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[bookmark: _Toc121501542][bookmark: _Hlk120618446]Introduction
The dissertation's main problem will investigate and identify the opportunities digital marketing has for increasing customer awareness. The case study of Happy Bar & Grill, London, which is only two years old, was opened in the city in 2022 (Happy Restaurant, 2022). The main direction of the research is aimed at determining the concept of digital marketing, social media and digital marketing strategy in the direction of increasing customer awareness and, through them to attract and increase the number of visitors to the restaurant (Happy Restaurant, 2022). In 2020, Covid-19 substantially impacted restaurant businesses in the United Kingdom. Some even were forced to cease operations due to the problems and inability to cope with the economic and financial problems. However, the Happy Bar & Grill restaurant selected for analysis managed to cope with the problems and continue to develop its activity in 2022, winning two nominations from the British Restaurant Awards for Best Restaurant in London and Best Hospitality Team in the UK (Happy Restaurant, 2022). This research proposal presents the topic of the dissertation, the research objectives, the research questions, the research methods and the methodology that will be used to achieve the objectives and obtain answers to the questions.
[bookmark: _Toc121501543]Research aim
The purpose of the research is to study the implementation of a digital marketing strategy to increase consumer awareness, following the example of the restaurant Happy Bar & Grill London.
[bookmark: _Toc121501544]Researcher objectives
The aims of the present study are several:
1. To evaluate the concept of digital marketing, social media and digital marketing strategy, customer awareness and its completion in the UK restaurant business.
2. To identify how the digital marketing strategy can help increase customer awareness of the newly opened restaurant in London, UK.
3. To determine the level of customer awareness obtained from digital marketing strategy in the restaurant business in the United Kingdom.
4. Propose recommendations about effective digital marketing strategies for the restaurant business sector in the UK.
[bookmark: _Toc121501545]Research questions
	In the present study, the following several research questions are asked:
1. What is the importance of digital marketing strategy in the UK restaurant business?
2. How does a digital marketing strategy help increase consumer awareness for a newly opened restaurant business in London, UK?
3. What is the change in customer awareness after implementing a digital marketing strategy for a newly opened restaurant business in London, United Kingdom? 
[bookmark: _Toc121501546]Literature reviews
Digital marketing is a type of marketing that uses the possibilities of the Internet by creating a unique strategy. Technology development has led to the steady development of various ways marketing can perform its functions through the internet (Gibson, 2018). Digital marketing is developed like traditional one. It has the purpose of looking at and analysing the market and consumers, but it happens through the internet, making these possibilities much more straightforward and accessible. Digital marketing strategy offers excellent potential for any business organization to reach a new potential number of consumers (Taneja, 2021). Digital marketing helps to create brand sustainability and activity, easier dissemination of information, reaching a more significant number of users, and visual communication, as digital marketing offers various tools based on video materials or images. It is a straightforward way to advertise business activities, as customization and segmentation are much easier. Moreover, reaching consumers is much easier and faster by efficiently communicating with them based on getting their feedback and surveying their opinion.
A digital marketing plan is a strategic document that takes the current situation in which an organization is placed to set medium-term goals and determine the strategy to achieve them (Ozoglu & Topal, 2019). Most often, a strategy covers monitoring the implementation of specific goals. The digital marketing plan includes a discussion of the organization and its environment. The plan compiles specific actions in the digital world that are followed to achieve given goals. First of all, the environment of the organization is studied. Then goals are set, choosing the right strategy and direction of actions to achieve them, as well as the necessary resources for the goal (Nicolaou, 2021). The digital marketing plan is a relatively flexible strategic document that allows the company to adapt to the situation, considering the results already obtained. The digital strategic marketing plan differs from the conventional marketing plan because it mainly affects the digital environment where the business is presented (Muniese et al., 2021).
The theory applies a framework developed by Paul Smith that covers almost all the activities needed to create an excellent digital marketing plan. SOSTAC Framework. The SOSTAC Framework acronym is composed of S – Situation, O – Objectives, S- Strategy, T- Tactic, A- Action and C – Control. This theoretical framework uses tools to assess the external environment in which a company operates, such as PESTEL, Porter's 5 Forces analysis and others. In order to analyse the internal environment, SWOT analysis, McKinsey 7S analysis and other similar tools are applied to determine the company's state. The next step is to set goals, which should be SMART - which means Specific, Measurable, Acceptable, Realistic and Achievable. The next step is to create the strategy by applying Ansoff Matrix, Porter's Genetic Matrix and others. It then moves on to determine the key tactics to achieve these goals by defining the market segment, positioning, and consumer outreach tactics. Finally, specific activities to achieve these goals are clearly set, and the entire process is controlled in the direction of achieving these goals. The SOSTAC Framework is a theoretical tool that can be followed to build a digital strategy.
The current research topic is aimed at studying consumer behaviour, paying particular attention to customer awareness. According to some authors, this influences purchase decisions through the relationship with the brand and the services it offers to its consumers (Davis et al., 2011). This dramatically affects customers' willingness to pay for services they use (Thuy & Hau, 2010). Digital marketing can increase consumers' awareness towards a given brand from which they wish to purchase a product or service (Ghazie & Dolah, 2018).
[bookmark: _Toc121501547]Research principles and approaches
[bookmark: _Toc121501548]Research philosophy
The research philosophy indicates the researcher's perspective regarding the problem under consideration (Saunders, 2019). For the study, the philosophy of epistemology is applied. This means that the researcher presents his point of view that the digital marketing strategy helps to increase customer awareness through the implementation of various digital marketing activities. Furthermore, the study's philosophy aims to identify the social factor on business development (Bhasker, 1989) by showing its impact from social media.
[bookmark: _Toc121501549]Research paradigm
The research paradigm is a concept in which analysis and research of social phenomena are carried out to discover correct understandings of their existence (Saunders, 2019). The research paradigm of this study is aimed at the interpretative paradigm building a philosophical position in the direction of understanding man and his actions in the world around him (Burke, 2007). For the research, the interpretive paradigm is applied, which aims to analyse the impact of the digital marketing strategy on human behaviour, in an actual situation, through the impact of subjective influencing factors and motivating actions of consumers to visit the restaurant.
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There are two research approaches – deductive and inductive (Saunders, 2019). For this study, an inductive research approach is applied since the literary analysis, the collection of information, is aimed at developing theories related to examining specific cases and indicating their impact (Creswell, 2002). The inductive approach chosen for this study aims to gather an understanding of the person, their behaviour and specific events resulting from actions (Gill & Johnson, 2022). In addition, the inductive approach involves collecting qualitative information, and there is a more flexible possibility for changes to occur in the research process itself. Given the material under consideration, digital marketing is dynamic and rapidly changing, which may result in changes in the research development process.
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Research design aims to build a specific research strategy that aims to translate the research questions and objectives into a research project through the choice of strategy, time horizon and research methods (Saunders, 2019). Several main strategies are indicated, which are directed in several directions (Bryman, 2007). However, for the present study, the two strategies of survey and case study are combined. For the study, a survey of Happy Bar & Grill London customers is carried out, aiming to establish to what extent the restaurant's digital marketing strategy has affected the increase in customer awareness. 
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Ethical concerns may concern the information used in the survey of the digital performance of Happy Bar & Grill, London. The survey cards are completed online anonymously, protecting the respondents' data. From the very beginning, they are informed that the research is being carried out for scientific and research purposes and has nothing to do with the company for which the questions are being asked. Each respondent will be informed in advance of the objectives of the study and the questions in the questionnaire before completing it. Any study participant may choose not to participate after being informed of the information. Participants provide
· a sufficient amount of information about the surveys,
· representing the importance and their role in the study, and
· ensuring compliance with ethical issues and standards.
The provision of personal data is not required for the survey, and each respondent is free not to participate if they do not wish. However, they voluntarily agree to disclose information by giving their answers.

[bookmark: _Toc121501553]Sampling
Twenty customers and users of Happy Bar & Grill London will participate in the survey. The survey of their opinion will be carried out online, and for this purpose, they will be surveyed through Google Forms. The obtained results will be preliminary information that will be used for the needs and objectives of the study. The users who took part in the survey were kept strictly anonymous.
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Both primary and secondary information will be analysed for the event. Secondary information includes the research of other researchers studying digital marketing and strategy and its implementation for business improvement. In addition, secondary research aimed at examining the concept and impact of customer awareness on business development will be analysed. The primary data will be collected from a survey of Happy Bar & Grill London users, as well as information collected by the researcher about the restaurant's social media presence. During the survey, strict anonymity is observed. Mixed methods of analysis will be applied to collect the information. Mixed-method research is a combination of both qualitative research and quantitative data analysis (Saunders, 2019). Both types of data collection methods are used, applying the techniques for parallel collection of information at the same time.
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Analysing the data will be done through observation, focusing on the specific digital marketing strategy of Happy Bar & Grill. To analyse their performance in more detail, the SOSTAC framework will be applied. Based on the steps outlined in the SOSTAC Framework, the analysis of the status of the digital strategy of Happy Bar & Grill, London, will follow. In addition, information analysis methods such as content analysis will be applied.
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Given the conditions under which the hospitality industry in the United Kingdom has been developing for the past two years, it is possible to state, as a conclusion to the research proposal, that the researched topic is relevant, engaging, and significant in light of the conditions. In addition, implementing a digital marketing strategy is essential to connect with customers and maximise the benefits businesses derive from doing so. Any modern company that strives for growth and hopes to succeed must have a digital presence to compete effectively in today's global digital environment. Any business, including the restaurant industry, can take advantage of the numerous opportunities digital marketing presents to connect with many more customers online than is physically possible.
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