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[bookmark: _heading=h.gjdgxs]Chapter 1: Introduction
[bookmark: _heading=h.30j0zll]1.1 Background
[bookmark: _heading=h.1fob9te]Integrated marketing communication (IMC) is identified as one of the most crucial aspects of digital marketing in the hospitality industry in the UK. Consistent messaging about a company and brand to customers can be ensured by it (Aminullah and Kristiyono, 2021) .Apart from that, IMC has a dedication to using all the communication resources in the hospitality industry to make an impact on its target demographics’ behaviour (Kushwaha et al. 2020). The hotel industry, valued at 24.7 billion in 2023, is experiencing rapid digital transformation (Statista,2024) this shift necessitates a deeper understanding of how IMC and digital marketing influence consumer behaviour in this evolving landscape.
[bookmark: _heading=h.3znysh7]1.2 Rationale
Digitalisation is leading to a trend of simplifying products and services using hospitality services such as online food delivery. New technology was ranked as a top priority by half of the world’s hospitality organisations to serve clients and suppliers in a better manner (Statista, 2024). Among the leaders of these organisations, 84% had direct contact with digital transformation. (Statista, 2024). Hence, this research can help to assess the importance of using IMC in digital marketing processes in the UK hospitality industry. Majority of the UK travellers are using online platforms for hotel bookings. Understanding the interplay between IMC , Digital marketing and consumer behaviour is crucial for the industry’s future success and competitiveness
[bookmark: _heading=h.2et92p0]1.3 Research aim
The overall aim of the research is to investigate both IMC and digital marketing’s impact on consumer behaviour in the UK hotel industry.
[bookmark: _heading=h.tyjcwt]1.4 Research objectives
· To explore the role of IMC in influencing consumer behaviour in the UK hotel industry.   
· To analyse the digital marketing techniques’ influence on consumer preferences and behaviours while booking in the UK hotel sector.
· To compare the effectiveness of traditional marketing methods versus digital marketing in the context of the UK hotel industry.
· To explore consumer perceptions of the authenticity and trustworthiness of marketing communications from UK hotels.

[bookmark: _heading=h.3dy6vkm]1.5 Research Questions
1. What components of integrated marketing communications are most effectively used by UK hotels to influence consumer behaviour?
2. How do digital marketing techniques impact consumer preferences and booking behaviours in the UK hotel industry?
3. What is the comparative effectiveness of traditional marketing methods versus digital marketing for UK hotels?
4. How do consumers perceive the authenticity and trustworthiness of marketing communications from UK hotels?

[bookmark: _heading=h.1t3h5sf]Chapter 2: Literature Review 
1.IMC- Integrated marketing communication (IMC) is the procedure to unify brand messaging as an integral part of reaching the target audience across all media (Rehman et al. 2022). 
2. A strategy approach known as integrated marketing communications (IMC) blends many marketing disciplines, including public relations, sales promotion, social media, direct marketing, and advertising, into a single, coherent force. Creating a consistent message about the brand or product for the target audience while also making sure that it is engaging and captivating is the aim of integrated marketing communications (IMC).
3. IMC is also known as the concept of combining different marketing channels and tools to provide coherent brand message. 
Digital marketing- The use of digital platforms, channels, and technology to advertise goods, services, or brands to specific audiences is known as digital marketing. It includes a broad range of internet-based marketing initiatives with the goal of utilising electronic devices and the internet to engage consumers and increase sales.
Digital marketing is the procedure of promoting and selling products through internet or mobile devices as well as social media and others (Olsen and Pracejus, 2020).  
Consumer behaviour- The study of how people, groups, or organisations choose, pay for, use, and discard products, experiences, ideas, or services in order to fulfil their needs and desires is known as consumer behaviour. It entails comprehending consumer decision-making processes and behaviours as well as the variables—such as psychological, social, cultural, and individual factors—that affect these processes and behaviours.
Consumer behaviour is the series of decisions taken by people regarding the time of purchasing and selection as well as disposal of a product (Shahbaznezhad et al. 2021).  


[bookmark: _heading=h.4d34og8]2.1 Role of IMC in shaping consumer behaviour in the UK hotel industry
Integrated marketing communication (IMC) has been playing a leading role to positively influence behavioural patterns of the consumers in present Times. The most significant reason behind this statement enlightens the active role played by IMC to influence consumer’s decision-making process on the basis of digital marketing contents and others (Rehman et al. 2022). Along with the positive attributes of creating and attractive brand recognition as well as trust level, IMC also plays a significant role to effectively identify target audience on behalf of a brand or organisation. The establishment of a consistent brand element is eventually expected to add a greater value in terms of shaping behavioural attributes of the consumers across the UK hotel sector (Theodora, 2021). From this understanding, the conceptual base of IMC can be effectively signified to create a proper outline regarding the products and offerings of an organisation while creating the urge among consumers to avail a product. A better image is also developed through IMC based on which potential businesses can make their brand extremely memorable with the creation of extended consumer loyalty. 
[bookmark: _heading=h.2s8eyo1]2.2 Impact of digital marketing techniques on consumer preferences and booking behaviours in the UK hotel sector 
The digital marketing techniques and strategies are extremely fruitful and supportive to positively influence consumer behaviour. Valuable elements of digital marketing such as the inclusion of targeted advertising strategy as well as personalised contents are eventually playing a leading role to empower the acceptability of this strategy in the present changing dynamic environment (Olsen and Pracejus, 2020). Moreover, potential businesses are also able to cope with the ongoing trend of digitalisation based on digital marketing, which is also contributing to extend the measure of consumer engagement. The consideration of a data driven approach through advanced analytics as well as investigation about consumer insights are explicitly helping to address the market needs from a corporate perspective while complying with the consumer behavioural pattern. 
Along with this, the attributes of social media interactions are largely related to the concept of digital marketing in present times. The reason behind this aspect indicates increasing focus and engagement of consumers with the social media platform and channels (Shahbaznezhad et al. 2021). Due to this reason, potential corporate entities are highly focusing on the attributes of word-of-mouth promotions as an integral part of influencing the decision-making process of the consumers. This strategy is eventually helping to empower brand loyalty across the UK hotel industry while signifying consumer preferences and choices. However, the digital booking behaviour is highly taken into account by the consumers in the UK in compliance with the trend of digitalisation. In this case, the digital marketing techniques are playing an authentic role while taking into account dynamic engagement with the consumers by enabling them digital reservation facility. 
[bookmark: _heading=h.17dp8vu]2.3 Critical assessment of consumer perceptions of the authenticity and trustworthiness of marketing communications from UK hotels
The consequences of authenticity and trustworthiness are explicitly associated with the attributes of marketing communication. Genuine and transparent marketing communication maintained by the corporate entities is extremely helpful to create a positive reputation and awareness level throughout the wider consumer market (Das, 2021). As a result of this, the UK hotels can obtain subsequent opportunities to create effective and prolific brand recognition across the competitive market by creating the trust level through digital marketing communication. Moreover, the consumers in recent times have been extremely aware of sustainability as well as authenticity with regards to a particular brand or product. In this regard, explicit attention of the consumers is signified to generate the trash level where marketing communications can be supportive to generative positive influence over their purchasing decisions.

[bookmark: _heading=h.3rdcrjn]2.4 Literature gap 
The present literature has not been attentive to signify potential challenges faced by the UK hotels to signify digital and integrated marketing communication. Moreover, no subsequent comparison has been outlined in this literature between the consequences of traditional and digital marketing, which has created some sort of gaps in the literature outcomes. The synergistic impacts of IMC and internet marketing in the UK hotel business are not well studied, especially in light of the post-pandemic environment. Furthermore, there are few studies in this industry evaluating the return on investment of traditional versus digital marketing tactics.


2.5 Theoretical underpinnings
2.5.1 Integrated Marketing Communications Approach
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Figure 1: Integrated Marketing Communications Approach
(Source: As influenced by Rehman et al. 2022)
The IMC approach can be called a marketing technique that guarantees consistent messaging across various media. According to the study by Kushwaha et al. (2020), the IMC approach enables customers to have a cohesive brand experience. However, as per Rehman et al. (2022), this approach helps consumers by providing them with a positive experience and applies to all types of company communication, including advertising.
2.5.2 Social exchange theory
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Figure 2: Social exchange theory
(Source: As influenced by Sawaftah 2020)
Social exchange theory (SET) highlights that because social trades entail both paid expenses and obtained rewards, they are seen similarly to economic exchanges in digital marketing. As per Sawaftah (2020), social trades lack legal contracts and incentive guarantees, making them illegal. Since there is no assurance of rewards in this connection, trust must be evaluated, and expectations must be raised. However, Cortez and Johnston (2020) found that the SET emphasises the importance of top management’s support through digital marketing initiatives like IMC, enabling employees to engage with clients dynamically and enhance buyer-seller connections.
[bookmark: _heading=h.26in1rg][bookmark: _heading=h.lnxbz9]Chapter 3: Methodology  

[bookmark: _heading=h.35nkun2]Choices
· Quantitative method
· Primary data collection
· Primary quantitative data analysis
3.1 Sample size 
The sample size for this present study would be kept 50. Based on their interactions as guests of UK hotels, participants will be recognised. The researcher serves as a hotel receptionist, therefore using this position to identify participants will be made easier with the help of the hotel administration.

[bookmark: _heading=h.1ksv4uv]3.2 Sample type 
All potential customers who are eligible to make hotel reservations in the UK will be included in the study's sample.

3.3 Sampling method
The simple random sampling strategy would be utilised for this purpose. This sampling strategy indicates the feature of providing equal opportunities to the respondents (Rahman et al. 2022). Through this aspect, the current study would be widely benefited by obtaining equal perceptions of the consumers taking part in this study. 
[bookmark: _heading=h.2jxsxqh]3.4 Data collection process 
The primary process would be considered for this study. In this regard, a online survey would be conducted by taking into account potential consumers from the UK hotel industry. The Google forms would be utilised for conducting the survey under the lights of numerical data and information to signify consumer’s opinions and perceptions. 12 close ended survey questions which takes maximum 5-10 minutes to answer would be taken into account for considering the consumers perception across the UK hotel sector with reference to the current study topic and arena.

[bookmark: _heading=h.z337ya]3.5 Data analysis
The primary quantitative analysis procedure would be considered by the researcher for interpreting collected data. This procedure helps in interpreting numerical information as an integral part of making sense of information with the identification of trends as well as relationships and patterns between the variables (Skinner, 2020). Through this aspect, the present research would be widely contributed with the achievement of significant consumer opinions regarding the preference of integrated marketing communication and digital marketing strategies and its influence on their behaviour and decision-making. For this purpose, an excel spreadsheet would be used for conducting the numerical analysis.

3.6 Ethics 
Rising focus would be kept by the researcher to abide by the ethical measures and concerns. For this purpose, the Data Protection Act 2018 would be considered, which is expected to play a leading role to prevent the irrelevant practices of data theft and others (GOV, 2024). Along with this, the university database would be considered by the researcher for safely storing the collected data and information from the survey process. After completing the overall research study, this collected data would be permanently deleted for avoiding their uses in commercial operations. All authentic and updated sources would be considered by the researcher for including research information, which would empower the overall research reliability and validity. 
[bookmark: _heading=h.3j2qqm3]3.7 Gantt chart
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Table 1: Gantt chart
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