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[bookmark: _Toc112479199]ABSTRACT

[bookmark: _Int_N72kPlc7][bookmark: _Int_c49lurpH]    This research study is aiming to evaluate the impact of using social media and digital marketing strategies on the hospitality businesses of the small companies based in East London. It concentrates specifically on evaluating the influence of digital and social media marketing in enhancing customer loyalty and the growth of the business. The study has explored the use of both primary and secondary research methods to accumulate valuable data on the chosen topic. It has researched various models for analysing the importance of digital marketing tools in expanding the business operation of the small companies of the hospitality industry in East London. Furthermore, the research will highlight more about strategies behind digital marketing and social media use connected with small hospitality businesses in East London. Interviews with leading figures from the perfect example into research area facilitating deep understanding about the topic. Moreover, the secondary data may lead for potential ideas of necessary actions which small businesses can adopt as a marketing strategy map.
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[bookmark: _Toc112479202]INTRODUCTION

    Digital and social media marketing are essential tools for the development of small hospitality businesses as this strategy helps the business to create a strong identity while leading them to promote their services. The use of digital marketing leads the small business to become competitive thereby establishing their position in the hospitality industry of East London thereby helping the firm to incorporate various innovative strategies to run the hospitality business successfully (Singh et al., 2022). Social media has impacted the small hospitality businesses positively thereby increasing the engagement of the customers to the business by spreading the quality services of the small companies based in East London. By using digital and social media marketing, the small companies can get feedback from their customers directly which will help the companies to get an overview of their customers’ needs thereby making effective strategies to serve their customers (Shawky et al., 2019).

    Using social media and digital marketing helps SMEs to interact with their potential customers thereby creating a powerful brand image while spreading brand awareness effectively (Cheung et al., 2019). The promotional and pricing strategy of the companies in East London uses social media marketing to attract more new customers thereby understanding the requirements of the old customers as well. Digital marketing and social media marketing have affected the customers positively which leads them to repurchase the services of the hospitality sector in East London thereby strengthening the brand strategically (Majeed et al., 2022). Digital marketing opens various platforms for SMEs to interact with their customers thereby directing them to become brand loyal which helps in increasing brand equity in the competitive market (Ebrahim, 2020). Social and digital marketing direct the hospitality business to be visible to the customers thereby leading the social media users to engage in the services of the hospitality business located in East London. The increment in the engagement of the customers helps the business to sell its services and goods effectively thereby creating a strong position among the potential customers of this business. By using social media strategies, the SMEs can get a clear understanding of the market demand for their services and goods thereby incorporating strategic inventions to provide quality and required services. Small companies can get feedback on the social platforms which helps them to understand the value of their products thereby leading them to attract new customers with positive reviews of their services (Adeola et al., 2020).








[bookmark: _Toc112479203]BACKGROUND

[bookmark: _Int_Ggs46hQR][bookmark: _Int_mtvTwJMP][bookmark: _Int_PFvhwmXn][bookmark: _Int_bJd3a8KV][bookmark: _Int_Wz04ORim][bookmark: _Int_BRPAhJgU][bookmark: _Int_HK9Sx5Dm][bookmark: _Int_ah0uPKGH]    With upcoming of the new digital technologies and social media platforms had made people aware about the places and allowed them to visit unfamiliar places in the best possible manner. Hospitality industry encompasses a diverse range of companies that provide services to customers. Accommodations, food and beverage, and travel and tourism are the three main segments of the industry. The hospitality industry is a subset of the service business. Furthermore, in context of US dollars the market of the hospitality sectors had been grown from 3486.77 to 4132.5(Statista, 2021) that means it is progressing over the years. Also, it is expected to grow at 18.5 percent compound rate in the coming years (Portes, 2022).

[bookmark: __RefHeading__13803_919615759][bookmark: __RefHeading__1401_2025810832][bookmark: __RefHeading__15481_520654339][bookmark: __RefHeading__13805_919615759][bookmark: __RefHeading__13807_919615759][bookmark: _Int_XJTMJyHU][bookmark: _Int_YGE0kaOV][bookmark: _Int_UJfAZ1e2][bookmark: _Int_OgMqzwYJ][bookmark: _Int_PLqiQlMu][bookmark: _Int_30LxJ0zK][bookmark: _Int_PFGoR8zr][bookmark: _Int_g9n3aJon][bookmark: _Int_rjdlS3Z5][bookmark: _Int_icHTftCE][bookmark: _Int_S0XJMZcW][bookmark: __RefHeading__13811_919615759][bookmark: __RefHeading__15489_520654339][bookmark: __RefHeading__13813_919615759][bookmark: __RefHeading__15491_520654339][bookmark: __RefHeading__63849_1206095871][bookmark: __RefHeading__37735_1188054810][bookmark: __RefHeading__79246_723585078][bookmark: __RefHeading__82555_1754342291][bookmark: __RefHeading__15217_888217870][bookmark: __RefHeading___Toc104216753][bookmark: __RefHeading__186417_404937766][bookmark: __RefHeading__53332_1974006323][bookmark: __RefHeading__128280_1708371500][bookmark: __RefHeading__105043_170692054][bookmark: __RefHeading__121208_2133609796][bookmark: __RefHeading__1405_2025810832][bookmark: _Toc101450509]    In the United Kingdom, the hospitality industry is also growing. The industry is made up of a mix of domestic and international brands that compete fiercely. In 2018, the hospitality industry saw significant growth in terms of both performance and investment (GOV.UK, 2022). In addition, most of the businesses in hospitality industry are SMEs (House of Commons, 2019). The industry employs over 1.8 million people and earned £40.4 billion in revenue for the UK economy in 2019. Hotels, guest houses, pubs, cafés, restaurants, bars, and nightclubs, in addition to producing jobs and contributing to the economy, play an important social role in communities around the country (Statista, 2022). However, in-spite of growth hospitality sector in the UK is struggling to fill gaps of employees and as per records 41% of businesses have challenging times in order to recruit professionally qualified employees (Simionescu, 2018). It can be said for example that hotels as a part of the Hospitality Industry in London had been flourished very well over the years with digitalisation help. Occupancy rate in London accounts for 80% over the past decade. Furthermore, due to the pandemic it is slightly changed but again in 2022 it rose to 56% (Statista, 2022) when all the places have removed the travel restrictions (GOV.UK, 2022). 

[bookmark: _Toc112479204]Rationale of the Study

[bookmark: _Int_45TWOKjm]    The significance of this research is to get a clear knowledge of the impact of using social media and digital marketing strategies on the hospitality business of the SMEs of East London. The importance lies in the fact that this study is effectively evaluating the influence of these strategies in leading SMEs  to grow their businesses in the competitive market of East London. It has brought out the importance of this digital marketing in the improvement and prolongation of SMEs. Therefore, this study is effective in providing the small organisations of the hospitality businesses with the knowledge of the effectiveness of using digital and social marketing strategies in increasing customer engagement, loyalty, and brand awareness. In addition, it is significant to note that this research will be also beneficial for future researchers. The revenue of the hotel industry has continuously grown by booking the services of the business through online platforms that help the business to get higher achievements effectively (Statista, 2022). In the past years, the small businesses in the hospitality industry have not used the digital marketing strategy which has prevented the companies to make the desired outcome of their businesses. Therefore, it is significant to understand the positive impacts of this marketing strategy in contributing to the overall development of the companies while enhancing the engagement of the customers. Moreover, to analyse the effectiveness of this digital marketing, this study is evaluating various authentic literary resources and primary research data. Therefore, with the help of primary and secondary resources, the justification for preparing this study on the impact of digital and social media marketing on the hospitality sector in East London can be achieved (Hannah, 2019).

[bookmark: _Toc112479205]Problem Statement

[bookmark: _Int_AZtFkHJT]    By using digital and social marketing strategies, hospitality businesses can achieve a loyal customer base, brand equity, and a strong brand image which helps them to remain competitive in the advanced marketplace in East London. However, it can be stated that this research is going to elaborate on the various positive impacts of the digital and social media marketing that contribute to the entire growth of small businesses in the hospitality sector. The issue on which this research is going to elaborate on is that digital marketing and social media cannot be used only for the promotion of the business and services, but it has helped the small enterprises of the hospitality industry to understand the value of digital marketing which leads the firm to establish their brand while helping them to expand their business creatively and strategically. Therefore, this research study holds the purpose of focusing on evaluating the role of digital and social media marketing in the hospitality business in East London. Besides, the study is also addressing the importance of strategic implementation of digital and social media marketing to enhance the services of the small business by advertising their services on the online platforms thereby providing the customers with the facility to book their orders or services beforehand.

[bookmark: _Toc112479206]Literature Gap

[bookmark: _Int_RgWIXD8d][bookmark: _Int_1dPPhpf9][bookmark: _Int_RBQbOVuF]    Prior, relevant literature should be considered for all research fields and initiatives. When reading an article, regardless of discipline, the author begins by presenting past research to map and appraise the research area to inspire the study's goal and explain the research question and hypotheses. This is known as a "literature review," "theoretical foundation," or "research backdrop." (Hannah, 2019). Insufficient or missing details in the study literature are referred to as "gaps in the literature."(University of New England, 2022).

[bookmark: _Int_02MHv2ZB][bookmark: _Int_34PcM86H][bookmark: _Int_xr8Rg4D4][bookmark: _Int_ppSKVbgQ]    These gaps could be seen as an object for future research. However, the gaps faced for this research are limiting the researcher through the research objects. The research faced extremely limited information based on in-depth analysis of the impact of digital marketing on small businesses in the hospitality industry in London. Further gap has been discovered lack of relevant qualitative and quantitative research focusing on the financial performance of small hospitality businesses in London. Extremely small number of studies related to the impact of digital and social media marketing on small hospitality businesses in London in the present time is seen as an obstacle during the study analysis. 

[bookmark: _Toc112479207]Purposes and Aims of the Research

[bookmark: _Toc112479208] Purpose of Research 
    The key purpose to conduct this research is to evaluate the influence of digital and social media marketing in contributing to the hospitality business in East London. The use of digital marketing is effective in creating brand awareness while selling services and products of the companies thereby helping to successfully make an assessment of the new markets to expand the business (Saura et al., 2021). This study also focuses on analysing the importance of social media and digital marketing in expanding the businesses of SMEs in the hospitality sector in East London. It has the purpose of discussing the importance of this marketing strategy in holding the old customers thereby making new users of the services of the small companies. In addition, the purpose of this study is also to determine the importance of using digital and social media marketing strategies in creating a powerful brand image and a competitive market position for the small businesses in the hospitality sector.
[bookmark: _Toc112479209] Research Aim
[bookmark: _Int_ZO5mjlsq][bookmark: _Int_uCCQmtBE]    The major objective or overarching purpose of a research study is typically referred to as the research aim (Thomas & Hodges, 2010). The sole aim of this research is to analyse the role of digital and social media marketing and its impact on the small businesses of the hospitality sector located in East London. It aims to elaborate on the influence of this digital and social media marketing strategies on the entire growth of the small businesses based in East London. Moreover, this research is aiming to discuss the effectiveness of this digital and social media marketing in making small organisations competitive regarding pricing, promotion, and service quality.













[bookmark: _Toc112479210]Research Objectives

[bookmark: _Int_VcUvKGRA][bookmark: _Int_dybA9s5s]    Research objectives are the specific indications of the main concerns that should be the focus of a research endeavour. Research objectives have a crucial role in narrowing the focus of the study thereby making a comprehensive overview of the researched topic (Thomas & Hodges, 2010). The objectives that help to derive effective research questions are mentioned in the following:

[bookmark: _Hlk109462197]•	To determine what digital marketing strategies are currently utilised by small businesses in the hospitality industry in East London
[bookmark: _Int_vZqcziWw][bookmark: _Int_8Bxporju]•	To investigate whether digital marketing may assist the expansion of small businesses in the hospitality industry in East London.
[bookmark: _Int_F63v12hV][bookmark: _Int_5nvkfu1Z]•	To examine whether social media marketing is beneficial to small businesses in the hospitality industry in East London.
[bookmark: _Int_6UCg3Z18][bookmark: _Int_qS2lMLsI]•	To analyse whether the use of social media by small businesses in the hospitality industry in East London is helpful in increasing customers loyalty.
















[bookmark: _Toc112479211]Research Question

[bookmark: _Int_TfLty7bo][bookmark: _Int_qClMN6Pd]    The role of the research questions is crucial it is set of exploratory questions intended to bring further light on a subject. Also, they help to make the study reliable while leading to foresee if there is any issue or challenges in the research. As this study has used the primary data collection method thereby the interview questions are beneficial to access the understanding of the beliefs and perspectives of the participants thereby making the investigation accurate. These research questions also help the researcher to conduct the study systematically for the fulfilment of the research purpose (Ridder, 2017). The addressed questions in the interview are:

1.  What digital marketing strategies are currently utilised by small businesses in the hospitality industry in East London?
[bookmark: _Int_vEoQqVlS]2.  What is the impact of digital marketing on the expansion of small businesses in East London?
[bookmark: _Int_buj4m1MW]3.   Is social media marketing good for small hospitality business growth in East London?
[bookmark: _Int_gGCKKlEP][bookmark: _Int_PUKaATvL][bookmark: _Int_Jxky4aEk]4.   Is there an impact from social media use and increased loyalty of existing customers?
















[bookmark: _Toc112479212]Dissertation Outline

[bookmark: _Int_2e79UhQC][bookmark: _Int_PQ9OVxFW][bookmark: _Int_9LW9EscK]    This research consists of 5 Key chapters. First Chapter includes outline of the study aims, objectives and research questions.  The second chapter includes discussion of relevant literature strictly connected with the study matter. The third Chapter focuses to the methodology process applied for the study matter. The following fourth chapter includes analysis of the primary data. The last chapter includes Conclusion and Recommendations. It is also highlighting the necessity of future research areas as a result of this research.


     





















[bookmark: _Toc112479213]CHAPTER 2

[bookmark: _Toc112479214]LITERATURE REVIEW

[bookmark: _Toc107505550][bookmark: _Toc112479215]Introduction

    Digital marketing refers to the components of marketing which utilise internet services, online based logical devices along with a platform to promote the services offered by small hospitality businesses situated in East London. Using social media and digital marketing helps SMEs to interact with their potential customers thereby creating a powerful brand image while spreading brand awareness effectively (Cheung et al., 2019). The promotional and pricing strategy of the companies in East London uses social media marketing to attract more new customers thereby understanding the requirements of the old customers as well. Digital marketing and social media marketing have affected the customers positively which leads them to repurchase the services of the hospitality sector in East London thereby strengthening the brand strategically (Majeed et al., 2022). Digital marketing opens various platforms for SMEs to interact with their customers thereby directing them to become brand loyal which helps in increasing brand equity in the competitive market (Ebrahim, 2020). 

[bookmark: _Int_dUTjrLK1]    Social and digital marketing direct the hospitality business to be visible to the customers thereby leading the social media users to engage in the services of the hospitality business located in East London. The increment in the engagement of the customers helps the business to sell its services and goods effectively thereby creating a strong position among the potential customers of this business. By using social media strategies, the SMEs can get a clear understanding of the market demand for their services and goods thereby incorporating strategic inventions to provide quality and required services. Small companies can get feedback on the social platforms which helps them to understand the value of their products thereby leading them to attract new customers with positive reviews of their services (Adeola et al., 2020). 

    This section elaborates on the article published by other authors on the topic and details knowledge about the concept of digital marketing social media marketing and its impact on gaining customer loyalty. Various theories like RACE, ACCD and Honeycomb have been discussed comprehensively in the study. Digital marketing in recent times has gained popularity and is beneficial for drawing the attention of massive people to increase the customer base of the company. 




[bookmark: _Toc112479216]MAIN BODY

    Many new directions in marketing are emerging as a result of the active development of technologies. Creating chances for audience interaction is the goal of trends. Tools come and disappear swiftly depending on their purpose. Internet marketing, which peaked in popularity a few years ago, has been superseded by social or digital marketing (Yaneva, 2021).

[bookmark: _Toc107505551][bookmark: _Toc112479217]Concept of Digital Marketing

[bookmark: _Int_VruUpqs0]    Digital marketing is considered as promoting the products offered by a company to establish a connection with the potential customers utilising the internet services and other digital platforms. Digital marketing is effective for companies to communicate directly with the customers as they can see the content posted on the digital platforms. Bala & Verma, (2018) stated that marketing is a restless business activity that is continuously changing in the dynamic business environment. The authors have described internet marketing as the method of obtaining the objectives of marketing by applying various digital technologies and platforms. Digital marketing has been referred to as the utilisation of technologies to offer support to the company for various marketing activities to enhance customers' knowledge by fulfilling their requirements of the consumers. Monotonous advertising has created a way for digital marketing and is powerful for reviving the economy of the nation (Bala & Verma, 2018). 
    Purwanti, (2021) evaluated that the trends of marketing are changing across the world and are transforming from conventional to digital marketing. Digital marketing refers to the promotional activity using digital platforms utilising different means that including social media platforms. Digital marketing comprises interactive along with integrated marketing. Digital marketing is utilised by different business organisations to draw the attention of the target audience and increase their sales significantly (Purwanti, 2021). 

[bookmark: _Toc107505552][bookmark: _Toc112479218]Concept of Social Media Marketing

[bookmark: _Int_2nnPY6eN][bookmark: _Int_pJeC9wvT]    Social media marketing refers to the use of social media platforms and other websites to promote the products offered by the company to the customers. Social media marketing targets the active users on social media platforms to transform them into potential customers beneficial for increasing the sales and productivity of the company (van Asperen et al., 2018). However, social media is also defined as the design or implementation of programs developed for influencing the level of acceptability of the customers about the products. Social media marketing is effective for the customers to increase engagement with the customers and offer satisfaction to maintain a competitive advantage. Social media marketing has gained popularity in recent times after the implementation of advanced technologies in different nations (Beier and Warner, 2016).

[bookmark: _Toc112479219]Concept of Customer Loyalty

[bookmark: _Int_Iih4XuSB][bookmark: _Int_6eTWUZFC][bookmark: _Int_8GFElzex]    Customer loyalty is defined as the emotional relationship that exists between the customers and the company. Customer loyalty brings better profit for the company and increases sales to bring sustainable growth (Anderson & Jacobsen, 2000). Companies often implement well-planned loyalty programs to increase the retention rate of the customers and reduce the rate of turnover. The loyal customers do not tend to switch the companies and repeat the purchase process which contributes to the growth of the company. However, by using social media platforms the companies can expand their business on global markets and draw the attention of the target audiences. According to Purwanti (2021), the use of social media platforms has increased in recent times to sustain personal and professional connections to obtain the goals of the company. Social media marketing is also effective for offering value to the stakeholders including the clients, suppliers, government agents and the employees. The company can directly communicate with the customers to mitigate their problems and offer them superior quality services increasing the level of satisfaction. The overall performance of the company can be enhanced by using social media platforms for drawing the attention of the target audience (Purwanti, 2021).

[bookmark: _Toc112479220]Significance of Digital Marketing

[bookmark: _Int_36Qad5p1]    Digital marketing is essential for the company to connect with the audiences and convert them into potential customers. The company not only increases global reach but also focuses on increasing the company’s ability to draw the attention of local customers. Digital marketing is beneficial for reducing the cost of advertisement by the company leading to better profitability in the market. The company can increase its profit margin by reducing the expenses made on different business activities. Digital marketing is beneficial for the company to increase revenue generation capacity from the market and stay ahead in the competitive business environment. The company also focuses on offering a positive work environment to the employees so that they perform with better collaboration to offer superior services to the customers (Zhu & Gao, 2019).
[bookmark: _Int_Q2LY42eK][bookmark: _Int_hbXM9uTH]    Digital marketing is effective for the company to increase engagement among the customers and create loyalty once that affects the company's productivity and helps in increasing the customer base. Loyal customers tend to re-purchase the services offered by the small company in the hospitality industry and also motivate others to be a part of the experience. The companies implementing digital marketing can keep proper track of the strategies implemented to increase sales. After determining the impact of digital marketing on the strategies is beneficial for the company to implement techniques to boost the performance and achieve desired results. This method of marketing allows the company to personalise the content so that the customers are targeted according to their needs as identified after surveying the market. The demands of a customer differ from one person to the other and are the reason that personalised content for marketing is effective to attract more people to purchase the products offered by the company (Gabelaia & Tchelidze, 2022). 

[bookmark: _Toc112479221]Challenges faced by Companies to Implement Digital Marketing

[bookmark: _Int_QAcXlZOq][bookmark: _Int_rGN83TI8]    Implementing digital marketing within the company is often difficult as the company might not target accurate audience enhancement and does not acquire the benefit of implementing different methods of digital marketing. The company also faces resistance from the employees while implementing digital marketing and transforming the conventional method used for promoting the products and services. The prime reason for facing the resistance from the employees is the adoption of technological advancements which will require additional training for them (Ritz et al., 2019). Another challenge faced by the companies implementing digital marketing includes finding new customers which are also known as generating leads. Generation of lead is an essential aspect that affects the operation of the company and gains a profit margin that allows them to stay ahead in the competitive environment of the market in London. There are several companies offering hospitality services to the customers, and this is the reason that the company might face tough competition and is the reason that the company should post personalised content to attract more customers. The discounts and complimentary offers should be stated clearly in the content posted on various social media platforms to inform the audience about the offering of the company. 
[bookmark: _Int_kKYHBRBD][bookmark: _Int_ZBT1Eu6M]    The content of the post should be developed based on the requirements of the individuals to perform target marketing. Companies should conduct market research and determine the requirements of the customers based on which the content can be developed by hiring professionals to make it visually appealing. The employees recruited by the company to conduct digital marketing should have proper knowledge of social media along with technology so that the issues they face while implementing digital marketing can be mitigated and the company can achieve better results in terms of increasing profit margin and revenue generation capacity. Challenges faced by the companies to implement digital marketing prevent them to achieve optimised results to increase the overall productivity of the company in the competitive market (Chaffey & Ellis-Chadwick, 2019). 

[bookmark: _Toc107505557][bookmark: _Toc112479222]Factors affecting digital marketing on small hospitality businesses in East London

[bookmark: _Int_hO7ycrau][bookmark: _Int_tCi0HiyD]    Digital marketing has gained popularity in recent times due to the increasing use of social media networks by the people of the nations. The prime factors that affect digital marketing within a company include the target audience, budget, and selection of the platform, timing and the quality of content developed to attract the customers. The quality of the website and having a strong presence on social media (López García et al., 2019). Collaboration and teamwork are also essential for the company to implement digital marketing strategies and connect to the customers directly. The content should be made attractive to draw the attention of the customers and maintain a positive relationship. The factors should be considered for creating a better ecosystem which becomes more integrated for the marketers along with the marketers. 
[bookmark: _Int_vEjwgALv][bookmark: _Int_dIhiBCTU][bookmark: _Int_5neVFjgP]    According to the statements of Afifah & Najib, 2018, digital marketing has been identified as the most important aspect that offers a developed platform for marketers to establish personal and professional relations. The users of social media platforms are increasing rapidly in recent times, and it is also beneficial for the companies to increase their sales by attracting them to invest in the services offered. SMEs often utilise the technologies to post their content to draw the attention of the target audience. The social media platform is effective to reach out to a massive audience. The selection of a platform is a crucial factor that determines the success of the digital marketing of the company. The social media platforms with a massive number of active users offer better scope for increasing the sales of the company by creating awareness of the brand and increasing traffic on the official website (Afifah & Najib, 2018).

[bookmark: _Toc107505560][bookmark: _Toc112479223]Impact of Social Media Marketing on Increase Loyalty of Existing Customers

    Social media has allowed companies to connect directly with the customers and identify the problems faced by them for faster mitigation. The urgency shown by the company to solve the issues gives them a feeling of engagement that leads to satisfaction among the customers. The company can maintain a positive relationship with the customers by implementing social media marketing and communicating the message. The company should highlight the special offers for the customers that allows them to determine the facilities leading to increased loyalty among customers. According to the statements of Sánchez-Casado et al., (2019), social media presence has been beneficial for increasing the level of engagement among the customers leading to better sales of the company. The company can stay ahead in the competitive market and implement the strategies of relational marketing that include social media platforms. Relationship marketing has appeared in recent times that offers a method of interaction between hospitality companies and potential consumers.
[bookmark: _Int_92KLl21r]    The increasing use of different social media platforms is beneficial for the company to promote their products continuously which draws the attention of the targeted audience leading to better sales. The emotional aspects in the hospitality industry are effective for acquiring the customer’s point of view about the services. The use of electronic relationship tools is effective for the hotels to convey the message on the promotions along with the services that the customers will receive to generate loyal customers. The best quality services will be offered to the customers so that they are satisfied and can re-invest to take the services of the company. Loyal customers also recommend their close ones to take the services of the company that are effective to increase the productivity and the ability to make profits from the market (Sánchez-Casado et al., 2019). 









[bookmark: _Toc112479224]THEORIES AND MODELS

[bookmark: _Int_v8IuxRTe][bookmark: _Int_ZHC8gE5j][bookmark: _Int_qUf2VWLR]     Digital marketing is a challenging field. Digital Marketing multiple strategies are used in the complicated discipline of digital marketing to draw in and keep clients. The theories especially pertinent to important topics including business models, marketing, operations, and customer interactions are the core of every marketing strategy. One of the essential components of business plan is the marketing model. This functions as a sort of checklist for the successful growth of the business and its goods in the market (Yaneva, 2021).

[bookmark: _Toc112479225]ROGERS’ DIFFUSION OF INNOVATION
Figure 1: Rogers’ Diffusion of Innovation
[image: ]
Source: Hovav, 2003

[bookmark: _Int_xNPN7VrY][bookmark: _Int_xXH0YO8y][bookmark: _Int_7W9XoL00][bookmark: _Int_Jjl6t8If][bookmark: _Int_zljTFY9t][bookmark: _Int_pHKqGLt8][bookmark: _Int_MFLpfRcA][bookmark: _Hlk108171572]    Based on this theory certain people are inherently more adaptable than others, Rogers' innovation adoption curve categorises innovators' adopters into diverse groups (Rogers, 2003). The innovators 2.5%, Early adopters 13.5%, Early majority 34%, Late majority 34% and Leggards 16% (Rogers, 2003). Early adopters are the brand influencer who influence the early majority of customers. Innovative Digital transformation strategies adopted from hospitality businesses, adequate responses to challenging circumstances could be used from early adopters as an opportunity to attract the early majority of customers (Hotel Tech Report, 2022).
[bookmark: _Toc112479226]Behavioural Theory

[bookmark: _Int_bzbOCtFn][bookmark: _Int_bg1c9Ms8][bookmark: _Int_3wtU3lkd][bookmark: _Int_mIqkoWQ3]    According to Dr. Saul McLeod in his publication “ The Behaviorist Approach, 2020 “Behaviorism, also known as behavioral psychology, is a theory of learning which states all behaviors are learned through interaction with the environment through a process called conditioning. Thus, behavior is simply a response to environmental stimuli.” No matter how complicated the behaviour is, all can be reduced to a basic stimul-response relationship. Watson defined psychology as "predicting, given the stimul, what response will occures; or, given the reaction, stating what condition or stimul has generated the reaction."(Mc.Leod, 2020). In hospitality sector this is an incentive that causes the client to have a positive association with a given business through exclusive offers, special attitude towards individual clients, discounts and many more marketing tactics the probability of repeated use of a given service or product may increase, and  loyalty to be achieved.
[bookmark: _Toc107505554][bookmark: _Toc112479227]RACE Model

Figure 2: RACE Model
[image: ]
[bookmark: _Int_3E6XgSVZ]Source: OXFORD COLLEGE OF MARKETING Blog, 2018

    The RACE model refers to the framework used to conduct strategic planning to implement digital marketing or using Omni channels plans for communication. The model comprises four stages that aim to build relationships with the customers and increase the level of loyalty among them. The RACE framework is effective for the company to bring growth and enhance efficiency commercially. Using the framework allows the company to develop to maintain PR relations (Poole et al. 2021). The model offers a special focus on the customers and not on other stakeholders of the company that might affect the relation of the company with the suppliers. The small businesses using RACE theory to implement strategic plans and communicate with the customers to develop better relation leading to better sales and productivity. The companies can draw the attention of the customers and increase sales into hospitality sector. The theory is effective for the small companies in hospitality industry to stay connected with the customers and serve them better.
REACH: 
[bookmark: _Int_7tk9O4VW][bookmark: _Int_rlSAUgVG][bookmark: _Int_iSmC4aH8][bookmark: _Int_uNIbr0rK][bookmark: _Int_DIHWludF][bookmark: _Int_f7o8X7GO]  This is the step in which the business creating awareness. Strategic digital marketing is the core of creating brand awareness strong digital presence is particularly important as the people spend a lot of their time in Internet (Appel, et al., 2019). Small hospitality businesses can use this step to popularize their products and services. Search Engine Optimization, contextual advertising, display advertising, viral advertising, and affiliate marketing are a few examples of digital marketing types for hotels as a possible way to attract search engine traffic to the particular hospitality business website and to boost ranking (Ferone, 2019). Furthermore, the Search engine users are far more likely to utilise their payment cards and make bookings than other website visitors (Digital Marketing Institute, 2018).


ACT:
[bookmark: _Int_LwwUTjzy][bookmark: _Int_6ikZICeY][bookmark: _Int_H9xlghu5][bookmark: _Int_rvcSKodY]  In this step the business increasing already created awareness from the previous step. Through publishing business content into Facebook, Instagram, in website, twitter, TikTok and other social media platforms businesses can attract more potential customers. Personalised emails, messages and individual offers are especially important in this step for increasing popularity of particular small hospitality business. Every time an organization's touchpoints engage with its consumers, data is generated, and these touchpoints give businesses the chance to capture customer data that might be valuable to them (Rekettye & Rekettye, 2019).
CONVERT:
[bookmark: _Int_z416cOAi][bookmark: _Int_hU2GzPKw][bookmark: _Int_llRDMOrY]  This step came with the aim to convert the potential customers attention into factual purchase. Data mining is the technique used by hospitality businesses to transform unprocessed data into informative data. To uncover trends in massive data sets and gain deeper insight into their clients, they employ software. It extracts data from data sets and compares it to aid in decision-making for the business (van den Driest et al., 2016).
ENGAGE:
[bookmark: _Int_DIuon6sd][bookmark: _Int_rvepDMZl][bookmark: _Int_UelVM5yu][bookmark: _Int_26GLjdoQ]  Customer Relationship Management is crucial in this stage of the RACE model which is to improve the engagement in this step Behavioural theory could be implemented as a step of engaging the customers with the services provided by small businesses from hospitality industry. The business uses shared information about to engage the client on an emotional level. Business retains online purchasing users via gifts, discounts, and ongoing incentive schemes. Loyalty may be achieved after a purchase through active engagement with the customer. Furthermore, CBE, according to Paruthi and Kaur (2017), describes the level of awareness, attachment, engagement, and connection that customers have with a brand. It describes the level of customer involvement and resource investment during brand-related interactions (Vivek et al., 2012), which encourages customers to engage cognitively, emotionally, and behaviourally AR apps encourage good consumer brand engagement due to their high intrinsic interactivity. And including 3D viewer is the easiest way to link to small company products or services page. (Hollebeek et al., 2019).









[bookmark: _Toc107505556][bookmark: _Toc112479228]HONEYCOMB Model

Figure 3: Honeycomb model
[image: ]
[bookmark: _Hlk107580171]Source: Annmarie Hanlon, 2022


[bookmark: _Int_aOosgMJb]    The honeycomb model refers to the method of setting out the vital forces which exist behind the ecology of social media and is utilised by the marketers and the platform to continue with its operation. This model allows the company to focus on seven building blocks of social media that includes Identity, Conversation, Reputation, Sharing, Relationship, Group and Presence. The extent to which users trade, transmit, and receive information is referred to as sharing. "The degree to which users are aware of whether others are available" is presence. Relationships: "How much users are related to one another." Identity: "How much users divulge about themselves." Conversations: "The level of interactivity between users." Reputation is "the degree to which consumers are aware of others' and content's social standing." The degree to which users are organised or create communities is defined by groups. It can be said that this model is mostly about implementation of already existing marketing approach and is specifically designed for social media strategy. 
[bookmark: _Int_pxbfFSSL][bookmark: _Int_tbboSqUC][bookmark: _Int_HyhKAgQW][bookmark: _Int_eBZAyIva][bookmark: _Int_GTO1mGPE][bookmark: _Int_5hGKdQ5O][bookmark: _Int_D3BpPY0f][bookmark: _Int_ACYash5w]   The honeycomb model is beneficial for supporting data privacy and implementing tools that allow self-promotion. The Framework is also beneficial for handling the structural properties within a network of various relationships (Pietikäinen, 2020). However, the Framework is effective to create and manage the intimacy of the context along with immediacy. The main disadvantage of using honeycomb models for social media marketing is the poor processing performance. But there is also difficulty while implementing this model because the business has to invest a massive amount and time in implementing the framework to utilise social media marketing to attract more customers to the services offered by the company. RACE model by comparison focusses on research, developing the action plan, communication and evaluation of the strategies used for the marketing. RACE is seen as very practical and easy for implementation for small businesses also (Chaffey, 2022). Using RACE model is beneficial for developing a proper PR plan to maintain a positive relation between the management and the clients. Is also effortless way of mapping digital marketing strategy for large and small businesses while Honeycomb is the strategy implemented into social media platforms through which businesses can create engaging content to attract potential customers (Silva et al., 2020). 
[bookmark: _Int_pR3AlIHm][bookmark: _Int_6RvXTckt][bookmark: _Int_YdeStudQ][bookmark: _Int_LtXc5HZR][bookmark: _Int_AK4BI3oP][bookmark: _Int_d66pvRIC]    Both of the marketing models are a map for creating or improving marketing campaign both are focused on brand, product or services popularisation, attraction and engagement of potential and existing customers. However, RACE as a model is a map for digital marketing strategy which is a broad term that includes a variety of platforms for reaching potential clients to promote corporate interests. Digital marketing may be done in a wide variety of ways, depending on the requirements and objectives of the organisation. And as a benefit from that variety can bring all necessary data which drives the decision-making process about the marketing campaign. Furthermore, The RACE model offers a straightforward method that may be implemented at various levels of a digital marketing strategy. It can aid in defining goals, strategies, and tactics and help an organization to set appropriate KPIs through each step (Oxford College of Marketing, 2021). Honeycomb model by contrast as a social media utilised model is a discipline that tries to increase traffic to a website and position itself on social networks as a brand, to attract the attention of consumers through a predetermined plan of action.















[bookmark: _Toc112479229]ACCD Model

Figure 4: ACCD Model
[image: ]
Source: Hub Spot, 2014

[bookmark: _Int_Kh9z0ipJ][bookmark: _Int_i9zXZu2B]    The ACCD Model often transforms the target audience of the company into potential customers by applying four stages that include attracting, converting, close and lasting delight. SEO (Search Engine Optimization) experts are familiar with this approach because at its core is a display of trust and experience in the sector rather than a sales pitch. The model is effective for the company to attract people to the services offered by the small hospitality business situated in the markets of East London to boost the sales of the company and increase productivity It has been seen as an especially useful for business content or blog strategy. The company can maintain a positive relationship with the customers beneficial to boost their purchase decision affecting the company's growth and success (Pimpan et al., 2021).












[bookmark: _Int_w0CtTWHf]    Overall the article entitled “Introducing The RACE Framework: A practical framework to improve your digital marketing”, composed by Chaffey provides information about the RACE Model of exploring the importance of digital marketing programs in creating customer engagements with the products and services offered by the small hospitality organisations, the initials of the model standing for Reach, Act, Convert and Engage (Chaffey, 2022). The model emphasises the need for increasing the reach or visibility of the brand by promoting the services offered by the organisations on different social media platforms. The second stage, that is, the act involves the interaction with the customers to get insight into their requirements. The third stage is the stage of conversion which implies the enhancement of the customer base of the company by acquiring social media converts while the final stage is the stage for creating engagement of the customers to increase the purchase rate of the products in a company. Also, the article entitled “Definition and Classes of Social Media” written by Manning has elaborated on the concept of social media stating that it refers to online platforms that encourage interactive participation of the users as well as provide platforms for advertising business products that enable the small hospitality organisations in the East London to boost customer awareness of the products (Manning, 2014). 
[bookmark: _Int_yW2HbKHq][bookmark: _Int_IQXXbLDk]     With the help of the article, “Determinants of consumer engagement in electronic word-of-mouth (eWOM) in social networking sites,” written by Chou and Kim, the paper has been successful in finding out the impact that was created on customer engagement with the services of the hospitality sector in the East of London by enhancing the market reach of the company and fostering communication with the customers of the companies operating there (Chou and Kim, 2011). The paper has been successful in defining the factors that act as leading motivators in expanding the business of the small hospitality companies in Eastern London by increasing customer interaction and loyalty to the brand. From the article headed “Audience evolution: New technologies and the transformation of media audiences”, written by Napoli, it has been known that the perception of the internet and its usage has changed rapidly in the customers initiating changes in their purchasing patterns as well. The effect of this has been a rapid rise in the purchase of products that are advertised on social media platforms and that enable the customers to have an insight into their characteristic features and utility before purchase (Napoli, 2011). In talking about the purchase intentions of the customers as per the quality of the product revealed before the audience, the paper has also been able to talk about the factors that lead to the development of customer loyalty and engagement with the brand. 
[bookmark: _Int_2NzgdLBj]     The paper has also found the measures that can prove beneficial in enhancing the visibility of the brand across different social media platforms which will be beneficial in creating a potential customer base for the small hospitality companies running in East London. The article written by Ferrone, entitled “Digital marketing in the hospitality industry”, has been effective in elaborating on the concept of Smart Engine Optimisation that is effective in boosting the visibility rate of the brand and services of the company (Ferrone, 2019). As per this article, the purchase of the company products is ensured by increasing the visibility of the same among the customers of the company. 




[bookmark: _Toc107505561][bookmark: _Toc112479230]Summary

[bookmark: _Int_qjuNjOis]    The secondary data collected for this paper have been useful in offering different models for the analysis of the importance of digital marketing in ensuring business growth of the small hospitality organisations working in East London. Digital marketing has gained importance in recent times due to the increasing use of technologies among people. The social media platforms have a massive number of active users whom the company can attract to take the services. The companies can communicate directly with the consumers on social media pages which allows them to create a positive relationship. Connecting with the customers directly is effective for the company to increase engagement among the people. The individuals obtain a sense of importance from the company and are effective in generating loyalty among them. Loyalty among the employees is essential for increasing the retention rate that allows the company to focus on increasing productivity along with profit earning ability. Social media platforms have become an integral part of the companies to boost sales and focus on increasing the number of customers. 


















[bookmark: _Toc107505562][bookmark: _Toc112479231]CHAPTER 3

[bookmark: _Toc112479232]Research Methodology

[bookmark: _Int_YTgedJqp]    The definition of the research methodology states that it is a strategy used by the researcher to recognize, select, and analyse the data of the research. According to Bairagi et al., 2019, research methodology is a practical approach to investigating the facts for bringing out an effective result in the research (Bairagi et al., 2019). This methodology is also effective in determining data collection and analysis methods considering the aims of the study. 
[bookmark: _Int_FkXAiq4I]Figure 5: Research Onion
[image: ]
Figure 1: Research onion (Saunders et al., 2018)
    Research onion is a model that refers to various stages which are used by the researcher to conduct the research study. According to Melnikovas, 2018, the research onion model is an effective tool to construct a research design thereby examining the relevance of the research (Melnikovas, 2018). The use of this model is beneficial as it helps the researcher to conduct the research methodology in an organised way thereby deriving the outcome critically. In addition, research onion assists the researcher to prepare effective decisions that will further lead to making the research effective and authentic. This model has included experiments, case studies, surveys, research actions, and interviews that help the researcher to collect as well as analyse the data critically. Moreover., the research onion leads to create effective steps that will further lead the researcher to get an understanding of the data collection method. In addition, it also assists to describe various stages through which methodological research can be done. Therefore, the role of using this research onion cannot be denied as it makes the research effective. 

[bookmark: _Toc107505564][bookmark: _Toc112479233]Research philosophy

    The first layer of research onion or research philosophy refers to the belief in which the data of the research will be collected. It helps in developing the knowledge, source, and nature of the research. According to Dougherty et al., 2019, research philosophy is a belief that helps to prepare transparent and ethical research study (Dougherty et al., 2019). There are four types of research philosophies that can be used to make the research effective. The research philosophy helps in becoming aware of the topic thereby leading to formulate the beliefs as well as assumptions of the researcher. Interpretivism philosophy helps to analyse small samples thereby using qualitative analysis. Realism philosophy can use quantitative or qualitative analysis methods while pragmatism uses both these two methods of analysis. Positivism is the philosophy of this study Positivism research philosophy has disadvantages relating to human behaviour and inflexibility which can affect the research. It leads the researcher to analyse already existing articles and theories of the research topic. However, it comes with questions and hypotheses that can also affect the research topic.

[bookmark: _Toc107505565][bookmark: _Toc112479234]Research Approach

[bookmark: _Int_UkkUUZFx][bookmark: _Int_ZGCW0MBr][bookmark: _Int_RXZs1X44]    Research approaches refer to the critical plans and methods that can be used for the research study thereby leading the researcher to span the stages of research from large assumptions to detailed ones relating to the data gathering, evaluation, and interpretation. There is main three types of research approaches which are deductive, inductive, and abductive research approaches. The main difference between the deductive research approach and the inductive approach is the significance of hypotheses. The deductive approach examines the validity of the theories and assumptions while the inductive approach leads to preparing new theories. The abductive approach uses surprising factors thereby helping to explain those effectively. The deductive research approach used for conducting this research helped the researcher to make specific results from the generalized ideas. The crucial disadvantage of using the deductive research approach is that it can reduce the chance of making the research creative as it leads to evaluating the existing literary articles, theories, and journals. However, it cannot be denied that it is the most significant approach to use for scientific investigation (Hyde, 2000).

[bookmark: _Toc107505566][bookmark: _Toc112479235]Research Strategy

[bookmark: _Int_2VvMspMn]    According to Rashid et al., 2019, research strategy means a series of actions that helps to understand the concept and purpose of the research thereby guiding step by step to conduct the research program in a systematic way (Rashid et al., 2019). In this study, the interviewee strategy has been adopted as the nature of the research topic is qualitative and because the researcher aims to gather actual information. However, this helped the research to avail the essential understanding of the subject. It can be noted that this strategy can become a disadvantage as is it time consuming method and can be biased at times.






















[bookmark: _Toc107505567][bookmark: _Toc112479236]Type of investigation

[bookmark: _Toc112479237]Primary research
    The strategy for using the primary research method in the study has been to develop the accuracy of the arguments raised in the paper (Bourner, and Greener, 2016). The primary data that have been collected from structured interviews has been helpful in offering the qualitative and up to date information bringing  value of the paper.  On the other hand, the primary research can be time consuming and with not suitable timing for the researcher which is a potential disadvantage of it. 
[bookmark: _Toc112479238]Secondary research
[bookmark: _Int_Zm24ep8m][bookmark: _Int_qQ22eH3d][bookmark: _Int_JDhtB93t]   The research methods implemented in this study are primary and secondary analytical methods. The strategy for implementing the secondary data collection methods lies in the exploration of the relevant existing information on the chosen topic of digital marketing and its role in expanding the market of the small hospitality businesses in East London (Pattern and Newhart, 2017). The secondary research materials have been effective in establishing the foundation of the research and providing the theoretical frameworks for further analysis of the chosen topic. However, the disadvantage of secondary research is that it sometimes cannot fulfil the needs of the research effectively because the information at their disposal has been current at the time of writing and may be not accurate at the present moment ( CHENG and PHILLIPS,2014).












[bookmark: _Toc107505568][bookmark: _Toc112479239]Choices

[bookmark: _Int_Xll7WTXz]    According to Panke, 2018, research choices are the effective approaches that have been selected to make the research more scientific and designed (Panke, 2018). It helps to understand the perspectives of the groups, individuals, and the authors thereby making an effective research study.  According to Blaxter, "quantitative like surveys facilitate future replication" (Blaxter et al., 2001: 79). That is, the progress may be monitored and assessed by repeating the study in a few years. By contract  the qualitative approach described by Blaxter and known as "The qualitative naturalistic phenomenological mode", which focuses in depth on individual cases (Blaxter et al., 2001: 62) this approach meets the needs of the present study, but on the condition that a careful selection of the  studied cases (organizations, companies).  The chosen method for conducting the qualitative research was structured interviews.  They were held with owners, directors and senior managers of diverse small businesses based in East London.
[bookmark: _Toc112479240]Research Choices
[bookmark: _Int_X3uYrPIY][bookmark: _Int_Fh4Ad73b][bookmark: _Int_JDbF3jvT][bookmark: _Int_jpnJLoNo][bookmark: _Int_A43agT8d]    This study has implemented mono-method approach for data collection and analysis. The research choice of the researcher enables the implementation any one research method as per his requirement in the analysis of a particular topic (Phair and Warren, 2021). It can be said that using mono-method can limit the use of various resources for conducting the research. Mixed method by contrast it is seen as a method connected with significant obstacles to be carried out. It is not simple to perform mixed methods research, as Creswell and Plano Clark (2007) noted. It can be difficult to conduct mixed methods research since they are thought to require more time, money and time extension. Due of the length of time it takes to implement both elements of the study (Niglas, 2004).
[bookmark: _Toc112479241]Time Horizons
[bookmark: _Int_t4XSDuPV][bookmark: _Int_a8Yuzxna][bookmark: _Int_dgdqVPVN]    The cross-sectional method for time allocation has been practiced in the completion of the paper. This method involves developing an observation of the specific time during which data has been collected from a participant. However, this method cannot assess a particular incident and fails to create causal inference (Philips et al., 2008). 









[bookmark: _Toc112479242]Sampling Technique

[bookmark: _Toc112479243]Sample size 
[bookmark: _Int_5UdY95js][bookmark: _Int_QQ6Q27gh]    The total number of participants for the research topic purpose is known as a sample size (Sandelowski, 1995). The sample size for the interview is 15 participants chosen among the perfect sample type.
[bookmark: _Toc112479244]Sample type
    Sample type means the process for selecting the sample that helps to assist the researcher to find the answers to the research questions effectively (Pandey and Pandey, 2021). The sample type for this study are owners, directors and managers of small business organisations operating in East London. Access to the perfect samples is due to the fact that the researcher has connections in this field.
[bookmark: _Toc112479245]Sample method
[bookmark: _Int_ZSO7AvIV][bookmark: _Int_kuAqPuns][bookmark: _Int_682TiHrj][bookmark: _Int_bmr9LbGZ]    The sampling technique is helpful to apply for making the research effective (Langkos, 2014). The interview method has been adopted to get an understanding of the individual experiences of the samples. The advantage of this technique is seen as a much more flexible option which enables the posing of additional questions or check-questions, if necessary. It is also preferable method for examining topics in which there is little basis for knowing what questions to ask and how to structure them because of its flexibility. It is made up of a sequence of questions in a logical order. Determine how it is performed and the type of information that can be gathered from it. An interview is a qualitative way of acquiring data from at least two persons through a dialogue (Jamshed, 2014).  However, disadvantage of this method is that it is time consuming. 
[bookmark: _Toc112479246]Sample probability
[bookmark: _Int_qEempFhp][bookmark: _Int_nLsHNjMe][bookmark: _Int_nk2W8Um0][bookmark: _Int_5pHnsoKz][bookmark: _Int_tApymsjn]    According to Foster, 2001 ‘Nonprobability sampling describes any method for collecting survey data which does not utilize a full probability sampling design’. The non-probability method has been chosen for this research which is less objective in nature (Stratton, 2021). The disadvantage of this method is that it can be more biased in nature than random. However, has a great advantage because is more motivating for the participants compared to probability method. Since non-probability approaches lack the statistical underpinnings of probability methods, they are frequently disregarded or ridiculed. But a survey that uses, for instance, random, systematic, or stratified sampling might use approaches like mail delivery, which typically has incredibly low response rates. One may argue that a well-designed study employing non-probability methodologies allows for the same number of reliable conclusions to be derived as a probability survey with a response rate of just 10% of the sample. Researchers would need to be certain of these 10% accurately stood for the general population (Foster, 2001). 





[bookmark: _Toc107505569][bookmark: _Toc112479247]Data collection and analysis

[bookmark: _Toc112479248]Data Collection Method
    Stokes and Wall have elaborated on the importance of the two distinct types of data collection and analysis methods that are implemented by researchers to develop the theoretical and practical bases of their research paper. The two data collection methods mentioned by them in their paper are the methods of primary data collection and secondary data collection that offer a well-defined structure to the academic research work and heighten its value in the academic sphere (Stokes and Wall, 2017). The primary data collection method that has been implemented in this paper is an interview conducted with the perfect samples of a small hospitality business organisation located in East London. The questions for the interview are self-prepared and they aim at extracting practical evidence of the importance felt by the participant of the interview in applying digital marketing tools in the business operation of their organisation (DeJonckheere and Vaughn, 2019). The interview has been based on asking questions that are related to the use of the specific digital marketing models and techniques in the organisation and studying their importance in enhancing the productivity of the firm. Each interview was conducted within one hour during which participants were asked  structured open-ended questions. The researcher note has been used for the evaluation of each answer given by the participant of the interview. 
[bookmark: _Int_wFwEfaO4][bookmark: _Int_7flQpwXw][bookmark: _Int_bZ2SfpJy]    The other method of data collection and analysis that has been used in the paper is the secondary method of data collection in which the existing literature review on digital marketing and social media marketing has been thoroughly studied to understand the theoretical basis of the topic. In the words of Harris et al., educational research methods are vital for the effective learning and explorations of newer topics in different disciplines that can heighten the standard of research in the academic sphere (Harris et al., 2019). Secondary data collection as such has been useful in the detailed analysis of the topic meter. Literature Reviews of the available literature serve as an essential starting point for all kind of studies They can give evidence of an effect, serve as a foundation for knowledge development, establish rules for policy and practise, and, if done successfully, have the potential to inspire innovative ideas and directions for a particular field (Hannah, 2019).
[bookmark: _Int_eXygf9Ig][bookmark: _Int_xJTl1dAN][bookmark: _Int_WwFZcJlj][bookmark: _Int_SpN97UJn]    The primary data collection process can be time-consuming while the secondary data collection process cannot be specific to the requirements of the researcher and the researcher cannot control the quality of this secondary data. Therefore, these disadvantages can affect the research in a broader sense (Hammarberg et al., 2016).
[bookmark: _Toc112479249]Data Evaluation Technique
[bookmark: _Int_pmteECEK][bookmark: _Int_Ad9V9rq9][bookmark: _Int_DFAhQyqE][bookmark: _Int_bH9MRijh][bookmark: _Int_eYtTkQFS]    The qualitative data analysis technique, as has been discussed by Mihas aims at exploring the conceptual framework of the study by undertaking a deductive approach for the same (Mihas, 2019). Analysis, interpretations, and explanations follow each of the four questions in this study. Furthermore, technique that has been implemented for the accumulation of the qualitative data for this paper is observation and scheming through the existing literature review on the chosen topic. The disadvantages of qualitative data analysis are that this process is time-consuming and lead to potential omissions (Busetto, et. al., 2020). Reflective thematic analysis is used to fully address the study subject. Reflective thematic analysis is a technique to qualitative data analysis that is simple to use and conceptually flexible. It makes it easier to find and analyse patterns or themes in each data set (Braun and Clarke, 2012). This flexibility is seen as an advantage of this tool (Braun and Clarke, 2006). However, this flexibility might result in inconsistent and disjointed themes when they are developed from the study data (Holloway & Todres, 2003).
[bookmark: _Toc107505571]
[bookmark: _Toc112479250]Ethical Consideration
    The research has been conducted by obeying all ethical considerations. The paper has observed the principles of academic integrity in using only relevant sources of information for the research. The initiative has been taken to avoid making the academic misconduct of plagiarism by using the techniques of references and citations. In doing the primary research as well, the initiative has been taken for maintaining ethical standards, and thus, the interview has been kept anonymous. No question which can hurt the sentiments of the participant has been asked. 




















[bookmark: _Toc112479251]CHAPTER 4

[bookmark: _Toc112479252]Data collection Analysis and Discussion

    This chapter will elaborate on the major findings that have been extracted from the research and through the evaluation of the primary data gathered for the research. 

[bookmark: _Toc107505574][bookmark: _Toc112479253]Analysis of primary data

[bookmark: _Int_vu5rdeQ1]    The primary data used in the paper has been collected from the answers provided by the participants which are from the generation that has used marketing without and with a digital presence. All the participants in the study have prosperous businesses even during challenging and adverse circumstances and negative geopolitical conditions. Most of the businesses having excellent location and are family-owned business type. The primary data consist of information from answers provided by the participants of the interviews which have reflected on their opinions on the advantages and disadvantages of implementing digital marketing tools in the small hospitality companies of East London. The primary data has been useful in finding out the specific digital marketing tools that are implemented by the small companies in the hospitality industry in East London. The questions used to achieve the research objectives and to give the clear answers for the four main questions are as follow:

Are you using digital and social media marketing in your marketing campaign?
[bookmark: _Int_HG94qZwL][bookmark: _Int_7jcuC1oi][bookmark: _Int_h4ZwMd3l][bookmark: _Int_8SB15Kym]    The data pointed to the understanding that the digitalisation and the use of digital instruments from the businesses into their marketing campaign in all directions such as business popularisation, accessibility, communications, interactions with the clients and many more emerging adequate responses in connection to the modern business environment. Print ads as well as radio ads may sound good implemented into the promotions, but with today's modern and digitized consumer, these tactics do not have much of an impact on site traffic, sales volume, or order values. Therefore, successful businesses rely on digital marketing. These answers allowed me to continue with the actual part of the interviews.

While using digital marketing do you follow any model or strategy?
[bookmark: _Int_8RZKTeX2][bookmark: _Int_A2QA1zVx]    The interviews performed with the participants from accommodations part of the hospitality industry in East London resulted RACE model implementation as a digital marketing strategy. Omnichannel Marketing Strategy for the Food and Beverage sector. And the digital model implemented according to these interviews is Reach, Act, Convert and Engage. The data gained from that part of the interviews was helpful in order the understanding the strategies and models utilised from small hospitality businesses operating in East London. The data aligned the importance of strategy in order identification of weaknesses, organisations digitals approach to overcome them through coherent actions. The strategy use bringing order to the chaos that overwhelming the small business organisations when it comes to their digital presence. To understand the effectiveness of the strategies used from the businesses participating for this study the following question was asked:

What digital marketing strategies are effective for your business and suits the best your business needs?
[bookmark: _Int_MKsORxmD][bookmark: _Int_RNaId19z][bookmark: _Int_P1GsNGno][bookmark: _Int_EsbJjuKt][bookmark: _Int_d0cwbkEH][bookmark: _Int_sNTBl30U][bookmark: _Int_dPJ1uF2T][bookmark: _Int_tHhJilA5][bookmark: _Int_glTbxwCm][bookmark: _Int_g0xsVRdR]    It has been known from the interviews that the primary tools of digital marketing that are implemented in the small businesses of the hospitality industry from Food and Beverage sector are: Internet advertisement, local SEO optimisation, multichannel digital marketing including Facebook, Instagram and email communications. The companies are also known to have active websites that encourage the customers to share their valuable feedback with the company employees thereby enabling the latter to address those needs and foster customer satisfaction with the services of the company. And the most effective strategy according to these interviews is Social Media Marketing use also through Sign up with online ordering and food delivery Apps. However, Accommodations sector businesses achieving successful digital marketing campaign through Internet promotion, OTA (Online Travel Agents) promotions and affective websites (SEO)search engine optimisation. Based on these interviews the small accommodations businesses promoting their services through main OTA (Booking.com, Expedia, Hotels.com, Agoda.com and Airbnb.com) Google and own websites. And this type of promoting is seen as the most effective strategy as per their business’s needs. Using OTA for promoting is an excellent technique for attracting in more clients. However, balancing offers, pricing tactics, and OTA evaluations is critical to keeping their businesses competitive and attractive for as many customers as possible. The primary data pointing that the different nature of the businesses define the best digital channels and tactics particularly for them to achieve marketing success. The following question appears to understand if the businesses tried previous strategies but rejected because of the non-effectiveness according to their business’s objectives and needs.

What digital marketing strategy was not good for your business?
[bookmark: _Int_kRptLdvh][bookmark: _Int_1EexrRkj][bookmark: _Int_gsV47Mjh][bookmark: _Int_l3Ly0kgY][bookmark: _Int_1PpZqjxB]    According to the primary data collected from the accommodation segment from hospitality industry in East London Facebook, Instagram and Tweeter is a part of their Social Media marketing are seen as the worst digital marketing strategy and those channels are considered as irrelevant for their businesses. It has been found also that smaller hotels and guest houses, do not have time and resources to hire someone to manage social media marketing. However, saving on every expense may limit them from taking advantage of all the opportunities that social media marketing provides. For the Food and Beverage utilising just Facebook as a tactic is seen as not good for them, because in the beginning of creating the businesses Facebook profiles the expectation for fast results from their part has been extremely high in fact utilising as a single tactic to attract and communicate with the target audience is not seen as a beneficial step exceptionally lengthy period. To understand the importance and the benefit of using digital marketing after the data which showed the most effective and the most non effective digital marketing strategy the following question has been asked:

[bookmark: _Int_MFJTg57R][bookmark: _Int_b4c5MbqX]Do you consider digital marketing as beneficial for your business? 
[bookmark: _Int_8ek88bvx][bookmark: _Int_saOE4Zmm][bookmark: _Int_w1R18m7n]    Unanimity of the study participants regarding the absolute importance of digital marketing for their business in relation to the survival of their business in an incredibly competitive business environment and in relation to popularisation of the brand, adequate response to consumer needs, convenience and expectations, communication with them, accessibility of the product, service, and their promotion. The primary data of this paper has also found the negative impact that has been created on the operation of the business organisations with the introduction of digital marketing tools. As per those interviews result, it can be known that the major drawback lies with having limited access to digital marketing tools. As per those interviews, some of the small hospitality companies operating in East London have not gained access to the use or implementation of the digital marketing tools in their companies due to the high cost of installing the same as well as the unavailability of talented resources. The lack of awareness among the owners of the company also retards the implementation of digital technologies in the hospitality industry failing to align with the transformed behaviour of the customers. To gain data of how this benefit of digital marketing is measured from the businesses the following question was asked. 

How do you measure your digital marketing success?
[bookmark: _Int_M7hy4oJW][bookmark: _Int_H9IKmFSl][bookmark: _Int_ICTrEWcG][bookmark: _Int_WiVUuO51][bookmark: _Int_yloKUObK][bookmark: _Int_1PtI4HA4]    Number of bookings from digital channels versus total no of bookings received. In addition, effective digital marketing strategies that regularly yield favourable return of investments (ROIs) are more crucial than ever for many small businesses. ROI (return of investments) gauges how much a return on investment compares to the cost of the investment. It is a baseline for developing future marketing plans and is utilised as part of analytics. This allows the businesses to understand which marketing strategies are effective and where should be improved. Is the way of measuring the digital marketing success according to the primary data. To understand if digital marketing utilisation have any connection with the expansion of small businesses the following question was asked:

What is the impact of digital marketing on the expansion of your business?
[bookmark: _Int_nQ7j7TtE][bookmark: _Int_rCeYxBMv][bookmark: _Int_SMLLAvyu]    Digital marketing utilisations according to the participants is seen to have massive impact towards their businesses expansion and their general opinion resulted its essentiality for competitive advantages on nowadays. Digital marketing is seen as fundamental to the success of the business and without utilising it surviving is seen to be not possible. The interviews have prompted the understanding of the fact why digital marketing is essential for the growth of the small businesses in East London. As per the answers collected, the essentiality of it lies with enhancing the brand visibility of the company and the accumulation of more customers in the company. Digital marketing is considered as vital part of their marketing campaign and is also considered to have significant impact to the expansion of their businesses.
[bookmark: _Int_VT1hNdOB][bookmark: _Int_0qXuU558]    After all the information about digital marketing gained from the interviews. The interviews continued with the questions about social media marketing to fulfil the study objective about the same. The following question has been asked:
Do you utilise social media marketing?
[bookmark: _Int_ZJkC3cfw][bookmark: _Int_yLHvxlZ7]    The primary data has been shown social media marketing utilisation to reach more potential customers and popularisation of their businesses services and products it is shown also that the social media marketing could be the sole use of strategy but also as the part of digital marketing strategy. However, depending on every each of the business owner personal preferences and views according to the platforms used. To understand those preferences the following question was asked.

Through which social platforms do you utilise social media marketing?
[bookmark: _Int_efssobFJ][bookmark: _Int_ZLwFuaVy][bookmark: _Int_LLfX20Xe][bookmark: _Int_OAOnuGbV]    Facebook, Tweeter and Instagram are the main social platforms used according to the primary data. These platforms as seen as the effective way for engaging with the existing and new customers. The data collected also shows that for the Food and Beverage segment from East London is essential to keep their pages updated and interesting with aim of new daily interesting content to attract new followers and potentially to gain them as the customer base. However, Accommodation segment data is showing use of these platforms, but the effort is extremely low and that is the result of personal understanding of the businesses CEOs according to the importance of using it. Some of the businesses social media accounts was not updated their information and nothing new was published years this was result from personal believes appointing social media marketing irrelevance to their businesses. Because of this data received the following question appears to clarify social media marketing importance for each one of the businesses.

Is social media marketing good for your business?
    The primary data from the Accommodations segment is clear that social media marketing is not relevant for them but is a part of their digital marketing strategy. The irrelevance of social media marketing is the result of previous experience while utilising it. As per my view these companies are small and depending on fast profit generations so there is not enough time to appreciate the hole benefit provided from it. However, the primary data from the Food and Beverage shows absolute appreciation of the benefits of using social media marketing even as a stand-alone marketing strategy. To understand how those businesses, measure the success of utilising social media marketing the followed question was asked.

How do you measure your social media marketing success?
[bookmark: _Int_S8wIysbr]    Revenue/booking produced vs total revenue/no of bookings and favourable return of investment ROIs. Is the way of measuring social marketing success according to the collected primary data. As the positive ROI is the basis for the future shape of their digital marketing campaign.
[bookmark: _Int_CcZkPzTk]    All data gained clarified the strategies used the effectiveness and not effectiveness of some strategies the channels used into those strategies, and the way of measuring the result of those strategies implemented to attract more customers base into the businesses. Mentioning the customers directed the following question to be asked:

How do you achieve customers loyalty?
[bookmark: _Int_MOjcgDID]    According to the primary data collected from accommodations part achieving Customers loyalty is possible for them through positive reviews on main OTA channels and own website. However, engagement through social media marketing it is seen as useless in order customers loyalty to be enhanced. Customers loyalty according to the answers from Food and Beverage part has been achieved through positive reviews and weekly off-peak offers. To gain understanding and to determine last research objective the following question appears:

[bookmark: _Int_QwutKfqX][bookmark: _Int_gVttozMi][bookmark: _Int_ekEE4VA2][bookmark: _Int_5W22ervt]Is there any impact from social media use and increased loyalty of existing customers?
[bookmark: _Int_i9tvqU9b][bookmark: _Int_UXMlkFfG][bookmark: _Int_wcwBmbPH]   The result of the received information is divided into two different opinions on this matter. The data from Accommodations segment from East London is categorical that their customer loyalty has nothing to do with the use of social media in their marketing strategy. While the data from the Beverage and Food sector in East London points to the opposite result which is that the use of social media in the marketing campaign increases customer loyalty as they manage to reflect events and ways of organizing and performing them in attractive way which reflects the perceptions of new and existing customers and as a result, the customers base is using their services frequently.
[bookmark: _Int_Rc2EO4SV]    Overall, the primary data collected from the interviews helped in order comprehensive view to be gained about the researched topic.


 





[bookmark: _Toc107505576][bookmark: _Toc112479254]CHAPTER 5

    This chapter will present the conclusion of the paper stating, in brief, the major points that have been covered in this study. The chapter will state the limitation of the research as well as detail the future avenues that have been opened by conducting this research. It will also provide certain recommendations that will prove beneficial to the owners of the small business organisations of the hospitality industry operating in East London. 
    This paper has followed a five-part structure comprising an introduction, literature review, methodology, findings and analysis, and a final concluding chapter. The introduction chapter has presented the background of the research and identified the objectives for conducting the same. The aim of the research has also been discussed in this chapter of the paper. The questions for the research have been highlighted which are all answered in the literature review part.
   The literature review has presented theoretical models for having an in-depth analysis of the chosen topic. It has presented all the ideas associated with the topic through sufficient referencing and evaluation of the sources. The third chapter has presented the methods that have been used in conducting the research highlighting the strategy and reasons that lay behind the implementation of each. The philosophy of the research as well as the approach taken for conducting the same has been discussed in this section. The fourth is the chapter for findings and analysis that have elaborated on the major findings of this research paper. 
                                                                 













[bookmark: _Toc112479255]Conclusion:

To determine what digital marketing strategies are currently utilised by small businesses in the hospitality industry in East London.
[bookmark: _Int_pLnqk8yS][bookmark: _Int_6hrNdpNk]    Based on primary data collected from the interviews performed. The study determined that in East London among the small hospitality businesses RACE model has been adopted as a strategy for their digital marketing campaign. The data also discovered Multi Chanel strategy model includes OTA, Own websites, emails and SEO and local SEO digital marketing strategies are currently utilised by small businesses in the hospitality industry in East London. According to the existing literature similar findings has been discovered regarding the models utilised into the individual digital marketing strategy by the different companies depending by the individual company objectives. Besides, Rogers’ Diffusion of Innovation as a strategy may help small company to attract early majority of customers so in this way to achieve competitive advantage.
[bookmark: _Int_nRLGI5ko][bookmark: _Int_zP6qV1A1]To investigate whether digital marketing may assist the expansion of small businesses in the hospitality industry in East London.
    The primary data showed clearly that digital marketing may assist on the expansion of small businesses in the hospitality industry in East London. According to the secondary data the right digital marketing strategy and the right model used in it may assist in expansion of the businesses. However, the annual strategy and the models implemented through it requires constantly observations so, up to date correctives for the directions to be implemented when need. 
[bookmark: _Int_tA9ZsMyL][bookmark: _Int_2cqQ7IsA]To examine whether or not social media marketing is beneficial to small businesses in the hospitality industry in East London.
[bookmark: _Int_CR0XUPU0][bookmark: _Int_P5z25epc][bookmark: _Int_tfU6OO6p][bookmark: _Int_8aPNx4bD]    The primary data gained for this study helped to discover the social media marketing irrelevancy regarding small accommodations businesses in the hospitality industry in East London. However, discovered to be beneficial for food and beverage small businesses from the same area. Furthermore, the secondary data discovered that the small companies could get a sizable number of active consumers to use the services by offering them on social media sites. Social media platforms assist interactions, maintain relationships and create proficient level customer engagement. And using an appropriate social network marketing model as ACCD model for the content can improve small businesses social media  strategy. Besides Honeycomb model could be used as a proper guidance for social media marketing.
[bookmark: _Int_l2V30cBF][bookmark: _Int_AEm1R6U7]To analyse whether the use of social media by small businesses in the hospitality industry in East London is helpful in increasing customers loyalty.
[bookmark: _Int_5iArbCCv][bookmark: _Int_Cziu0qGE]    Based on the primary data the study determined that the social media implementation from small accommodations businesses in East London do not increase their customers loyalty. However, discovered to be helpful in order customers loyalty to be increased for the small food and beverage businesses in East London. According to the secondary data social media use may assist in order customers loyalty behavioural theory implementation may also help in order loyalty levels to increase. Employee loyalty is crucial for boosting retention rates, which let the business concentrate on boosting productivity and revenue-generating capacity. To increase sales and concentrate on growing the consumer base, social media platforms are seen as crucial component of businesses.

[bookmark: _Int_AJcCjVWk][bookmark: _Int_wpiV45Jb]    Overall, about the researched topic the primary data pointing the different level of importance for the different segments of hospitality industry in East London regarding social media marketing. However, Digital Marketing is fundamental, and it has significant impact towards small hospitality businesses in East London.






















[bookmark: _Toc107505578][bookmark: _Toc112479256]Limitations:

    The limitation of the research lay in the point that although it has discussed in detail the importance of implementing digital technologies in the small business organisations of the hospitality industry of the UK, it has not adequately discussed the measures that can be taken for having a successful installation of the same. The primary data collected during the interviews has reflected on the point that the major problem of the food and beverage start up small business organisations lies with gaining access to the implementation of the digital marketing tools that result in the failure of creating competitive advantages for the companies operating there. It is also the understanding lack not clearly defined goals and aims for fast results of social media marketing as a strategy from the accommodation segment.
[bookmark: _Int_QeHMzpjW]    The limited time does not allow for a deeper and more comprehensive study to be performed in order all segments from hospitality industry to be observed, which is impacting average value and accuracy of the primary data. The limitations according to time scheduling from both parts of the interviewees performed is seen also as limitation. The multitask nature of day-to-day lifestyle of the researcher performing this study is seen also as limitation for this research. As a limitation is seen also the limited current literature base in connection to each segment from the hospitality industry small businesses in East London.
    Overall, those are the conditions under which this study should be interpreted. 














[bookmark: _Toc112479257]Recommendations:

[bookmark: _Int_jPMOkdWy][bookmark: _Int_yGo3a2uW][bookmark: _Int_KpUWJhCN][bookmark: _Int_fu3BHxca][bookmark: _Int_Xy7MC6oo][bookmark: _Int_wAOn7bzY][bookmark: _Int_oLKwcOeR][bookmark: _Int_0Jl36lWW]    Although digital marketing tools have steadily been absorbed by the major industrial and marketing sector of the UK, small businesses, especially start-up firms have remained detached from following this trend. The major suggestion that can be provided in this context of absorbing the technological expansion of the nation for their own benefits is having a proper employee training program in the organisation that will enable the latter to work on their skills and thereby prepare the organisational culture for having digital innovation. Social Media Marketing underestimation may have massive impact on the relationships, engagement, and customers loyalty of the existing and new customers some efforts in this field may become beneficial over the time. In addition, social media utilisation give possibility for valuable data generation. Yet, there is some models not very popular among small businesses from hospitality industry in East London which may be  beneficial for them. Also is known that some results do not shows immediate effect towards business performance accordingly profit generations, and social media marketing is not all the time with immediate beneficial effect towards the small companies performance. Innovative ways of promoting such as virtual presence into virtual meta cities recently not adopted from the small businesses could be adopted as these innovative ways may bring competitive advances such as brand recognition, product and services popularisation, and more. Innovative thinking, quick actions from the small companies in connection with fulfilling momentary needs in the market may give them an advantage over other companies that do not act quickly and according to the momentary opportunities created from different types of circumstances.















[bookmark: _Toc107505579][bookmark: _Toc112479258]Future scope

[bookmark: _Int_tgJQuUW1][bookmark: _Int_WXn8w8Yf]    The paper by discussing the utility of the digital marketing and social media marketing tools in the organisational culture of the small hospitality organisations in creating organisational productivity has opened a wide avenue for future research on the chosen area. Future researchers can well engage in exploring the actors that will lead to the steady implementation of the digital marketing tools in these companies that will help them develop competitive advantages. Further research focused on small businesses from each of the segment from Hospitality Industry in East London can be helpful for many small hospitality organisations as will bring more precise information regarding the topic and potentially will highlights many areas in order their improvement. Future research about proper budgeting in conection with digital and social media marketing will help small companies in the field. Furtermore, additional study with detailed comparison between different digital and social media marketing models from the ultimate trends will also bring huge benefit for small hospitality businesses.
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