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THE LATEST TRENDS IN RESTAURANT TECHNOLOGY THAT BLOSSOMED
IN THE RESTAURANT BUSINESS

The aim of the research was to study, analyze and find out the latest tendencies and
technologies of restaurant business. To attract attention and give some ideas to our restaurant
industry. Innovations could be implemented in so many fields. It could be a new digital program, a
booking platform, a CRM system via social media, an unexpected partnership, a groundbreaking
architecture, and so on. Doing this research 1 analyzed web sources related to this topic such as:
«trycake.com” and online magazines about the restaurant industry: (entrepreneur.com;
restaurantbusinessonline.com; gsrmagazine.com). Also my research is based on articles and books
of restaurateurs: “Setting the Table: The Transforming Power of Hospitality in Business” by Danny
Meyer; “Customer Preferences for Restaurant Technology Innovations” by Michael Dixon Sheryl
E. Kimes Ph.D; ““S Technologies Changing the Restaurant Industry” by John Patrick Pullen.

As a result of studying of all recourses mentioned above, I got some data about trends in
restaurant industry. The ideas of innovations that will be mention, is the leading power in terms of
nowadays restaurant market. In an age when, one in three people owns a tablet and most adults use
the Internet on their mobile phones, it’s no surprise that businesses of all shapes and sizes are
bringing in technology to increase sales. '

Mobile app. With such a large percentage of adults with Smartphone and online access
24/7, restaurants will be ahead if they implement a comprehensive and easy-to- use app.
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Mobile Payments. One of the big trends for restaurant apps is mobile payment. In 2016,

34 % of Smartphone users made a mobile payment, the majority of which used a mobile app to do
s0. A standout brand in terms of mobile payment adoption is Starbucks — nearly 19 % of customers
pay with their phones, and 67 % use their phone to collect loyalty benefits.

Wait Lists. Another trend for mobile is restaurant wait list management. Mobile apps have
started to replace restaurant pagers. Guests no longer have to crowd around an entryway; they
simply join the mobile queue and arrive at the restaurant when their table is ready.

Online Voice Ordering. Right now, only a third of restaurants have smartphone apps. And
already now 40% of customers prefer to order online, but don't have this opportunity in every place.
“Customers are no longer tied down by distance, convenience or ambiance,” and competition is
fierce. Restaurants will have to rely on superior reviews and awesome food to put up a fight.
Another way restaurants can stand out is with voice ordering. The Domino’s app has introduced
“Dom,” a voice recognition pizza expert that lets customers order without lifting a finger.
‘Technology like this will demand innovation from similar quick-service restaurants in the coming
year.

Loyalty Programs. A loyalty program is a great tool to boost customer retention.
Restaurants with POS systems that continually collect customer data can use this information to
personalize rewards. With access to unique customer preferences, restaurants are able to target
individuals in a way that will improve their experience and keep them coming back. In order to
create a flawless dining experience for customers, restaurants should also consider integrating their
loyalty program into a mobile app.

Models of dishes. One of the innovations in the restaurant business to attract visitors is to
show your menu to the people right in the window of the restaurant. Photos of dishes, even the best
ones, can not cope with this task. The only way that can attract - are the models of dishes. Due to
the high quality of the materials used, the models look like real ones, their size and volume can be
seen. You can also put the price and specify the ingredients that are included in the dish. This make
casier for visitors to choose the restaurant and dishes.

What is the next thing in restaurant tech? Voice recognition will change standard
operating procedures for both front- and back-of- house teams. Already, for people is common to
order food online, including groceries. But imagine if managers and kitchen staff don&#39;t have to
fill out those spreadsheets, and rather could just say what they need and have it automatically added
to the request form and ordered, with it being charged seamlessly to a preset account. .

QR code. QR code is a marketing innovation that works well in the organization of a

restaurant business. In a small square of a two-dimensional barcode, you can put information about

L
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your restaurant, menus and promotions. Also you can take the visitors to your site, invite them to

participate in social networks and subscribe to the newsletter.

Dynamic Digital Menus. “Smart” digital menus that are projected to replace paper menus
over the next few years. Each restaurant visitor is offered to choose dishes and directly contact the
waiter using a tablet. The visitor can see the total cost of the order and the calorie content of the
dishes. If something does not suit you, you can easily remove it and choose something else before
serving the dish. One digital ordering company, “Menuvative”, uses an algorithm that will offer
wine pairings based on the food guests order. This intuitive technology has increased guests” orders
up to 10 percent.

Amazon tries food service. The online giant is beginning to play for the foodservice
industry. Its Amazon Fresh grocery delivery network is competing in the meal kit world, and
Amazon Prime now offers third-party delivery from restaurants in 17 states. In addition, the
Amazon Go concept, launched in test in Seattle in December, is offering a convenience store-QSR
hybrid that serves chef-made breakfasts, lunches and dinners along with select groceries in a high-
tech format where checkout lines and cashiers aren’t necessary. Instead, it’s using smartphone
technology to track what’s taken from the shelves and charging orders to a virtual cart.

Conclusion

Restaurant technologies are improving, and businesses who want to compete will have to
start offering customers innovations like mobile apps, personalized loyalty programs and online
ordering. The benefit of this technology will be better customer experiences, leading to better
customer retention. Not only customers will profit, but restaurants can also save costs down with

technology platforms that help to manage the work more efficiently.
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VISITORS' PROFILE IN GASTRONOMIC EVENTS AT A FORMER EUROPEAN
REGION OF GASTRONOMY: THE CASE OF THE MINHO REGION (PORTUGAL)

Abstract

This study refers to a study market conducted in the Master Program in Innovative Tourism
Development at the Polytechnic Institute of Viana do Castelo namely to the visitor’s profile of three
gastronomic events in the Alto Minho Region (Portugal), more precisely at the municipalities of
Ponte de Lima, Valen¢a and Viana do Castelo. Minho (which includes Alto Minho) was nominated
us European Region of Gastronomy in 2016. This fact served as main motivator for the realization
of this study, which intended to audit if this classification was perceived by the visitors of
gastronomic events and to identify the consumption behavior of the gastronomic visitors.The main
conclusions revealed that the brand Minho European Region of Gastronomy 2016 should renew its
strategies of marketing and communication; that the majority of the attendants reside within Minho
region; and that one of the most famous local gastronomy products (Sarrabulhorice) is still the most
acclaimed dish in the region. Also, it was manifested, during this study, the necessity of
implementing and improving systems of market research and data intelligence to ameliorate the
operational and marketing aspects of the gastronomic events in Minho, in order to perfect the
cexperience of participants, both locals and visitors.

Background

Gastronomy has been contemplated as an essential element of the cultural and touristic offer
in Portugal. The most recent strategic document for Portugal’s tourism identify gastronomy as
“qualifier asset”, improving the experience of visitors (Turismo de Portugal, LP.; 2016). It is also
considered to be an essential and strategic element for the Minho region. (Comissio de
Coordenagdo ¢ Desenvolvimento Regional do Norte; Governo de Portugal, n.d.). When Minho
submitted a candidacy for European Region of Gastronomy, it was stated that the regional
community is strongly proud of its own gastronomic culture, considering it to be a key-element to
attract visitors for the entire region, showing its “ancient necessity in using creativity, innovation
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