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Restaurants
turn patrons
into friends

© Social media sites, e-marketing tools becoming popular with customers
© PR reps say online is a great place to dialngue with regulars, respond to
comments © New advertising opportunities arise on sites like Twitter

Baston area  restaurants
that were quick to jump on
e-marketing oppomunities
via Facebook and Twitter
are reaping g rewards.
The Russell Howse TFav-
ern opened in Harvard
Square on April &, with [t-
te advertising and a huge

amount of blogging and Mm o
lots of tweets, The blog — newspeper, Nation's
russellhouse wordpress Restaurant News
£om — helped amass al- r_l:pﬂmiﬂ'ﬂl

most 2,000 followers and Starbucks e
fans by the time the restau- isoheaf IS
rant opened {ts doors. the first

The Four Seasons’ Bris- COmMpanics

tel Lounge has long had a [0 panticipaie
club-like following and in Twitter's *Promiof
Twittet reinforces that. — The response was tweets,” aka advertise
“We have a chance to have greater than we ments. g
a dialogue with our regy- This move promd
lars and respond (o their aver Eﬂl.lld"hﬂ“ o provide 3 oo
comments, It's been greal imﬂirmd‘ able rﬁ&nwm
for  thar imteraction KRS ARATSAS, ALRKING CRAR for the microb
alone,” savs Kristan Fletch- site via selling

er. the hotel's director of loval guests and we were The Barking nies the right o link
public relations. hoping to tap into thar Crab: Seafood with Ati their pages and pro-

The Barking Crab used when we established & tude — came from a so- files to keyword sea

Facebook and Twitter to  presence on Facebook and results, @ METRO/LL

find 4 slogan for its 2010
regular marketing cam-
paign, “The Barking Crab
has a huge following of

Twitter,” says Kris Kratsas,
the harbor restaurant’s di-
rector of operations

While the restaurant’s

1™ or “watched 5.'|:||-|.: on
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