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[bookmark: _Toc101450506]                                                              Chapter 1: Introduction

[bookmark: _Toc101450507]                                                                           Overview

      Digital marketing and its related channels may significantly improve campaign efficiency when new technologies and paradigms emerge. SME’s in the hospitality industry may use digital marketing to better understand and communicate with their consumers. The use of social media by large and medium-sized enterprises is expanding. They employ social media marketing to engage with consumers and better understand their needs (Ryan, 2016). Many small businesses use social media marketing to get new customers (Grant, 2016). In the hospitality sector guests are considering more aspects than ever before renting a hotel room  in their location. Type of Promotion and Price are some of the many factors to consider. Manager of the companies may now utilize social media marketing to help promote their campaigns (Ebrahim, 2020).  
      Firms may quickly learn what consumers want. An online or digital platform is used to promote communication and collaboration (Walker and Daniels, 2014). Social media marketing helps establish a brand by exposing it to new consumers. It makes current and potential clients more accessible. Brand awareness and familiarity improve. It also builds brand loyalty (Schivinski and Dabrowski, 2016).
      With the constantly increasing numbers of Internet users in recent years Digital Marketing has significantly impact to the brand visibility. Furthermore nowadays  is  important component for the communications between businesses and potential  customers. Its use is important for customers engagement and  may help retaining existing customer loyalty. In the hospitality Industry  sector loyalty is  continuous use of services from the same provider. It is connected to the long positive business impact and may state as a predicting marketing strategy base (Veleva and Tsvetanova, 2020)


[bookmark: _Toc101450508]                                                  Research Significance

      This study can help in understanding that digital marketing has a substantial influence on the growth of small businesses. This research project may have a substantial influence on the development and expansion of small enterprises of the hospitality industry in East London. Businesses with a tiny market share, strong competition, and strong brand equity may easily achieve their goals. They will get knowledge regarding social media's function in brand marketing. This study's findings will assist London's small companies understand how digital and social media marketing affects brand recognition, customer loyalty and engagement. The study is also a valuable resource for aspiring researchers.


[bookmark: _Toc101450509]                                                Purposes and Aims of the Research

[bookmark: _Toc101450510] Purpose of Research
       This research aims to examine the influence of social media marketing on the development of small businesses in East London. This research also aims to determine the impact of digital and social media marketing on the expansion of small businesses in  East London area. Further aim is to analyse whether or not digital marketing and social media use helps in retaining existing customer loyalty.
[bookmark: _Toc101450511] Research Aim
      The main aim of this research is to analyse the impact of digital and social media marketing on small businesses in the hospitality industry  in East London. 

[bookmark: _Toc101450512]                                                             Research objectives

      Four particular aims were  addressed as part of the study's effort to get a comprehensive perspective on the research question. The study's objectives are as follows:
· To determine what digital marketing strategies are currently utilised by small businesses in the hospitality industry in East London
· To investigate  whether digital marketing  may assist the expansion of small businesses in the hospitality industry in East London.
· To examine whether or not social media marketing is beneficial to small businesses in the  hospitality industry in East London.
· To analyse whether the use of social media by small businesses in the hospitality industry in  East  London is helpful in increasing customers loyalty.

[bookmark: _Toc101450513]                                                            Research Question

    Research interviews are effective way for collection of qualitative open-ended data, to observe participant thoughts and believes about particular study and investigation. In addition, the questions allow researchers to concentrate their efforts so that they may more effectively fulfil their aims of study and investigation. In this research,  interviewer lead  open conversation and the following questions are addressed:
[bookmark: _Hlk99451553]         1.  What digital marketing strategies are currently utilised by small businesses in the hospitality industry in East London?
         2.  What is the impact of digital marketing on  the expansion of small businesses in East London?
         3.   Is social media marketing good for small hospitality  business growth in East London?
         4.   Is there an impact from  social media use and  increased loyalty of existing  customers ?
[bookmark: _Toc101450514]                                        Chapter 2: Literature Review

        Digital marketing is a type of direct marketing that electronically connects buyers and sellers using interactive technologies such as emails, websites, online forums and newsgroups, interactive television, mobile communications, and so on (Kotler and Armstrong, 2009).  Similar definition is provided by Investopedia. It state that:  “The Internet, mobile device, social media, search engine and more connected channels use in order  to reach customers is digital marketing”(Barone et al.,2021).
       According to Maning(2014) “Social media is the term often used to refer to new forms of media that involve interactive participation”. Furthermore, different authors definition for social media states that advertising services and products through social media platforms is defined as  social media marketing and  refers to the social media and social networks (Alves et al.,2016). 
      According to Napoli (2011), people's views on the internet have shifted in recent years. Using digital and social media has turned consumers into customers As well as how marketers and consumers engage. A similar finding was made by Chu and Kim (2011). In recent times, several company managers in the hospitality sector have used digital marketing tactics such as models and tools to advertise, popularize and grow their businesses.

                                                                     Graph 1:   RACE Model
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                                         Source : OXFORD COLLEGE OF MARKETING Blog, 2018

     RACE model is a digital marketing framework which maps the marketing strategy approach in four steps (Chaffey, 2022). And it is explained in hospitality context below:
REACH: Is the first step from this model and involving the stage in which the companies building awareness  about the brand and they make their products/services more reachable. Visitors to hotel websites for example are more inclined to visit sites with better ratings. A hotel's website ranking thereby influences the visibility of its rooms and services. Includes hotel rooms, restaurant and spa amenities. Creating unique online content to engage customers with a company's website, product, or service. These elements will attract visitors to a website. Social Media Optimization connects a website's readership to a brand's social media presence. As a consequence, more people will visit a company's website, improving Search Engine Optimization and online reputation. Social Media Optimization, which depends on published content, is part of a larger plan. The hotel's overall performance for example would be improved, according to Ferrone (2019). Search engine marketing (SEM) is any action that tries to attract search engine traffic to a website. The purpose of SEO is to increase website traffic and read content. Google and Yahoo use it to describe website content scanning and indexing improvements (search engine result page). SEO uses keywords and page frequency to increase a website's search engine ranking. 
ACT: Is the second very important stage from the model in which the companies increasing awareness about the services and products through encouraging multi-channels  interactions with the potential and existing customers. Small businesses may use social media marketing, customer service, and sales to engage their target audience and grow their brand. Small businesses must stand out on Instagram, Twitter, and Facebook to be successful (Smith, 2015). CRM(Customer Relationship Management) is critical in today's competitive business climate, according to Hollensen (2015). CRM is commonly utilized by business owners and managers to create and maintain long-term customer connections that benefit both sides. Social media marketing helps organizations build stronger consumer ties. As well as the current and potential clients.
CONVERT: In this stage all the information and data gained from the second step is used to increase customers attention about the services/products offered and to convert that attention into purchasing actions(Oxford, 2010). Touch points are vital in the purchase process (advertising, pre-sales, payment, and post-sales). Coordination of various company-to-customer touch points and channels may improve customer satisfaction. Social networking has recently allowed peer-to-peer products exchange. SMM, or social media marketing, promotes products or services using social media. In many ways, internet-based communication and social networking have altered businesses, customers, and society. "Social media" refers to a wide range of digital platforms that link strangers with common interests. Millions of individuals use social media to connect with like-minded others.
ENGAGE: In this stage the relationships with the customers can be improved. The aim is to be created strong  engagement with existing and  first-time customers in order to build brand loyalty(Chaffey, 2022). Chou (2014) observed that most organizations regard social media marketing to be an important part of CRM. Using social media to promptly reply to client inquiries improves customer relations. In addition to a professional website, Kula and Tatoglu (2003) suggest doing global market research and answering enquiries in many languages. They publicized it as a promotional tool instead of a long-term strategy. Its initial operational gains in marketing communications were not exploited as a competitive advantage. Internet and e-marketing have prompted scholars and practitioners to question their viability, especially for SMEs (Windrum and Barranger, 2003). Consumer involvement is the goal of Social Media Marketing. 
      This model has been seen as very practical and easy for implementation framework in order creating or  improving digital marketing campaign. Small sized hospitality business may use RACE model as a strategy in order to have better well organised and effective plan for customers engagement in all stages of customer lifecycle throughout the digital marketing campaign(Chaffey, 2022). However, lack of clear business goals throughout all stages of the model and limitation in terms of resources  among the small companies could lead to non-successful marketing campaign trough implementation process of this model (Marks, 2019).

      Overall digital marketing has changed  hospitality  sector by providing new ways to reach and  communicate with a rising online audience (Chu and Kim , 2011). However, according to Veleva and Tsvetanova (2020), using digital marketing makes hospitality firms an "open book" for rivals, making it one of the most important downsides of digital marketing. In digital marketing, companies must establish connections with consumers they have never met in person. However, when creating digital marketing initiatives, marketers often ignore this and depend on conventional consumer psychology. This reduces efficiency since it ignores the nuances of customer behaviour and online interactions.


















[bookmark: _Toc101450515]                                    Chapter 3: Research Methodology
                                            
       By definition  research methodology is a plan for how certain study will be conducted. It specifies the tools or procedures used to identify and analyse data on a certain research topic(Mackenzie and Knipe). According to Goundar 2012     “Research methodology is a way to systematically solve the research problem”.   This is a preliminary case study. The study's exploratory research technique aids scholars in their research. This method will also determine the data gathering technique and sample size, assisting in the study aims and objectives (Bergh and Ketchen, 2009)           

  
                           
                                                               Graph 2:Research Onion   
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[bookmark: _Hlk101251494]                                           Source by: Saunders, Lewis and Thornhill, 2009
         Research Onion helps the researcher to plan and determine the necessary steps for the research. It is  states that the purpose of the study and the data which requires determining the strategy. Furthermore, the strategy can include research actions, experimental interviews, surveys, case study, or methodical literature review(Saunders, Lewis and Thornhill, 2009).
[bookmark: _Toc101450516]Research philosophy
       A research philosophy is a set of beliefs about how data should be collected, analysed, and utilized. Developing a research philosophy is critical in science. Positivism Research philosophy comes along with the research questions and all range of hypothesis which can test the research matter. It is assisting the researcher to explain and measure already existing theories and suggestions about the researched subjects(Costa, 2009)
[bookmark: _Toc101450517]Research Approach
       The primary distinction between inductive and deductive reasoning is that inductive reasoning seeks to develop a hypothesis, whereas deductive reasoning seeks to test an existing theory. Inductive reasoning leads from particular observations to wide generalisations, while deductive reasoning leads from specific observations to broad generalisations. Both of the approaches are utilised in a variety of studies, and it's not uncommon for them to be combined in a single major study( Soiferman, 2010). Researcher approach for this study will be deductive.
[bookmark: _Toc101450518]Research strategy
       A Research Strategy is a detailed plan of action that guides the research efforts to provide high-quality data and comprehensive reporting . Interviewee strategy is very effective for qualitative nature of the research topic. This strategy will assist the researcher in order to gain deep understanding and exploration to the researched subjects(Kabir, 2016).

[bookmark: _Toc101450519]                                                    Type of Investigation
[bookmark: _Toc101450520]Primary Research
       Primary research is a methodology used by researchers to collect data directly rather than relying on data gathered from prior studies the ways are observations, interviews and surveys(Driscoll,2011). For this study matter interviews will be arranged from the best sample type from small size hospitality businesses in East London. The aim of those interviews is to discover  the impact of digital and social media marketing on their growth, development, and expansion. East London has a high number of small businesses, making it an excellent place for small business development. Small businesses are those with fewer than ten employees and less than €2 million in annual sales (Wilson, 2016)
[bookmark: _Toc101450521]Secondary Research
       Primary and secondary data collection strategies help triangulation. It is a good way to see how other academics and researchers have approached the topic (Bryman, 2015). Thus, secondary data may be used to compare research techniques, approaches, and results. Secondary data will be acquired through reports and scholarly journal publications. All of these sources will be considered in the study's literature review. This research will strengthen the theoretical framework for digital marketing tools, strategies utilised by small businesses in the hospitality industry. And their impact on small company development and expansion.


[bookmark: _Toc101450522]                                                                        Choices

        Quantitative and qualitative data research techniques are the option between the researchers can choose the most appropriate techniques for their study matter. Quantitative research  is information collected through numerical data and analysed on mathematically based methods particularly statistics.It is descriptive research and  takes up the most time and is considered conclusive due to its quantitative nature. Due to the planned and systematic nature of descriptive research, data may be generalised to a broader population. This kind of research is intended to better understand a group's perspective, attitude, or behaviour.Qualitative data is information that describes characteristics and qualities. It is gathering and observation in social research that involves two or more persons exchanging information through a sequence of questions and answers and is typically presented in narrative form and allows deep understanding to the topic. The  Structured character  assisting the researcher to follow the way of information about the researched topic but also gives opportunity to probe the participants for additional details(BAKER and CHARVAT, 2008). Qualitative data is the choice of the researcher for this project because will fulfill better the needed information for the research objects and main question.
[bookmark: _Toc101450523]Choices 
[bookmark: _Hlk101250501]     The choices determining the approach chosen by the researcher. It can include mono method,  mixed method that is the use of two methods and multi-method approach which include two or more research methods( Phair and Warren, 2021).For this research the researcher choice is to use just one method known also as mono method. 
[bookmark: _Toc101450524]Time Horizons 
     This is defining the time frame of the research.Cross sectional also known as short time method  is observational type of study which  is analysing  the data gathered  from the participants of the research at a specific time frame or point in time(Setia, 2016)
[bookmark: _Toc101450525]                                               Data Collection and Analysis

[bookmark: _Toc101450526]Data collection method 
         This is a strategy to gathering reliable data from a variety of sources in order to provide insights and answers(Yin, 2014). Four structured open ended questions will be asked from the researcher. Each interview will be conducted in one hour time. The researcher will take notes regarding the information given from the participants. 
[bookmark: _Toc101450527] Data collection Analysis 
          Each of the  questions will be followed by researcher analysis, explanations and interpretations. Search for secondary data using keywords (Hillison, 2017). Secondary sources will provide theories and data. The study's goals are to obtain meaningful data. The study's objectives will be described below. The conceptual framework explores essential concepts. The emphasis here is on how digital marketing impact East London small hospitality businesses. One aspect of competitive advantage is profitability. Examining the core issue and key aspects may assist answer the research question. The Qualitative data will be analysed in detail. Furthermore, will be interpreted by the researcher. An illustration of the research flow chart. This is a common scientific method. Top-down deductive reasoning starts with a broad hypothesis and narrows it down (Denscombe, 2012). This will be done to achieve the study's aims. 
[bookmark: _Toc101450528]                                                               Sampling
[bookmark: _Toc101450529]Sample Size:
        It is determining the number of participants chosen for the study meter. (Bergh and Ketchen, 2009) 15 Owners, Directors and Managers  will be questioned  and requested to help with information for the project. Their knowledge and information will assist to be found out the answer to the main question.
[bookmark: _Toc101450530]Sample Type 
        The strategy for selecting sample type from the population is known as a sampling method(Daniel and Harland, 2017). Owners, Directors and Managers  will be questioned  and requested to help with information for the project. Their knowledge and information will assist to be found out the answers fulfing the research subjects and to determine the main question of the research . 
[bookmark: _Toc101450531]Sample Method
      Is a technique that allows researcher to inter information about a community.  The interview method is a technique is beneficial for examining respondents' personal experiences in connection to the study's topic matter  (Creswell, 2013).Interview method is the choice of researcher for this study.
[bookmark: _Toc101450532]Sample Probability 
      Probability sampling is a sampling approach in which researcher uses a method based on probability theory to select samples from larger group population( Showkat and Parveen,2017). Researcher is focusing on convenient sampling type that is participants wiling to give interviews. The sampling type will be chosen on non probability method. The access to the participants is based on contacts of the researcher in this particular field.
[bookmark: _Toc101450533]Ethical Consideration
        The research will be conducted by following all the safety rules and ethical regulations. No human or animal will be harmed during the research process. All the data will be collected from the participants along with their own willingness. And no personal and important data will be disclosed publicly. All the data will only be used for the research purpose and there will be no negligence and discrimination among the participants.
        
 







[bookmark: _Toc101450534]                                                                Time frame (Gantt chart)
                                                                               Table 1

	Activities
	W1  
	W2
	W3
	W4
	W5
	W6
	W7
	W8
	W9
	W10

	Introduction-(background, rationale of the study, aim, research objectives, research questions)
	
	
	
	
	
	
	
	
	
	

	Literature Review
	
	
	
	
	
	
	
	
	
	

	Research Methodology
	
	
	
	
	
	
	
	
	
	

	Creating the interview questions 
	
	
	
	
	
	
	
	
	
	

	Interviews
	
	
	
	
	
	
	
	
	
	

	Collection of data
	
	
	
	
	
	
	
	
	
	

	Analysis of data
	
	
	
	
	
	
	
	
	
	

	Discussion/ interpretation of data
	
	
	
	
	
	
	
	
	
	

	Conclusion and Recommendations
	
	
	
	
	
	
	
	
	
	


                                     Table 1: created by Aneliya Plamenova Yordanova, 2022

                                                                     Expenditures:
                                                                          Table 2
	                             Activities 
	                           Budget 

	Travel Cost 
	                   £60.00 - £80.00


                                      Table 2:  created by Aneliya Plamenova Yordanova, 2022

[bookmark: _Toc101450535]                                                        Conclusion:

      This research will be helpful  in understanding the impact of digital  and social media marketing  on the small enterprises of East London. Furthermore, from the answers to the research questions  it will be possible to determine the research objectives . The overall study will be conducted by analysing the organisational systems and the main focus will be on analysing the answers of owners, directors and managers of every chosen small hospitality organisation that is considered as an ideal sample. All the primary  data will be collected following the ethical rules and valid sources will be used for collecting the secondary data. 
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