and requirements. Additionally, marketing defines, measures, and quantifies the market's scale and profit potential (Bajpai et. al, 2012).  

A marketing strategy is a long-term plan for achieving a company/establishment’s goal by understanding the needs of customers and creating a distinct and sustainable competitive advantage (Constantinides, 2002). It encompasses everything from determining who the customers are and deciding what channels to use to reach those customers, this also defines how the company positions itself in the marketplace, the types of products it will produce, the strategic partners to make, and the type of advertising and promotion it undertakes (Herget et. al, 2015). Online marketing is the use of the internet to advertise a business and its products and services. This can be accomplished through email marketing, website content and design digital advertising, social media, online content, influencer marketing, blogging, video/podcasting, online ads and sponsorship, and paid promotions (Kozinets, 2002). Online marketing efforts often attempt to improve sales, raise brand awareness, or attract and keep customers (Schwarzl & Grabowska, 2015). 

	It is important for a business to identify the online marketing platform that is available in the location where the business is situated. Choosing the right marketing platform online will result in the most beneficial outcomes, whether that strategy involves the use of a website, a social media platform, or an online application (Naik & Raman, 2003). Using Internet marketing strategies to communicate with clients today can ultimately raise the establishment's profile, increase its scope in the business industry, and result in greater revenue (Peresadko et. al, 2014). This approach will assist the business in interacting with its customers, providing them with novel ways to advertise a product, food services, and event activities.

Now that Conner, Apayao has a reliable internet connection, about 75% of its residents use their phones to communicate, market, sell, or place orders for food items and services to business owners in the various enterprises.
With this, researchers aim to identify and assess the online marketing strategies employed by food and catering enterprises in Conner, Apayao, to provide a basis for an effective marketing program specific to restaurant and catering business owners in the municipality.

2. methodology 

 	The study used quantitative methods of research, using a survey questionnaire to gather data on Online Marketing Strategies used by Food and Catering Establishments in Conner, Apayao, it provides a full description of the basis for the marketing prof the effective approach to the marketing model, online platform, and marketing strategies. The study was conducted based on the pre-identified food establishments, Catering Services, Restaurants, and Canteen around Conner, Apayao., specifically, barangay Caglayan, Ripang, Malama, and Han-Han.  

	The study used a researcher-created questionnaire; employing a researcher-created questionnaire was more beneficial because of the relevancy of the questions and the choices made at the researcher’s location because some of the online platforms were not available in the area. A close-end survey questionnaire was used as an instrument to gather data for the study.The respondents’ consent and approval were obtained before releasing the questionnaires. The total amount of data was tallied and then used for mean, frequency, percentage analysis, and rank. The researchers personally administered the survey questionnaire to the respondents to ensure immediate retrieval of the answered questionnaires.
Frequency, percentage analysis, and ranking were used to describe the profile of respondents. The Mean is used to determine the level of effectiveness of online marketing strategies used by food and catering establishments in Conner, Apayao as perceived by the respondents utilizing the 5- point Likert Scale below. 
[bookmark: _Hlk138254067]Table 1. 5 points Likert Criterion Scale
	[bookmark: _Hlk137581473]Scale
	Mean Scale
	Verbal Interpretation

	5
	4.21 – 5.00
	Extremely Effective

	4
	3.41 – 4.20
	Very Effective

	3
	2.61 – 3.40
	Effective

	2
	1.81 – 2.60
	Somewhat Effective

	1
	1.00 – 1.80
	Not Effective




ANOVA and T-test were used to determine the difference in the level of effectiveness of online marketing strategies of food and catering establishments in Conner, Apayao as perceived by the respondents when grouped according to profiles.

3. results and discussion

3.1. Profile of the Respondents

[bookmark: _Hlk138254205]Table 2. Business Types 
	Indicators
	Frequency
	Percentage

	Food Establishment
	13
	43.33%

	Catering
	4
	13.33%

	Canteen
	2
	6.67%

	Restaurant
	11
	36.67%

	TOTAL
	30
	100%



As shown in Table 2, food establishments have the highest percentage of 43.33% in business types, food establishments are panciteria, burger and fries’ stalls, milk tea houses, pizza, and bakery shops. Restaurants come in second with 36.67%. There are various types of restaurants, including fine dining, cafés, coffee shops, specialty restaurants, buffet restaurants, food trucks, casual dining, fast food, and fast-casual restaurants. These restaurants are typically served by waiters or waitresses. 13.33% owned a catering business, this shows that Conner Apayao is venturing into other businesses aside from the usual food establishment around the area. Canteen, having 6.67% ,is the smallest number of food and catering establishments in Conner Apayao, this means that in the food industry, food establishments are more evolved in Conner Apayao. Therefore, most of our respondents owned and have a food establishment based on our survey. 
Table 3. Management Types 
	Indicators
	Frequency
	Percentage

	Sole Proprietorship
	23
	76.67%

	Partnership
	4
	13.33%

	Franchising
	3
	10%

	TOTAL
	30
	100%



 	According to Table 3, A total of 30 respondents were asked what management types they used in their business. The highest percentage is sole proprietorship having 76.67%, these are catering, canteen, food establishments, and restaurants which means that business owners with these types of ownership are owned by one person. 13.33% of the respondents are in partnership, it is a business or firm owned and run by two or more partners, or this is an association of two or more people as partners in business and 10% entered into franchising.
Table 4. Years of Operation
	Indicators
	Frequency
	Percentage

	Below 3 years
	12
	40.00

	3-6 years
	11
	36.67

	7-9 years
	6
	20.00

	10 years above 
	1
	3.33

	TOTAL
	30
	100



As can be gleaned from the table, the data reveals the frequency and percentage of establishments falling into different ranges of years of operation. Among the total 30 establishments studied, 40.00% have been operating for less than 3 years, indicating a significant portion of relatively new businesses in the industry. These establishments are likely to be in their early stages of development and may face unique challenges associated with establishing their brand, building a customer base, and refining their operations. 36.67% of the establishments have been in operation for 3 to 6 years. This range indicates a significant number of businesses that have overcome the initial startup phase and have managed to sustain their operations for a moderate duration. A smaller percentage, 20.00%, represents establishments that have been operating for 7 to 9 years. These businesses have demonstrated a higher level of longevity and are likely to have established a more solid foundation within the industry. Only 3.33% of the establishments have been operating for 10 years or more. This indicates a relatively low presence of businesses with long-standing operations in the area. These businesses likely have extensive experience, a well-established reputation, and a deep understanding of the market dynamics. Their extended years of operation may have contributed to building a strong brand image and a loyal customer.


Table 5. Number of Employees
	Indicators
	Frequency
	Percentage

	1-3 Employees
	23
	76.67

	3-6 Employees
	7
	23.33

	TOTAL
	30
	100



As shown in the table, the majority of food and catering businesses in Conner, Apayao, have either 1-3 or 3-6 employees, with a percentage of 76.67% employing 1-3 staff in their establishment, indicating a significant presence of businesses operating with a small team, allowing for efficient service and task distribution. Following that, 23.33% of establishments employ 3-6 people. This establishment will almost certainly have slightly larger employees to handle more responsibilities and greater-scale operations.
3.2. Online Platform used in Promoting Business
[bookmark: _Hlk138254436]Table 6. Different Online Platform used in Promoting Business
	Indicator
	Frequency
	Rank

	Facebook
	22
	1st

	Both Facebook and Local Collaboration
	4
	2nd 

	Both Facebook and Instagram 
	2
	3rd 

	Both Facebook and Tiktok
	1
	4th 

	Both Facebook and Advertising campaign
	1
	4th



As shown in Table 6, Facebook is always used as an effective platform for promoting businesses, with the 30 establishments surveyed it ranked first (1st). In the study of Bajpai, Pandey, and Shriwas (2012), it examined how viral marketing especially on Facebook, marks its place through social networking sites. They have found that the taste of success could be achieved for the Facebook marketing environment by going for direct marketing with intelligent strategies. They also pointed out that Facebook will be the most suitable platform for brand marketers. Another reference is from Gupta, Chaturvedi, and Hada (2018), they stated that social media has put a strong foot in media marketing. They found that social networking site, especially Facebook has been the first choice for retailers to minimize the cost and maximize the coverage of advertisement. One of the success stories that Facebook is the most used as a platform in promoting business is the story of Church Chicken, this is one of the world's third-largest chicken restaurants, they post online ads through Facebook and this results in over 592,000 store visits with an 800% ROI. Each visit Cost the company an average of $1.14. The ROI of the campaign was four times the team's return goal. This shows how powerful and appealing Facebook platforms are, and according to oosga.com, with the latest data published in January 2023, Facebook has now around 90.2 million Facebook users in the Philippines. With male users account for around 46.45% and female users account for around 53.55%. This indicates that there is a widespread adoption of Facebook as a marketing tool among food and catering businesses. Both Facebook and local collaboration followed the rank with 4 establishments; these are pansiteria, eatery, catering services, and snack house. Collaboration is a powerful tool for all small business owners, regardless of the industry or the type of business you have. It is the connections you form with others, and the different ways you collaborate with those people you formed connections with, that will help you grow your business to new levels. Local collaboration is an avenue for local business owners to help them promote each other’s businesses. Local collaboration is also now the evolving online marketing platform that business owners used. Both Facebook and Instagram rank third, with 2 establishments utilizing this visual-centric platform. Facebook, Tiktok and and advertising campaigns tied in fourth place, with 1 establishment each using these platforms. The result implies that Facebook is the dominant platform for promoting food and catering businesses in Conner, Apayao. However, it's worth noting that a smaller number of establishments also utilize other platforms such as local collaborations, Instagram, TikTok, and advertising campaigns. This indicates a diverse marketing approach among businesses, with each platform offering unique benefits and targeting different segments of the audience.

3.3. Marketing Strategies Utilized in convincing customers
[bookmark: _Hlk138254472]Table 7. Different marketing strategies 
	Indicator
	Frequency
	Rank

	Discount
	18
	1st 

	Sale
	15
	2nd 

	Freebies
	10
	3rd 

	Free Wifi and Loyalty Program
	2
	4th 



As shown in Table 7, it reveals that discounts are always used as a marketing strategy, with 18 establishments implementing this approach. Discounts offer a reduced price or percentage off the regular price of products or services, incentivizing customers to make a purchase. Second most popular strategy is sales, with 15 establishments utilizing this approach.  The third-ranked strategy is offering freebies, which 10 establishments use. Freebies are complimentary items or additional products given to customers as a promotional offer. Providing free Wi-Fi ranks fourth, with 3 establishments implementing this strategy. Loyalty programs is the fifth-ranked strategy, with 2 establishments employing this approach. The result indicates that the most common marketing strategies used by food and catering businesses in Conner, Apayao include discounts, sales, and freebies. These strategies are aimed at attracting customers, creating a sense of value, and fostering customer loyalty. By understanding these popular strategies, businesses can develop effective marketing campaigns to engage and persuade customers effectively.
[bookmark: _Hlk137121730]
3.4. Level of the effectiveness of online marketing strategies
[bookmark: _Hlk138254548]Table 8.  Online Marketing Strategies
	Level of the effectiveness of online marketing strategies
	Mean
	Descriptive Interpretation

	1. It increases the number of visitors to our page since implementing online platforms for the promotion
	2.83
	Effective

	2. It increases conversions (online orders, reservations, inquiries) as a result of our online platform promotions
	2.96
	Effective

	3. It increases the patronage of our establishment
	3.20
	Effective

	4. It enhances our brand visibility and awareness
	3.16
	Effective

	5. It increases the revenue of our establishment
	2.96
	Effective

	6. It increases our visibility and attracts potential customers who have not discovered our establishment
	3.66
	Very Effective

	Weighted Mean
	3.13
	Effective





As can be seen in the table, the establishment’s online marketing strategies have proven to be effective across multiple dimensions. Firstly, they have successfully increased the number of visitors to their webpage, indicating a positive impact on attracting individuals to explore their online presence. The strategies have also shown effectiveness in driving conversions, such as online orders, reservations, and inquiries, with a mean of 2.96. This highlights their ability to encourage potential customers to engage with the organization's offerings.
Additionally, the online marketing strategies have effectively increased the patronage of the establishment, with a mean of 3.20. This indicates their success in attracting and retaining customers, leading to higher levels of customer loyalty and support. Furthermore, the strategies have enhanced the organization's brand visibility and awareness, with a mean of 3.16. This suggests that the promotional activities on online platforms have successfully increased the organization's presence and recognition among the target audience, potentially leading to a broader customer base and improved market position.
Overall, the organization's online marketing strategies have had a positive impact on revenue generation, as indicated by a mean of 2.96. This suggests that the strategies have effectively contributed to increased sales and customer spending, resulting in financial growth. Moreover, the strategies have been highly effective in expanding the organization's visibility and attracting previously unaware customers, with a mean of 3.66. This highlights their success in reaching new audience segments and creating opportunities for further growth.
The result implies that the organization's online marketing strategies have demonstrated their effectiveness in increasing webpage visitors, driving conversions, enhancing patronage, improving brand visibility, and boosting revenue. These findings underscore the value of the implemented strategies in driving growth and success for the organization. The data support the continuation and further optimization of these strategies to capitalize on their positive impact and achieve even greater outcomes in the future.

3.5. [bookmark: _Hlk138254632]Significant difference in the level of effectiveness of online marketing strategies of food and catering establishments in Conner, Apayao as perceived by the respondents when grouped according to profiles

Table 9. ANOVA
	Indicator
	N
	Mean
	Std. Dev.
	F
	df
	P-Value
	Decision

	Management type

	Sole Proprietorship
	25
	2.30
	1.24
	2.97
	2
	0.068
	Accept Ho

	Partnership
	3
	3.50
	0.87
	
	
	
	

	Franchising
	2
	4.00
	0.00
	
	27
	
	

	Year in operation

	below 3 years
	12
	2.83
	1.27
	1.28
	3
	0.302
	Accept Ho

	3-6 years
	11
	2.14
	1.14
	
	
	
	

	7-9 years
	6
	2.92
	1.43
	
	26
	
	

	10 – above years
	1
	1.00
	0.00
	
	
	
	



The ANOVA results in the table above were used to examine the significant difference in the effectiveness of online marketing strategies among food and catering establishments in Conner, Apayao, based on their management type. The findings indicate that when the respondents were grouped by management type, there was no significant difference in the effectiveness of online marketing strategies, as evidenced by a p-value of 0.068, which exceeds the predetermined alpha level of 0.05. This suggests that the management type does not have a significant impact on the effectiveness of online marketing strategies employed by these establishments.
Similarly, when the establishments were grouped based on their years in operation, the results revealed no significant difference in the effectiveness of online marketing strategies, with a p-value of 0.302, which is higher than the set alpha level. Consequently, the null hypothesis is accepted, indicating that establishments across different years in operation possess similar levels of effectiveness in their online marketing strategies.
These findings suggest that neither the management type nor the years in operation significantly influence the effectiveness of online marketing strategies employed by food and catering establishments in Conner, Apayao.
Table 10. T-test
	Indicator
	N
	Mean
	Std. Dev.
	t-tabular
	df
	P-Value
	Decision

	1-3 employees
	23
	2.53
	1.27
	15.07
	29
	0.00
	Reject Ho

	4-6 employees
	7
	1.23
	0.43
	
	
	
	



The table reveals that there is a significant difference in the effectiveness of online marketing strategies among food and catering establishments in Conner, Apayao when grouped according to the number of employees. This is supported by the probability value of 0.00 which is lower than the set alpha of 0.05 thus, the null hypothesis is rejected. This implies that there is a significant relationship in the effectiveness of online marketing strategies among food and catering establishments in Conner, Apayao when grouped according to the number of employees.

TABLE 11. Proposed marketing program for food and catering establishments in Conner, Apayao

	Propose Plan
	Objective
	Specific Activity
	Person Involve
	Expected Outcome

	Seminar and Training workshop on online platforms  
	To introduce, educate, and update online platforms for food and catering industry owners in Conner, Apayao.
	Seminars 
Training and Workshop
	Resource Speakers and 
Food establishment and catering owners
	Developed Facebook Page Website, Content marketing, and collaborated with other food and catering establishment

	Seminar and training on the different marketing strategies
	To support the Food and Catering Establishment in grasping the significance of marketing in influencing clients

Introduce different strategies for advertising that food and catering establishments might use to become well-known in the town.
	Seminars 
Training and Workshop
	Resource Speakers and 
Food establishment and catering owners
	Created and posted marketing strategies on the establishment’s online platform (Sales, Discount, Freebies, Happy Hour, Free Wifi and Loyalty Program)




4. Conclusion

The findings provide valuable insights into the business landscape of Conner, Apayao. Food establishments, including panciterias, burger and fries’ stalls, milk tea houses, pizza shops, and bakeries, dominate the area, followed by restaurants, catering businesses, and canteens. Sole proprietorship is the most common type of ownership, and a significant number of establishments are relatively new, operating for less than 3 years. Employment trends show that most establishments have a small team of 1-3 employees. The preferred online marketing platform is Facebook, while other platforms like Instagram, TikTok, and advertising campaigns are utilized to a lesser extent. Discounts, sales, freebies, free Wi-Fi, and loyalty programs are the primary marketing strategies employed. Overall, the establishment's online marketing strategies have been highly effective in increasing webpage visitors, driving conversions, enhancing patronage, and improving brand visibility. While the management type and years in operation do not significantly impact the effectiveness of online marketing strategies, the number of employees plays a significant role. These findings highlight the importance of understanding the local business landscape and tailoring marketing strategies to attract customers effectively in the food and catering industry in Conner, Apayao
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