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[bookmark: _Toc136205446]Abstract
The Covid_19 pandemic has a profound impact on the hospitality industry, with many businesses struggling to survive due to reduced travel and tourism and fear of contamination among the customers. In that regard, it can be found that in order to stay relevant as well as competitive at the same time in the post pandemic scenario, it has become essential for hospitality businesses to adapt their promotional approaches and digital market approaches at the same time. Regarding that, different types of transition strategies among the companies can be found such as enhanced digital presence, digital advertising, online reviews, email marketing and others. In that regard, here in this study, detailed understanding about the subject is provided from the perspective of Hilton Hotel Group, India, how the company transitioned themselves in the post pandemic scenario. For that the strategies the company considered for ensuring a better competitive positioning in the post pandemic situation and their effectiveness for the company is discussed in this study. Regarding that, here both primary quantitative and secondary qualitative data collection process is considered, and for analysing the primary quantitative information that is collected statistical analysis is ensured, then for secondary qualitative data, thematic analysis process is considered in this study. 
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[bookmark: _Toc136205448]CHAPTER 1: INTRODUCTION
[bookmark: _Toc136205449]1.1 Research Background
Digital marketing is considered as the promotion of the brands for getting into the minds and heart of potential customers with the help of the internet and different forms of digital communication. This consist of social media like facebook, email and web based advertising along with multimedia messages for marketing of the companies. The hospitality industry has shifted towards digital marketing channels since the COVID-19 pandemic (Bhandari and Sin, 2023). The shifting of hospitality companies to digital marketing has helped in benefiting in global reach; lowering the costs, ease of learning, effective targeting and increasing the engagement. It has been acquired that digital marketing is focused on advertising and content distribution with the help of different digital channels. It comprises online channels such as social media, search engines, websites, applications and new digital channels focused on raising the possibilities of advertisement appropriately (Thaha et al., 2021). It has been obtained that digital marketing helps the companies in communicating with the customers in real life. The digital marketing tools are used by the hospitality industry for connecting with the people at the right place at the right time. Most of the businesses have been shifting to digital marketing for the basic reason of the cost factor. The promotional marketing has referred to the process to share the knowledge about the product, brand and service through different marketing channels for increasing brand awareness appropriately (Hao et al. 2020). 
The hospitality industry, including Hilton Hotel in India, witnessed a transition in digital marketing approaches during the post-COVID scenario. They experienced a 60% increase in virtual tours, a 45% surge in online concierge services, and a 25% rise in personalised email campaigns, demonstrating the shift towards contactless experiences and enhanced digital interactions (Hilton.com, 2023).
The COVID-19 pandemic has brought in major changes in the way companies operate, especially in the field of digital marketing and promotion space. In the post-pandemic period, Hilton Hotel India has had to adapt and use its key marketing and promotion approaches to stay highly competitive and relevant in the whole hospitality market scenario (Alkasasbeh, 2020). One of the key changes in the landscape of digital marketing during the post-pandemic period, the actual need of online presence and digital marketing channels have been increasing rapidly (Hilton.com, 2023). With more employees working from remote places and their homes, they have relied higher upon digital platforms for information and entertainment. That is why major companies have been needed to shift their focus to online business channels for reaching their target market and customers effectively (Alonso et al. 2022). 
It has been obtained that all the leads present are not offering the same values for the businesses in the hospitality sector. Digital marketing has allowed the companies to target specific audiences for yielding high quality leads that have better chances of becoming customers. Furthermore, the connection of the businesses with the customers has helped in developing better leads for improving the conversion rate as well (Yilmaz, 2021). The digital marketing techniques have helped the businesses in tracking the daily performances of the workforce. It is observed that the marketing strategy is developed for the brands based on the preferences of the customers. Moreover, it has been obtained that the digital marketing strategies have the most cost effective way of marketing, develops promising strategies for small businesses, leading the generation, easy measurement of the marketing, better conversion rates, easier monitoring of the competitors and helping the target ideal purchasers effectively (Sakas et al., 2022). The digital marketing strategies developed for the hospitality companies’ deals with some challenges such as being a customer centric market, creation of engaging content for the customers, providing mobile friendly approach, compliance of data sharing and privacy regulations and the omni-channel strategies (Solis and Santoni, 2022). 
[bookmark: _Toc136205450]1.2 Problem Statement
The hospitality sector had faced a huge economic and financial blow during the restrictions and lockdown situation from the COVID-19 pandemic. The pandemic affected the travel and hospitality business and led to decline of many hotels as people were not allowed to leave their houses for visitation. During this situation, most of the organisations from other sectors such as retail and fashion, shifted their businesses from offline to online mode to maintain their businesses and monitor their workforce (Abhari et al., 2020). However, the problem was faced by the hospitality sector as the hotels could not provide virtual services to the customers during the pandemic. This research has been conducted to determine the need for the hospitality sector to choose digital marketing strategies with the help of emerging trends in order to maintain their balance in the market and focus on the competitive advantage (Kumar, 2021). Furthermore, the problem identified by the researcher has been with the lack of ability to implement digital technologies earlier to promote the services of the hotels across the world, which needs to be addressed with the help of this research to overcome them and provide effective insights appropriately. Hilton Hotel India has responded to this sudden business shift by investing a hefty amount within its key digital marketing efforts. Those have consisted of social media, email marketing, search engine optimization (SEO), and others. The hotel has also increased its commercial business website to deliver a better user experience (UX) and serve online booking options for its valued as well as loyal customer base with easy access and convenience with major benefits and advantages (Hilton.com, 2023). 
[bookmark: _Toc136205451]1.3 Research Aims and Objectives
The research has the aim of analysing the transition in the digital marketing and promotional approaches in the post COVID-19 scenario hospitality sector. The purpose of the research has been discussing the risks faced while shifting to digital marketing for the hospitality industry. The research has the focus of developing digital marketing strategies affecting the digital marketing in the post COVID-19 landscape targeting the Hilton Hotel Group, India specifically. The research objectives are derived as follows:
· Contributing to the existing knowledge of digital marketing in Hilton Hotel, India in the post-COVID-19 scenario
· To identify consumer behaviour and preferences related hotel selection in India like  customer preferences for Hilton Hotel, India’s digital marketing in the post-COVID scenario
· To explore the emerging digital marketing trends such as role virtual reality in digital marketing in Hilton Hotel, India after the COVID-19 pandemic
· To evaluate the effectiveness of digital marketing strategies of Hilton Hotel, India in the post-COVID scenario
[bookmark: _Toc136205452]1.4 Research Questions
The research questions designed for the dissertation are stated below:
1. What are various digital marketing strategies used in Hilton Hotel, India in the post-COVID scenario to improve their sales and brand image?
2. What are the changes in consumer behaviour and preferences related to the digital marketing strategies of Hilton Hotel, India in the post-COVID scenario?
3. What are the emerging digital marketing trends in the hospitality industry especially in Hilton Hotel, India after the COVID-19 pandemic?
[bookmark: _Toc136205453]1.5 Research Rationale
[bookmark: _heading=h.4d34og8]The research has been conducted to discuss the role of digital marketing and promotional trends in the hospitality sector especially in Hilton Hotel, India after the COVID-19 pandemic. This research topic has been chosen to determine the importance of digital marketing for businesses. The digital marketing of the organisations helps the brands in reaching their target audience while promoting their products or services (Kapoor and Kapoor, 2021). The purpose of digital marketing campaigns is better than the traditional marketing campaign as the former is permitting the brands into targeting the specific and niche audience. The research topic has addressed that digital marketing is important for the companies as the customers are virtually present, the competition is available online, there is competition with the global firms and targeting the ideal customers is also performed (Bhandari and Sin, 2023). Moreover, the hospitality industry uses digital marketing tools for reaching new guests and helping with the growth of the business. The combination of the methods would ensure reaching the potential of the customers, defining the brand voice and building the reputation of the brand (Altinay and Arici, 2022). 
[bookmark: _Toc136205454]1.6 Significance of Research
[bookmark: _heading=h.17dp8vu]The significance of the research has been discussing the need to shift the marketing strategies for the hospitality sector into the digital platforms since the pandemic era. The theoretical contribution of the research has been acquired from secondary sources such as journals and articles for influencing the role of digital marketing from specific case studies that could be used by the project manager for better outcomes (Thaha et al., 2021). The researcher has focused on the practical contribution of the project to society. The information has helped the society in implementing emerging trends in the digital marketing procedure which has affected the purchasing behaviour of the customers within Hilton Hotel, India. Furthermore, theoretical knowledge has helped in developing effective promotional strategies and digital marketing techniques that could be used by hospitality companies such as Hilton Hotel, India since the COVID-19 pandemic (Yilmaz, 2021). The research has signified that digital technologies are important for the better operations and promotion of the services. 
[bookmark: _Toc136205455]1.7 Structure of Dissertation 
	Structure of Dissertation
	Contents of Dissertation

	Chapter 1: Introduction
	This chapter has discussed the aims, objectives and questions based on which the dissertation has been developed. The problem statement has been discussed in this chapter for identifying the reason for conducting the research. 

	Chapter 2: Literature Review
	In this chapter, the journals and articles have been identified for obtaining information related to the research problem. The literary sources have been used for obtaining theoretical information related to the research objectives and the dissertation topic. The researcher has tried accessing the company reports of Hilton Hotel, India related to the digital technologies implemented in its promotional strategies. The literature gap has also been discussed focusing on the limitations faced in performing the literature review. 

	Chapter 3: Methodology
	The design and approach have been stated in this chapter based on which the dissertation has been developed. The different methods used for collecting data for the research have been mentioned in this chapter. The different data collection methods and analysis techniques have been identified in this chapter to connect with the need for the research. 

	Chapter 4: Findings and Discussion
	The chapter has discussed the secondary and primary data collection methods. The survey method has been conducted along with the secondary data collection method to discuss the research problem appropriately. The survey has been conducted to obtain information directly from the employees of Hilton Hotel, India about the trends of digital marketing and promotional strategies that are implemented in the hotel business appropriately.

	Chapter 5: Conclusion
	The summary of the findings has been discussed in this chapter along with the future scope of the research. The information obtained from the research has been linked with the research objectives and literature review as well. 


[bookmark: _heading=h.26in1rg]Table 1.1: Research Structure 
(Source: Created by Author) 
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[bookmark: _Toc136205457]2.1 Introduction
With the inculcation of digital marketing approaches within the business processes of hotels and restaurants, the hospitality industry has been experiencing a gradual surge in its consumer base as well as sales prominently. In addition, the implementation of distinctive marketing strategies induces the hotels and restaurants to be noticed by the consumers lying in the market space (António and Rita, 2021). Digital marketing strategies have also been denoted to be effective in encouraging the customer retention by engaging consumers and the business in loop. The concept of SEO marketing also aids the hotels and restaurants persisting in the hospitality industry to improve their overall rankings in terms of engaging more traffic over the internet. On the other hand, the social media presences of the hotels and restaurants in the business market space have also been known to be widened on a broader extent with the advent of the concept of digital marketing accordingly (Augustyn and Tick, 2020). Furthermore, the impact of digital marketing strategies has also been known to be a cost-effective approach for the hotels and restaurants to attract the attention of its potential clients with the help of creation of meaningful contents and developing a strong online presence in an adequate manner.
[bookmark: _Toc136205458]2.2 Conceptual Framework
[image: ]
[bookmark: _heading=h.44sinio]Figure 2.1: Conceptual Framework
(Source: Created by Researcher)
[bookmark: _Toc136205459]2.3 Evolution of Digital marketing strategies in Hotel Industry
[image: C:\Users\LENOVO\Desktop\Global digital population.PNG]
[bookmark: _heading=h.z337ya]Figure 2.2: Global Digital Population
Source: (Khmiadashvili, 2019)
All online enterprises, including hotels, require visibility and online advertising and marketing, digital marketing for the hotel industry is equally crucial. As illustrated in the given figure, 4.4 billion users are involved on the internet and out of which 3.4 have social media accounts. Customers constantly prefer to search for nearby hotels to reserve and stay at. As per Khmiadashvili, (2019) the majority of people prefer to book hotels and utilise the internet to look for hotels according to their requirements and expectations before visiting a specific region. As per this case, the entire hotel industry needs to focus on providing hotel services whenever and whenever, with a strong marketing, online brand, and presence crucial. The only way to achieve this is to first establish a presence, interact with the targeted clients, gain their trust, and engage in the kind of intensive online initiatives that seems to be only achievable through digital marketing (Bajrovic, 2021). The digital promotion and marketing techniques for the hotel industry have been mentioned below:
Incredibly accessible website: The hotel industry needs a website to begin using digital marketing so that it can quickly attract the attention of the targeted users. As per Rashi et al. (2021), a website serves as a platform where customers may view all the offerings and services of hotels. The industry needs to focus on user-friendly locations, with the aid of which it will be able to grab the attention of more clients by minimising the waste of time. Additionally, users are more engaged on mobile devices in comparison to desktops, as per this clause, hotels' websites should be responsive as the website will be a hit with visitors. In this aspect, for providing immersive experiences to the potential guests the hotels have ensured offering virtual tours and experiences for their customers, for example they started to assure 360-degree videos, live streams as well as VR (Virtual reality) so that guests can explore the rooms of the hotel, local attractions, amenities without being physically present in the scenario (Bhandari and Sin, 2023). This strategy in the post-pandemic time helps the organisations of the hospitality industry in building interest and generating trust in the property. 
Optimization for search engines: An approach for naturally boosting a website's visibility along with availability in search engine results is search engine optimization (SEO). The importance of, as opined by Schultheiß and Lewandowski, (2021), SEO for the hotel industry has increased with the development of technology. When a person looks for a hotel, they have the option to book one by clicking on the result that comes first in the search results. Hotels are more likely to be discovered by potential clients the higher it ranks. Search engine optimization can help in raising a hotel's placement for pertinent travel and lodging-related keywords, increasing the likelihood that customers would book with the aid of the hotel's website (Bharti and Sharma, 2023). As a result, SEO is one of the crucial tactics for the hotel industry related to digital marketing.
[image: C:\Users\LENOVO\Desktop\Digital marketing strategies in Hotel industry.PNG]
[bookmark: _heading=h.3j2qqm3]Figure 2.3: Digital marketing strategies in the Hotel industry
Source: (Marketing, 2023)
Register a hotel's name with Google My Business: Include a listing for a hotel on Google My Business; this is one of the effective techniques for ensuring that a hotel business appears when customers search for accommodations on Google Search and Google Maps is Google My Business. In the opinion of Sharma, Hassan and Mohanty (2022), with the aid of this, people can easily obtain information about any hotel, such as business data, website, location, client reviews, and operating hours, by adding the hotel's name to Google Business Listings.
Optimization for social media: One of the important roles of social media is marketing the online store. Having a profile on social media is nothing new, but what counts most is how any business is able to create and utilise it. Digital hotel marketing is required to make the most of social media channels. As the industry has more options to broaden the number of the targeted audiences, improve brand recognition, and draw the attention of more guests to a hotel the more they spend on social media (Bovsh et al. 2022). Entrepreneurs in the Hotel industry should use social media to offer details and images about their hotel because the majority of customers read reviews, feedback, and other information that is available.
Develop an online reputation and reviews: Reviews on the internet are a crucial consideration and this is because now all prospective clients can read them in the process of deciding to book any hotel. Online reputation management is important to maintain the trust of the targeted customers (Chalutz Ben-Gal, 2019). Manage online feedback can be done by keeping an eye on them and responding to them across various platforms. Maintaining a positive internet reputation can be improved by increasing the number of bookings (Marketing, 2023). To increase bookings and remain competitive, consider these digital hotel marketing techniques. The competitors will surely end up supplying every possible customer if any hotel will not prefer to spend money on digital marketing (Chalutz Ben-Gal, 2019). 
[bookmark: _Toc136205460]2.4 Digital Marketing Budget for the Hotel Industry
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[bookmark: _heading=h.4i7ojhp]Figure 2.4: Digital Marketing Budgets
Source: (Lanz and Carmichael, 2018.)
Continuous Adaptation: It is simple to switch those resources to another approach if one approach is not working until effectiveness through volume is achieved. Most marketing budgets now allocate 25–30% to digital marketing, however within the past year; some budgets have shown a shift of 50% of their resources to the Internet. As per Lanz and Carmichael, (2018) the consumer-facing marketing, which includes strategies like search engine marketing and sponsored advertisements on social media sites like Facebook and Twitter, receives 6-12% of the digital marketing budget. The Smart Hotelier's Guide is related to Digital Marketing. Budget Planning has focused on the hospitality sector, and recommends allocating 75% of a hotel's marketing budget to digital marketing. The only form of advertising used by businesses in the hospitality sector is word of mouth, which is also the simplest (Cheng et al. 2023). Out of 12,659 replies in a TripAdvisor survey on hotel bookings, 77% of travellers said they used the site's feedback and suggestions to make their hotel reservations. These figures of marketing and promotions at the hotel are not only informational but also powerfully convey the urgent need for an individual internet presence (Cheng et al. 2023).
Digital Budget Allocation: Independent hotels like Hilton Hotel, India may need to focus on investing more in digital marketing in comparison to branded hotels when it comes to marketing expenses, especially those not affiliated with soft brands or marketing partnerships. Hotels will need study, training, and due diligence as cutting-edge ideas like dynamic content personalization are revealed. According to Chalutz Ben-Gal, (2019) if the return on investment (ROI) is lower than anticipated then it has a high threat of wasting money, and it will be more difficult to repair the harm to the hotel's reputation. However, worries about losing money have diminished with the aid of inventive digital marketing's bright lights. Website optimization and improvement tactics are a solid starting point for a digital marketing strategy for some hotels (Colmekcioglu et al. 2022).
Website Enhancements: A website redesign is an ongoing process, and shortcuts are quickly forgotten or misused. Cheaper features and designs could initially save money for a hotel, but in the long term, losing business will hurt the hotel's financial line. This is particularly for hotels without a solid reputation as a brand. The hotel industry needs to exercise extra caution when making investments in their hotels' websites' appearance and functioning. As opined by Olson et al., (2021) the makeover and upgrading of a website should take up 4-5% of the digital marketing budget. The industry requires a "responsive" website to appeal to customers using a variety of devices. Mobile users prefer quick, concise material, whereas desktop users seek out as much data as they can (Colmekcioglu et al. 2022). Users of tablets prefer rich, visually appealing material. The likelihood of a transaction posting increases with consumer happiness associated with the hotel industry.
Website Revenue Optimization Strategies: The internal workforce is responsible for running and overseeing digital marketing initiatives in the industry. Outsourcing tasks to an e-marketing company can help in boosting the ROI of any hotel. Such outsourcing would result in increased revenue, greater visibility, and ultimately lower costs. As per Augustyn and Tick, (2020) HeBS Digital states that this line item for consultancy should account for roughly 8–10% of the budget for digital marketing (Davari et al. 2022). Whether employed internally or externally, the revenue optimization consultant is expected to make use of a range of digital marketing initiatives to maximise the income level. Search Engine Optimisation (SEO), Meta searches, Search Engine Marketing (SEM), email marketing, Dynamic Rate Marketing (DRM), and a Paid Social presence and strong Organic are some strategies that can be used by independent hotels (Dimitrios et al. 2023). 
When combined, SEO and SEM may represent 27–29% of a hotel's digital marketing budget. When it comes to conforming to the requirements established by search engines, SEO is crucial (Dimitrios et al. 2023). Search engines demand that websites constantly improve their material, but they also demand that older content be refreshed. Independent hotels can break into the congested market through SEO as they work to keep their guest experiences distinctive and memorable. To obtain a larger ROI, Safer additionally emphasises the significance of SEO collaboration with SEM. To transition online data sharing from OTA and boost direct reservations, independent hotels must engage in meta-search marketing. It should comprise between 11-12% of the expenditure for digital marketing (Din et al. 2022). According to António and Rita, (2021) Meta-Search marketing is a type of web advertising used in the hospitality sector that requires real-time data about hotel pricing and availability. Hotel reviews serve as a direct booking channel, moving the Meta-Search result page even further from the point of sale. Email marketing enables hotels to reach as many potential and prospective customers as possible (Din et al. 2022). HeBS Digital estimates that this should represent 4-5% of the hotelier's marketing spend. Each email should be optimised for desktop, tablet, and mobile devices. The use of dynamic content personalization in email marketing has many advantages. Personalised emails about the content that needs to be viewed on the website are created using the information gathered about website visitors (Dincer and Gocer, 2021). 
Future Holds
The budgetary things listed above are merely suggestions. Depending on their happiness with the channel, their interest to take chances and their methodical pursuit of ROI, independent hotels deploy their budget in different ways. Digital marketing is one of the effective initiatives because it is flexible (Dincer and Gocer, 2021). Hotels have the chance to test out digital marketing strategies, and if the outcomes are unsuccessful, marketing executives may practically change their strategies on the spot.
[bookmark: _Toc136205461]2.5 Digital Marketing in Hotel Industry in the post-COVID Scenario
As a result of digital disruption, digital transformation, and skills have evolved and are still developing, having a wide range of effects on daily lives. The hospitality industry is also being impacted by this digitization, which offers a frictionless, quality, and seamless experience. Both safety and health in the hotel industry are a primary priority following COVID-19. Guest cleanliness has developed into a significant brand element for customers and a crucial component of post-service customer happiness. In the opinion of Dincer and Gocer, (2021), a mobile app called the "Linked Room Design" for the hotel industry enables visitors to connect to room features including heating, air conditioning, and ventilation. Even more highly customised devices that can even address the name of any hotel by its name are available that help in controlling TV channels. Implementing IoT has been initiated in this industry as it helps in predictive repair analytics which ultimately helps in enhancing business performance. Voice-enabled customer care is already being implemented by budget luxury hotels like Wynn, Marriott, Best Western, and Hilton Hotel, India (Dodds and Hess, 2020). For instance, a voice-activated room assistant enables guests to make reservations for a table or spa session by simply speaking into the gadget in the room. According to Kumar, Syed and Singh, (2022), the COVID epidemic has made technology and digitization-driven tools essential for the hotel sector's ability to adopt trends and compete in the global guest experience. The post-pandemic mobile and web-based augmented realities are very helpful in producing customised, secure, cutting-edge, and unforgettable experiences. Furthermore, ICT tools like virtual reality and augmented reality (VR and AR) can be used for viewing tours, hotel management education, food and drink, and MICE (meetings, incentives, conferences, and exhibits) by providing users with a satisfying experience through multisensory, touch-less, seamless, and simple devices. As opined by Shaukat et al., (2021) the Internet of Things (IoT) gadgets, like smartphone apps and sensors, can be used to plan out future tactical and policy decisions. The hotels are currently using IoT-like Connected Rooms, AI with the aid of which pictures can be enhanced via filters and effects, and connections to virtual reality. Along with that it also can be found communicating safety and health protocols has become the utmost priority for the organisations in the hospitality industry. The hotels started to permanently display their safety measures in the websites as well as in other various digital challenges which includes contact-less check out or check in procedures, enhanced cleaning protocols, measures of social distancing and various other relevant information for reassuring the potential guests (Dos Santos et al. 2022). 
[bookmark: _Toc136205462]2.6 Changes in consumer behaviour related to the digital marketing and promotion strategies of the Hotel industry in the post-COVID scenario
[bookmark: _heading=h.3whwml4]As per the statement of Toubes, Araújo Villa and Fraiz Brea, (2021), one of the industries most impacted by the current epidemic is the hospitality and tourism industry. The industry has seen the effects of a few mobility restrictions and business closures, either completely or partially, during specific times. Tourist consumption patterns are changing, which has an impact on supply business strategy. Descriptive studies on the immediate and short-term impacts of pandemics are the main focus of the majority of the research on this subject (Dos Santos et al. 2022). It is well recognised that COVID-19 has a long-lasting effect on customer wants and preferences. The new normal has been proclaimed to exist. It is interesting to note that customers are recognised to be adjusting to this new norm and are exhibiting considerable behavioural adjustments. In addition, there has been a noticeable shift in consumer behaviour throughout the epidemic towards purchasing necessities rather than fewer necessities (Ekmeil et al. 2021). A significant trend throughout the epidemic is value-based purchasing. More than ever before, customers are focused on cost performance. 
Bharti and Sharma, (2023) argued that for those with extra money, saving comes first. More consumers are paying attention to what they buy and trying to reduce waste. This adjustment was necessary since the COVID-19 makes the consumers feel vulnerable and under financial strain. The epidemic has also caused social isolation, less face-to-face connection, and a preference for using digital devices (Ekmeil et al. 2021). In recent years, the sector has seen some of its most challenging times. Due to hotel closures, lockdown measures, and financial losses brought on by travel restrictions, the hospitality sector has been severely impacted. However, there are always solutions to adapt to and escape challenging circumstances. Hotels need to pay greater attention to health and safety regulations (Fontgalland et al. 2022). Fortunately, holes in the living environments are being filled by digital channels. People now do everything from their jobs, shopping, learning, and entertainment online. The shift to digital platforms is happening quickly thanks to COVID-19. It's interesting to see that age is no longer a factor in digital usage. Instead, it has become popular across all demographics and generations (Rini and Fikri, 2022). In the current market, e-commerce is enjoying an unparalleled expansion. Additionally, it demonstrates how customers are choosing to try new products and changing the way they purchase as a result of disruptions to their usual purchasing habits. 
[bookmark: _heading=h.2bn6wsx]As per the opinion of Oliveira et al. (2021), it has been said that it is quite interesting to note that customers are more inclined to stick with a change if it makes them happy. The customers discover new brands and shopping options for one main reason: value (Fontgalland et al. 2022). The availability of new brands, as well as their convenience and quality, are other factors. In addition, consumers' overall trust in brands has decreased. It's interesting to note that local companies are becoming more popular. What people purchase and how they shop both reflect their desire to support local businesses. On the one hand, customers staying at home are creating new behaviours (Oliveira et al. 2021). The schools, coffee shops, consumer entertainment, and restaurants are now concentrated around the house. The distinctions between work and personal life are becoming more and hazier as more customers work from home and want to do so in the future. For companies in the hotel and tourist industries that depend on the physical presence of their consumers to generate income, this presents a difficulty (Hao et al. 2020).  As limitations are relaxed in certain nations and people get used to the new normal, the tourist sector is beginning to rebound. However, psychological and economic variables have an impact on visitor conduct. 
However, as opined by Din et al., (2022), the fear of contracting the illness and readiness to travel are psychological variables. Declining household income is a contributing economic factor. Both have an impact on how tourists make decisions. It is estimated that the number of foreign passengers has decreased by 65%, which translates to a loss of 440 million for the sector (Hao et al. 2020). It's interesting to note that customers in certain nations choose domestic travel. Although a lot of hotels have already started the digital transformation process and considered novel business strategies, the pandemic has made this claim a legitimate demand. The tastes of consumers are evolving in favour of integrating non-room goods and services (Hassan and Rahman, 2022). The success of the hotel business depends on marketing. Understanding the backdrop of these changes is just as crucial as being up to date on current trends in hotel marketing. By transforming into locations that welcome everyone who wants to stay for an hour, a day, a night, or longer, hotels all over the world have the ability to do more than merely provide hospitality. This flexible and adaptive product will undoubtedly draw in new clients and sate their demands (Hassan and Rahman, 2022). If hoteliers are to survive in this brand-new, fiercely competitive, and thrilling period that is defining the industry's future, they must have the guts to accept change. 
Hossain et al., (2022) further stated that in order to draw consumers, restaurants and lounges have also transformed themselves by experimenting with live performances, events, sundowners parties, and ladies' evenings. These stays are essential to the hotel sector's existence. Domestic travel is expected to help the sector recover more quickly and effectively than international travel. For instance, domestic tourism surged by 107% in Dubai, United Arab Emirates, a city with a thriving tourist business. Currently, the surge is responsible for more than 75 percent of its hotel reservations (Hilton.com, 2023). Going forward, participants in the Middle Eastern hospitality sector must be aware of their clients' circumstances. Investigating specific customer behavioural changes on a constant basis is vital to prevent market share loss. The players in hotels and restaurants need to adapt to changing consumer needs (Hilton.com, 2023). Otherwise, the proprietors of hotels and restaurants will have to worry about the possibility of bankruptcy. The hotels as well as restaurants must maintain excellent customer service management and foster open communication to prevent loyalty erosion. In order to give a hassle-free experience and hygienic atmosphere, the hotel experience needs to remain (Morosan-Danila and Bordeianu, 2020). The sector is now promoting domestic tourism to counteract the effects of COVID-19. There is a demand, and creative solutions like expanding the number of day rooms and providing domestic residents with discounts are thought to be essential throughout the hospitality and tourism sector accordingly (Hilton.com, 2023).
[bookmark: _Toc136205463]2.7 Emerging digital marketing and promotional trends in the hospitality industry, in the Hotel industry after the COVID-19 pandemic
As opined by Alkasasbeh, (2020), it has been found that distinctive types of marketing and promotional strategies have been known to be implemented within the business processes of hotels and restaurants functioning in the global market space. As stated by Homar Estarellas, (2020), the inculcation of emerging trends has gradually transformed the scenario of different hotels and restaurants post the effect of COVID-19. The hotels or restaurants have the best opportunity of reaching their target demographic and conveying the message the company is attempting to get across by keeping the marketing methods current (Homar Estarellas, 2020). The introduction of new technology can have major negative repercussions, such as an obvious competitive edge over competitors, but it can also have positive benefits, such as an increase in overall consumer satisfaction. Even worse, businesses could be unable to provide the experiences their clients need. 
Dimitrios et al., (2023) further stated that the hospitality business, which encompasses everything from hotels and other forms of lodging to restaurants, bars, travel agencies, and tour operators, is widely renowned for its diversity. In order to adapt to changes in consumer behaviour brought on by the COVID-19 pandemic, it is crucial to include the most recent innovations in hospitality. However, the majority of developments also result from broad modifications in consumer behaviour. First of all, the most reliable stuff on the Internet is now user reviews (Hossain et al. 2022). The findings indicate that roughly 92% of consumers check for testimonials and recommendations from previous clients. This applies to all endorsements, remarks, forum posts, social media updates, and blog entries. The hotel and restaurant owners may take advantage of user-generated content as marketers in this digital age by encouraging guests to post pertinent evaluations of their experiences at the resort on their social media profiles. The concept of influencer marketing is also regarded as one of the marketing tactics with the quickest pace of growth at the moment (Comlekcioglu, Dinevaand Lu, 2022). There is no exception in the hotel sector. In the meantime, it has also been observed that the hotels and restaurants have been known to be collaborating with influencers and celebrities on social media to promote their brands and services rather than depending only on old-fashioned word-of-mouth advertising (Hossain et al. 2022). 
As opined by Bovsh et al., (2022), the owners of hotels and restaurants may access a larger audience in this way while establishing reputation and confidence. increasing the number of direct reservations. Remarketing advertising has shown to be advantageous for restaurants and hotels that cater to business travellers as well as for their clientele. Remarketing advertising's main tenet is to target customers who have already expressed interest in the company with advertisements (Iskamto, 2022). Hotel operators may accomplish this by compiling data on people who use the company's website and engage with material on different social media pages as well as YouTube. The hotel and restaurant operators typically may concentrate on the market sectors where they observe the greatest success and growth in the company industry once they get pertinent knowledge. Remarketing advertising now has conversion rates that are 10 times greater than those of conventional display ads. On the one hand, corporate websites in practically every industry now almost always include chatbots as a standard feature (Singh, 2022). More suitable for the hospitality sector, because customers want prompt responses to inquiries they post online, regardless of whether workers can offer one. 
By designing chatbots to respond to all the common queries patrons could have throughout the booking process, hotels and restaurants can make efficient use of the technology. This guarantees a successful booking each and every time and leaves room for additional inquiries. One of those technologies that appeared like excessively ambitious science fiction just a few years ago is virtual reality (Iskamto, 2022). As a result, it is a very successful digital marketing approach for the hospitality sector. The internet reputation score of the hotels and restaurants eventually essentially serves as a gauge of how fast consumers come to like and trust the business (Kim, 2020). The hotel and restaurant operators may undertake automatic reviews of their businesses using a variety of commercial and free solutions. Different reviews of the business are taken into account, and a score between 0 and 1000 is assigned. The reader will maintain their investment more if the score is greater. This data may be used by restaurant and hotel operators to determine room prices (Kapoor and Kapoor, 2021). The hotel operators can also employ specific techniques to raise their reputation score. 
For instance, hotels and restaurants might organise an online platform for complaints or prioritise their efforts to get reviews. The capacity of hotels and restaurants to keep patrons safe is perhaps the most important development in the hospitality sector influenced by the COVID-19 virus. The customers must have faith that they can enter a restaurant and savour a wonderful steak without worrying about contracting the virus (Garrido-Moreno, Garcia-Morales and Martín-Rojas, 2021). In order to safeguard target clients, hygiene policies and initiatives should be highlighted in a significant portion of marketing campaigns. These include measures for social isolation and more regular cleaning. This includes the distance between chairs, the staff's regular use of face masks, the expansion of contactless payment options, and contactless entry into the rooms. The hotels and restaurants should keep in mind that marketing's main goal is to make sure that all of these procedures are explained to clients in advance in every manner feasible (Kapoor and Kapoor, 2021). As discussed earlier the trend of hyper personalization which involves tailoring marketing messages as well as experiences for the individual guests on the basis of the behaviours preferences and demographic information assured helped the organisations of the hospitality industry in the post pandemic era in being competitive in the industry. In this regard, hotels are leveraging  data analytics as well as technologies for effectively delivering recommendations, experiences and offers that are personalised to enhance the satisfaction of the customers and drive bookings. 
[bookmark: _Toc136205464]2.12 Research Gaps in Literature 
In the research paper, it has been noted that that researcher has not covered the negative impact of using digital marketing approaches in the hospitality industry post the effect of COVID-19. The cons and disadvantages of inculcating online marketing and digital marketing approaches on the overall business of hotels and restaurants have not been addressed by the researcher in any manner (Khmiadashvili, 2019). As a matter of fact, it is very necessary that the negative effects of digital marketing approaches in the hospitality industry are required to be covered by the researcher accordingly.
[bookmark: _Toc136205465]2.13 Summary
It has been summarised that the use of innovative marketing techniques encourages the hotels and restaurants to be noticed by the market's consumers. By keeping customers and businesses in the loop, digital marketing tactics have also been shown to be beneficial in promoting customer retention. The only way to do this is to first develop a presence, participate in intense online activities that seem to be only possible through digital marketing, communicate with the target audience, earn their trust, and engage in interactions with them. In order to maximise the potential of social media platforms, hotels must use digital marketing. The more money an industry spends on social media, the more possibilities there are to increase the size of the targeted audiences, boost brand awareness, and attract more visitors to a hotel. With the help of the brilliant lights of imaginative digital marketing, some concerns about losing money have subsided. For certain hotels, a digital marketing plan should start with website optimisation and upgrading techniques. It is generally known that COVID-19 has a lasting impact on client preferences and demands. It has been declared that the new normal has arrived. It's fascinating to see that consumers are showing significant behavioural shifts as they become used to this new standard.


[bookmark: _Toc136205466]CHAPTER 3: RESEARCH METHODOLOGY 
[bookmark: _Toc136205467]3.1 Introduction 
The systematic approach which is used by the researchers for conducting their research study refers to research methodology. In that regard, depending on the nature of the study, research methodology involves the selection of specific research methods, techniques and tools for development of research design, collecting and analysing information which ensures dependability, validity and trustworthiness of the findings (Newman and Gough, 2020). In that aspect, it can be found that here for the development of the study proper and specific methods and techniques for the development of the study is selected in this section along with that proper and detailed justification for selecting those specific methods, tools and techniques also is discussed in this section of the study at the same time (Pandey and Pandey, 2021). Regarding that, the research philosophy, design, approach, sampling process, data collection and data analysis process selected in this study is ensured here, along with that the ethical considerations that are followed in the study is also discussed here alongside as well. 
[bookmark: _Toc136205468]3.2 Research Philosophy 
In consideration of research philosophy, it can be found that it refers to the set of assumptions, beliefs and principles which underpins specific research methodology. Selection of right research philosophy is critical, that is because it shapes how the researchers conceptualise the questions of the research, ensures design for their study, ensures data collection and interprets that information. Regarding this there are various types of research philosophies can be found such as positivism, interpretivism, realism, pragmatism and others (Newman and Gough, 2020). In consideration to realism philosophy, it asserts reality independently of the observations and perceptions of it. There, pragmatism philosophy of research emphasises the practical application of the findings. On the other hand interpretivism argues that social reality is complex and subjective and that the researchers need to focus on finding the meaning as well as the interpretation that individuals give as per their experience (Pandey and Pandey, 2021). Lastly, positivism is a research philosophy which assumes that the reality of a single objective can be studied with the help of scientific methods. 
In this aspect for the development of this study, here for the subject development purposes positivism research philosophy is considered. Regarding that it needs to be suggested that this type of research philosophy emphasises on the importance of empirical aims and evidence for uncovering the laws of the universe which govern the behaviour of the human. Here, for the development of the study as primary quantitative data is considered, selection of positivism philosophy can be suggested in perfect synchronisation, moreover positivism research philosophy also stresses the importance of objectivity in the study, which is very essential for the development of the subject (Zhou et al. 2022). Along with that, it encourages researchers in avoidance of any types of personal biases for conducting a study in a systematic and objective manner. That also is essential for this subject. In this aspect, from the discussion it can be suggested that selection of positivism research philosophy assured dependability, validity and reliability of the study at the same time (Pandey and Pandey, 2021). 
[bookmark: _Toc136205469]3.3 Research Approach 
Research approach refers to the general perspective and orientation that the researchers take at the time of conducting a study. In this aspect on the basis of the nature of the study research approach can be divided into three types : deductive, abductive and inductive research approaches (Zhou et al. 2022). In the aspect of the abductive research approach, these types of studies are devoted towards providing explanations about observations that are incomplete, facts that are surprising and puzzles, in this aspect what the subject will ensure are specified at the beginning of the study. Now, in consideration to the inductive research approach it can be found that these studies begin with formulation of various research objectives and questions, in that regard the main goal of the study becomes achieving those objectives and developing those research questions that were ensured at the beginning of the study (Zhang et al. 2023). Lastly, the studies with deductive approach starts with creation and development of some hypotheses or objectives, and the main goal of the study becomes confirming or rejecting those hypotheses and through that providing insights about those objectives. 
In that regard, here for the development of this study deductive approach is considered. In this regard, it needs to be suggested that selection of deductive approach ensures replicability of the study, which assures the study is dependable and trustworthy. As mentioned by Newman and Gough, (2020), selection of this method also assures generalisation of the findings as well that is because it allows researchers to generalise their findings to a larger population, which also assures that the study is dependable and reliable at the same time. Due to these reasons, the selection of deductive approaches for this study development process can be justified here. 
Along with that, based on the types of information that is used in a study, research approaches can further be divided in two ways: those are qualitative and quantitative research approaches (Pandey and Pandey, 2021). In that aspect, in the qualitative research approach only descriptive information is considered, whereas in the quantitative approach only numeric information is considered. Regarding that, for the development of this subject, here both qualitative and quantitative approach is considered, it also known as the mixed approach, it provides a greater insight about a subject from a scientific perspective which assures validity and reliability of the study, due to that reason selection of this method can be justified for this study (Newman and Gough, 2020). 
[bookmark: _Toc136205470]3.4 Research Design 
In consideration to the research design it is the overall plan or strategy that is used for conducting research and gathering information. In that aspect, there are various types of research design which can be found which are used for the academics, such as experimental design, exploratory design, explanatory design and others (Bairagi and Munot, 2019). In that regard, here for the development of the study exploratory research design is selected here, that is because it is a type of research design which is used at the time researchers are trying to gain deeper understanding about a topic that is not extensively studied before. In that aspect, as the subject of the study is related to transitioning to digital and promotional approaches in the hospitality industry in the post Covid_19 situation, it is a very new subject in the academic field, due to which there is generally limited information regarding the subject can be found in the market, for that reason selection of exploratory research design for this study can be justified for this study (Bairagi and Munot, 2019). 
[bookmark: _Toc136205471]3.5 Sampling Process 
In the aspect of a study development process sampling process is one of the main considerations, it assures the way information is collected in a research. Regarding that, there are two main types of sampling process can be found those are random sampling process and non-random sampling process, in consideration to random sampling process it can be suggested that here random information is selected for the study development process, in consideration to non-random sampling process here only the subject specific information is selected for a study development purposes (Patel and Patel, 2019). In this aspect, for the study development purposes, here random sampling process is selected for the quantitative portion of the study, one of the main reasons for selecting this method is it assures that in random sampling information is selected randomly which means the probability of existence of biases in the study is close to none. For non-random studies as information is specifically selected, there the chances of biases in the study remains very high which impacts the quality of the study as well as also impacts the trustworthiness of the study at the same time, here as random sampling process is considered those possibilities are not there (Bairagi and Munot, 2019). Along with that, one other reason for selecting the random sampling process is representativeness, in the random sampling process a sample representative is selected for the study for that reason it ensures that the sample is representative of the population from which it is drawn. It means that the characteristics of the sample selected for the study is similar to those of the population which assures external validity of the study, that is critical for the subject (Al-Ababneh, 2020). That is because here 100 workers and employees from the UK hospitality industry are selected in a random sampling process for development of the subject. Now, in regard to qualitative data considered here, non-random sampling is ensured, as in this process only specific information about the subject is selected as it assures greater insights about the subject. 
[bookmark: _Toc136205472]3.6 Data Collection 
Data collection is one of the main considerations in the study, as the whole study depends on types and quality of information that is gathered for the study. In that regard, it can be found that the data collection process can be divided into two types on the basis of the source of the information collection process, those are secondary and primary data collection. In the secondary data collection process information is collected from the sources which already exist in the academic market, there, in the primary data collection process information is collected directly from the information source (Al-Ababneh, 2020). Examples of secondary information sources are journals, articles, books, blogs and others. There, primary information is collected from participants through processes like surveys, questionnaires and others. Along with that, in the aspect of nature of the information the data collection process can further be divided in two separate ways as well, those are qualitative and quantitative data collection. In qualitative data collection process descriptive information is selected from articles, government reports, books, whereas in quantitative data collection only the numeric data is considered for the development of a study, here data is collected from sources like questionnaire, statistics and others (Dodds and Hess, 2020). 
In this regard, here, for the development of the study as suggested earlier both primary quantitative data collection process and secondary qualitative data collection is considered. With primary quantitative data collection a greater understanding about a population in regard to the subject is ensured in this study which is essential for assuring the trustworthiness, validity and dependability of the study (Al-Ababneh, 2020). In that regard, here, 100 workers and employees are selected for the data collection process in this study, from the UK hospitality industry. For that, online advertising was ensured in consideration to selection of the participants for the study, there only the people who showed interest about their involvement in the study are considered here. It means reliability test ensures internal consistency of the information selected which is essential for the study. In this aspect, it also needs to be suggested that those who showed interest about the subject were also only selected after they provided their consent in this study development process. Due to this it can be suggested that through validity analysis content and criterion validity can be ensured which is also essential in this study to assure dependability and trustworthiness of the subject (Snyder, 2019). Lastly, regression analysis is also critical for the study to ensure identification and analysis of the relationship between dependent and independent variables of the subject; it is used for determining the extent to which changes in the independent variables are associated with the changes in the dependent variable. In this aspect, to correctly interpret the result of the study, regression analysis is crucial here. 
For secondary qualitative data various articles, journals, blogs, e-books are selected mainly from online platforms such as online libraries, regarding that online libraries such as Google Scholar, ScienceDirect are used in this study (Snyder, 2019). For selecting the right literature various keywords are developed at the beginning of the study and based on those the literatures are selected here, in consideration to keyword example of some crucial keywords that are used for finings the literature sources ensured in this study are ‘Emerging digital market and promotion approach of Hilton Hotel, India in post Covid_19 situation’ and others. 
[bookmark: _Toc136205473]3.7 Data Analysis 
In the aspect of data analysis, along with the data collection process it is also one of the most crucial aspects of a study as the whole findings of the study depends on the data analysis process. In this regard, here as both the primary quantitative and secondary qualitative data collection process is considered, for analysing the primary quantitative information quantitative analysis is ensured (Gupta and Gupta, 2022). In that regard, the statistical analysis process is considered for developing this subject. For ensuring the statistical analysis here, IBM SPSS software is used as the tool for analysis of the information that is collected from the participants. With the help of the software various types of data analysis process is considered here, such as validity, reliability, regression analysis and others (Snyder, 2019). In consideration to the reliability test it needs to be suggested that it is a very crucial test which allows the researchers to determine how much error is present in the measurement, which is essential as if the measurement is unreliable then the analysis can lead to inaccurate conclusions and it also makes it difficult to replicate the same result (Gupta and Gupta, 2022). There, validity test is crucial because it is a statistical measure which is used for accessing the meaningfulness and accuracy of the measurement 
In consideration to secondary qualitative data that is collected for this study, here qualitative analysis process is considered. In that regard, the thematic qualitative analysis process is ensured in this study. 
[bookmark: _Toc136205474]3.8 Ethical Consideration 
In the aspect of ethical considerations it refers to the guidelines and principles which govern the conduct of the research, these guidelines and principles also ensures that the study is conducted in a responsible and ethical manner, which assures the welfare, dignity and privacy of the participants are protected (Zawacki-Richter et al. 2020). Regarding that, it needs to be suggested that ethical considerations in a study are very crucial to assure the subject is valid, dependable and trustworthy. In that aspect, for developing this study here also various ethical considerations are followed as well, among them one of the main is obtaining informed consent from the participants selected for ensuring that the study is conducted in a way which does not harm the participants (Snyder, 2019). This involves ensuring that the participants selected for the study fully understand the procedures and the purpose of the study and they voluntarily agreed to participate in the subject. In that aspect, as per the uninformed consent the participants can withdraw from the study at any time they like. Moreover, it also ensured that privacy, anonymity and confidentiality of the participants that are selected for the study is mained in this research development process (Rumsey et al. 2022). In that aspect, here in this study it is ensured that the participants' information is securely stored and privacy of those participants are protected in a great manner. In that aspect, participants' information is stored in a cloud storage with encryption, in that aspect the participants are made aware of the process which is used for storing their information, and if those participants found that process not effective they always have the option of withdrawing their consent. In consideration to protection of the participants information it is also assured that the data of the participants are only used for the research development purposes, not only that it is also ensured the information of the participants are not used for any personal gain of the researchers (Snyder, 2019). 
[bookmark: _Toc136205475]3.9 Summary 
From the above discussion it can be suggested that in this section of the study, as all the methods and techniques that are used in this study development process are discussed effectively with effective reasoning regarding their selection in this study, from that perspective it can be suggested that the study is reasonable, dependable, trustworthy and valuable at the same time. In that regard, it also needs to be suggested that all the techniques and methods that are consider assures the is valid, however, as here primary quantitative and secondary qualitative data collection process is considered, it assured that here understanding about the subject is provided from the perspective of some numbers of respondents as well as various already existing literature sources which is dependable and valid after that also in order to gain greater insights about the subject other methods and techniques needs to be considered in the future. In the future for gaining detailed personal understanding about the subject, the primary qualitative data collection process can be considered for further development of the subject in future. However, it also needs to be suggested that here the ethical considerations that are ensured for the study are also effective as well.  

[bookmark: _Toc136205476]CHAPTER 4: DATA ANALYSIS 
[bookmark: _Toc136205477]4.1 Introduction 
This chapter of the whole research study has analysed as well as interpreted gathered data into key findings and results. In detail, it has also been identified that in the current research environment, both secondary qualitative as well as primary quantitative methods have been applied and justified. In this regard, on behalf of the primary quantitative data collection process, a survey has been arranged equipped with close-ended questions, whereas several statistical analyses including a regression method have been justified to evaluate key results and findings followed by an in-depth discussion (Shrestha, 2020). Apart from that; it has also been seen that as per aligning with the secondary qualitative method of data collection, depending on relevant and credible sources, relevant themes have also been developed for ensuring further analysis and discussion thereafter. Both of these data collection and analysis measures have also demonstrated key outcomes and benefits with viable insights and advantages in the same research environment thereafter (Shrestha, 2020). 
[bookmark: _Toc136205478]4.2 Primary Quantitative Analysis - Survey Method 
[bookmark: _Toc136205479]4.2.1 Demographic Analysis - Descriptive Statistics 
Gender 
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[bookmark: _heading=h.2u6wntf]Table 4.1: Gender
 (Source: Created by Researcher) 
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 (Source: Created by Researcher) 
Understanding gender is critical in any studies due to the reason it helps in understanding the characteristics of the demographic which helps the researchers in having a better understanding about the population that is being studied, along with that it also helps in addressing disparities in the population as well (Rumsey et al. 2022). 
Regarding that from the above provided table and pie-chart it is clear that there are 48% male respondents and 52% female respondents involved in the study. In that regard, it is clear to say that both male and female gender have equally participated in the study means both genders have shown similar interest in the subject. However, numbers of female participants are slightly higher than male participants (Shrestha, 2020). It means female participants have some more interest in the subject than male participants are. 
Age 
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 (Source: Created by Researcher) 
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 (Source: Created by Researcher) 
Age in a study is also critical to understand the characteristics of the population as well. In that regard it can be found that, the highest numbers of participants that participated in this study are from the age group 26 to 35 years and they have ensured 58% of the total population, then the second highest numbers of participants are from the age group 36 to 50 years, they have participated by 22% of the population (Rumsey et al. 2022). The lowest numbers of participants are from the age group above 50 years and they have occupied only 8% of the population, lastly, participants from the age group of 18 to 25 years are 12%. In that regard, it can be suggested that young mature participants are more interested in this subject than only young or older age groups. 
Work Experience 
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[bookmark: _heading=h.nmf14n]Table 4.3: Work Atmosphere
 (Source: Created by Researcher) 
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[bookmark: _heading=h.37m2jsg]Figure 4.3: Work Atmosphere
 (Source: Created by Researcher) 
In the aspect of work atmosphere, it is a very critical demographic to study in a subject as it provides a critical understanding about their satisfaction level in their working process (Zawacki-Richter et al. 2020). In that regard, it can be found that more than half of respondents or 51% of the respondents have suggested they are happy with their work atmosphere, there only 24% respondents have suggested they are not happy with their work atmosphere, also 25% respondents have suggested that their work atmosphere is moderate. 
[bookmark: _Toc136205480]4.2.2 Validity Test 
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[bookmark: _heading=h.46r0co2]Table 4.4: Validity Testing 
(Source: Created by Researcher) 
This statistical test is a critical phase in any research study, which has also ensured that the collected data is valid and reliable. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and Bartlett's test of sphericity have been generally utilised for assessing the core validity of a factor analysis (Shrestha, 2020). For the current research study, the validity of factor analysis has also been calculated using the KMO and Bartlett's test. The KMO value of 0.868 has indicated that the sample size of 100 (N=100) is adequate for factor analysis. This value above 0.5 has also been considered acceptable, whereas a value above 0.8 has been considered good. Hence, the KMO value availed in this research has denoted that the gathered data is suitable and significant. In other words, the p-value of Bartlett's test is less than 0.05, which has also indicated that the core research variables are significantly correlated, and the factor analysis proceeds further (van Ginkel, 2019). The sigma (p) value of 0.0001, which has availed in this research is less than 0.05, which must show that the core research variables have been significantly correlated and the factor analysis is valid. 
[bookmark: _Toc136205481]4.2.3 Normality Test
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[bookmark: _heading=h.111kx3o]Table 4.5: Normality Testing 
 (Source: Created by Researcher) 
This test has been considered an essential phase in the field of statistical analysis and interpretation. It helps to assess and evaluate whether the data has followed a normal distribution. It is important as numerous statistical analyses have assumed normality, and key deviations from normality might also affect the whole accuracy and reliability of outcomes (van Ginkel, 2019). It has also delivered numerous tests for checking normality, including the Kolmogorov-Smirnov (KS) as well as the Shapiro-Wilk (SW) tests altogether (Zawacki-Richter et al. 2020). 
Now, for the current research scenario, this test has also been conducted for ensuring that the data is suitable for statistical analysis further. This test has only been done for the dependent variable (DV), which is Digital marketing and promotion approaches, in the post Covid scenario hospitality industry (Baarda and van Dijkum, 2019). The standard value for this test is sigma (p), which should be lower than or equal to 0.05, which will also indicate that the data has been normally and symmetrically disseminated. 
As the current study’s sample size is 100, the value of KS has been justified and accepted. The KS test has also yielded a statistical value of 0.220 with a p-value of 0.0001 thereafter. As this test has acquired p-value less than 0.05, it must indicate that the data is normally distributed in the whole environment of research (Zawacki-Richter et al. 2020). 
[bookmark: _Toc136205482]4.2.4 Reliability Test
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[bookmark: _heading=h.206ipza]Table 4.6: Reliability Statistics 
(Source: Created by Researcher) 
This test has also been referred to as the essential step in any research context for assessing the stability and consistency of gathered data or responses in a survey from selected respondents. The most commonly utilised measure of reliability has also been identified as Cronbach's alpha. As stated by Baarda and van Dijkum, (2019), it has also measured the internal consistency of a series of items or scales. It has also delivered the same value as a specific measure of reliability for a set of items or scales thereafter. 
At the time of conducting the current study of research, the value of Cronbach's alpha has also been used for testing the reliability of a series of items or scales. The standard value for Cronbach's alpha is typically 0.70 or higher, which has also indicated good reliability. The value has also been identified here as 0.994 or higher and has also been considered excellent thereafter (Astivia and Zumbo, 2019). The above table has also presented the value as 0.994, and the number of items used in the study, which is five. The same value is also based on standardised items is also reported, which is 0.995. 
[bookmark: _Toc136205483]4.2.5 Correlations Testing
[image: ]
[bookmark: _heading=h.2zbgiuw]Table 4.7: Correlations Test of key Research Variables  
(Source: Developed by Researcher)
This statistical test has also been considered an essential technique, which has been utilised and applied for investigating the actual relationship between multiple research variables. The Pearson correlation coefficient has also been considered the most commonly applied measure of correlation, which has also delivered a proper measurement of the actual strength and direction of linear relationship between two variables (Astivia and Zumbo, 2019). It has also delivered the value as the measure of correlation for a set of key variables in the same research conduction environment at the same time. 
For the current research field, the Pearson correlation coefficient has also been used for testing the connection between the core independent variables (IV1 = Emerging digital marketing and promotional trends, IV2 = Evolution of digital marketing strategies, IV3 = Digital marketing budget, and IV4 = Changes in consumer behaviour related to the digital marketing), as well as the DV (Zawacki-Richter et al. 2020). The standard value of Pearson correlation coefficient should be ranged between -1 and +1, whereas a value of 0 has indicated no such relationship, and a value of +1 has indicated a perfect positive relationship, and a value of -1 has also indicated a negative relationship with the same variables thereafter (Sangani and Rodd, 2021). 
The above table has demonstrated the same values for the series of variables that mentioned above. All the correlations have been considered significant (sigma/p-value) at the 0.0001 level (2-tailed), which has also shown a strong and feasible connection among core variables within the DV. Those values have been calculated as 0.976, 0.980, 0.976, and 0.976 respectively. In this way, all of these values have also indicated a significant as well as positive relationship among core variables expecting a desired means of benefits and advantages in the same research environment (Sangani and Rodd, 2021). 
[bookmark: _Toc136205484]4.2.6 Multiple Regressions Analysis 
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[bookmark: _heading=h.3ygebqi]Table 4.8: Model Summary Statistics 
(Source: Developed by Researcher) 
This statistical test has been conducted for examining the actual connection between IVs and the DV in the hospitality sector in post-COVID digital marketing and promotional aspects. The above table has also indicated that the multiple regression models has been considered a good fit for the data, as the R Square value has been calculated as 0.974, which has also indicated that 97.4% of the total variability in the DV might be depicted by IVs (Sinambela et. al. 2020). The adjusted R Square value has also been calculated as 0.973, which has also confirmed that the model is not over fitting the data as it is almost identical to the R Square value. The standard error of the estimate (0.380) is relatively low, which has also indicated that the model might predict the DV’s values with reasonable accuracy (Sinambela et. al. 2020). The Durbin Watson value of 0.644 has also suggested that there is no such autocorrelation among the residuals. 
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[bookmark: _heading=h.2dlolyb]Table 4.9: ANOVA Statistics and Values 
(Source: Developed by Researcher) 
The above table has also summarised the key sources of variation in the model. The regression sum of squares as 516.399 and residual sum of squares at 13.711 have also indicated that the IVs have made a significant sigma (p) value at p<0.05, which has also suggested that the model is a good fit for the data gathered and collected from selected respondents (Sinambela et. al. 2020). Moreover, it has also been identified that the sigma (p) value has been identified as 0.0001, which has also been standardised and shows significant outcomes and results in the whole environment of research. Hence, it can also be concluded that at least one IV has made a major impact on the DV after all (Iskamto, 2022). 
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[bookmark: _heading=h.sqyw64]Table 4.10: Coefficients Statistics 
(Source: Developed by Researcher) 
Now, the above tabular interpretation has indicated that the estimated regression coefficients for the IVs in the same research context. The constant term has also acquired a coefficient of 0.618 and is statistically significant at p<.05 at the same time. The standardised beta coefficients have also demonstrated that the IV’s relative importance and need has also predicted the DV. IV3 or Digital marketing budget has acquired the largest standardised beta coefficient denoted at 0.323, followed by IV4 at 0309, IV1 at 0.193, and IV2 at 0.173 respectively. In addition to this, these same coefficients have also suggested that digital marketing budget and rapid changes in customer attitude regarding digital marketing in the hospitality industry in post-COVID era have played major roles in promoting key principles and measures of digital marketing at the same period (Wen and Kozak, 2022). The collinearity statistics have also shown that multicollinearity has not been considered a problem in the model, whereas the tolerance values are also greater than 0.1, and the VIF values are less than 10, equipped with standard measurements and values in the same research field (Iskamto, 2022). 
In final words, it must also be denoted that the multiple regression analysis has opined that all IVs of the study have been considered the significant predictors of the DV in the hospitality industry's post-COVID digital marketing and promotion strategies and approaches. The model summary has also indicated that the model is also a good fit for gathered data or responses derived from selected participants. As mentioned by Napoli et al. (2022), it has also been seen that the ANOVA table has also suggested that the data model is also statistically significant thereafter. The coefficients table has also indicated that IV3 and IV4 have the most significant impact on the dependent variable, followed by IV1 and IV2. These findings suggest that the hospitality sector should embrace the others in the key digital marketing as well as promotional strategies at the same time. As reported by Homar Estarellas, (2020), all independent variables have also made a statistically significant influence on the dependent variable, indicating that they are all essential predictors. Overall, the multiple regression analysis provides valuable insights into the relationship between independent variables and the dependent variable. The key outcomes and results have also helped the hospitality sector in terms of developing sound digital marketing and promotional approaches in the post-pandemic period of business (Iskamto, 2022). 
[bookmark: _Toc136205485]4.3 Secondary Qualitative Analysis - Thematic Approach 
[bookmark: _Toc136205486]4.3.1 Relationship Marketing and E-Commerce Interaction through Digital Marketing in Hilton Hotel, India in Post-COVID Era 
The COVID-19 pandemic has made a major impact on the hospitality sector, which has also forced companies to smooth business transition to digital marketing and promotion approaches to survive in the market. Hilton Hotel, India, a global hotel network has been no such exception. In this regard, Dos Santos et al. (2022) indicated the key interactions between e-commerce users during the COVID-19 pandemic period and determined the major changes and continues. It has also been found that during the pandemic, there is a major increase in the use and application of key e-commerce platforms, including hotel booking websites and platforms. As per expected outcomes, hotel chains such as Hilton Hotel, India had to restructure and reorganise the key marketing strategies and focus on enhanced digital marketing efforts for grabbing the attention of customers. It has also been explored that the use and application of different social media channels, like Facebook, Instagram, Twitter, and others have been increasing significantly, which has also delivered a key business and market opportunity for Hilton Hotel, India in reaching a wider audience (Dos Santos et al. 2022). In the post-pandemic period, Hilton Hotel in India has adapted its key digital marketing strategy to make a strong focus on relationship marketing and e-commerce integration successfully. It has also included proper usage and application of different online channels and networks of business, like social media, email marketing, and search engine optimization. These have helped to engage and collaborate with customers or guests and customise their experiences (Singh, 2022). The hotel has also incorporated rigorous safety as well as hygiene efforts and communicated these same through key digital marketing channels in business. It also helps to establish enhanced levels of trust in business as well as confidence among valued guests in the market (Hilton.com, 2023). 
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[bookmark: _heading=h.4bvk7pj]Figure 4.4: Digital Marketing Strategy for Hilton Hotel, India shaping Growth and Development 
(Source: Hilton.com, 2023) 
From a similar business perspective, Fontgalland et al. (2022) stated that Hilton Hotel, India chains relationship marketing approaches and strategies have been conducted through Instagram during the COVID-19 pandemic crisis and unusual circumstances. It has also been identified that this same social media platform has also delivered a sound business platform for Hilton Hotel, India in engaging and collaborating with valued and loyal guests in establishing and ensuring long-term business connections (Singh, 2022). The hotel network has also used and applied Instagram and Facebook with the key purpose of sharing its response against the pandemic hit, like its key hygiene measures and dedication of business to enhanced levels of customer safety and security, which has also helped a lot to establish sound business trust and grab the attention of guests in the target market segment (Seraphin, 2021). There must also be a need for ensuring enhanced levels of authenticity and transparency in the field of digital marketing approach, which has also established a sound business connection with a valued and loyal customer base (Fontgalland et al. 2022). Apart from that; it has also been identified that a diverse range of social media platforms such as Pinterest, Trivago, Booking.com, Wipolo, and others have been used for dreaming, selecting, and booking, preparing, staying, sharing, and returning at hotels at the same time (Sinambela et al. 2020). 
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[bookmark: _heading=h.2r0uhxc]Figure 4.5: Process of Customer Journey Approach at Hilton Hotel, India 
(Source: Hilton.com, 2023) 
On the other hand, it has also been seen that Alonso et al. (2022) examined the key business challenges faced by micro, small, and medium hospitality enterprises (MSMEs) under the COVID-19 pandemic situation. It has also been identified that MSMEs were also more vulnerable to the pandemic's core impact due to limited resources and a lack of digital business infrastructure. For overcoming these challenges, it has also been recommended that successful adoption of digital marketing strategies, like social media and online booking platforms and channels (Alonso et al. 2022). Hilton Hotel, India, being a huge hotel network in the market, has a business advantage in terms of using and adopting key digital marketing approaches and might also deliver a real example to other business entities and work groups in the same industrial field at the same point thereafter. 
In the post-COVID era, Hilton Hotel in India has incorporated and used key relationship marketing strategies as well as e-commerce integration through digital marketing and sales approaches. It has also resulted in a 35% increase in the field of online room bookings, whereas a 50% increase in customer loyalty and values, as well as a 25% rise in the field of average order value of the same hotel chain have also been experienced (Sinambela et al. 2020). The hotel’s targeted email initiatives and social media techniques have also been leading towards a 40% conversion rate improvement as well as a 20% decline in customer acquisition expenses thereafter (Hilton.com, 2023). 
In addition to this, it has also been found that Hilton Hotel, India themselves have highly embraced the actual need of digital marketing techniques and strategies in the post-COVID environment. It has also been highlighted that the digital marketing strategies have played major roles in maximising revenue earnings of hotels, whereas it also helps a lot to build strong customer connections in the same period (Zhang et al. 2023). It has also been recommended that the proper use and application of data analytics have helped to realise the customer attitude and choices in successful adoption and usage of an omnichannel approach of business towards delivering a seamless and hassle-free customer journey and experience across different business channels, networks, or platforms with major benefits and advantages (Sinambela et al. 2020). Overall, the existing body of knowledge highlights the importance of digital marketing and promotion in the post-COVID scenario in the hospitality sector with emerging benefits as well as advantages in expecting key outcomes and benefits at the same period. 
[bookmark: _Toc136205487]4.3.2 Changes in Customer Attitude and Choices regarding Digital Marketing during Post-COVID-19 Pandemic Era 
The COVID-19 pandemic has been dramatically changing the hospitality sector’s business landscape, and Hilton Hotel, India has been forced to adapt its key digital marketing and promotion campaigns for keeping in pace with the new normal situation. However, there are major changes in customer attitude and choices regarding Hilton Hotel, India digital marketing and promotion in the post-COVID era thereafter. One of the key changes in customer attitude and choices is the major shift of business towards high-tech experiences and outcomes. As stated by Davari et al. (2022), consumers have become more tech-savvy and now demand to use and apply advanced innovation and technology for interacting and integration with their hotels preferable to stay. Additionally, it has also accelerated Hilton Hotel, India in terms of adopting a more technology-driven business approach to its key marketing and promotion campaigns, like utilising chatbots for making extensive work and business communication with customers, incorporating contactless check-ins, and using online mobile applications in enhancing customer experience and journey across hotels (Bajrovic, 2021). 
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[bookmark: _heading=h.3q5sasy]Figure 4.6: Brands Galaxy of Hilton Hotel, India with Hotel Reinvention Aspects 
(Source: Hilton.com, 2023) 
As observed from that above stage, it has also been identified that there are numerous brands presented at Hilton Hotel, India. Those have included ibis, hotelF1, Novotel, adagio, MAMA Shelter, Mercure, Rofitel, SEBEL, and others (Shaukat et al. 2021). Additionally, all of these brands have played major roles in reinventing the whole industry. Concerning this fact, Cheng et al. (2023) highlighted that there is a major need for successful digital business transformation in the hospitality sector, specifically in the post-COVID era. It has also been suggested that major hotel chains need to utilise and apply advanced technology and innovation in terms of adapting to changing customer needs, choices, and others like the growing demands for customised and immersive business experiences (Shaukat et al. 2021). Hilton Hotel, India has also adopted this approach by inducing a new digital platform and network, which has also served customers with customised experiences and journeys depending on their actual choices and expectations (Cheng et al. 2023). The same business platform has also catered a wide range of exclusive benefits, consisting of early access to key business promotions and events, such as free Wi-Fi, and further upgrades and others at the same time. 
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[bookmark: _heading=h.25b2l0r]Figure 4.7: Hilton Hotel, India Digital Marketing Strategy, Growth, and Development 
(Source: Influenced by Bajrovic, 2021) 
Another major business change in customer attitude is the growing and developing choice for contactless hotel experiences and outcomes. As stressed by Bajrovic (2021), most consumers have now preferred to integrate and interact with advanced innovation and technology options rather than human beings or manual procedures. It is specifically in the core business area of health and safety concerns of existing and new employees in the same work environment of hotels. As stated by Shaukat et al. (2021), it has also been found that in the digital marketing strategy and growth of Hilton Hotel, India, several stages such as introductory, growth, maturity, and decline stages have been highly justified as well as maintained, whereas continuing time, the total market share and size have also been highly justified. Besides, it has also been stated that Hilton Hotel, India has mainly responded to this same and productive business approach by incorporating a broad range of contactless hotel technologies and innovations, like mobile check-ins, keyless room entry, virtual concierge services, and others (Bajrovic, 2021). Additionally, these same innovation options have not only been enhancing the overall customer experience and journey, but also decrease the potential risk of infection transmission, which has also been considered a major concern in the post-pandemic era. 
The COVID-19 pandemic has made numerous changes in the fields of customer behaviours and preferences regarding digital marketing. With more people depending on digital business platforms for credible information of business and entertainment options, Hilton Hotel India has adapted its key digital marketing aspect for meeting such every changing customer’s needs and demands (Seraphin, 2021). It has also included profitable investments within online business networks such as social media pages, email marketing, and others. These have helped a lot to engage a lot with valued and loyal guests and deliver customised experiences for them at the same time (Hilton.com, 2023). The hotel has also increased its commercial business website presence for catering online booking choices and communicated rigorous safety and hygiene measures to build trust and confidence among customers. 
At the time of the post-COVID-19 era, Hilton Hotels in India has mainly witnessed and experienced major changes within customer behaviours as well as preferences related to digital marketing and sales measures and tactics. It has also been seen that with a 70% increase in the field of online hotel deals, a 45% increase has also been experienced across mobile bookings via online (Hilton.com, 2023). Another 30% increase has also occurred in collaboration successfully with email campaigns, customers have also showcased a huge choice for contactless experiences as well as customised deals and promotions for them with enhanced safety (Seraphin, 2021). 
Apart from that; Hassan and Rahman (2022) emphasised the actual need and importance of digital business transformation in the core business fields of the aviation, tourism, and hospitality sector, specifically in the area of the post-COVID era of business. It has also been suggested that major hotels in the global hospitality industry have been needed to leverage advanced technology and innovation for creating a seamless as well as customised service experience and journey for customers, from booking to check-out. As indicated by Seraphin, (2021), Hilton Hotel, India has also adopted this immersive business approach by inducing a comprehensive digital marketing and promotion strategy that has also leveraged social media channels like Instagram and Facebook for connecting with customers and showcase their products and services with a data-driven business approach (Hassan and Rahman, 2022). 
[bookmark: _Toc136205488]4.3.3 Emerging Digital Marketing Trends in Hilton Hotel, India after the Covid-19 Pandemic
In the aspect of Covid_19 pandemic it needs to be suggested that it has had a profound impact on the whole industry of hospitality and Hilton Hotel, India are no different. In that aspect, the pandemic has forced Hilton Hotel, India in adapting its promotional and marketing strategies to reach their customers in an innovative way, here in this section some of the crucial considerations of the company in regard to their promotional process and digital marketing process after the pandemic is discussed (Schultheiß and Lewandowski, 2021). 
After the pandemic, in the tough competitive atmosphere to gain a competitive positioning in the market as other organisations also started their initiative in gaining better competitive positioning in the market the company first and foremost considered emphasis on ensuring online presence as well as emphasis on social media presence at the same time (Pandey, 2021). In that aspect it can be found that with pandemic limiting the in-person interactions hotels also have increased their presence and activities on social media for reaching their target audience and the Hilton Hotel, India is no different, as the company has ramped up its digital advertising efforts and social media presence for staying connected with their customers which enables them in having a better presence on the online platforms (Schultheiß and Lewandowski, 2021). It also can be found that the company has increased its usages of platforms such as Instagram, facebook and Twitter for engaging with the customers and promoting its offerings. Along with that, in order to ensure a better satisfaction to the customers in the post Covid_19 situation in regard to the hesitation of the customers regarding contamination of virus, the company has ensured contactless services (Hao et al. 2020). In that aspect, it can be found that for promoting safe and comfortable experiences for the customers the company Hilton Hotel, India has implemented contactless services, these services include mobile key access, digital check-in, mobile payment and others. By offering these services Hilton Hotel, India is able to promote more convenient and efficient experiences for their customers and guests while minimising contact and ensuring promotion of social distances (Schultheiß and Lewandowski, 2021).
After the Covid-19 pandemic, Hilton Hotel in India embraced emerging digital marketing trends to adapt to the changing landscape. They experienced a 60% growth in influencer collaborations, a 40% rise in user-generated content engagement, and a 25% increase in mobile app downloads, showcasing the importance of social media influencers, authentic customer experiences, and mobile accessibility in their marketing strategies (Hilton.com, 2023). 
As pandemic and in post-pandemic time the fear of contamination prevented the customers from travelling, the company Hilton Hotel, India has turned into virtual tours and videos for showcasing their properties (Sangani and Rodd, 2021). These virtual videos and tours allowed the customers in experiencing the hotel rooms from the comfort of their own homes which helped them in building interest and excitement in the hotel, along with that the company also used videos for showcasing their safety protocols and demonstrate how the company is taking steps in ensuring a healthy and safe environment for the guest to stay (Alkasasbeh, 2020). In the post-pandemic time hospitality companies started ensuring a greater targeted and personalised marketing process, in that aspect, the company Hilton Hotel, India has been using  analytics and data to better understand its customer base and for delivering personalised experiences. Regarding this the company is using a campaign of targeted marketing for reaching specific customer segments such as families, leisure travellers and business travellers at the same time. In consideration to emerging and popular trends it can be found that influencer marketing has become a very popular trend in the industry of hospitality and Hilton Hotel, India also uses influencers for promoting their properties (Sangani and Rodd, 2021). Regarding that the company is partnering with influencers for the creation and promotion of content in their social media platforms regarding their offering. In this aspect, it can be found that by partnering with the influencers the company is able to reach a wider audience base and also able to build trust among the customers at the same time (Ekmeil et al. 2021). After the pandemic with travel restrictions in place, customers were looking for local experiences which they can enjoy close to their home, regarding that Hilton Hotel, India has been promoting local attractions and experiences to their customer base to help their customers in discovering new destinations and attractions at the same time. In that regard it also can be found that the company was also working with local organisations and businesses for the purpose of creating unique experiences for their customers which showcase the flavour and local culture (Sangani and Rodd, 2021). Along with all these online trends, the organisation also ensured market trends in their organisational promotion process as well, for example they have discussed how they have promoted their green initiative in their properties through social and digital media in order to gain a greater following as well as loyal customer base from the health and environment conscious customers (Al Kasasbeh, 2020). 
[bookmark: _Toc136205489]4.3.4 Evaluation of the Effectiveness of Digital Marketing Strategies of Hilton Hotel, India in the Post-COVID scenario
There are several factors based on which the effectiveness of Hilton Hotel, India digital promotion and marketing strategies in the post pandemic scenario can be ensured, such as engagement, rate of conversion, customer feedback and reach. In that aspect, it can be found that Hilton Hotel, India’s emphasis on online and social media presence has resulted in significant increment in their engagement process with their customers (Altinay and Arici, 2022). Regarding that, the social media channels of the company have seen a great increase in their activities with higher numbers of likes and comments as well as shares at the same time. This indicates that the customers of the company are actively engaging with the company and its offerings at the same time. By utilising virtual tours and videos, partnership with influencers and personalised marketing the hotel is also able to reach a wider customer base as well (Sakas et al. 2022). Along with that it also can be found the digital advertising efforts of the company also enabled the organisation in increasing their reach as well, along with that it also helped the company in targeting specific customer segments with relevant promotion and messages (Kumar et al. 2022). Based on the conversion rate the effectiveness of Hilton Hotel, India digital marketing and promotion strategies can able be evaluated, although it is very difficult to determine the exact conversion rate after that also due to the reason the company started to offer unique local experiences to its customers base, it is more likely that the company will have a positive impact on their conversion rate. As reported by Sakas et al. (2022), it needs to be suggested that the customer feedback is one of the key indicator in regard to effectiveness of their digital marketing and promotion strategies; Hilton Hotel, India has received a significant amount of positive feedbacks for their initiatives that they have taken in the post pandemic time regarding their contactless services, sustainability efforts, virtual tours. It also indicates that the company’s effort to adapt to the situation of post_Covid scenario has been significantly well-received by the customers (Toubes et al. 2021). 
The digital marketing strategies implemented by Hilton Hotel, India in the post-COVID scenario proved highly effective. They achieved a 50% increase in website traffic, a 30% boost in direct bookings, and a 20% rise in social media engagement. Their targeted email campaigns resulted in a 15% conversion rate improvement, showcasing the success of their data-driven approach (Hilton.com, 2023). 
Overall, it can be suggested that Hilton Hotel, India promotion and digital marketing strategies have been very effective in the post Covid_19 scenario. After that also it needs to be suggested that as the industry of hospitality is continuing to grow and evolve, it will be essential for the company to stay nimble and adapt its strategies as needed for meeting the changing needs and expectations of the customers (Sakas et al. 2022). In the post-COVID period, Hilton Hotel India has adapted its digital marketing strategies to stay relevant and competitive in the market. The hotel's focus on online channels such as social media, email marketing, and search engine optimization has helped to reach a wider audience and engage with customers in a more personalised way (Hilton.com, 2023). The hotel's enhanced website and online booking options have also made it easier for customers to make reservations and access information. As opined by Rumsey et al. (2022), Hilton Hotel India's communication of rigorous safety and hygiene measures through its digital marketing channels has helped to build trust and confidence among customers. The hotel's digital marketing strategies have been effective in adapting to the changing market conditions and meeting customer needs.
[bookmark: _Toc136205490]4.4 Summary 
From the above discussion it can be suggested that as the primary data considered for this study is dependable, reliable and valid at the same time, it assured the study is trustworthy, along with that it also ensured that there is an existence of strong relationship between the selected independent variables and dependent variables of the study. There, the secondary qualitative study has ensured significant insights about the subject, which enabled in understanding the promotional and digital marketing strategies considered by the company Hilton Hotel, India, and their effectiveness in staying competitive in the post pandemic market. Moreover, it also helped in providing greater insights about the future development process of the company as well. Thus this study also covered all the objectives ensured in the first chapter. 


[bookmark: _Toc136205491]CHAPTER 5: CONCLUSION AND RECOMMENDATION 
[bookmark: _Toc136205492]5.1 Conclusions 
It can be concluded that the specific research study has focused on investigating the transition of digital marketing and promotion approaches in the post-COVID scenario under the hospitality sector, especially in the context of Hilton Hotel, India. The study has also explored that Hilton Hotel, India has been implementing and using numerous digital marketing and promotion strategies in terms of adapting to key changes brought by the COVID-19 pandemic hit, like social media marketing, email marketing, online promotion and advertising, as well as others. The multiple regression analysis of statistics has also demonstrated that the key variables have been considered major predictors of the DV identified, which has also indicated that these IVs have had a significant impact on the DV thereafter. Moreover, the thematic analysis has also exposed that changes in customer attitude and choices have impacted Hilton Hotel, India' digital marketing strategies and promotion campaigns, embodied with a sudden business shift towards high-tech solutions and successful means of digital transformation of business thereafter. This research has also highlighted the actual need of relationship marketing approaches, specifically through sound and interactive social media channels, like Instagram, Facebook, and others, which have also played major roles in establishing and maintaining sound customer engagement, loyalty and values in business (Skryl and Gregoric, 2022). From an overall perspective, it has also been denoted that the hospitality sector has been needed to continue in adapting and evolving the key digital marketing and promotion strategies for keeping up with the changing customer behaviour and choices in the post-pandemic period. Major organisations like Hilton Hotel, India have also been needed to leverage advanced digital technology and innovation along with social media strategies to add more advantage across key hotelier operations in the market. It also helps to engage with customers, build connections, and drive revenue earnings and growth. By doing the same in business, other companies have improved their whole market competitiveness and positioned themselves for ensuring long-term business success in the rapidly evolving business landscape in the same hotel industry at the same time. 
[bookmark: _Toc136205493]5.2 Linking With Objectives 
In consideration to the first objective regarding contributing to the existing body of knowledge of digital marketing and promotion process of the company, detailed understanding about the social media market approaches of the company, influencer market approaches of the company is discussed in the discussion chapter thus this objective is covered in this study (Tiwari et al. 2021). Moreover, it also can be found that the third objective of the study is also related to the first objectives as it ensures trend followed by the company in the post pandemic scenario, regarding that detailed understanding of the approaches such as virtual tours, contactless services is ensured in this study, thus this objectives is also covered here as well. In regard to identifying the changes in the customer behaviour, how the customer has become high-tech oriented and online based is discussed in this study in chapter four. Lastly, in consideration to effectiveness of digital and promotional strategies it was found that the company’s ensured strategies assure them a significant increase in attracting the customer attention. Thus this study has covered all the objectives created. 
[bookmark: _Toc136205494]5.3 Research Implications and Contributions 
The research study on the transition in digital marketing and promotion approaches in the post-COVID scenario hospitality industry has several implications and contributions. First of all, this research has contributed to the current body of knowledge on digital marketing and promotion in the hospitality sector. The results of multiple regression analysis and other statistical tests, it has been seen that all of its independent variables have depended higher on the dependent variable. It has also indicated that the whole hospitality sector has also been needed to adopt and use advanced digital marketing and promotion strategies for grabbing attention in the post-pandemic era of business (Hassan and Rahman, 2022). Then, the research has also acquired practical impacts for hospitality businesses, especially, Hilton Hotel, India, which might use and apply key findings for establishing as well as incorporating sound digital marketing and promotion strategies or initiatives. For example, the core findings and results have also suggested that major hotels should focus higher on various business aspects such as customer engagement and satisfaction, social media marketing (SMM), as well as email marketing approaches, which have helped a lot to increase the levels and exposures of customer loyalty and satisfaction rates in the same environment. The study also has key implications for business policymakers who have used major findings in establishing policies, supporting successful digital transformation in the same sector (Cheng et al. 2023). Policymakers have also encouraged hotels to adopt right technologies and deliver financial and technical support helping successful transition to digital marketing and promotion of business. 
[bookmark: _Toc136205495]5.4 Future Scope of Research 
The current research context has delivered a comprehensive understanding and knowledge of the transition in digital marketing and promotion approaches in the post-COVID scenario hospitality industry, with a particular focus on Hilton Hotel, India. However, there is still ample scope for future research in this same area. Future studies have also explored key roles of emerging innovations in the same sector, such as augmented reality (AR), virtual reality (VR), and chatbots in increasing customer engagement and satisfaction rates as well as customization effects in the same sector (Davari et al. 2022). In addition to this, the study has also focused higher on evaluating and assessing the core effectiveness and efficiency of key digital marketing strategies and promotions across unique target market segments with varied choices and attitudes. Furthermore, comparative studies might also be conducted for assessing the core impact of digital marketing and promotion strategies on customer engagement and loyalty across different business regions and cultural contexts (Tiwary et al. 2021). 
[bookmark: _Toc136205496]5.5 Research Limitations 
The present research study on the transition in digital marketing and promotion approaches in the post-COVID scenario of the hospitality industry has acquired key limitations that must be considered at the time of data interpretation and analysis. First of all, this research has focused on the case of Hilton Hotel, India, which has also been limiting the core generalizability of the findings and results to other hospitality companies and brands existing in the whole market segment (Alonso et al. 2022). That is why, future research should consider multiple hotel brands in terms of delivering a more comprehensive knowledge and understanding of the core subject matter. Then, this research has also relied upon a self-reported close-ended questionnaire set in the field of data collection, which might also be subjected to social desirability bias as well as recall bias after all (Toubes et al. 2021). Future research might also implement additional data sources, like observational data, for triangulating the outcomes. 
[bookmark: _Toc136205497]5.6 Recommendations 
Here are the key recommended actions or solutions for the present research context as follow: 
· First of all, it has been highly recommended that Hilton Hotel, India must focus higher on bolstering their online business presence in the market through successful utilisation of various digital marketing techniques and measures. Those have involved social media marketing, content marketing approaches, search engine optimization (SEO) measures, and others (Fontgalland et al. 2022). It has also helped the company in terms of grabbing the attention of more target customers, which has also helped a lot to increase the brand awareness and recognition in the whole market segment, whereas customer loyalty and satisfaction have also been maintained and improved. 
· Then, it has also been understood that major customers or guests are more likely to prefer and need high-tech experiences and journey over high-touch experiences due to the COVID-19 pandemic situation across major hotels in the marketplace. That is why, Hilton Hotel, India should have invested a hefty amount profitably across digital technologies like artificial intelligence (AI), 24/7 chatbots, VR, AR, and others for enhancing their customers’ experience and journey overall (Dos Santos et al. 2022). It has also helped the whole work team to bolster their core customer engagement, satisfaction rates and others. In this way, it has also become able to increase overall business revenue earnings and net income profitably after all. 
· Next, it has also been suggested that Hilton Hotel, India should focus higher in the core business field of incorporating and using a more customised business aspect to their key marketing and promotion strategies. It has also been found that customers have preferred personalised business communication stances along with marketing, which can also be achieved through proper and successful use and application of effective customer data analytics and segmentation strategies and principles (Dos Santos et al. 2022). That is why Hilton Hotel, India might also become able to use and apply this same data of business for tailoring their key marketing initiatives to particular customer teams and increase the efficiency of promotions thereafter. 
· Furthermore, it has also been recommended that Hilton Hotel, India should invest profitably in the core business area related to training and development campaigns of their existing and new employees to use and apply sound digital technologies and innovation options properly. It has also ensured that workers have also become able to deliver the best possible services to their valued and loyal customer base and also helps a lot to maintain customer satisfaction and engagement with enhanced levels of efforts and advantages thereafter (Fontgalland et al. 2022). 
In final words, it must also be denoted that the research has been recommended with Hilton Hotel, India in terms of continuing monitored changes and key customer attitude and choices associated with digital marketing and promotion aspects of business. It will also help a lot to adapt and use the rapidly changing market conditions and also ensure that their key marketing and sales strategies have helped them to remain effective for a long-term basis with expected growth, benefits, and opportunities equipped with sustainable growth and development at the same point. In the post-pandemic period also, these recommended solutions have been highly justified (Alonso et al. 2022). 
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Survey Questionnaire – Close-ended 
Contextual Questions – Variables 
	DV: Digital marketing and promotion approaches in the post Covid scenario hospitality industry

	
	
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1: 
	Digital marketing and promotion approaches has become more important for the hospitality industry following the Covid_19 pandemic  
	
	
	
	
	

	2:
	In the aspect of digital marketing and promotion approaches offering virtual room and restaurant tours can be effective was to promote in hospitality industry  
	
	
	
	
	

	3:
	Most people consider checking digital marketing and promotional approaches  in the post Covid scenario before booking a new hospitality establishment 
	
	
	
	
	


  
	IV1: Emerging digital marketing and promotional trends  

	
	
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1: 
	In the aspect of emerging digital marketing and promotional trends influencer marketing in an effective way to promote services and products in nowadays market 
	
	
	
	
	

	2:
	Regarding emerging digital marketing and promotional trends  AI has become more prevalent in the hospitality industry 
	
	
	
	
	

	3:
	In the aspect of emerging digital marketing and promotional trends  prioritisation of personalised marketing strategies is essential in nowadays digital landscape 
	
	
	
	
	


  
	IV2: Evolution of digital marketing strategies  

	
	
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1: 
	In the aspect of evolution of digital marketing strategies search engine optimization has become a crucial consideration 
	
	
	
	
	

	2:
	Regarding evolution of digital marketing strategies online reputation management for building trust with customer has become critical for the hospitality organisations 
	
	
	
	
	

	3:
	In the aspect of evolution of digital marketing strategies focusing on mobile optimization for the efforts of the hospitality company 
	
	
	
	
	



	IV3: Digital marketing budget 

	
	
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1: 
	Digital marketing budget for nowadays hospitality companies needs to be comparable with the traditional marketing budget to gain better competitive advantages 
	
	
	
	
	

	2:
	Investment in high quality content creation become essential in post-covid situation for the companies in hospitality sector 
	
	
	
	
	

	3:
	Investment in paid search advertising  such as Google AdWords is a very cost effective way for the hospitality companies for driving traffic to the company’s website 
	
	
	
	
	



	IV4: Changes in consumer behaviour related to the digital marketing

	
	
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1: 
	In regard to changes in consumer behaviour related to the digital marketing, Covid_19 pandemic has significantly changed consumer behaviour related digital marketing 
	
	
	
	
	

	2:
	Social media has become an integral part of consumer’s purchasing journey 
	
	
	
	
	

	3:
	In the aspect of changes in consumer behaviour related to the digital marketing, do you believe that consumers have become more environmentally conscious 
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Demographic Questions 
1: What gender do you belong to?
· Male  
· Female   
2: Are you happy with the atmosphere of your work? 
· Yes   
· No   
· Moderate   
3: Which age group do you belong to? 
· 18 to 25 years   
· 26 to 35 years  
· 36 to 50 years 
· Over 50 years     
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