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[bookmark: _Toc228577453]Chapter 1: Introduction
1.1. [bookmark: _Toc228577454] Introduction to the Topic
The UK luxury hotel market is highly competitive, with continued performance growth in the luxury segment and strong luxury hotel activity in London, and five-star hotels increasingly rely on branding, symbolic value and memorable guest experiences to differentiate themselves (Savills, 2024; Jain et al., 2023; Tsiotsou, 2022). Luxury brand collaborations can be understood as partnerships between hotels and prestigious external brands, such as skincare, fashion, beverage, wellness or lifestyle brands, that help transfer symbolic value and strengthen brand positioning (Quamina, Xue and Chawdhary, 2023). Customer perception refers to how guests evaluate the hotel’s prestige, exclusivity, authenticity, perceived quality and desirability through both service performance and symbolic cues (Tsiotsou, 2022; Giglio et al., 2020). In luxury hospitality, customers do not judge value only through physical facilities or service delivery; they also interpret status, brand image and emotional meaning as part of the overall hotel experience (Jain et al., 2023; Tsiotsou, 2022).
In the UK context, especially in London’s five-star hotel sector, collaborations with recognised luxury brands can be used to strengthen the hotel’s identity and differentiate the guest experience through symbolic and experiential value creation (Jain et al., 2023; Rather et al., 2024). Branded amenities, spa partnerships, designer products, exclusive food and beverage offers or lifestyle collaborations may influence how customers interpret the hotel brand because visible brand cues can signal quality, prestige and distinction (Kim, Baloglu and Henthorne, 2021; Giglio et al., 2020). Prior research suggests that branded amenities and co-branding can shape customer-based brand equity and willingness to pay when the collaboration appears credible, well matched and strategically meaningful (Kim, Baloglu and Henthorne, 2021; Whalen and Sisson, 2022; Quamina, Xue and Chawdhary, 2023).
1.2. [bookmark: _Toc228577455] Research Problem
The research problem is that branding, service quality and customer experience are widely discussed in hospitality literature, particularly in relation to value creation, brand engagement and luxury hotel evaluations (Jain et al., 2023; Rather et al., 2024; Tsiotsou, 2022). However, there is still limited evidence on whether luxury brand collaborations genuinely shape customer perception in UK five-star hotels (Jain et al., 2023; Quamina, Xue and Chawdhary, 2023). Existing studies indicate that branded cues and co-branding may strengthen perceived quality, brand image and value (Kim, Baloglu and Henthorne, 2021; Whalen and Sisson, 2022), but these effects are not automatic because they depend on factors such as brand fit, credibility, visibility and integration into the guest experience (Quamina, Xue and Chawdhary, 2023; Petrescu, Gironda and O’Leary, 2024).
This creates a clear research gap. Luxury hospitality studies have examined service quality, online reviews, brand experience and value creation (Tsiotsou, 2022; Jain et al., 2023; Rather et al., 2024), while co-branding studies have explored how partnerships affect consumer responses in broader luxury or hotel contexts (Whalen and Sisson, 2022; Quamina, Xue and Chawdhary, 2023). However, less attention has been paid to how customers perceive luxury brand collaborations specifically within UK five-star hotels (Jain et al., 2023; Quamina, Xue and Chawdhary, 2023). This study therefore explores whether these collaborations are viewed as meaningful sources of value or merely as superficial branding devices.
1.3. [bookmark: _Toc228577456] Purpose of the Research 
The purpose of this study is to investigate how luxury brand collaborations influence customer perception in UK five-star hotels, as luxury hospitality research highlights the importance of branding, symbolic value and customer experience in shaping customer evaluations (Jain et al., 2023; Tsiotsou, 2022). Specifically, the study will examine whether customers perceive such collaborations as improving hotel prestige and exclusivity, which are important dimensions of luxury value and symbolic hotel evaluation (Tsiotsou, 2022; Giglio et al., 2020). It will also examine whether collaborations support loyalty intentions and competitive differentiation, as previous studies connect brand experience, perceived value, branded cues and co-branding with customer-based brand equity, willingness to pay and consumer responses in hotel settings (Keshavarz et al., 2019; Kim, Baloglu and Henthorne, 2021; Rather et al., 2024; Whalen and Sisson, 2022). The study also considers whether perceived value depends on the quality, relevance and visibility of the collaboration, as co-branding effectiveness is often linked to perceived brand fit, credibility and meaningful integration into the customer experience (Quamina, Xue and Chawdhary, 2023; Petrescu, Gironda and O’Leary, 2024).
1.4. [bookmark: _Toc228577457] Proposed Aim, Objectives and Research Questions 
Aim: 
To investigate the influence of luxury brand collaborations on customer perception in five-star hotels in the UK, drawing on existing literature on luxury hospitality, co-branding, customer-based brand equity and customer experience (Jain et al., 2023; Kim, Baloglu and Henthorne, 2021; Rather et al., 2024; Whalen and Sisson, 2022).
Objectives:
1. To identify forms of luxury brand collaboration visible in UK five-star hotels.
2. To examine how customers perceive the influence of these collaborations on prestige and exclusivity.
3. To assess whether luxury brand collaborations influence loyalty intentions and perceptions of competitive advantage.
4. To provide recommendations for the more effective strategic use of luxury brand partnerships in UK five-star hotels.
Research questions:
1. What forms of luxury brand collaboration are currently visible in UK five-star hotels?
2. How do customers perceive the influence of luxury brand collaborations on hotel prestige and exclusivity?
3. To what extent do luxury brand collaborations influence customer loyalty intentions and perceptions of competitive advantage?
4. What recommendations can be made to improve the strategic use of luxury brand collaborations in the UK luxury hotel sector?
1.5. [bookmark: _Toc228577458] Significance of the Topic 
This topic is significant because luxury hotel value is strongly shaped by branding, customer experience and symbolic associations (Jain et al., 2023; Tsiotsou, 2022). It is academically relevant because luxury hospitality branding remains a developing field of research, particularly in relation to customer experience, brand engagement and value creation (Jain et al., 2023; Rather et al., 2024). The study is also practically useful because hotel managers need to understand whether collaborations with external luxury brands genuinely improve customer perceptions or whether they only create short-term marketing attention (Kim, Baloglu and Henthorne, 2021; Quamina, Xue and Chawdhary, 2023).
[bookmark: _Toc228577459]Chapter 2: Literature Review 
Luxury brand collaborations can be understood as strategic partnerships through which a hotel associates with another prestigious brand to transfer symbolic value, strengthen differentiation and enrich the guest experience (Quamina, Xue and Chawdhary, 2023). In five-star hospitality, customer perception refers to how guests evaluate prestige, exclusivity, authenticity and overall desirability through functional and symbolic aspects of the hotel experience (Tsiotsou, 2022; Giglio et al., 2020). These evaluations are shaped by service quality, atmosphere, brand associations and visible signs of luxury (Tsiotsou, 2022; Petrescu, Gironda and O’Leary, 2024). This distinction is important because luxury brand collaborations may create value at both functional and symbolic levels (Jain et al., 2023; Tsiotsou, 2022). Functionally, they may enhance the guest experience through branded products, services or experiences associated with a prestigious partner (Kim, Baloglu and Henthorne, 2021). Symbolically, they may signal status, distinction and exclusivity, which are central to luxury hospitality value creation (Jain et al., 2023; Tsiotsou, 2022). Kim, Baloglu and Henthorne (2021) show that branded amenities can create signalling effects and contribute to customer-based brand equity, which is relevant to five-star hotels because guests often interpret visible brand cues as part of the overall luxury experience.
A first strand of literature focuses on service quality and perceived value. Keshavarz et al. (2019) found that perceived value and outcome quality are closely linked to loyalty in upper-tier hotels, while Özcan, Pehlivan and Erkasap (2024) argue that perceived service quality positively affects brand loyalty in five-star hotels. These studies suggest that luxury guests do not respond to symbolism in isolation. Instead, symbolic cues must be supported by credible service delivery (Keshavarz et al., 2019; Özcan, Pehlivan and Erkasap, 2024). For example, a luxury skincare product, designer partnership or beverage collaboration may attract attention, but it is unlikely to improve customer perception if the wider hotel service experience is weak (Kim, Baloglu and Henthorne, 2021; Keshavarz et al., 2019). For the present study, this implies that luxury collaborations are most likely to influence customer perception when they are integrated meaningfully into the overall guest experience (Keshavarz et al., 2019; Özcan, Pehlivan and Erkasap, 2024).
A second strand concerns brand experience, engagement and customer differences. Rather et al. (2024) highlight the relationship between consumer brand engagement, brand experience, relationship quality and luxury hotel brand equity. Mele, Dubosson and Schegg (2024) further argue that five-star hotel guests are not homogeneous and may value different combinations of benefits. This means that the same collaboration may not influence all customers equally (Mele, Dubosson and Schegg, 2024). A partnership with a luxury skincare, wellness, fashion or beverage brand may appeal strongly to some guests, while others may place greater value on privacy, location, personalised service or staff attentiveness (Mele, Dubosson and Schegg, 2024). This variation is important because it indicates that the success of a luxury collaboration may depend not only on the prestige of the partner brand, but also on how well the collaboration aligns with the expectations and preferences of different customer groups (Rather et al., 2024; Mele, Dubosson and Schegg, 2024).
A third strand is drawn from co-branding and signalling literature. Whalen and Sisson (2022) suggest that co-branding arrangements in hotel contexts can increase willingness to pay, while Quamina, Xue and Chawdhary (2023) argue that luxury partnerships are more effective when the pairing between brands appears coherent and strategically meaningful. Kim, Baloglu and Henthorne (2021) further demonstrate that branded amenities can strengthen customer-based brand equity through signalling effects. Petrescu, Gironda and O’Leary (2024) also show that consumers use brand-related cues when evaluating luxury hotel experiences online. These studies provide strong support for the current proposal because they explain why an external luxury brand may alter customer perception through perceived quality, fit, signalling and brand meaning (Kim, Baloglu and Henthorne, 2021; Whalen and Sisson, 2022; Quamina, Xue and Chawdhary, 2023).
More recent luxury hospitality scholarship also supports the relevance of branding strategy to luxury value creation. Jain et al. (2023) identify branding, customer experience and value creation as central themes in luxury hospitality research, while Giglio et al. (2020) show that branding luxury hotels is closely tied to how consumers interpret visual and symbolic cues. Overall, the literature suggests that luxury brand collaborations could influence customer perception, but their effect is likely to depend on perceived fit, authenticity, visibility and experiential relevance rather than occurring automatically (Quamina, Xue and Chawdhary, 2023; Petrescu, Gironda and O’Leary, 2024). The UK context is also relevant because industry evidence suggests that London luxury hotel performance remains strong, indicating a competitive environment in which hotels may need to rely on branding and experience-based differentiation (Savills, 2024). However, much of the existing research is not focused specifically on UK five-star hotels, which leaves an important contextual gap (Jain et al., 2023; Rather et al., 2024). This gap justifies the present study, which investigates customer perceptions of luxury brand collaborations in the UK five-star hotel market.
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[image: Can the ‘research onion’ help your thinking around the philosophical ...]
[bookmark: _Toc228577461]3.1. Research Philosophy
This study adopts a positivist research philosophy because it aims to examine measurable patterns in customer perception through structured data collection and numerical analysis (Ryan, 2018; Saunders, Lewis and Thornhill, 2019). Positivism is suitable when the researcher seeks to identify patterns objectively and summarise findings using measurable variables (Ryan, 2018). In this study, the key variables include perceived prestige, exclusivity, loyalty intentions and competitive differentiation, which are linked to luxury hospitality branding, customer-based brand equity and customer experience literature (Kim, Baloglu and Henthorne, 2021; Jain et al., 2023; Rather et al., 2024).
[bookmark: _Toc228577462]3.2. Approach to Theory Development
A deductive approach will be used because the study begins with existing theory on luxury branding, co-branding, signalling and customer-based brand equity, then applies these ideas to the UK five-star hotel context (Saunders, Lewis and Thornhill, 2019). This approach is appropriate because the questionnaire will be developed from themes identified in the literature, including perceived quality, prestige, brand fit and loyalty intention (Kim, Baloglu and Henthorne, 2021; Quamina, Xue and Chawdhary, 2023; Rather et al., 2024).
[bookmark: _Toc228577463]3.3. Methodological Choice
A quantitative design is appropriate because the research aims to collect standardised responses and identify general patterns in customer perception (Creswell and Creswell, 2018). Quantitative research allows structured comparison across participants and supports concise statistical summaries (Creswell and Creswell, 2018). This fits the purpose of the study because customers can rate the perceived influence of luxury brand collaborations using closed questions and Likert-scale statements (Creswell and Creswell, 2018; Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc228577464]3.4. Research Strategies
The primary research strategy will be an online questionnaire survey. Survey research is suitable when the researcher wants to collect comparable responses from multiple participants using the same set of questions (Ponto, 2015). For this study, the questionnaire will ask participants about their awareness of luxury brand collaborations and their perceptions of prestige, exclusivity, loyalty intentions and competitive advantage, as these themes are linked to luxury hospitality branding, customer-based brand equity and customer experience literature (Kim, Baloglu and Henthorne, 2021; Jain et al., 2023; Rather et al., 2024).
[bookmark: _Toc228577465]3.5. Time Horizon
A cross-sectional time horizon will be adopted because data will be collected at one point in time. This is realistic for a student dissertation and appropriate for examining current customer perceptions rather than tracking changes over a longer period (Creswell and Creswell, 2018; Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc228577466]3.6. Data Collection and Data Analysis
The target population is adults aged 18 or over who have experience of staying in, or using services in, five-star hotels in the UK. A structured online questionnaire will be created using Google Forms and shared with eligible participants. Questionnaire-based data collection is appropriate because it allows standardised measurement of customer perceptions across a defined sample (Creswell and Creswell, 2018; Ponto, 2015). The study will use convenience sampling because it is practical and manageable for student research, although it limits generalisability because participants are selected through access rather than probability sampling (Andrade, 2021; Stratton, 2021).
The questionnaire will include brief screening questions, demographic questions where appropriate, and Likert-scale statements measuring perceptions of prestige, exclusivity, loyalty intention and competitive differentiation. Likert-scale questions are suitable for measuring attitudes and perceptions in quantitative research because they allow participants to express the strength of their views in a structured format (Creswell and Creswell, 2018; Saunders, Lewis and Thornhill, 2019). The online format is suitable because it allows responses to be collected efficiently and anonymously (Creswell and Creswell, 2018; Ponto, 2015). Data will be analysed using descriptive statistics, including frequencies, percentages and mean scores, to summarise patterns in customer perceptions (Kaur, Stoltzfus and Yellapu, 2018). Where appropriate, simple comparisons may be used to explore differences between respondents with higher and lower awareness of luxury collaborations.
[bookmark: _Toc228577467]3.7. Proposed Research Timeline
The proposed timetable will include proposal refinement, literature review development, questionnaire design, online data collection, data analysis and final writing. This staged process will help keep the project realistic and manageable within the available academic timeframe (Saunders, Lewis and Thornhill, 2019). It also supports methodological consistency because the questionnaire will be developed from themes identified in the literature review, which is consistent with a deductive research design and structured project planning in business research (Saunders, Lewis and Thornhill, 2019; Creswell and Creswell, 2018).
[image: ] Figure 1: Proposed dissertation project timeline/Gantt chart
Source: Author’s own work.
[bookmark: _Toc228577468]3.8. Ethical Considerations of the Research
This study will follow key ethical principles, including informed consent, voluntary participation, confidentiality and data protection (Saunders, Lewis and Thornhill, 2019; Creswell and Creswell, 2018). These principles are important in business and social research because participants should understand the purpose of the research, how their data will be used and their right to withdraw where applicable (Saunders, Lewis and Thornhill, 2019; Creswell and Creswell, 2018). Participants will read an information statement before completing the Google Forms questionnaire, and consent will be confirmed online before they proceed. No names, email addresses, signatures or direct identifiers will be collected to support participant confidentiality and data protection (Saunders, Lewis and Thornhill, 2019). Participants will be informed that they may skip questions and stop before submitting the questionnaire, which supports voluntary participation and the right to withdraw (Creswell and Creswell, 2018). The topic is low risk because it focuses on customer perceptions rather than sensitive personal issues.
[bookmark: _Toc228577469]3.9. Limitations of the Proposed Study
The study has several limitations. First, convenience sampling limits generalisability beyond the accessible sample (Andrade, 2021; Stratton, 2021). Second, the cross-sectional design cannot show how perceptions change over time (Creswell and Creswell, 2018). Third, the quantitative questionnaire can identify patterns but cannot fully explain why customers interpret collaborations positively or negatively (Creswell and Creswell, 2018). Despite these limitations, the study remains suitable for a dissertation proposal because it is focused, manageable and aligned with the research aim.
[bookmark: _Toc228577470]Chapter 4: Conclusion
In conclusion, this proposal argues that luxury brand collaborations are a relevant but underexplored influence on customer perception in UK five-star hotels. Existing literature shows that service quality, symbolic value, co-branding, brand engagement and customer-based brand equity can shape responses to luxury hospitality experiences (Keshavarz et al., 2019; Kim, Baloglu and Henthorne, 2021; Rather et al., 2024; Whalen and Sisson, 2022). However, the specific role of external luxury collaborations in the UK five-star hotel context remains insufficiently examined, creating a clear contextual gap for this study (Jain et al., 2023; Quamina, Xue and Chawdhary, 2023). The proposed quantitative study, using an online Google Forms questionnaire, will help identify whether customers perceive these collaborations as improving prestige, exclusivity, loyalty intentions and competitive advantage (Creswell and Creswell, 2018; Kim, Baloglu and Henthorne, 2021; Rather et al., 2024). The findings may also support practical recommendations for hotel managers seeking to use luxury partnerships more strategically.
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