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Most food trucks in Southern Indiana do not rely on returning patrons like permanent restaurants. Bearing this in mind, one must ensure they serve customers in an appealing and attractive way to engage them and make the patrons think about the food truck the next time they see it. Social media marketing helps businesses get reviews about their products and attract new customers based on positive ratings given by the existing customers. Attractive photos on posts posted by customers and reposted by a business also encourage new customers to try the product posted. The use of social media uses less money than mass media advertising like billboards or TV advertisements. In this paper, Tousy Nittery explores the social media avenues to market itself and improve its sales. 
Target market
	The target market for Tousy Nittery is middle-class millennials. These millennials may range from the age of 25- 40 years (Berger, 2018). The main reason why millennials prefer food trucks is because they like trying a new way of life and new palates, unlike traditional restaurants.
In addition, the millennials have a high taste in snacks, unlike the baby boomers and the traditionalists (73-90 years). The millennials see snacking as a new mode of meeting energy and nutrition needs (Berger, 2018). This generation would prefer ready to eat food as they like to get food on the go. Most food trucks address this target market as most food trucks provide the best way to satisfy on the go consumption way of life to get nutrition. 
Buying Behaviors of Target Market
	Tousy Nittery has observed that most millennials would shop mostly for snacks at convenience stores, food trucks or even order food online (Berger, 2018). They make fewer trips to the traditional grocery stores, unlike the traditionalist. The millennials allocate a considerable chunk of their budget to ready-made food, as they spend more time eating snacks than eating meals. Moreover, they like to taste new palates with some other ethnic combination as they are very open-minded.
	Furthermore, millennials are influenced by their peers, not baby boomers (54-72 years) or traditionalists. Moreover, they rely on social media and websites for health information (Berger, 2018). The millennials will try a new palate or new cuisine based solely on online reviews or ratings. Finally, millennials tend to eat wholesome food, unlike traditionalists. Traditionalists would focus on low-fat or high fibre content to define healthy food; this is not true for millennials as they perceive healthy food basing on its composition of wholesome nutrients.  
Types of social media format that would work the best for Tousy Nittery 
	As stated earlier, the target market for Tousy Nittery is millennials, so the best way to address them is online. 9 in 10 millennials have smartphones compared to Generation X, which stands at 80 % and 68% for Baby Boomers (Berger, 2018). The silent traditionalists are trailing at 40%. Millennials and Generation Xers use Facebook primarily to update themselves. Almost all millennials in Southern Carolina have internet access, and 7 in 10 of them concur that the internet has good benefits (Berger, 2018). The best social media formats to be employed will be Facebook, Instagram, Yelp, Twitter and TikTok.
Use of social media to boost awareness, branding, improving operations and sales of Tousy Nittery. 
	As stated earlier, Tousy Nittery will use several online platforms to brand itself and attract new customers. The online platforms will also advertise it basing on the positive reviews given by customers (Edwards & Edwards, 2011). The different platforms include:
a.  Yelp
The Tousy Nittery Yelp account will help our patrons to rate and evaluate our business. We shall stick "Check us on Yelp" stickers on our food truck so that our patrons can review our varied palates and services offered (Edwards & Edwards, 2011). In our Yelp Account, we shall include the price range for our varied palates so that our clients can see that our food prices are within their budget range.
b. Facebook
As Tousy Nittery, we look forward to partnering with local bars and pubs to provide meals at night behind these bars to expand their menus. One way to draw patrons is by creating public events on Facebook. The events will show our customers the location to add the events to their event calendar on Facebook (Edwards & Edwards, 2011). The Facebook platform will also allow us to answer our patron's questions on the Tousy Nittery Facebook page and the inbox of Facebook messenger.  
c. Instagram
One of the social media accounts that have good aesthetics is this platform. The Tousy Nittery Instagram page will give us the perfect place for our menus to shine (Mathur, 2013). We shall use Instagram stories to share Tousy Nittery's behind the scene photos with our customers. Since Instagram stories are quite curated, we hope to bond well with our customers over these Instagram stories. In addition, we shall reshare and repost food images made by Tousy Nittery and uploaded by our patrons to build our brand loyalty with our customers.
d. TikTok
The use of Social media in online marketing is a crucial thing. With TikTok, we shall upload videos possibly of our staff making a new recipe to attract new customers (Mathur, 2013). Tousy Nittery can also show how to make a specific menu from start to end. In addition, we can take a video of our current surroundings and the food truck set up so that our customers can know where we are parked for the day. Moreover, we can take videos of events where Tousy Nittery is catering to our followers to know we also cater.   
	The use of social media will help Tousy Nittery achieve greater sales by posting amazing pictures of our cuisines to attract new customers. We also depend on our customers to give their reviews and ratings via Yelp and Facebook; these reviews will help us know where to pull up our socks(Mathur, 2013).   Reposting photos taken by our customers of our amazing delicacies will build a good rapport between us as we display confidence in them marketing us.


References
Edwards, P., & Edwards, S. (2011). Social media marketing. Bar Charts, Inc.
Mathur, K. (2013). Instant Social Media Marketing with HootSuite. Packt Publishing.
Berger, A. (2018). Cultural Perspectives on Millennials. Springer International Publishing.

1


 


 


 


 


 


 


 


Small Business Management Individual project


 


 


 


Name of Student:


 


Instructor's Name:


 


Institutional Affiliation:


 


Course Title:


 


Date:


 


 


 




1               Small Business Management Individual project       Name of Student:   Instructor's Name:   Institutional Affiliation:   Course Title:   Date:      

