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Introduction
The hotel industry, in the United Kingdom like its counterparts has experienced a significant transformation in recent years. This shift can be attributed to the influence of technology and the rapid growth of the internet (Chaffey and Ellis 2012). The emergence of marketing strategies has fundamentally changed how hotels interact with guests establish brand awareness and impact customer behaviour.

For a time, the UK hotel sector has been a contributor to the country’s economy and an attractive destination for both domestic and international tourists. It encompasses a range of establishments from hotels gracing London skyline to charming bed and breakfasts nestled in rural areas. However, despite this diversity hoteliers face challenges in the age (Chaffey and Ellis, 2019). Understanding the influence of marketing on customer behaviour is not only an academic interest but also a crucial strategic consideration, for the industry survival and growth.

The term "Digital marketing" encompasses strategies and tactics that utilize digital channels to promote products and services engage with audiences and foster brand loyalty.

From a hotels website and mobile apps to media marketing, email campaigns, search engine optimization (SEO) online advertising and more there are digital tools that have transformed hotels marketing endeavours. This transformation has not made it easier for hotels to reach an audience but has also introduced a new era of personalized experiences. With the help of data collection and analysis hotels can now customize their marketing strategies based on preferences, behaviours, and requirement (Jadhav et al., 2023). This shift from mass marketing to precision-targeted campaigns has the potential to significantly impact how customers perceive, engage with, and choose hotels for their stays.

Rationale of the Study: The Need to Explore the Impact of Digital Marketing on Customer Behaviour in the UK Hotel Industry

The UK hotel industry stands at a pivotal juncture, influenced by the relentless march of digital technology and the ever-evolving expectations of modern travellers. The adoption of digital marketing strategies within this sector has been swift and extensive, redefining the ways in which hotels interact with their customer base (Kannan, 2017). However, there is a compelling need to comprehensively investigate the impact of these digital marketing efforts on customer behaviour.

Dynamic Evolution of the UK Hotel Industry: The UK has long been a favoured destination for tourists from around the world. Its rich history, vibrant culture, and diverse landscapes have consistently attracted a broad spectrum of travellers. In this setting, the hotel sector has flourished and diversified, offering upscale establishments, quaint lodgings, and cost-effective alternatives (Kingsnorth, 2022). But in a time when technology is changing customer expectations at an unprecedented pace, the sector faces unheard-of issues.

Pervasive Influence of Digital Marketing: The hotel industry's marketing environment has undergone a fundamental change as a result of the introduction of digital marketing tactics including social media marketing, online booking platforms, and personalised digital campaigns. Today, hotels can contact, interact with, and keep consumers in ways that were before unthinkable (Pineiro and Martinez, 2016). But a thorough investigation is needed to determine the exact nature of this impact and its ramifications for consumer behaviour.

Influence on Booking Behaviour: Within the hotel sector, there has been a dramatic change in guest conduct. A new breed of tourists has emerged in the digital era who rely on internet tools to make wise judgements (Ryan, 2016). The booking procedure has become more difficult as a result of how simple it is to compare costs, read reviews, and access a variety of information. Understanding how digital marketing tactics affect consumer booking behaviour is essential, including the channels they prefer, the reasons that affect their choices, and the significance of online reviews and ratings.

Shaping Customer Perceptions: Beyond influencing booking choices, digital marketing is crucial for influencing consumer views. Online reviews, social media activity, and a hotel's overall digital branding have all become crucial factors in determining its reputation. Positive or unfavourable customer views can have a considerable influence on booking behaviour and spread across social networks (Stokes, 2011). As a result, it is crucial to analyse how digital marketing channels influence the development of these perceptions.

Personalization and Engagement: Hotels are using data-driven tactics to customise their offers to individual interests in a time when personalization is crucial. Customer loyalty and repeat reservations are now mostly driven by personalised marketing initiatives, loyalty programmes, and involvement on social media (Wind and Mahajan, 2002). It is crucial to comprehend how well these methods work and how they affect consumer behaviour.

Research Aim:

To thoroughly analyse the impact of digital marketing on consumer behaviour in the UK hotel sector.

Research Objectives:

1. Assess the Evolution of Digital Marketing in the UK Hotel Industry: This goal entails exploring the historical evolution and uptake of digital marketing tactics in the UK hotel industry. It tries to give a contextual knowledge of the development of digital marketing across time.

2. Analyse the Impact of Digital Marketing on Customer Booking Behaviour: In order to achieve this goal, research will be done on how promotional campaigns and internet booking platforms affect hotel guests' booking decisions. It will investigate which particular digital marketing channels have the most influence on purchasing choices.

3. Examine the Role of Online Reviews and social media in Shaping Customer Perceptions: The focus of this aim is on how social media involvement, internet reviews, and ratings affect travellers' opinions of hotels. It seeks to comprehend how both favourable and unfavourable web information affects a hotel's reputation and, ultimately, guest conduct.

4. Evaluate the Effectiveness of Personalized Marketing Strategies in Enhancing Customer Loyalty: This goal will evaluate the success of tailored marketing campaigns, rewards programmes, and customer engagement initiatives in promoting loyalty among hotel visitors. It seeks to determine which personalised tactics are most effective at keeping clients and promoting repeat business.

Together, these study goals seek to give a thorough knowledge of how digital marketing tactics affect consumer behaviour in the UK hotel business, taking into account everything from booking choices to brand perception and loyalty.

Research Questions

1. What are the main trends and techniques that have arisen over time in the UK hotel business, and how has digital marketing changed over time?
By evaluating the historical development of digital marketing tactics in the UK hotel industry and identifying the major factors that have affected its history, this question addresses the first research aim.

2. What specific digital marketing channels have the most influence on consumer decisions and how much does digital marketing affect customer booking behaviour in the UK hotel industry?
The second study aim, which focuses on how digital marketing methods, such as online booking platforms and promotional campaigns, impact customer behaviour in terms of booking decisions, is addressed by the question at hand. It aims to identify the powerful digital marketing channels.

3. How do social media activity, online reviews, and ratings affect consumer perceptions of hotels in the UK, and how do such impressions affect behaviour?
By examining the effect of online information, such as reviews and social media interactions, on visitors' opinions of hotels, this question meets the third study purpose. Additionally, it explores how these impressions influence consumer behaviours, such as booking decisions.

4. How effective are customer engagement initiatives, loyalty programmes, and personalised marketing tactics in fostering customer loyalty within the UK hotel business, and which particular personalised techniques provide the most notable outcomes?
The fourth study aim, which focuses on the efficiency of customised marketing campaigns and tactics in creating consumer loyalty, is addressed by this question. It aims to determine which personalised strategies are most effective at keeping clients and promoting recurring business.

Literature Review

The hotel sector in the UK is going through a significant revolution, which is mostly being driven by improvements in digital marketing techniques and shifting customer behaviour in the digital era. This review of the literature seeks to give readers an overview of the ideas, findings, and current research on how digital marketing affects consumer behaviour in the UK hotel business. It explores the function of online reviews, social media, personalisation, and digital marketing channels in order to give insight on the sector's shifting landscape.

Digital Marketing in the UK Hotel Industry
In the UK, digital marketing has become a crucial part of hotel business tactics. Website optimisation, online advertising, email marketing, social media involvement, and other strategies are all included in the broad category of digital marketing (Jadhav et al., 2023). With the use of these techniques, hotels may interact with potential customers, raise brand recognition, and affect booking behaviour.

Evolution of Digital Marketing: The UK hotel industry's digital marketing environment has changed substantially. According to research, the early uptake of online booking platforms and the subsequent rise of social media marketing constituted significant turning points in this evolution (Jadhav et al., 2023). The report emphasises the transition from traditional marketing to digital media and the need of building a powerful online presence.

Customer Booking Behaviour: An important topic of research has been the impact of digital marketing on consumer booking habits. Online marketing initiatives, such as sponsored advertising and website design, are essential for luring clients and affecting their purchasing choices (Kannan, 2017). Their research highlights the significance of user-friendly websites and open pricing policies.

Online Reviews and social media
In the UK hotel sector, online reviews and social media have become significant drivers in influencing patron behaviour.

Online reviews have a substantial influence on purchasing decisions, according to research. Positive ratings might boost confidence and encourage bookings, whilst unfavourable reviews may discourage prospective visitors (Kingsnorth, 2022). The study emphasises how crucial it is for hoteliers to actively manage their internet image by reacting to reviews and attending to guest complaints.

Engagement on social media platforms has become a crucial method for interacting with customers. Research (Pineiro and Martinez, 2016) looks at how hotels may use social media to communicate with their customers and promote their brand. The study highlights the importance of narrative and user-generated content in developing brand loyalty.

Personalization and Customer Loyalty
In the UK hotel business, personalization has emerged as a pillar of digital marketing techniques.

Strategies for personalisation: Research examines how well personalisation works in hotel marketing. The research emphasises how marketing messages and services may be customised to each consumer's preferences using customer data (Ryan, 2016). According to the study, personalization can increase client loyalty and encourage repeat business.

Loyalty Programmes: Another component of personalised marketing are loyalty programmes. In research (Chaffey and Ellis, 2012), the effect of loyalty programmes on the UK hotel business is investigated. According to the research, professionally designed loyalty programmes may have a big impact on client loyalty and repeat business.

Challenges and Opportunities
For the UK hotel sector, the digital era offers both possibilities and problems.

Competitive Pricing: Consumers are now more price sensitive because to the openness that internet marketing has brought about (Charlesworth, 2014). In order to retain profitability while remaining competitive, hotels must carefully manage their pricing strategy.

Privacy and trust in data: Data privacy and trust are significant challenges that are raised by the gathering and use of client data for personalisation. When guests trust the hotel brand, they are more inclined to give information (Charlesworth, 2014). For hotels, developing and preserving this trust is a major problem.

Conclusion
Digital marketing's influence on consumer behaviour in the UK hotel business is a complex and evolving phenomena. The use of social media and online reviews to impact perceptions are only two examples of how digital marketing methods have changed through time and affected numerous elements of consumer behaviour. In order to increase consumer loyalty, personalization and loyalty programmes have become effective methods (Charlesworth, 2014).

But there are other difficulties in the digital era, such price sensitivity and worries about data privacy. For hotels looking to stay competitive and relevant in the constantly changing environment of the UK hotel business, knowing the subtleties of how digital marketing influences consumer behaviour continues to be essential (Charlesworth, 2014). Future studies in this field should concentrate on developing digital trends, changing client preferences, and creative ways to negotiate this dynamic environment.

Research Methodology

The research methodology for this study on "The Impact of Digital Marketing on Customer Behaviour in the UK Hotel Industry" includes a number of different components, such as the research philosophy, approach, strategy, kind of inquiry, options, and time horizons.

Research Philosophy:

A pragmatic approach to research is used in this study. Pragmatism, which blends positivism and interpretivism, is especially well suited for social science research. To acquire a comprehensive picture of the research topic, it enables the evaluation of both quantitative data (such as booking statistics, online reviews) and qualitative data (such as consumer perspectives, attitudes) (Charlesworth, 2014).

Research Approach:

The majority of the research methodology used in this study is deductive. To evaluate the effect of digital marketing on consumer behaviour in the UK hotel business, it entails evaluating current ideas and hypotheses taken from the literature (Charlesworth, 2014). When studying qualitative data, there will also be an inductive component, enabling for the formation of fresh ideas and themes.

Research Strategy:

A mixed-methodologies approach, which integrates quantitative and qualitative research methods, is the main research strategy. This method offers both the quantitative study of consumer data and the qualitative exploration of customer opinions and experiences, allowing for a thorough inquiry (Goldfarb and Tucker, 2019).

Type of Investigation:

Exploratory and explanatory in character, this investigation. It aims to examine the effects of digital marketing on consumer behaviour and to explicate the connections and trends shown by data analysis.

Choices:

· Sampling Strategy: To choose a representative sample of hotels from various market categories (luxury, mid-range, budget) in the UK, stratified random sampling will be used. Hotels will be randomly picked for each stratum (Goldfarb and Tucker, 2019).

· Data Collection Methods: Surveys will be used to gather quantitative data, and booking records from particular hotels will be examined. Semi-structured interviews with hotel staff and clients as well as a thematic examination of internet reviews will be used to collect qualitative data.

· Data Analysis Techniques: Quantitative data will be analysed using statistical tools such as regression analysis to identify correlations. Qualitative data will be analysed thematically to extract patterns and themes related to customer behaviour (Goldfarb and Tucker, 2019).

Time Horizons:

This study adopts a cross-sectional time horizon, as it examines digital marketing strategies and customer behaviour at a specific point in time. Longitudinal studies that track changes over an extended period are valuable but not within the scope of this research (Goldfarb and Tucker, 2019).

Data Collection and Analysis

Sampling: The study will employ stratified random sampling to ensure representation from various segments of the UK hotel industry, including luxury, mid-range, and budget hotels. This approach helps in capturing the diversity within the industry (Jadhav et al., 2023).

Sample Size: The sample size will be determined based on statistical considerations, aiming for an adequate representation within each stratum while considering the available resources.

Sampling Method: Within each stratum, hotels will be randomly selected using a computer-generated random number sequence. By doing this, bias is minimised and each hotel in the stratum has an equal chance of being considered (Jadhav et al., 2023).

Data Collection Method:

Quantitative Data: Guests will be given surveys to complete while they are staying at the hotel. According to Jadhav et al. (2023), the surveys would ask respondents about their booking habits, preferences, and the effect of digital marketing channels. Additionally, historical reservation information from the chosen hotels will be gathered for statistical research.

Qualitative Data: To learn more about how digital marketing affects consumer behaviour, hotel managers and visitors will participate in semi-structured interviews. Additionally, online testimonials will be gathered and examined topically to comprehend client attitudes.

Analysis of Data:

Quantitative Data Analysis: Statistical software will be used to analyse quantitative data. Using descriptive statistics, you may get a broad picture of changing consumer behaviour. To find links between digital marketing tactics and booking behaviour, regression analysis will be used (Jadhav et al., 2023). This will make it easier to measure the effect of digital marketing on many facets of consumer behaviour.

Qualitative Data Analysis: Thematic analysis will be used to examine qualitative data that was gathered through interviews and internet reviews. To find repeating themes and patterns in consumer behaviour, open coding will be employed (Jadhav et al., 2023). These topics will be arranged methodically to provide a comprehensive comprehension of how digital marketing affects attitudes and perceptions.

Research Ethics

Principles and rules that ensure the responsible and ethical conduct of research are included in research ethics. Informed permission from participants must be obtained, confidentiality must be upheld, harm must be kept to a minimum, and findings must be reported honestly. Protecting the rights and wellbeing of participants and maintaining the integrity of study findings require the use of ethical research practises.
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