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Abstract— The restaurant industry in Asia is rapidly embracing artificial intelligence (AI)
to enhance marketing, operations, and customer experience. This paper reviews the latest
Al innovations relevant to restaurant marketing in Asia, including personalized
recommendation systems, content-generation tools, chatbots, and data analytics
platforms. We examine recent adoption trends and government initiatives in key Asian
markets and present illustrative case studies. Barriers to implementation (e.g.,
infrastructure and skill gaps) are discussed. Finally, we propose a strategic framework for
restaurants to maximise their return on Al investments. Our analysis finds that Al-driven
marketing and service tools can significantly improve guest engagement and operational
efficiency across Asia’s diverse restaurant sector.

Keywords— Artificial Intelligence (Al), Asia, Customer Experience, Digital Innovation,
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1. INTRODUCTION

Al technologies, such as machine learning, natural language processing, and predictive
analytics enable restaurants to analyse large volumes of data from various sources,
including social media, customer reviews, and online ordering platforms. This allows
more precise targeting, efficient ad spending, and tailored engagement across multiple
digital channels. In a culturally and linguistically diverse region like Asia, Al also enables
localized and context-aware marketing, helping restaurants better resonate with their
specific customer base. As a result, Al is not just enhancing marketing efficiency, it's
reshaping how restaurants compete and grow in one of the world’s most vibrant culinary
landscapes (sevenrooms.com, 2025). Restaurant chains and hospitality businesses
worldwide are investing heavily in Al to stay competitive. In one global survey, over 80%
of restaurant leaders planned to increase Al spending in the near term (QSR Media Asia,
2025). Notably, Asia stands out for its readiness: Reports show that among all regions,
“Asia stands out as the most prepared region” for Al adoption in restaurants (Deloitte,
2025).

High digital connectivity, social media use, and tech-savvy consumers make Asian
markets particularly fertile ground for Al-driven marketing. However, many operators
still face challenges such as fragmented digital infrastructure and workforce training gaps.
This paper aims to synthesise current knowledge and practice on Al tools in Asian
restaurant marketing, identify key trends and obstacles, and recommend strategies for
effective adoption.
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Fig. 1 Al Investment Survey
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II. LITERATURE REVIEW
The rapid advancement of artificial intelligence (AI) has significantly transformed
marketing practices across industries, particularly within the hospitality and food service
sectors in South Asia. Al has shifted from being a supplementary tool to a central
component of marketing decision-making, driving personalization, predictive analytics,
and customer engagement (Mustak, Salminen, Ple & Wirtz, 2021). In the restaurant
context, Al enables hyper-personalized communication, predictive demand forecasting,
and loyalty-building, aligning with the region’s digitally dynamic consumer base.
Al and Consumer Loyalty in Hospitality and Food Services: Al technologies enhance
customer retention by delivering personalized services and efficient communication.
According to Khan, Hamid, Saad, Hussain & Arif (2023), chatbot-mediated engagement in
Pakistan’s tourism and hospitality sectors significantly improved customer loyalty by
providing timely responses, resolving queries, and ensuring emotional continuity in
service encounters. The study highlights that chatbots serve as mediators between Al
adoption and loyalty, transforming digital service into a relationship-oriented experience.
Similarly, Alam (2020) argue that Al's predictive capabilities enable firms to anticipate
customer needs, thereby fostering stronger brand attachment through proactive
engagement.
In the restaurant sector, these insights translate into the use of Al-powered
conversational systems that personalize dining recommendations, address post-service
feedback, and automate promotional messaging. Restaurants in South Asia, particularly
in India and Bangladesh, that use such systems have reported higher repeat-visit rates
and improved perceptions of the digital brand (Bedi, Bedi, & Singh, 2022). This shows that
Al-driven service quality, when aligned with emotional intelligence in interaction design,
directly enhances customer satisfaction and loyalty (Shin, Lim, & Park, 2023).
Al in Meta-Marketing and Cloud Restaurant Branding: Dutta, Ema, Sengupta, & Banerjee
(2025) expanded the discourse by exploring Al's influence on meta-marketing in cloud
restaurant branding across India. Their findings reveal that personalized content, data-
driven insights, innovation, and foresight are significant predictors of brand strength and
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loyalty. Regression analysis demonstrated that foresight, Al's ability to predict consumer
behavior and market shifts, had the strongest correlation with brand growth, followed by
personalized content and innovation. This evidence reinforces Al's dual role in both
operational optimization and strategic positioning.

In cloud restaurant ecosystems, Al algorithms optimize menu design, forecast demand,
and create adaptive pricing models. The integration of tools such as LangChain, a
framework that enables large language models to automate contextual content creation,
allowing the brands to generate customized campaigns and responses dynamically (e.g.,
personalized promotional texts or automated review replies). While LangChain is not a
marketing-specific model, its application to linking data sources and automating dialogue
pipelines provides restaurants with a cost-efficient means of maintaining a digital
presence without labor-intensive copywriting (Kaplan & Haenlein, 2019).

Practical Applications in South Asian Contexts: Across South Asia, Al adoption in
restaurant marketing is accelerating, driven by mobile-first consumers and food delivery
aggregators. For instance, Zomato and Foodpanda integrate Al to enable real-time
customer segmentation and predictive discounting, thereby increasing order frequency
and retention (DigiconAsia, 2021). In Bangladesh, emerging start-ups are using Al-driven
analytics to target high-conversion demographics through sentiment analysis and
automated remarketing campaigns. These align with global findings, such as Huang and
Rust’s (2021) strategic Al framework, emphasizing that customer-centric automation,
when supported by ethical data use, leads to sustainable brand loyalty.

Al-driven sentiment analysis and predictive targeting further enhance restaurant
performance by detecting shifts in consumer preferences (Balducci & Marinova, 2018).
When integrated into marketing ecosystems, these systems transform transactional
interactions into personalized customer journeys. Furthermore, Khan et al. (2023) and
Dutta et al. (2025) indicate that Al not only facilitates engagement but also democratizes
access to real-time insights for small and medium-sized restaurants in developing
markets, thereby bridging the gap between technological sophistication and localized
consumer intimacy.

111. RESEARCH METHODOLOGY

This study adopts an exploratory, qualitative approach. An inductive review of recent
academic publications, industry reports, and authoritative media on Al in restaurant
marketing and operations were conducted. Sources included global analyses by Deloitte
and BCG, local press (e.g., The Daily Star, Gulf Business), and case studies from technology
vendors and food delivery platforms (e.g., FoodPanda). The selection prioritised data
from 2024-2026 to ensure up-to-date insights. Information was synthesised thematically
to identify regional adoption patterns, use cases, and key performance outcomes. No
primary data was collected; instead, secondary evidence was aggregated to construct a
coherent framework of best practices and trends.

IV. A1 ADOPTION ACROSS INDUSTRIES IN ASIAN CONTINENT

Asia is emerging as a global leader in Al uptake across industries, including foodservice.
For example, a 2025 survey found that 96% of Bangladeshi internet users regularly use
Al in daily life (Telenor Asia, 2025). More broadly, Asia-Pacific workers report unusually
high generative-Al use as roughly 70% of APAC employees use GenAl tools regularly (as
compared to ~51% worldwide) (BCG, 2025), and 78% use Al at least weekly;
aforementioned in Deloitte’s global restaurant study, executives noted that “Asia stands
out as the most prepared region” for Al adoption. These trends reflect tech-savvy
consumers and managers: Asia-Pacific diners are highly receptive to new digital tools
(PWC, 2025).
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Fig. 2 Asia Pacific Leads the Way in using GenAl for Wellness, Food and Meal
Planning
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Several Asian governments are also actively promoting Al ecosystems. In 2025 Nepal
approved a National Al Policy to guide ethical, transparent Al development across sectors,
and Sri Lanka launched a national “Al-first” strategy to boost its digital economy aiming
to triple tech’s GDP contribution (ISAS Briefs, 2025). Such initiatives signal support for
innovation, which is expected to catalyse Al use in areas like hospitality.

At the industry level, restaurant chains and platforms are deploying Al in marketing and
operations. Delivery and foodtech companies in Asia are pioneering Al-driven solutions.
For instance, Singapore-based TabSquare partnered with Foodpanda (Asia’s largest food-
delivery network outside China) to integrate Al into restaurant operations. Using
TabSquare’s platform, restaurants can automate menus and ordering (QR/pay-at-table,
voice orders, etc.), freeing staff from routine tasks and enabling more personalised
service. A DigiconAsia case study reports that restaurants using this system saw up to
10% higher average bill sizes and 50% lower staff costs, demonstrating clear business
benefits (DigiconAsia, 2023). In India, Zomato introduced Al-powered “match scores” that
analyse a user’s order history and preferences to tailor restaurant recommendations
(YourStory, 2025). This personalised approach (beyond simple ratings) is projected to
increase customer satisfaction by 30-40%.

Regional examples further illustrate momentum. In the Middle East, a 2025 survey of UAE
restaurant owners found 87% already using Al (especially data analytics) to optimise
operations (GulfBusiness, 2025).

In Thailand, the TOP25 Bangkok awards (for best restaurants) now use an Al-driven
Restaurant Rating Index to objectively rank eateries (TOP25 Restaurants, 2023).,
showcasing how Al informs even high-profile culinary guides. In Bangladesh,
experimental concepts like the Mexwel Robot Restaurant (opened 2017 with humanoid
servers) show early adoption of robotics in dining. Collectively, these cases reveal that
Asian restaurants are exploring Al in everything from chatbots and menu optimization to
automated kiosks and service robots.

V. AIIN CONTENT CREATION AND MARKETING
Al is also transforming restaurant marketing content. Generative Al tools like ChatGPT
and SORA can draft social-media posts, design menus, and generate promotional images
automatically, Veo-3 can generate promotional videos, and ElevenLabs and SunoAl can
deliver voiceovers and music respectively; greatly reducing creative workload. Many
restaurants use chatbots and virtual assistants on websites and messaging platforms to
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engage customers instantly and answer queries. Al-driven customer segmentation and
targeted advertising (e.g, META AI) help tailor promotions to local tastes and
demographics. For instance, a small cafe in Singapore might use an Al copywriting app to
draft a weekly newsletter, while a larger chain could deploy an Al-driven loyalty program
that personalises offers. These applications enable restaurants to maintain active,
personalised marketing campaigns without extensive manual effort (for example,
automated chat responses and email campaigns can handle routine inquiries and
promotions). Although quantitative data on these practices in Asia is still emerging,
anecdotal evidence and vendor reports suggest Al content tools significantly boost
marketing efficiency and consistency across channels.

Fig. 3 Editorial Promotional Image from Regular Shot Using Al
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VI. A1IN DATA ANALYSIS AND REPORTING
Data analytics is an integral area where restaurants benefit from Al. Advanced Al systems
can forecast demand, optimise inventory, and dynamically adjust pricing or staffing levels.
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Predictive algorithms analyse historical sales, local events, and even weather to suggest
menu offerings or stock levels, reducing waste and stock-outs. For example, one
integrated ordering platform in Southeast Asia reduced order-processing times from 1-2
minutes down to about 5 seconds by synchronising menus across delivery apps and using
Al to queue orders (DigiconAsia, 2021). Similarly, Al-driven labor forecasting tools have
been reported to improve staffing efficiency by up to 25% (to better match peak hours)
in early trials. These improvements translate directly into cost savings. As noted by
industry analysts, modern analytics platforms enable restaurants to sift through sales and
customer feedback data in real time, uncovering patterns for upselling and menu
optimisation. A prominent vendor claims that its Al analytics yielded “up to 10% boost in
sales and 20% profit margins” for adopting restaurants (GulfBusiness, 2025). In sum, Al-
powered business intelligence is helping Asian restaurateurs turn raw data into strategic
insights.

Fig. 5 Food Panda PK Sales and Customer Insight Analysis using Power Bl and
Kaggle (Iqra, 2025)
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Vil.  AIIN CUSTOMER REVIEW ANALYSIS

Online reviews and social media greatly influence dining decisions. Al tools can automate
sentiment analysis on these platforms to assess customer satisfaction at scale. For
instance, an Al service might scan TripAdvisor or Google reviews of a franchise and
summarize common praises or complaints. Restaurants can then respond quickly to
issues or adapt their service. Some companies in Asia offer Al dashboards that aggregate
review data from multiple platforms into easy reports. By filtering spam and highlighting
priority feedback, these tools help managers understand clientele preferences more
objectively. Although specific adoption rates in Asia are not well documented, the growing
use of online review sites implies an increasing role for Al in monitoring brand reputation
and guiding marketing adjustments.

VIII.  AIIN CUSTOMER INQUIRIES
Al chatbots and virtual assistants are increasingly common for handling customer
inquiries. Many Asian restaurants now deploy chatbot services on websites, Facebook
Messenger, or LINE (in markets like Thailand and Taiwan) to take reservations, answer
FAQs, and accept orders 24/7 in an instant. These systems can confirm available slots or
menu items without any delay, improving user convenience. For example, a Mid-tier
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Indian hotel restaurant used a WhatsApp chatbot to handle table bookings during a
promotional campaign, reducing wait times and staff workload. Similarly, automated
voice assistants can join ordering hotlines to handle routine calls. By freeing staff from
repetitive tasks, these Al tools allow focus on guest relations and creative menu
development. As one industry report notes, technology solutions like digital ordering and
Al-driven chat systems are key to “strengthening guest engagement and removing friction
points” in the customer journey (National Restaurant Association, 2026).

IX. A1 ADOPTION IN ASIAN RESTAURANTS (CASES)
Recent investigations indicate a rapid-fire uptake of Al in South Asia’s food sector. For
example, a 2025 Forrester report found that approximately 56% of urban Indians use
generative Al tools (ET Enterprise Al office, 2025), suggesting a tech-ready client base.
Industry investigations also show roughly 23 of Indian businesses have incorporated Al
(73 out of every 100 plan to by the end of 2025) (Economic Times India, 2024)
In Bangladesh, a Telenor Asia study (reported by The Daily Star) found that
approximately 90 percent of Internet-savvy users use Al in their day-to-day lives (Star
Business Report, 2025), indicating strong consumer familiarity. These numbers suggest
that many South Asian cafes could greatly benefit from leveraging Al's operational
capabilities. Pakistan’s F&B sector is also poised for Al: local aggregators like Foodpanda
offer Al- driven booking and analytics tools to affiliates (FoodPanda Pakistan, 2025)
Sri Lanka and Nepal are also developing Al ecosystems; for example, Nepal’s 2025 public
Al policy explicitly aims to strengthen the IT sector and upskill workers for Al services
(Prasain, 2025), which, in turn, should promote Al adoption in the hospitality sector. All
these makes the restaurant sector primed for Al integration and acceptance.

Case Studies (South Asia)

Bangkok: Bangkok’s TOP25 Restaurants guide employs a proprietary Al-powered
Restaurant Rating Index to rank eateries. This index analyses factors such as food quality,
ambiance, value, and online presence (reviews and social-media indicators) with
algorithmic scrutiny, producing an objective, data-driven ranking of the city’s best
restaurants (TOP25 Restaurants, 2023).

Singapore: In mid-2023, Foodpanda (a leading delivery network in Asia) partnered with
Singapore’s TabSquare to offer integrated Al-driven dine-in solutions. Their joint system
digitizes ordering: diners scan QR-code menus on tablets, select items, and pay, while
TabSquare’s Al collects data on customer preferences. According to Foodpanda’s
announcement, restaurants using this platform see on average around 10% higher per-
order revenue and around 50% lower staff intervention needs. These results illustrate
how algorithmic ordering and predictive analytics can boost efficiency and sales in
restaurants. (Foodpanda, 2023).

India: India’s Major foodtech platforms have integrated Al at scale. Zomato launched a
substantiated “Al food adjunct,” built on OpenAl’'s LLMs (via Microsoft Azure), to
recommend dishes and answer user queries (Somani, 2024). Swiggy also developed an
Al-driven “What to Eat” recommendation system (a neural quest tool) adapted to user
moods and history, which uses Al for route optimization, and is piloting chatbots for
customer support. These enterprises show how Al enhances both customer experience
and logistics in India’s restaurant sector.

Bangladesh: In Dhaka, the Robot Restaurant (opened in 2017) employs two humanoid
robots as waiters (Dhaka Tribune, 2017). At a broader level, the food delivery leader
Foodpanda Bangladesh provides partner eateries with Al-powered tools; for example, its
platform uses chatbots and voice systems for automated table reservations and analytics
that track client preferences to deliver targeted promotions. These tools help Bangladeshi

1340



Int. J.Adv.Sig.Img.Sci, Vol. 12, No. 2s, 2026

restaurants engage with customers through substantiated offers and streamlined service
(Foodpanda Magazine Bangladesh, 2025).

Pakistan: Foodpanda Pakistan advertises Al features like 24 /7 chatbots for instant order-
taking, predictive inventory to minimize waste, and tailored marketing based on client
data (Foodpanda Magazine Pakistan, 2025). In practice, these tools enable small eateries
(e.g., local cafés) to automate client relations and stock planning with minimal specialized
staff, thereby improving efficiency. For example, one analysis notes that Al reservation or
chat systems can handle high call volumes, freeing staff time and perfecting dine-in
conversion (Hostie Labs, 2024). Local examples demonstrate early success in client
service and operations through Al in Pakistan’s restaurants.

Dubai: Chef Aiman, has been coined as the world’s first Al chef; it is an ambitious culinary
large-language model developed under the UMAI project and brought to life at the
WOOHOO restaurant in Downtown Dubai. Rather than cooking with its own hands, Aiman
analyses decades of food-science research, molecular composition data and thousands of
global recipes to propose novel flavour pairings, menu concepts and sustainability-
minded uses for ingredients that are often discarded; human chefs taste, refine and
execute the proposals so the system becomes a creative collaborator rather than a
replacement. The team behind it sees the Al both as a tool to boost kitchen creativity and
as a potential licensable platform for reducing waste across hospitality operations. Early
press and industry commentary have praised the project’s technical imagination while
also questioning whether algorithmic design can capture the “soul” of cooking, making
the case of Chef Aiman a useful, grounded example of how generative-Al is moving from
backstage analytics into frontline, guest-facing roles in restaurants (Tyson & Ramabhi,
2025).

Fig. 6 World'’s First Al Chef - Aiman

TABLE I OVERVIEW OF Al INTEGRATION IN ASIAN RESTAURANTS AND THEIR BENEFITS

SL. Al integration
Region/Example Al Outcome/Benefit
Application
1 Bangkok (Top25 Al-driven Objective curation
Restaurants) ranking using food quality,
algorithm ambience, and social
data
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Singapore Digital dine-in | ~10% higher order
(Foodpanda/TabSquare ordering + value; ~50%
) analytics reduction in staff
effort
Bangladesh (Local Al chatbots Enhanced
Restaurants) and reservations and
personalized | targeted marketing
campaigns
India (Zomato/Swiggy) Al Personalized dish
recommendat suggestions and

ion assistants

optimized delivery

Pakistan (Foodpanda) 24/7 Al Reduced waste,
chatbots, improved stock
predictive planning, automated
inventory customer interaction
management, for SMEs
personalized
marketing
tools
Dubai (Chef Aiman) Generative-Al Creative

culinary augmentation of
model for chefs, sustainability
flavor pairing, optimization, Al in
menu guest-facing dining
ideation, and experience
waste-
reduction
strategies

X. CONCLUSION AND RECOMMENDATION

In conclusion, Artificial intelligence is transitioning from experimental use to routine
application within restaurant marketing and operations across Asia. The cases examined
in this study, from Al-assisted restaurant rankings in Bangkok to platform-enabled
adoption in Bangladesh and automation-led kitchens in India, demonstrate that Al is no
longer confined to novelty-driven or large-scale operators. Instead, it is increasingly
embedded in everyday decision-making across diverse restaurant formats.

The findings indicate that Al delivers its strongest value through incremental, targeted
improvements rather than radical transformation. Restaurants that applied Al to specific
operational challenges, such as reservation management, demand forecasting, review
analysis, or personalized promotions, reported consistent gains in service efficiency,
revenue stability, and cost control. These outcomes were most sustainable where Al
complemented existing workflows and preserved the human dimensions of hospitality.

The Asian context further reveals the importance of platform ecosystems in accelerating
adoption. Integrated solutions offered by delivery platforms and in-restaurant technology
providers have reduced entry barriers for smaller operators by bundling analytics,
ordering, and marketing tools. While this has broadened access to Al capabilities, it also
underscores emerging dependencies on platform-driven visibility and algorithmic
evaluation, raising important questions for long-term competitiveness.
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Overall, the evidence supports viewing Al not as a discrete innovation but as an enabling
infrastructure. Its primary contribution lies in improving decision quality, reducing
operational friction, and supporting more relevant customer engagement; outcomes
closely aligned with sustainable growth in highly competitive restaurant markets.

Recommendations

Several practical implications emerge from the analysis.

First, Al adoption should begin with clearly suggested use cases linked to existing
operational pain points. Focused deployments, such as automated reservation handling
or demand forecasting for high-waste items, are more likely to generate early, measurable
returns and organizational buy-in.

Second, small and medium-sized restaurants should prioritize integrated platform-based
solutions over bespoke systems. These partnerships offer a lower-risk pathway to
adoption by combining ordering, payment, and analytics within a single ecosystem, while
minimizing technical complexity.

Third, Al should be positioned as an augmentative tool rather than a substitute for
hospitality labor. The most effective implementations reduced administrative burdens
and allowed staff to concentrate on service quality and guest interaction. Staff training
and role alignment are therefore essential to realizing value.

Fourth, restaurants should adopt a limited but consistent set of performance indicators,
such as booking conversion rates, average ticket size, repeat purchase frequency, or
inventory variance, to evaluate Al effectiveness and guide future investment.

Finally, attention to customer trust and data governance is critical. Transparent
communication regarding data use, alongside simple opt-out mechanisms, is necessary to
maintain brand credibility as Al-driven personalization becomes more visible. Where
available, operators should also leverage public digitization and Al-skilling initiatives to
strengthen internal capabilities.

Implications for Future Research

Despite growing industry adoption, much of the current evidence on Al use in restaurant
marketing and operations remains drawn from vendor reports, platform case studies, and
short-term performance metrics. This limits the ability to draw robust causal conclusions.
Future research should therefore prioritize independently conducted, longitudinal
studies that examine the sustained impact of Al adoption on financial performance,
employee roles and retention, and customer satisfaction over time.

Further, comparative research across Asian markets would add important nuance to the
literature. Differences in regulatory frameworks, labour costs, platform dominance, and
digital literacy are likely to shape both adoption trajectories and outcomes. Examining
these contextual factors can help distinguish which Al-driven practices are broadly
transferable and which are market-specific. Such work would contribute to a more
grounded understanding of how Al functions not merely as a technological tool, but as an
embedded component of evolving restaurant ecosystems in Asia.
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