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Introduction
The study is focused on the marketing strategies of the restaurant. The use of modern technologies to create awareness of the product and services of the restaurant in brief. The digital marking, and its convenience, cost effectiveness and mass reach has changed the traditional and outdated ways of advertisement. The impact and benefits of the innovative technologies are also discussed in brief in the dissertation. The study encompasses a literature review to explain the concept of digital marketing. The research on the impact and profitability of the restaurant are analysed. The studies primary objective is to understand the impact on the profitability and brand creation of the restaurant by the effective use digital marketing mediums and the cost relevance for the restaurant. The study through the research process tries to ascertain the effectiveness and awareness about the digital marketing process, and what perception it creates on the customers and how they attract new customers to come and try the delicacies of the restaurant.

Literature Review
As described by Chaffey and Ellis-Chadwick, (2019), The study focuses on the overwhelming of the Digital Marketing technique on the traditional and outdated mode of advertisement. In today’s environment, the residents of the society do not have enough time for leisure. The average time spent on an electron device by a person has increased several folds in the past decade. This trend is just in its blossoming phase and has a very long way to go. So, keep in mind the changing lifestyle of the residents the marketer had to innovate them self to reach the targeted viewer for the advertisement. Earlier the people spent time reading newspapers but that has moved to the palms of the individual. The person through his electronic device attains the daily news weather forecast and any information that earlier he would have obtained from the newspaper. However, today the same information is received in real time and in much, more detailed format on just the click of a button. So, the advertisements have also gradually moved to these medium to effectively reach the target customers. As stated by Kingsnorth, (2019), the digital marketing includes several mediums to advertise through online and offline mode. The online mode basically includes the social media marketing, affiliate marketing, search engine optimization, search engine marketing, content marketing, email marketing. Similarly, offline marketing includes radio marketing, phone marketing, television marketing.
The offline marketing has been in use form a longer period but the strategies of the same have drastically changed with time and innovation. The television and radio advertisements are much shorter and very catchy to create a longer presence in the minds of the receiver. The phone marketing includes a wider horizon and caters to a bigger demographic as now the number of  smart phone has increased several folds in the past decade. As discussed by Visser, et al., (2018), the enhanced offline marketing can be better understood with an example; a restaurant uses electronic devices to assist the customer to place their orders and create a better dining experience for the customers. As stated by Toghraee et al., (2018), on the other, hand the digital marketing can be better understood with the help of the model of “4C’s of Marketing Communication” which describes the marketing communication must be clear in nature and provide detailed information to the receiver. The communication must be consistence and credible in nature and must provide a very genuine information to the receiver. The communication must be competitive in nature to maintain an edge in the promotion of the product or service being advertises by a company.
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Figure 1: The 4 C’s of Marketing Communication 
(Source: created by author)
As stated by Buchanan, et al., (2018), the digital marketing has created the scope for the advertiser to reach a very diverse and vast demography. The advent of technology era has enabled every citizen to be technology literate irrespective of his or her gender and age. All with the clever and advanced interface the devices are very user friendly in today’s time as compared to earlier know the basic functioning of the electronic device. The advertiser can reach a very huge market of targeted customers without the earlier geographical limitations that prevailed and plagued the approach earlier. As discussed by Lucas, (2018), the digital marketing is much faster and cheaper as compared to the earlier marketing techniques. The individuals receiving the communication can receive it in real time and even act on the information through the online mode to access the product or service instantly. 
Research Design and Methodology

Research Philosophy

The research philosophy is the understanding or belief theta helps the researcher develop knowledge of the research topic. As mentioned by Noddings (2018), the three main types of research philosophy are realism, positivism and interpretivism. This is a tool to help the researcher to gather data and information for the research topic. The research topic guides the research to identify an appropriate research methodology and mandate to choose the resembling research philosophy. 
Data Collection Method

Data collection method is a very critical part of the research study as it identifies the process of mode of collection of data and information to assess the research topic. As described by Quinlan et al., (2019), there are two types of data collection methods namely; Secondary data collection method and the Primary data collection method. The researcher has used the primary method for data collection which include several different methods namely; Observation Method, Interview Method, Questionnaire Method. Here the researcher has chosen the questionnaire method of data collection method from a sample size of 50 respondents using a detailed questionnaire. 

Ethical Considerations
This is a very integral part of the research study where the researcher abides by the pre-defined guideline and norms of the research. As argued by Roth, (2018), the ethical consideration reflects the authenticity of the research study and the genuineness of the data collected. The ethical consideration also encompasses the reliability of the respondents. There should be no data or information gathered from the research form previous and current research work should not be manipulated in any manner to maintain the genuinely of the research.
Limitation

During the research process i encountered several constrains and obstacle primarily relating to the time and fund allotted for the project. The very short duration hurried the project and compromise on the options of more detailed research work on the topic. The reluctance of the respondents also created constrains for the project but eventually it was tackled without compromising the authenticity of the project.
Result Analysis and Discussion
Findings
The research clearly shows the average time spent online by the respondents is in the range of 6 to 8 hours every day. In addition, the closest second response was an average time of 9 to 12 hours. This implies that the current generation is spending a lot of time online. Thus the scope for the research is optimised by the results.
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Figure 6: Online Platform
Findings
The results clearly signify the respondents are using multiple social media platform. Thus, this signifies the scope of social media marketing is greatly increased and the company can utilise all the platforms to actively promote its product and services.
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Figure 7: Helpfulness of online Advertisements
Findings
The research result clearly shows that the online advertisement has been very helpful for the respondents. Thus, this suggests the respondents do response to online marketing activities and try to find relevance advertisement to act on.
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Figure 8: Effectiveness of Digital Marketing
Findings
The research result clearly shows the respondents find the digital marketing technique to be very effective. This implies that the Digital marketing approach of the Little India Restaurant can be very effective to initiate the choice of purchase of their product and services.
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Figure 9: Awareness of the Little India Restaurant
Findings
The research clearly shows the most number of the respondent are already aware of the Little India Restaurant. This, suggests that the digital marketing strategies of the restaurant is viable and creating a brand awareness on the online users.
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Figure 10: Probability for visiting the restaurant
Conclusion

The report covered the impact of the digital marketing techniques on the business operations of the Little India Restaurant in UK. The study with a brief research observed the effect of digital marketing on the revenue and the brand awareness of the restaurant. The study distinguished the effectiveness of the digital marketing over the outdated advertising techniques. The study focuses on the adoption of the 4 C’s of Marketing Communication to better its marketing strategies to gain more coverage and acquire more and more customers. The company’s constant process of innovating its digital marketing is helping the restaurant to create a sustainable long-term business model. The literature review clearly explains the various modes of digital marketing platforms and how the marketing process has evolved over the past decade. The review understands the lifestyle changes of the individuals with the advent of new and easier technologies. 
Recommendations

The study signified that the digital marketing strategies of the restaurant have been very fruitful in generating higher revenues by increasing the footfall at the restaurants. It was also seen that the application of the digital marketing helped the restaurant create brand awareness in the minds of the customers. However, it was seen that the restaurant has mostly limited its advertisement strategies to the social media marketing only. The restaurant needs to adopt other means of digital marketing strategies like the electronic billboard and phone marketing to make a better impact on the demography of the United Kingdom. As argued by De Pelsmacker et al., (2018), 
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Appendix
. Q1Please specify your age group

	OPTIONS
	TOTAL NO. OF RESPONDENTS
	PERCENTAGE OF RESPONDENT
	TOTAL NO. OF RESPONDENT

	20-25
	20
	40
	50

	26-31
	15
	30
	50

	32-37
	10
	20
	50

	37-42
	05
	10
	50


Q2. Specify your gender

	OPTIONS
	TOTAL NO. OF RESPONDENTS 
	PERCENTAGE OF RESPONDENTS 
	TOTAL NO.  OF RESPONDENTS 

	Male
	23
	46
	50

	Female
	22
	44
	50

	Not wish to specify 
	05
	10
	50


Q3. Hours spent online?

	OPTIONS
	TOTAL NO. OF RESPONDENTS 
	PERCENTAGE OF RESPONDENTS 
	TOTAL NO.  OF RESPONDENTS 

	2- 5 hours
	05
	10
	50

	6- 8 hours
	25
	50
	50

	9-12 hours
	20
	40
	50


Q 4.  How active are you on social media?

	OPTIONS
	TOTAL NO. OF RESPONDENTS
	PERCENTAGE OF RESPONDENT
	TOTAL NO. OF RESPONDENT

	Very Active 
	30
	60
	50

	Moderately Active
	10
	20
	50

	Not Active
	8
	16
	50

	May Not Specify
	2
	4
	50


Q 5. Which online platform you spent the most time on?

	OPTIONS
	TOTAL NO. OF RESPONDENTS
	PERCENTAGE OF RESPONDENT
	TOTAL NO. OF RESPONDENT

	Facebook
	5
	10
	50

	Youtube
	4
	8
	50

	Instagram
	5
	10
	50

	All of the above
	36
	72
	50
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