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The main objective of the research was to analyze the use of the Instagram social network for six
gastronomic tourist service providers among its clients in the city of Recife. The theoretical framework
used as an argumentative support was digital marketing, social networks and the use of social
networks in tourist services. As a methodological procedure, considering the qualitative and
interpretive research approach, netnography and non-participant observation were performed to
analyze the content published in the Instagram profiles during a period of two months, as well as semi-
structured interviews with the owners and managers of the organizations. In general, it was observed
that the most “like clicks” photos in the profiles analyzed are those of the restaurant’s plates and
promotional menu information. Customers who receive positive responses from the organizations to
their comments seem to be more satisfied. It was also possible to differentiate restaurants that use the
social network for dissemination/promotion and to establish a closest contact with their consumers and
those that use only for dissemination/promotion.
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