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[bookmark: _Toc232020736]Introduction 
[bookmark: _Toc232020737]Background 
The travel tech sector needs to develop effective business growth strategies for attaining more customer engagement (Gurgu et al., 2021). Overcoming the intensive challenges of the market is not easy without having unique plans and processes to conduct all of the tasks in a standard way. To enhance the market share, it is necessary to focus on some specific segments with more importance (Okeke et al., 2024). The AI-driven travel planning process and transparent pricing strategies are effective in meeting the expectations of customers and offer the chance of growing globally (Chu, 2024). In the UK travel sector, it is not possible to overcome the competitive challenges without having strategic plans and proficiency in using digital technology (Wu, 2020). The business growth strategy allows Skyscanner to overcome the competitive challenges and generate better outcomes (Santoro et al., 2025).
[bookmark: _Toc232020738]Research Problem 
Many organisation seeking to increase market share for improving the profitability and generate better results. It is not an easy task due to the rapid change of the market and the intense competition from global organisations (Yang et al., 2024). The travel tech sector needs to develop strategic plans for overcoming the competitive challenges, which are highly competitive or challenging. A business growth strategy can be the best solution for the study that can enable the organisations to improve their performance and improve the market share. So, the identified problem is understanding how different business growth strategies contribute to enhancing market share. 
[bookmark: _Toc232020739]Reason for Conducting the Research 
The research study will develop for enhancing awareness of the readers to develop a business growth strategy for attaining the most competitive benefits. In the contemporary age, it is not possible to attain a better market position without having strategic plans or processes. The customers in the travel tech industry want to get the best and fastest services for enhancing their experience and satisfaction (Parkhomenko, 2022). By developing a strategic growth strategy, it is possible to meet the demand of diverse customers. The researcher will show how a business growth strategy can contribute to the enhancement of the market share. 
[bookmark: _Toc232020740]Aim 
The aim of the study is to evaluate the impact of the business growth strategy on enhancing market share in Skyscanner. 
[bookmark: _Toc232020741]Objectives 
· To explore the importance of business growth strategy in Skyscanner. 
· To evaluate the strategies implemented in Skyscanner for the enhancement of its market share in the UK.
· To analyse the impact of business growth strategies on the enhancement of the market share of Skyscanner. 
· To recommend some strategic plans for the implementation of the most effective business growth strategies to enhance the market share of Skyscanner.  
[bookmark: _Toc232020742]Research Questions 
· What is the importance of a business growth strategy in Skyscanner? 
· What are the strategies implemented in Skyscanner for the enhancement of its market share in the UK?
· How do business growth strategies affect the enhancement of the market share of Skyscanner? 
[bookmark: _Toc232020743]Summary of Methodology 
The researcher will conduct the study with the secondary sources data to produce the most credible results without facing any complications. The data will be collected with the qualitative method to provide in-depth information to make the study more credible to the readers. The thematic analysis will apply to analysing all of the findings faster and more effectively. The researcher will provide more concern for maintaining ethical standards for the successful completion of the study in a fair process. 


[bookmark: _Toc232020744]Literature Review 
[bookmark: _Toc232020745]Introduction 
The proposal identifies theoretical perspectives and texts on business growth strategies and market share. Relevant studies will be selected using standard inclusion-exclusion criteria to review and enhance the quality of the academic research. Existing studies provided different explanations about the benefits of business growth strategies, which are reviewed here critically to develop the study with the most authentic and realistic data. By developing different growth strategies, it is possible to mitigate potential challenges that enable the organisations to grow continuously to reach in the targets (Salsabila and Mirzanti, 2025). 
[bookmark: _Toc232020746]Importance of Business Growth Strategy 
A study by Tonino (2020) explored that a growth strategy is the process of providing clear direction to the employees for getting the employees more collaborative and productive. Gurgu et al. (2021) supported the statement of Tonino (2020) and added that the effectiveness in developing a growth strategy enables the organisations to overcome the market challenges and reach in the targets without any delays. Fernández et al. (2022) did not agree with Gurgu et al. (2021) and mentioned that developing a growth strategy is more time-consuming, which can be the reason of operation delays and facing a lot of complications in the most challenging and fast-changing global market. Buhalis et al. (2024) further argued with Fernández et al. (2022), and highlighted that the organisations produce growth strategy based on the real-time data, and it is not required to spend more time that offers the opportunity to overcome any competitive challenge and reach the destination. 
[bookmark: _Toc232020747]Strategies for The Enhancement of Its Market Share 
As per Yang et al. (2019), for the enhancement of market share, the business organisations must focus on the development of products and service quality by considering the demand of the diverse customers. Parkhomenko (2022) did not agree with Yang et al. (2019) and said that the customers are more price sensitive, and a competitive pricing strategy enables the organisations to overcome the competitive challenges and enhance the market share. Yang et al. (2024) agreed with Parkhomenko (2022) and added that it is necessary to take the necessary initiatives for reducing the cost of operations and offer quality products and service with the affordable price to attain the most acceptance from the customers, which can be the best way for the enhancement of the market share. Kulkov et al. (2024) opposed Yang et al. (2024) and highlighted that the strategic marketing and promotional approach enables the business organisations to gain more acceptance from the community people and build a strong relationship of trust with them for attaining an increasing market share. Chu (2024) agreed with Kulkov et al. (2024) and added that it is necessary to promote the products and services innovatively, which can be possible by using different latest technologies that allow the business to reach the targeted audiences to increase the market share. 
[bookmark: _Toc232020748]Impact of Business Growth Strategies On the Enhancement of the Market Share 
According to Yang et al. (2019), growth strategies are very effective for attaining more customer engagement and increasing the sales volume, which can be very effective for increasing the overall market share. Tonino (2020) agreed with Yang et al. (2019) and added that it is the process of gaining higher brand recognition to attain more trust from the customers to promote the brand faster and more effectively for the enhancement of the market share. Gurgu et al. (2021), in contrast to Tonino (2020), said that for the growth strategies, the organisations need to change the plans and processes that introduce various challenges within the workplace, and it is not possible to operate all of the tasks smoothly for attaining the desired goals. Kulkov et al. (2024) further opposed Gurgu et al. (2021) and mentioned that for the specific growth strategies, the employees get guidance about their roles and responsibilities that influence them to show their effectiveness and creativity to mitigate the potential challenge. Salsabila and Mirzanti (2025) provided a similar statement to Kulkov et al. (2024) and further added that growth strategies show the way to ensure the best use of the market opportunities and attain the most competitive benefits for expanding the business areas. 
[bookmark: _Toc232020749]Theoretical Framework 
Ansoff Growth Matrix Theory 
This theory was developed by Igor Ansoff to explore the process of achieving organisational growth in four specific dimensions. Market penetration is the process of increasing sales in the existing market with the existing products. Market development by entering new markets with the existing products also offers the chance of attaining higher sales. Product development is the process of creating new products to attain more customer engagement in the existing market (Buhalis et al., 2024). Diversification is also very important for getting more customer engagement in diverse groups to generate higher sales. The theory suggests that a growth strategy is very important for increasing market share and getting more customer engagement. 
Resource-Based View (RBV) Theory 
Jay Barney and other scholars developed the theory that unique resources enhance the competitive power of the organisations. Different resources, including financial, technological, human, and brand, increase organisational capabilities to attain the most competitive benefits. The travel tech organisations should have standard plans for utilizing the resources effectively to avoid unnecessary costs and get more customer engagement (Fernández et al., 2022). It is very supportive to meet the customers’ demand in any market to increase the market share continuously. 
[bookmark: _Toc232020750]Conceptual Framework 
The researcher prepared the following conceptual framework by analysing the existing studies. 
[image: ]
Figure 1: Conceptual framework. 
Source: (Author)
Business growth strategies are very effective for enhancing customer engagement, that enable the organisations to increase the market share continuously. By attaining brand recognition, it is possible to overcome the market challenge and expand the business areas. The employees get clear guidance on the growth strategies for which they can complete their tasks with a higher standard and attain a higher market share. The growth strategies offer the chance of market expansion to gain a better portion of the market. 
[bookmark: _Toc232020751]Literature Gaps 
The researcher evaluated many relevant studies to collect detailed information about the importance of business growth strategies. From the existing studies, it was possible to collect various pieces of information for understanding the key benefits of business growth strategies for overcoming the market challenges and growing continuously. But it was not possible to understand how business growth strategies can impact the market share enhancement. So, the researcher will conduct this study to fill the identified gaps. 
[bookmark: _Toc232020752]Summary 
Business growth strategy develops for improving the performance of the organisations which also enable to utilize the market opportunities and identification of the operational limitations. In the study, market shared defined as the sales amount within any specific market by overcoming the challenges of the competitive organisations. Increasing market share presents the competitive power of the organisations to attain higher sales. Effective growth strategies can enhance organisational capabilities to overcome the competitive challenges and increase customer engagement.  

[bookmark: _Toc232020753]Methodology 
[bookmark: _Toc232020754]Research Method
The researcher will collect the necessary data using the qualitative method to accomplish the desired objectives. It will be very effective for providing in-depth insight for a better understanding of the readers (Saunders et al., 2015). For collecting qualitative data, it will be possible to explore the benefits of a business growth strategy and its contribution to enhancing the market share. The interpretivism philosophy and inductive approach will apply here to maintain a higher standard throughout the study to generate the best solutions for the identified issues. It will be possible to conduct all of the tasks maintaining standard for adopting the descriptive design in the study. 
[bookmark: _Toc232020755]Data Source 
The researcher will collect data from secondary sources, including peer-reviewed journal articles, company annual reports, industry reports, and government publications, to ensure the availability of reliable and relevant information for the study. These sources will be selected based on their credibility, relevance to the research topic, accuracy, and recent publication dates. Secondary sources provide accessible and diverse data that can support the production of credible and realistic findings (Igwenagu, 2016). The use of secondary data will also save time and resources, as large amounts of information are already available from reliable sources. Furthermore, the researcher will focus on objective and relevant data to improve the accuracy and reliability of the study results. The use of different secondary sources will enable the researcher to compare information and identify the most appropriate evidence for the study. 


 
[bookmark: _Toc232020756]Data Collection Strategy 
The researcher will apply a desk strategy for collecting data from the secondary sources. It offers the chance of identifying the most relevant data from different databases easily and quickly (Easterby-Smith et al., 2015). The researcher will be able to identify the most relevant and authentic data from the published sources for collecting the necessary data and accomplishing the objectives. Desk strategy will allow the researcher to collect mass data without spending much time on critical analysis and ensuring the higher credibility and accuracy of the findings. 
[bookmark: _Toc232020757]Data Analysis 
The data collected from the secondary sources will be analysed using the thematic analysis technique to identify recurring themes and patterns in the existing studies. This method will help the researcher evaluate the effectiveness of different business growth strategies in enhancing market share. Thematic analysis is effective in developing evidence-based conclusions through the systematic interpretation of qualitative data (Duck, 2018). To ensure a systematic analysis process, the researcher will use reliable, relevant, and authentic secondary sources for the study.
[bookmark: _Toc232020758]Validity of Data 
The researcher will give more importance to the validity of the data to make the outcomes more credible and authentic. The data published within the last ten years will be included here to ensure that the researcher focuses on the recent business factors to make the results more trusted by the audience. By cross-checking every finding with different databases, it will be possible to include the most valid and reliable data. 
[bookmark: _Toc232020759]Risks 
The researcher will develop the study with the secondary sources data, for which it will be possible to avoid the financial risk. There will also be the risk of outdated data, which can be possible to avoid by collecting the most valid and up-to-date data. The data will be collected by focusing on objectivity, which it will be possible to avoid the risk of bias. Inclusion of incomplete data can reduce the credibility, and it will be possible to overcome the challenge by providing more attention to the data of different studies. 
[bookmark: _Toc232020760]Ethical Factors 
The researcher will follow the ethical guidance strictly to avoid any inconsistency and produce the results with fairness. Before collecting any data, the researcher will assess the quality of the data to avoid any unreliable and irrelevant data. The findings will present a standard way to ensure that they capture the actual meaning. Proper citations and references will be used to give full credit to the originality and to make the data sources clearer. The data will be stored in the personal computer of the researcher by using a strong password, which will be destroyed permanently after generating the best conclusion. 
[bookmark: _Toc232020761]Gantt Chart 
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