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[bookmark: _Toc168757881]Introduction/Background/Research Problem
Kurdi et al. (2022), opined in the UK, this sector is considered highly important in terms of business generation as this sector offers high revenue to the UK economy. Therefore, it is imperative to design the business accordingly which can help in retaining consumers and enhance the business outcome. It can be stated that with the growth of digital media marketing, it is important to acknowledge the contribution of different social media applications that help in interacting with consumers. Other than these online platforms, it can be seen that SEO (Search Engine Optimisation) and mobile applications can help boost consumer engagement and foster their retention rate (Makrides, Vrontis and Christofi, 2020). Further research by Patrick and Hee (2021), highlighted that this can help in the maintenance of the competitive edge and foster a personalised experience for consumers by customising the service to their expectations. As consumer characteristics are mostly dynamic, it is expected that organisational strategies should be aligned with the same in order to increase the retention rate of consumers. 
Nuseir and Aljumah (2020), explained in order to survive the competitive market of the hospitality industry, recognising consumers' needs is crucial. The impact of digital marketing in the UK-based hospitality sectors to retain consumers can help in evaluating the contribution of different techniques of digital marketing and identifying the most suitable options in order to recognise dynamic customer characteristics and offer a customised solution that can help in developing a loyal consumer base. 
[bookmark: _Toc168757882]Research Aim, Objectives, Questions
In this study, the aim is to evaluate the impact of digital marketing strategies on customer retention rates in the UK hospitality sector.
It is crucial to recognise the objectives of this study these objectives are:
· To analyse the current digital marketing practices employed by hospitality businesses in the UK. 
· To evaluate the effectiveness of different digital marketing channels in retaining customers. 
· To identify the key factors that influence customer loyalty within the digital marketing framework.
After the identification of the research objectives, the recognition of questions is equally important and here the mentioned questions are:
· [bookmark: _GoBack]What are the current digital marketing practices employed by hospitality businesses in the UK? 
· How can different digital marketing channels remain effective in retaining customers? 
· What are the key factors that influence customer loyalty within the digital marketing framework? 
[bookmark: _Toc168757883]Preliminary Literature Search
Reviewing the existing literature is significant in identifying the prevailing theoretical background of the chosen research topic. It can be stated that in a research context, the review of literature can offer a comprehensive analysis of the chosen topic by comparing the information from different situations under the context of digital marketing influence in the hospitality industry. It can be revealed that it is essential to conduct a literature review for theoretical knowledge. 
Thaha et al. (2021), propagated that in any given scenario in the modern day, the dependence on digitalisation is growing. The recent COVID-19 pandemic has further accentuated the same with the involvement of restrictions on movement. To explain better, as the government puts restrictions on people to transport, the hospitality industry suffered a significant loss in revenue generation and in order to compensate, it was essential to be innovative and strategic to ensure better service to consumers (Sardar et al., 2022). If some hotels or restaurants were able to influence consumers with their effective performance on pandemic handling, it earned trust from consumers. Han, Chen and Lee (2021), mentioned, that as digital technology helped in better communication and slowly contributed to no-touch payments and e-menu cards or other facilities, consumers started to feel connected better. It can be revealed that digital technology is also able to bring transparency as social media posts can offer an emphatic announcement about the organisational effort to serve consumers. In the highly competitive marketing scenario, this type of post can create positive word of mouth and offer a better consumer base. Moreover, when a customer is served according to his expectations, he stays loyal to the brand and retains it for a longer period. 
In the research of Ratasuk and Charoensukmongkol (2020), it is found that different types of digital marketing can help a consumer get detailed information about certain products or services. Social media marketing or SMM is considered to be the most effective channel as it involves multiple social media platforms and allows consumers to use these platforms according to their preferences. However, Instagram and Facebook have different types of consumer bases whereas X (Formerly Twitter) serves other purposes (Veleva and Tsvetanova, 2020). For example, with Instagram Facebook or YouTube organisations can offer short videos or pictures to attract consumers. In contrast, X can be used for offering various types of solutions to consumer grievances. 
On the other hand, Google is one of the best examples of SEO or search engine optimisation. This is mostly used by consumers to get basic information about the place or certain activities associated with the area along with available services. Nonetheless, it can be stated that if the SMM has a strong creative team, these organisations can start involving social media influencers and share their positive reviews in order to gain consumers (Madeira, Palrão and Mendes, 2020). Other than this offering constant assistance in developing booking facilities online or introducing digital keys and electronic menu cards can foster the chances to attract a larger consumer base. The use of e-mail marketing, phone calls and sending messages might look traditional in today's context. However, along with SMM, these types of services can have a positive influence on the brand.
Dastane (2020), revealed that in order to enhance the existing business facilities, consumers mostly intended to check the ratings on social media and based on that they make the decision. However, it can be revealed that the extreme revelation of information can make consumers sceptic and they get confused about their choices. Personalised customer interaction and offering real-time solutions to the situation can help organisations to be more acceptable and a loyal customer base can be formed (Olson et al., 2021). It can be stated that in order to get higher market investment and survive the competitive situation, the UK-based hospitality industry should start optimising its digital marketing strategies to enrich consumer satisfaction levels and bring their loyalty to retain them for a longer period. 
[bookmark: _Toc168757884]Literature Gap 
The present literature will develop the correlation between digital marketing efforts and their impact on consumer retention rates in the hospitality industry. However, despite the best attempts, certain gaps are there. The recognition of market dynamics shaping customer expectations is important. Moreover, cultural influence impacts the consumer satisfaction level and the contribution of SMM in this context should be discussed. During the execution of the research work, this gap will be removed. 
[bookmark: _Toc168757885]Research Methodology 
The initiation of the method identification starts with the development of the research framework and the contribution of the research philosophy is the highest in this regard. For this particular study, the use of the positivist research philosophy is required. Kinnear and Gray (2007), mentioned this positivism philosophy can accumulate information on real-life scenarios and it can help in executing the study by scientifically explaining the series of events regarding consumer retention rate changes due to the involvement of digital marketing in the hospitality industry. 
For the research approach, the deductive method will be appropriate as the accumulated information will be observed for its pattern and the key factors influencing consumer behaviour can be determined (Saunders et al., 2006). The detailed insight into the contribution of digital marketing in shaping consumer retention can be demonstrated with the help of the descriptive research design (Cresswell, 2002). However, the most crucial part of the research methodology is the data collection part (Braun and Clarke, 2012). In this study, the secondary data will be collected from different trusted sources like peer-reviewed journals, articles and government websites. While gathering information, it is crucial to check the research methodology used in these research topics. Both quantitative and qualitative information will be gathered and analysed using statistical and thematic analysis techniques. 
Certain types of Data are required for this study and these types are:
· Customer Data- Demographic Information- Behavioural data.
· Marketing Data - Digital Marketing Campaigns-Engagement Metrics Marketing Spend.
· Customer Retention Data - Retention Rates- Loyalty Program Participation
· Customer Feedback and Satisfaction Data -Survey Results-Online Reviews
· Competitor Analysis Market Position: Data 
· Operational Data Booking Systems CRM Systems customer relationship management data to track interactions and touchpoint
· Analytics and Tracking Data Website Analytics
· Economic and External Data
The secondary data is expected to be gathered only from Google Scholar and trusted government sources. It should be referenced properly using the Harvard Referencing Style in order to avoid issues regarding plagiarism (Anderson and Kanuka, 2006). The accumulated data will solely be used for academic purposes and no commercial usage will be done. Hence, this gathered information is protected under the “Data Protection Act, of 2018”. 
[bookmark: _Toc168757886]Risks
As the study will follow the secondary method, it is understood that there will not be any control over data collection methods and therefore, the chances of working with prejudiced data cannot be diminished. 
[bookmark: _Toc168757887]Timeline
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