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Abstract
The dissertation has diagnosed the efficacy of digital marketing for the hospitality industry in the United Kingdom. A primary data collection method has been used in the dissertation to identify how the hotels in the UK are using digital marketing to better promote business. The dissertation has been prepared based on four major objectives which include transformation of digital marketing strategies, implementation of the digital marketing strategies, advantages and disadvantages of digital marketing strategies for UK hotels, and recommendation to apply the digital marketing process in a more effective process. Thematic analysis has been conducted and seven managers of different hotels have been interviewed to gather information on how the companies are implementing digital marketing in their business promotion. Social media has been recognized as one of the most promising results of digital marketing which is helping the hotel business to achieve better reach to the public. Besides that, increasing visibility, search engine marketing and the use of other digital tools are helping the UK hotels to gain better customer responses. Interpretivism philosophy and inductive research approach have been followed for the research and theories like Honeycomb and Practice Theory have been applied in the method also. It has been concluded that digital marketing is helping businesses to drive customers, especially in the COVID era and is also guiding the hospitality industry to overcome the losses during the pandemic. 
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[bookmark: _Toc164868479]Chapter 1: Introduction
[bookmark: _Toc164868480]1.1 Introduction
Digital marketing strategy is recognised as the plan that helps in using online channels within the business for the establishment of a strong presence of the company. In the current day context of business, it is noticed that the hospitality organisations of the UK are adopting digital marketing strategies within their operations in the post-COVID area. In that case, it is noticed that approximately 5.3% growth is observed within the usage of digital marketing strategies in the business area of the hospitality industry of the United Kingdom in the post-Covid era (Statista, 2024). For this, the discussion part of the research study focuses on identifying and exploring the effectiveness of digital marketing strategies that were adopted by the hospitality industry of the UK in the post-Covid era. 
1.2 Background of the research 
There is the presence of a trend amongst hospitality organisations to use digital marketing strategies in their business operations (Dwivedi et al. 2020). Thus, the study focuses on the hospitality industry in UK, which is stated as the context of this study. There are various digital platforms available for the companies in the hospitality industry, such as SEO, social media marketing, web design, and content marketing, and there is significant rise of the use of these platforms during the post-Covid era (Armutcu et al. 2023). The literature also evidenced that these digital platforms bring flexibility in the marketing operations of hospitality organisations particularly in enhancing attractiveness amongst the consumers (Dwivedi et al. 2020).
With the help of digital marketing, the hospitality industry of the UK encompasses a wide range of strategies and solutions which help drive the online presence and lead to the growth of the business. Digital marketing leads to an increase in the hospitality sector by 75.2%. It helps in making the advertising campaign of the hospitality sector more successful (Fly High Media, 2024). 
[bookmark: _Toc164868482]1.3 Problem statement
Lack of availing of detailed knowledge about different digital marketing strategies created problems for hospitality organisations to involve those strategies in their business. Thus, the availability of security issues and other types of challenges in the use process of digital marketing strategy also creates barriers for the hospitality industry in the UK to manage developed sales in the post-civil era. The businesses in hospitality sector are increasingly adopting digital marketing strategies; however, it is questionable how far these strategies bring advantages to those businesses. Further it is also important to determine what are the barriers they face when adopting these strategies. There are numerous quantitative studies have been conducted to quantify the impact of these strategies on businesses; however, there is significant lack in terms of discussing in-depth issues related to the adoption of digital marketing strategies (Amiri et al. 2023). 
[bookmark: _Toc164868483]1.4 Research Aims, Objectives & Question
Research Aims
The research aims to analyse the Digital Marketing strategies adopted by Businesses in UK Hospitality Industry during the post-covid Period.
Research Objectives
· To examine how digital marketing strategies of the UK hospitality industry have been transformed during the post-era of COVID-19.
· To identify the implemented digital marketing strategies by the industry during the post-era of COVID-19.
· To analyse benefits and limitations of digital marketing strategies adopted by UK hotels during the post-era of COVID-19.
· To make Recommendations on how to develop digital marketing strategies to uplift the business performance of the UK hospitality industry.
Research Question
· How digital marketing strategies of the UK hospitality industry have been transformed during the post-era of COVID-19?
· How digital marketing strategies have been implemented by the industry during the post-era of COVID-19?
· What are the benefits and limitations of digital marketing on the hotels of the UK during the post-era of COVID-19?
· What are the suggestions for developing digital marketing strategies to uplift the business performance of the UK hospitality industry?
[bookmark: _Toc164868484]1.5 Rationale of the research  
Digital marketing strategies help the businesses in attracting the right set of customers for their businesses, more efficiently, and effectively than the offline marketing methods (Dwivedi et al. 2020). Thus, business leaders of hospitality organisations have been focusing on the application of digital marketing strategies in their businesses to boost overall sales. Hence, there was a significant increase of these digital marketing strategies during the post Covid era, where many businesses increasingly adopted digital marketing strategies to their business practices (Amiri et al. 2023).
However, it was noticed that the these leaders also face issues during application and implementation of digital marketing strategies (Cao and Weerawardena, 2023). Thus, it is important to conduct a thorough study to shed light on how these strategies affecting the businesses, particularly the benefits and limitations they face and to suggest strategies for uplifting their business. Such a study will contribute the UK hospitality businesses to to mitigate gaps in terms of managing their digital marketing strategies towards profitability and productivity.
[bookmark: _Toc164868485]1.6 Scope of the research 
The study explores the digital marketing strategies adopted by UK hotels. The scope of this study therefore limits to the UK hospitality sector, where the data collection was conducted based on 7 managers from 7 different hotels in UK. These findings of this study therefore help the leaders of hospitality organisations in the UK to gain a detail understanding of the benefits and limitations of adopting digital marketing strategy within the businesses.  
[bookmark: _Toc164868486]1.7 Structure of the Dissertation
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Figure 1: Structure of dissertation
(Source: self-created)
The chapter 2 of the study is the literature review which reviews the literature towards the digital marketing practices and hospitality industry. It also helps in providing information about the theories related to digital marketing. It also provides the scenario of this sector post-COVID era and how the digital marketing strategy gets transformed in it. It will also highlight the pros and cons of e-digital marketing. 
The chapter 3 of the study is the methodology and methods which includes research philosophy, research paradigm, and research approach. It will also deal with the data collection and data analysis.  
The chapter 4 of the study is the data analysis and discussion which contains information about transformation in digital marketing strategies during the post-covid Era, which strategies were adopted in the post-covid Era. It also specifies which are the implementations of digital marketing strategies and which are the advantages and disadvantages of digital marketing strategies, and which are the suggestions for the improvement of digital marketing strategies. All this information was deducted from 7 managers which were interviewed.
The chapter 5 of the study is the conclusion, limitations, and recommendations. It concludes the work and includes conclusions on 4 different objectives, conclusion of the research problem. It also provides summary of research findings, which is the original contribution of the research and the limitations, and the recommendations.

1.8 Summary
In this present chapter, the researcher manages clear descriptions of the questions, and objectives of the research. Therefore, the aim of this research is also introduced by the researcher through this current chapter. In the discussion part of the chapter, there is a detailed view of all the stages that are associated with the present research study. Through this process, the researcher delivers in-depth knowledge about the areas that are included to perform the research work in a successful format. 
[bookmark: _heading=h.uqc5b1w9qq2t]

[bookmark: _Toc164868487]Chapter 2: Literature Review
[bookmark: _Toc164868488]2.1. Introduction
The chapter discusses the conceptual understanding and produces a theoretical explanation of the chosen subject. The ideas and theories of digital marketing are being discussed here. The situation of the hospitality sector in post-COVID-19 is depicted too. How the industry has adopted digital marketing strategies and the changes in this particular marketing zone are being outlined as well. Positive and negative, both kinds of impacts on UK hospitality due to digital marketing are being analyzed and suggestions are made to increase the assertive efficacy. 
2.2. Idea of Digital Marketing
     As stated by Olson et al. (2021), online marketing provides the platform for the promotion of a brand and is able to connect with potential customers through the Internet. It makes the use of social media, email, and other form of digital communication. Through this, the business organisation can employ specific marketing tactics. 
According to Puthussery (2020), Digital marketing refers to the marketing as well as the promotion of goods or services with the use of digital technology like the web, cell phones, and other electronic media. This helps the company in building, promoting, and distributing brand equality through digital channels. The key elements of digital marketing include easy access, competitive edges, and improved efficiency. Some of the digital marketing techniques include search engine marketing popularly known as SEM and Search engine optimization which is also known as SEO. The data received through digital marketing are reliable in nature and the business organization can use it for its growth.
2.3. Theories of Digital Marketing
Practice Theory: Practice theory addresses certain understanding and socio-technological actions through an organisation to reach the objectives set by human beings.      The Practice Theory was developed by French sociologist Pierre Bourdieu in the late 20th century. This theory is found to be the collective concept which embodies the group of social theories. This theory focuses on how society, social life, and culture depend on each other and developed through different practices. These practices consist dynamic bundle of activities which includes competencies, material elements, and meaning (IGI Global, 2021). The relevance of the practice theory in digital renting is that it helps in analyzing the behavior of the customer and provides the opportunity to organize their specific issues. This theory helps the business organization in conducting research methods, and conceptualization which enrich the understanding of digital marketing (Dwivedi et al. 2020). The use of the practice theory helps in analyzing the digital marketing strategy to identify the goals and metrics of the hospitality sector. Through this, the hospitality sector can choose the right channel and tool to deliver effective service to their customer. It also helps the hospitality sector of the UK to test and optimize the strategy for digital marketing campaigns (Linkedin, 2023).


Figure 2: Practice Theory
(Sources: McDermott, 2019).
     This theory is composed of some inspired practices which filter the social culture between individual needs and the reality of the market as oriented by human agencies. Such filtration encourages organisations to propose and manipulate the consumers to fit into the cultural repertoire by getting engaged in certain practices. The micro improvisation of the market and the modification in the area of socio-technology creates the occurrence of different practices which represent an evolution into the marketers. Internet practices are influenced by this theory as it contributes to making a flexible interpretation of the market to the consumers and signifies the cultural priorities through social media of other digital marketing tools to reach more consumers. Behaviours and practices of the consumers get changed on different platforms which is considered by the internet to regulate their use and implications (Busca and Bertrandias, 2020). As argued by Schmidt (2018), the application of Practice theory is quite blurred as it is unable to make the balance between the social thing and digital upliftment. The arbitrariness of the social practices cannot be declined and even solved through the digital expertise of the current situational advances through the analytics of the theory. 
Honeycomb Model: The model of Honeycomb was developed by Kietzmann, Hermkens, McCarthy, and Silvestre in 2011 and the model has indicated seven functions by practising which social media interaction can be made more effective and credible (Silva et al. 2020). Those functions include Identity, Conversation, Sharing, Presence, Relationship, Reputation and Group. The first one is Identifying by which the identity of the users is revealed and their information can be possible to collect. In the next stage, Conversation becomes essential where the users communicate through comments and feedback so that the things and demands of the consumers relating to a particular brand can be diagnosed by the business (Silva et al. 2020). 
[image: ]
Figure 3: Honeycomb Model
(Sources: Purzer et al. 2021).
In the next stage, businesses get involved in sharing content ideas and expressions through digital media where interpersonal relations in social media are built up and the reach of the digital pages increases too. The present is the fifth stage which mentions the presence of the users and creates an environment for the business to remain digitally connected with them. The relationship focuses on the involvement of the customers in the digital activities of the businesses and reputation standards for the brand image of the business which are held by the company. The feelings of the consumer regarding the brand are expressed. Italy groups are created which are constituted by the followers of any specific business. The customers who extremely favor the brand create a community and interact with the brand also to get the essence of intimacy. However, this model has been criticized with the claim of poor measures of data security and privacy protection. It is blamed that the model possesses an assertive perspective over the breach of confidentiality due to social media functioning (Silva et al. 2020). 
[bookmark: _Toc164868491]2.4. Post covid era in the UK hospitality sector.
COVID-19 has made a devastating impact on the economic situation in the United Kingdom and one of the key roles played by the hospitality sector in this segment. Banning of travel closed borders, the restrictions for quarantine and the grounded flights worldwide caused a huge social impact on the hospitality industry. The social situation for this industry became quite vulnerable also as many people were furloughed from their jobs. But the application of technology is going to make a strong impact in the post-era of the pandemic. To overcome the business, stress the industry is being focused more on researching and drawing a comparison with the other industries of the English market. It assists the business in adapting resilience to the effect of the loss (Ntounis et al. 2022).  
Please elaborate on this section by providing a more in-depth discussion, incorporating relevant evidence and evaluating the challenges faced by the hospitality sector in the UK during the post-COVID era, with a specific focus on the marketing aspect. Ensure to support your arguments with evidence from various sources, citing valid and reliable references.
The post-COVID era of the UK hospitality sector was found to be not favorable as the economic output of the year 2021 was 42% which was lower than 2019. The share of the hospitality sector of the UK economy fell to 2% in the year 2021 from 3% in the year 2019. In this sector, the number of jobs fell by 90,000 in the post era of COVID-19 which comes to 1.3% (Hutton et al. 2022). In the post-COVID era in which all business activities become digitalised the main challenge faced by the hospitality sector of the UK is related to the rise in the influence of online travel agencies. Traditional marketing strategy becomes outdated. Online travel agencies get a boost in the post-COVID period which disturbs the market for the hospitality sector. These agencies receive more than 460 million visits every month (Revfine, 2023).    
2.5. Adaptation of Digital Marketing
As stated by Wynn and Jones (2022), The scale of adaptation of digital marketing is possible to identify by assessing the budget for the sector and the standard of using data on digital marketing and its application to the consumers. The hospitality industry in the United Kingdom is transforming and enhancing its digital skills. They are providing training to the workforce with digital competency and somehow remodeling the process of business as well. The hotel operators are revising their IT strategies to guide the process of change better. Different functional features are being launched so that integrated business software through the cloud can be introduced to operate the digital actions of the business more productively. As opined by Rahmanov et al. (2021), consumers are also making positive reactions to digital marketing as they prefer the promotion of products through digital tools. The customer's contact that the businesses will conduct more potent and transparent advertising and will assess the actual value of the product or the services. Social media promotion is receiving more of a positive reaction. Responses from the target audiences are getting received quickly and the interest in the market by the consumers is increasing also.  As argued by Ritz et al. (2019) Technology acceptance model motivates the participants of digital marketing to adapt to technology more and it is a great help for small business owners. The model initiates the willingness of the marketing employees to practice more technology-based correspondences by which they can be closer to the customers. The use of social media has been so much popular also by the application of TAM. Ideas like the Global Positioning System have been developed through technology by which supply chain of the business has become easier to practice. 
2.6. Transformation of Digital Marketing Strategies in the Post-COVID Era.
As per the viewpoint of Kankam (2022), the use of social media has received many changes due to COVID-19. Communication through social media is increasing and the technique of social distancing has made it possible to be successful through the digital communication system only. After that covid, the practices of social media have become more productive as people have started to invest their screen time in meaningful content to gather reliable information which can assist them in their daily activities and the habits of immersive scrolling have been reduced by it. Even the business has also changed its operation in social media and entertainment has taken the backside and information has become the main motto for the digital pages of the business in the UK. By using digital marketing, the companies are spreading their CSR practices and aiming to achieve the best profits through the traditional consumers by implementing digital promoting. As stated by Nousopoulou et al. (2022), transformation in digital marketing, especially after covid is mostly happening in the supply chain as the process is getting improved and products and services are getting delivered through online platforms. Businesses are going through various systematic approaches by which digital strategies are possible to implement effectively. Communication among the different departments of any business has become more accessible and the resilience and flexibility of any business are increasing which is contributing to competitive advantages for them. By retrieving information, the businesses are predicting the changes in the business environment in advance and therefore, implementing necessary protection is possible. 
The digital marketing strategy that had been adopted during the post-COVID era includes video ads and advertising the social media campaign. This strategy helps marketers in the UK to use social media as effective performance promotional tools. Through this huge spending of 3.6 billion pounds had been done every year on advertising. Social media like Instagram helps boost the brand and is able to grab the audience's attention (Statista, 2023). The strategy of social media marketing helps gain importance after the covid which transforms business activity. This helps in transforming the behaviour of the consumer related to their decision-making. This helps in establishing the dynamic electronic marketplace which includes consumers, opinion leaders, and market experts (Mason et al. 2021).
2.7. Benefits of Digital Marketing Strategies     
Economic Opportunities:
 Digital marketing has created new opportunities in the economy as many new kinds of products, services and markets have been launched in the post-COVID-19 situation. Die to digital marketing products have become a bit more cost-effective and popular. Due to the presence of the internet, the products which are being mated in the digital media are getting better limelight and the sale of those products is getting increased more than the physical products. Regarding the restrictions on mobility and trade commerce, the scope of access has increased due to the digitalization of the marketing system. The routine of consumption for the younger generation is becoming more effective by it also (Almeida et al. 2020). 
Improvements of operation: As argued by Leue et al. (2013), digital marketing is creating the scope for the hospitality industry to improve their operation and services considering the reviews and the process of decision-making of the companies have been modified too. Social media has made direct sales a more reliable system of business and the intermediaries are being entertained less. This is improving the consumer relationship and the negative impacts of word of mouth are reduced by that. Therefore, the risk of booking potential holes has declined. 
Declination of geographical barriers: As per the opinion of Veleva and Tsvetanova (2020), Geographical barriers have been declined with the help of digital marketing in European countries. The customers can communicate with the business representative through digital tools and can examine their reviews as well through different digital mediums, they are not required to be present physically. Digital tools assist in measuring the marketing results and it becomes effective to calculate whether the marketing strategies of the businesses are making any fruit or not. 
2.8. Limitations of Digital Marketing Strategies 
High pressure: Digital marketing is producing some adverse impacts on the hotel industries in the UK and those are especially applicable to the new properties. Due to the strong presence of digital orientation, the demands and cultivation of the customer's needs are so important for the hotels that in many cases their one identity is getting lost. The hotel managers are aiming constantly to enhance their standard of performance, which is causing immense pressure on the employees. The managers are facing the issue of maintaining a balance between traditional employees and the new trends of the business. Developing effective marketing strategies is difficult also considering the new trends as market research of this specific sector cannot lead to much help. Chain management is not being able to implement a strategic objective by which the central idea of the business can be protected (Başer, 2020).   
Inadequate performance: The impact of digital marketing was severe on the employees of the hospitality industry which led to hindering its performance. The strategy of digital marketing was new to the employee and required training for the same. Without effective training, it creates an impact on the organization's performance. It is mostly happening to the new hotels because they are in the mint to make a place in the market and to satisfy the customers, the new hotel companies are desperate which sometimes causes a compromise in their management of human resources (BASNET, 2023).
Breach of intellectual property: As per the viewpoint of Yurovskiy (2014), the security of intellectual property has been very weak due to digital marketing as the ideas and concepts and even copyrights are getting copied by others in USA. Too much online culture is ruining the experiences of personal touch and the whole process is getting very materialistic. And most importantly, hospitality is a service-oriented business and the experience of staying at a hotel will determine the quality of that service. It is hard to market such a business through a digital process where there is no scope for human touch. 
Digitalization creates challenges towards the security of intellectual property as it refers to the creation of minds like copyrights, trademarks, and patents and required protection like any other property right. However digital marketing leads to create an impact on it by ineffective IP protection (Legamart, 2023).
[bookmark: _Toc164868495]2.9. Summary
The chapter has addressed digital marketing as a tool of communication by which solid customer relationships can be established. Practice Theory and the Honeycomb model have been referred to in the study to explain the efficacy of digital marketing in the current business context. The behaviour of customers and businesses is changing through the adaptation of digital marketing strategies as the use of social media is increasing in a positive outlook. But competition is getting more severe for that. Metasearch and advertising through digital challenges can help companies overcome such issues. 


[bookmark: _Toc164868496]Chapter 3: Methodology 
[bookmark: _Toc164868497]3.1. Introduction
This chapter will discuss the methodological dynamic of the dissertation. The philosophy and paradigm which the research follows, the approach which has been adopted by the research and the stance which is exercised by the research work discussed in this chapter. The strategy and the design which the researcher has chosen to apply are described in this chapter. The method for collecting and analysing data is evaluated in chapter three. The research maintains some ethical considerations which are being remitted too. 
[bookmark: _Toc164868498]3.2. Research philosophy.
The research philosophy which is focused on interpreting the consumed knowledge through the different study elements based on the interest of the researcher is called interpretivism (Research-methodology, 2024a). As stated by Pham (2018), using this research philosophy, the researcher has been able to gain core knowledge about the subject of digital marketing and the understanding of impact of such marketing procedures on the hospitality industry of the United. The research philosophy has assisted in making a specific research whiteout conducting a general analysis of the subject only. A diverse perspective has been possible to achieve by it. 
[bookmark: _Toc164868499]3.3. Research paradigm.
The subjective assumption of research which becomes possible to construct with social relevance and where experiences of reality make a great help to produce different perspectives is called the Interpretivism paradigm (Nottingham, 2024). The research prefers to choose interpretivism as the research paradigm too as it added a brief understanding and reasoning in favor of the subject and motivated also to analyse the social situation of the hospitality industry in post post-COVID-19 era. The essentiality of digital marketing has been possible to explain better through the application of this paradigm as the meaning of the phenomenon has been possible to explain well (Nickerson, 2023). 
[bookmark: _Toc164868500]3.4. Research Approach
The research approach which produces the result through theoretical explanation and observation is called inductive. It develops the explanation of the research subject by theoretical justification and process of altering constructive (Research-methodology, 2024b). The researcher has chosen this approach to draw a general conclusion which can be consistent for every individual too. The situation of the hotels in the UK due to digital marketing cannot be similar but with the help of the inductive approach, the research will be able to draw an overall outcome which can be concise for all the institutes of hospitality industries in the UK. Besides that, flexibility and the opportunity to attend the context close are some of the benefits which support the choice of this approach (Warwick, 2024). 
[bookmark: _Toc164868501]3.5. Methodological stance
To conduct this methodology eight stages have been followed. The research onion by Saunders has been used as the expert guide to prepare the methodological stance. The philosophy and paradigm have been chosen after choosing the topic only on how the research will proceed. Then the approach has been taken to decide what kind of approach will be followed during the research. Then strategy and design were planned to choose the right type of collection of data the participants were selected and how their opinions will be used in the research formulated. Lastly, data have been analyzed and a conclusion has been prepared. Throughout the research, ethics have been regarded properly. Lastly, data have been analyzed and a conclusion has been prepared. Throughout the research, ethics have been regarded properly. It helps in understanding the modern research method and is able to consider the strengths and weaknesses for the same (Žukauskas and Veinhardt, 2018).
[bookmark: _Toc164868502]3.6. Research strategy and design.
With the use of Saunders research onion, the Interview is a potential research strategy which can assist the researcher in learning from practical experiences. The actual situation in the hotels and the true impact of digital marketing can only be possible to know through action research. The issues which are being faced by the research participants with respect to the chosen variables can be assessed well by this research strategy. The real situation of the hotel industries and how much those are being benefited through digital marketing have been drawn well by the action research (Spada, 2024). Concerning design, primary qualitative research has been chosen by the researcher for this dissertation by which a theoretical relationship has been possibly established between the raw data and the existing researched information. The qualitative research method has helped to make a comparative discussion between the actual situation faced by hotel managers and the description of the theoretical benefits of digital marketing in post-COVID situations (Sileyew, 2019).




3.7. Research sample and population.
The non-probability sampling method has been used for the selection of units of the population. This method was chosen because it does not require a complete survey frame. It is an easy, fast, and inexpensive way to obtain the data. It helps eliminate the high cost associated with the collection of data and reduces the burden on respondents (Statcan, 2021). The advantage of using this method is that it provides a complete and accurate list of the population through research objectives and criteria. It also helps in allowing access and exploring the phenomena as well. On the other hand, the disadvantage of using this method is that it increases the risk of bias and error related to the subject choice of the researcher (Moffat, 2023).
By assessing the collected primary qualitative data, all the information will be analyzed and a self-made judgement regarding the situation will be created by the researcher. The statements of 200 participants regarding the hospitality industry in the UK and the marketing dynamic of the hotel by using digital marking will be collected and based on those experiences a decision will be made by the researcher. It helps the researcher to learn about the specific group which is the hotel community in this research (Indeed, 2022). Managers should be the population for this research and seven managers from different hotels in the UK will be interviewed in the research. Those could be chosen for the research because as they are handling the management of the business, the usefulness of digital making in the post-COVID era can be elaborated by them better. They could also underline the positive and negative sides of this technological advancement on business.  
3.8. Data collection and data analysis
A questionnaire is an effective tool for data collection, and it is essential for conducting interviews as well. This is a set of questions which is provided to the individual research participants to explain their perspective in their language and no options are provided to them. The process can save costs for this research for which it has been chosen. Besides that, the interview questionnaire will provide the flexibility and freedom for the research participants to expand their connections explicitly and accurately (Cleave, 2023). To analyse the collected data, the research has chosen thematic analysis which will set a connection between the researcher's theory and evidence with the collected data from the interview of the managers. An understanding will be built about the true conduct and digital marketing and which percentage of theoretical assumption is accurate will be proved also. It is a flexible process and can sort large data well. As seven managers will be interviewed for this dissertation, it will be properly applied to conclude (The Academic Papers, 2023). 
The need for a questionnaire is important as it is the research instrument which consists of a series of questions with the purpose of gathering relevant information from the respondents. The questionnaires help in proving the cheap, quick, and efficient way to obtain a large amount of samples from the people. The information collected through this method can be easily converted into quantitative data which helps in further analyzing the information. On the other hand, its limitation includes that it provides less scope to the respondent towards supply of the answer which can reflect the true feelings (Mcleod, 2023).
[bookmark: _Toc164868505]3.9 Ethical consideration

Consent and confidentiality are the two major ethical considerations which have been maintained throughout the research. The statements of the managers have been kept secret and their identity and any sort of indication regarding their professional space have not been disclosed. A consent form has been provided to them and only after filling that, the interviews be taken (Bhandari, 2022). 
[bookmark: _Toc164868506]3.10. Summary
The chapter has discussed the process of making the research by simplifying different methodological techniques. To protect the philosophy of research interpretivism has been chosen and the same has followed in the paradigm also. The inductive approach has helped to produce the analyzed concept of balance of experiences and theoretical knowledge. Primary qualitative research has been performed to collect data through interviews with the managers of the hotels in the UK as they have played the role of participants in the research. Their consent and confidentiality have been prioritized.





[bookmark: _Toc164868507]Chapter 4: Data Analysis and Discussion
[bookmark: _Toc164868508]4.1 Introduction
The chapter will analyse the opinion of the managers and will establish a relation between the collected data and the gathered theoretical understanding. The chapter will highlight the areas where the managers are facing some real problems which are being addressed properly by academic literature. The core actuality of the hotel industry in the UK in regard to digital marketing, the application of the marketing medium, the original outcome and the barriers to implementation are the concerned areas based on which the managers have been interviewed. Seven marketing managers from seven hotels based in London are the research participants and a questionnaire of 5 questions has been prepared for them. 
[bookmark: _Toc164868509]4.2 Analysis and Discussion
Demographics of the participants
	Manager
	Age
	Gender
	Position
	Experiences

	1.
	35
	Male
	Marketing Executive
	Eight

	2.
	42
	Female
	Marketing Head
	Thirteen

	3.
	33
	Male
	Marketing Manager
	Six

	4.
	52
	Male
	Marketing Strategist
	Twenty

	5.
	38
	Female
	Marketing Analyst
	Eleven

	6.
	47
	Male
	Promotional Head
	Eighteen

	7.
	29
	Female
	Marketing Consultant
	Three




Theme 1 (Objective 4): Transformation in digital marketing strategies during the post-COVID era.  
Analysis
From the interviews of the managers, it has been found that different areas of digital marketing have been focused on them. However, it has been mostly seen that social media is the core focus for the maximum as during the pandemic people have got engaged too much with social media. 
As stated by Manager 6 “Considering the financial crisis and high living cost in post post-COVID period we have planned to provide good discounts to the customers as that will seem beneficial for them and will attract them too. We have planned to provide special discounts for our social media followers. That will enhance our social media page and increase our popularity too”. Similarly quoted by Manager 2 “We have made the strategy to focus more on social media platforms after the pandemic. We will aim to reach the target of 1 million subscribers on our YouTube channel and 1.5 million followers on Facebook and Instagram. Besides social media no other digital strategy is getting fixed in permanent as the other digital marketing mediums are still in donuts for us”.
The statement of the manager implies that the business has focused over the customer discounts through social media so that the followers get more attracted towards the business and better revenue become possible to generate. The UK hotels are very much ambitious to reach high amount of followers in social media as they have become aware with the fact that this could be the best possible route to reach the most numbers of target customers. 
As quoted by manager 4 “Targeting the corporate customer is the strategy which we are aiming to make through digital marketing strategy. Corporate media always prefer digital representation and being the IT hub, London often has corporate meets. By making our hotel digitally equipped, we are able to attract more corporate customers”. 
Digital making is being proves to be effective in the case of corporate customers and the business trips are mostly being organized through digital platforms. That is making the hotel managers more encouraged in making arrangements for the office trips. Specially, considering the expansion of IT industry in the London, this is being a very profitable impact of digital marketing to the hotels. 
As stated by Manager 1 “We have planned to shift the whole booking procedure into digital form and that will get regulated through our website and some other travel companies who operate in digital medium only. We have decided to close all physical partnerships with the travel agent companies as that has cost high for us during COVID-19 and physical travelling causing issues due to COVID protocols and decreasing traveling enthusiasm also”.
SEM and RWD are also being concentrated by the hotel managers of London to increase their visibility in the travel world. During the pandemic, due to the lockdown, people were completely detached from travelling and after the evocation of the lockdown, they jumped into tourism and often searched for hotels and stays. 
As stated by Manager 5 “In post COVID era we have made the strategy of conducting Search Engine Marketing (SEM). Browsing is the most common act of practice for the people o not only in London but also in other cities of the UK as well. It will give us a large exposure in the business. After the pandemic was over, the tendency to travel among people has increased and they were in search of good hotels. We are aiming to optimize this opportunity”.
Optimizing search engine is also becoming one of the major digital trends among hospitality business. Customer are now feeling safe with prebooking procedures and therefore they always attempt to book their hotels through various digital tourism platform in advance. To make the hotels and properties more visible to the customers the hotel in the UK is trying to be more frequent through search engine. 
As quoted by Manager 7 “Response Web Design is the digital marketing strategy which we are following at present by which the visibility of our website on the screen of the customers has increased. After the pandemic is over, travelling has been frequent and people prefer to choose the popular one to avoid fraud”.
Hospitality companies are aiming to increase their visibility in various search engine so that the constant knock can help them to become popular among the potential customers and maximum numbers of people can get to know about them. 
As stated by Manager 3 “Collaboration with bloggers and social media influencers is our new strategy which we will execute through digital medium. It will provide us with indirect publicity and positive feedback as well. We have made such a strategy because during the pandemic people got very attached to travel blogging to satisfy their own urge to travel. Since then, the bloggers have started to possess a strong influence over the customers which we are planning to use in our promotion”.
The population says that they have started to take help from through social media channels and maintain those platforms through expert suggestions. Social media influencers and bloggers are getting associated. Improvement of websites and email marketing is the motto of many as well to avoid fraudulent conduct.  
Discussion
As per the literature review, the hotel industry in the UK is adapting different strategies in digital marketing and they are configuring various digital tools and systems so that customer relationships can be made more effective. Social media marketing is being represented as one of the mandatory requirements in digital marketing and therefore, hotels are developing their channels on different platforms. To reach the target audience, different tactics are being followed by the hotels (Rahmanov et al. 2021). 
Employee development has been mentioned to be one of the core conducts of the hospitality industry in the UK so that the employees can adjust themselves better to the changing working atmosphere and can adapt to the needs of the changing working environment significantly. It has been also identified that hotels are to make their advertisement with the help of cloud and other technology-driven procedures and things are tried to keep clean, transparent and direct (Wynn and Jones, 2022). 
On the contrary, constant change is being seen among hotel companies regarding their technological strategies as they are not able to get fixed in one and cannot be confident in any single strategy unless a proper amount of time is provided to to check its success. Despite hag immense digital promotional influence, transportation regulation due to the coronavirus crisis and its precaution, the whole traveling thing has become very complicated which is distracting the people to move even after the COVID has gone (Ianenko et al. 2022). 
Theme 2 (Objective 2): Strategies adopted and implemented in the post-COVID era.
Analysis
Various strategies are being opted by the hotel companies in the UK so that the loss of hospitality sector can be possible to cover up. For implementing digital marketing strategies, different ways and processes are being implemented by the hotels. 
As stated by Manager 5 “Search Engine Marketing we are doing at present. We have collaborated with Google and Safari; the two famous browsing software and it is giving us immense popularity. More people from different corners of the country are getting to know about us and bookings have increased too”.
Managers have mentioned that they have mostly focused on social media content and channel advertising. Besides that, search engine marketing and Response Web designing are being chosen by some companies also. Besides that, to conduct SEM, Google and Safari are associated with one hotel as mentioned in the interview. The managers are trying to gather opportunities by which they can reach the maximum number of customers and increase their bookings too. Followers and subscriptions are aiming to increase, and these are being used to offer discounts to the customer so that they sustain with the digital presentation of the hotel. 
As stated by Manager 3 “Blogging is our current path of marketing”. Also mentioned that “We invite popular travel bloggers and social media influencers to London in our hotel and arrange 2 2-night 3 3-night city trips for them for free. In return, they promote our hotel in their channels and their positive feedback and reviews assist us in dragging their fanbase to our property”.
Blogging has been chosen as a reliable strategy by hotels. Association with social media influencers are in the most effective digital marketing strategies in the hospitality industry. The reviews of them makes strong impact on customer mind and that guides them to book specific hotels and resorts as well. 
As stated by Manager 1 “We have planned to shift the whole booking procedure into digital form and that will get regulated through our website and some other travel companies who operate in digital medium only. We have decided to close all physical partnerships with the travel agent companies as that has cost high for us during COVID-19 and physical travelling causing issues due to COVID protocols and decreasing traveling enthusiasm also. We have modified our website where the booking system has been introduced recently and the customers can now book their rooms directly with us. We are in collaboration with “Make My Trip” and “Trivago” now.”
Collaboration with digital platforms has been initiated and partnerships with hospitality companies are also some reliable strategies which have been adopted by the participants in their businesses. As mentioned in the interview, direct booking is arranged to implement the efficacy of digital platforms. The hotels are collaborating with promising travel applications like Make My Trip, Trivago, Airbnb etc. Social media experts are hiring so that the promotion of hotels through the channels becomes successful. 
As quoted by Manager 2 “Utilisation of social media is our core marketing plan now”.
As per the literature review, SEM and social media are considered the most reliable digital marketing strategies. Through social media, direct opinions of the customers are received which might influence the decision of the followers and SEM increases the reach of the hotels to the customers. 
As stated by Manager 4 “Field specification is the process which we are following now”. He also said “We have arranged all kinds of digital accessories which are essential for corporate gatherings like projectors, conference rooms, large cinematic digital screens etc. We conduct email marketing to corporate organizations and approach them to choose our hotel for their upcoming corporate events”.
The hotels are concentrating in research and development and that is guiding them to identify that on which field hospitality has the most requirements. The specific data is guiding the company to make effective investments. Effectiveness of digital marketing in business collaboration making the hotel managers of the UK interested to arrange more business function and get togethers. These types of functions are enriching the presence of the hotels in the corporate world and there is major hope that positive recommendations by the business associates will arrack their family and friends too. Work of mouth will be an effective advantage in this regard. 
As stated by Manager 6 “Digital discounts are the marketing idea that we are practicing”.
It is helping the pioneer company to immense sales as the followers of both the institutes are putting their focus on the hotel brand and making good income for the hotel. 
As quoted by Manager 7 “We are conducting digital partnerships. We have made a partnership with “Airbnb” and every time one visits their website will get notified by our hotel. Besides that, properties are also available through Airbnb”.
Digital collaboration is being found to be beneficial by the hotel companies as this is merging their social media followers and digital reach and customer base is getting shared by that. As discussed above, the hotels in the UK are preferring to collaborate with different tourism websites was that they can become easily accessible to the customers. Bookings properties through these websites are quite flexible and cost effective and therefore, this is used by the customers. The managers want to execute that benefit. Besides that, the manager is focusing on handling the social media pages effectively and they are preferring to make frequent posts on digital platform so that direct customer interaction become possible. 
 Discussion
Hotels are hiring web design teams to assist them in preparing digital images and when such images are visible on the websites of reliable hospitality service provider applications, the popularity and impression of the respective hotel increased (Antonigray, 2022). Social media also increases the visibility of hotels. Communications are easier which is helping the hotels to get access to the customers easily (Nousopoulou et al. 2022). Contrary to the literature review it has been recognized that digital collaboration is providing success and more growth to the businesses. 
As per the literature review, communication through social media is the key implementation for the hotels through social media marketing. The authorities connect with the customers through comments on social media platforms, receiving feedback from them as well. The website is being made highly informative. As customers have started to contribute reasonable time for good use of social media, they are able to check the reviews of bloggers and social media influencers about different hotels. SEM and RWD are some of the techniques which are being used in the digital marketing system by the hotels of the United Kingdom (Kankam, 2022). 
The theory of Practice and the model of Honeybomb are being used by the companies also. Through the theory, the companies are encouraging flexibility in their operation by which the customers can book their rooms through the direct websites of the company or regarding mediums like different travel webpages. The culture of the customers is being prioritized and therefore, the corporate and family customers are being differentiated (Busca and Bertrandias, 2020). Through the Honeybomb model, a relationship with the customers is trying to be established and therefore, special discounts are provided to the followers by some hotels (Silva et al. 2020). 
From a different perspective of the literature review, target audiences are being focused on while implementing digital marketing strategies. As per the statement of the managers the people who are using social media especially the customers who are using YouTube, Facebook and Instagram are the main focus of the hoteliers. Journey mapping through the website and solving the queries of the customers are some of the inputs which are being made in the digital marketing services. Copyrights of the digital contents of the hotels are being protected through effective legal adverse (Ologunebi and Taiwo, 2023). 
Theme 3 (Objective 3): Advantages of digital marketing strategies
As opined in the interview, through digital marketing, the customers are able to know about the property more. They have a full view of the rooms, amenities and other appliances. On the other hand, the hotels are receiving better reach. Positive feedback and reviews are helping to attract customers. 
As stated by Manager 4 “Corporate clients help us to have more family clients as well. The administration often comes to attend corporate meetings, and back with their family as well. Through digital marketing, we can refer to our data stock to address which corporate clients are bringing more customers for us and based on that we provide their special discount deals which increase the chances for us to be the first preference”. 
As quoted by Manager 2 “We have collaborated with Google and Safari; the two famous browsing software and it is giving us immense popularity. More people from different corners of the country are getting to know about us and bookings have increased too”.
Communication with the customers has increased too. Customers can identify whether the hotel is of premium quality or cost-effective based on the customer's mentions. Queries of them are getting solved properly. Hotels are receiving data about the customers which they are able to use later to revise their marketing or to acknowledge them about the recent offers. 
As stated by Manager 1 “Due to direct booking facilities through the digital portal, we are able to more flexibility and discounts to the customers. Besides that, pictures of our property are attached to the website which is attracting customers. The reputation of the travel companies is also helping us to establish a good image with the customers”.
As quoted by Manager 7 “The people who prefer to travel cheaply will search for our website as Airbnb is known for its cost-effective accommodation. It will help us the customers of Airbnb with us directly”. 
Flexibility is the key feature of digital marketing and that assists businesses to assume that what kind of balance they need to introduce in their system. Direct booking through company websites provides many extra benefits to the customers including profitable price and direct customer relationship. 
As stated by Manager 6 “It is not only increasing our followers, but bookings are increasing too. Even customers are encouraging others to join our channels. Data about the customers are being received to drop a query, details are needed to fill and those are being used by us later for conducting direct marketing”.
Research and development are helping the hotel companies with ample amount of data and those are being very helpful for the businesses to make accurate assumption regrading customer preferences. Based on those the hotels are being able to modify or prepare their service so that good customer experiences can be delivered. 
As stated by Manager 5 “It is helping us to make the information reach the customers properly and they are being fully acknowledged about our hotel. More queries are being dropped by them and we are able to make our websites more comprehensive and informative”.
Along with this digital advertising of the hotels is delivering display facilities to the customers by which they are being get rid of all their doubts and queries regarding the properties where they intend to stay. 
As quoted by Manager 3 “Travel videos and the statements of social media influencers make a huge impact on the decisions of the customers. This digital marketing strategy is helping us to attain high numbers of customers and make our hotel a premium property as well. It is being noted as a luxury symbol for London travel”.
Social media presence through the bloggers or other social media personalities is generating huge profits for the hotels. The glimpse of luxury life is encouraging the customers to avail such facilities and the business is growing by that. 
Discussion
The literature review has stated that new digital services have been launched by hotel companies. Legal protocol on trade commerce has been increased and by the influence of social media, young travelers are being encouraged towards the hotels more (Almeida et al. 2020). The reviews of social media are impacting the decisions of the hotel owners and Customer relationships have been improved through effective communication and the live audience is being possible through blogs and social media reels by which the limitations of word of mouth can be avoided. Services and operations have been improved through effective data analysis (Leue et al. 2013). Not only the customers, but the companies are also owning clarity about the perspectives of the customers regarding the hotels and the feedback and reviews of the property in digital medium making assertive guidelines for the collegians as they are being able to address the current trend of the hospitality business. Digital marketing also recognizes the need of the customers most efficiently (de Almeida, 2014). 
Theme 4 (Objective 3): Disadvantages of digital marketing strategies
As stated by Manager 1 “Due to the heavy usage of digital media, it has been highly competitive to run a hotel business in London. Besides that, as there are so many options, the customers are being confused as well”.
As quoted by Manager 2 “Nowadays people are very serious about social media, one bad review costs us heavily. Therefore, the employees remain very conscious and feel extremely pressured all the time to make the customer, please. Work stress is increasing for them.”
The popularity of social media is trying to be in cash by every individual business and that in increased market competition. Besides that, extreme sincerity regrading the posts and comments of social media is sometimes making adverse effects to the business. One negative review can destroy the whole market reputation of the hotel company. 
As stated by Manager 5 “We have collaborated with Google and Safari; the two famous browsing software and it is giving us immense popularity. More people from different corners of the country are getting to know about us and bookings have increased too”.
The services which are being promoted, customers are being focused on that only and the traditional services are being ignored. Due to irrelevant queries, the productivity of the employees is going to waste as those are consuming time and focus of the employees. Misleading is occurring too as the customers often mistake collaboration and originality. Fraudulent activities have increased also. 
As quoted by Manager 3 “The demands and tantrums of the bloggers and social media influencers are hard to bear with. Sometimes if all their appeals are not provided, they make bad reviews intentionally which causes reputation damage for the hotel”.
Dissatisfaction of social media bloggers can be a major repercussion and that can make huge damage to the public relation of the hotel. Intentional negative review can be made by them which can destroy the customer base of such hotel. 
As Quoted by Manager 7 “Many customers take it the wrong way and they often get confused that we are one of the branches of Airbnb. They relate the bad experiences with other Airbnb properties with our also”.
As Quoted by Manager 6 “The issue is that as the access to search engines is all, therefore many people make an approach to us or send queries who are not that interested in optimising our services. They just randomly ask for prices or locations which are already mentioned on the website. Therefore, unnecessary management blocks space and time for the employees which is a kind of drainage of productivity”. 
Irrelevancy is a major issue in social media and in most of the posts or feeds are consists with certain contents which do not have any realistic value. As the access of digital media is very easy, people often ask unnecessary questions which cause drainage of time and resources. 
As stated by Manager 4 “In digital media, as our reputation is mostly as corporate hosts and people prefer to believe what they see, individual travellers prefer to avoid our hotel. Sometimes visualisation reduces the interest in going into detail and therefore, customers often skip other amenities”. 
Too much corporate friendly is also being a disadvantage for some hotels in the UK as the people who are aiming to spend time its family or friends are avoiding such hotels by being concern about the too formal atmosphere in it. 
After examining the promotional strategy that does not violate any rights of intellectual property or others decisions must be taken. In addition, it is also being seen that access to digital media is getting misused by many sources and the company therefore must organise appropriate legal protection to crack such deals. 
Discussion
In opposition to the literature review, as argued by (Rogers and Song, 2023), legal protection in digital marketing has become a compulsion as businesses must be aware of the fraudulent activities which are being conducted in online promotion and the legal protection and disciplinary be well known by the hotels also. As stated in the interview, digital marketing has caused some issues for the hotels as well. Competition has become extremely high for digital marketing in the hospitality industry. Therefore, the employees are under extreme performance pressure. The negative reviews are causing huge reputational damage. 
The fact has been considered by the literature review also that if the demands of the customers are not possible to fill anyhow, that causes heavy repercussions for the hotels. The competition is high and everyone is trying their best to satisfy the customers. As all the hotels are constantly trying to improve their level of work, the employees are suffering, and they need to bear extreme work pressure. Stress is causing them. Sometimes line and chain management fail to depart their operation based on services which is causing confusion for the customers (Başer, 2020). 
Theme 5 (Objective 4): Suggestions for the improvement of digital marketing strategies
Analysis
As quoted by Manager 1 “I think the hotels need to plan to do celebrity promotion which will cause more reliability to our brand. The hotels should feature their own USP”. 
As suggested in the interview, the managers are planning to include celebrities in the promotion of the hotels. They are also arranging different tours and get-togethers to reduce the stress for the employees. Sustainability is optimizing to make the employees motivated towards their work so that they can combat the work pressure.  
As quoted by Manager 4 “It is essential to reframe the digital advertising so that all the services will be covered in balance. Hotels should operate different websites for corporate service and leisure”.
Websites are being differentiated for different services. To avoid unnecessary queries, the managers are restricting questions for queries in option. Mobile marketing focuses on reaching customers faster and more accurately. Legal protocols are concentrated too so that unreasonable claims can be mitigated easily. 
As stated by Manager 3 “It is necessary to establish a proper legal setup to deal with social media influencers and bloggers. Contracts will be drawn based on their own terms so that future issues can be avoided”.
Legal precautions in digital marketing is essential as that construct a legitimate ground of practice of social media activities for the hotels of the UK. Any kind of illicit behaviors will become possible to control by that. 
As stated by Manager 2 “Working on employee sustainability will be helpful so that they can handle the work environment well. Rearranging some programmes for them in compulsion which will make them relax and provide some break from work from time to time so that they can get back with better energy”. 
We have arranged all kinds of digital accessories which are essential for corporate gatherings like projectors, conference rooms, large cinematic digital screens etc. We conduct email marketing to corporate organisations and approach them to choose our hotel for their upcoming corporate events.
As stated by Manager 5 “A questionnaire must be set up based on the general questions regarding the hotel. The visitors can only choose those questions and that will help the hotelians to avoid the irrelevant ones”.
As quoted by Manager 7 “SMS marketing must be added along with Response Web Design so that the people who visit the websites through Airbnb will receive direct SMS from the hotels. It will make things clear to them”.
In addition, Trust and positivity in the relationship with the social media followers and other customers also must be maintained so that they can remain in touch with the services of the hotels. Enquiry questions must be included to the websites of the hotels so that the general inquiry can be solved to the customer at any time and any moment.  
As quoted by Manager 6 “Offers made by the hotels should be revised. Improvising the strategies is a must so that only the joiners of the channel will get the discount so that things become a bit filtered”. 
Cost effective services can be one of the most traditional but contemporary marketing idea which is also very relevant with digital world. Discounts and offers will makes the customers delighted and will drag the traditional customers also who prefer to maintain off line hotel management. 
Discussion
A literature review has found the suggestion that the traditional practices of the hotel industry must not be forgotten as the companies must feature their core services with importance for peer attraction. Collected data must be used for effective metasearch so that those can be implemented for the benefit of the business and to conduct direct marketing in future. The digital application must be used also so that the marketing can be made more meaningful (Catala Consulting, 2023).
Focus on social media marketing is one of the core needs in the implementation of digital marketing and in the research, it has been identified that social media interaction is the primary demand of the customers and the performances of social media contribute is establishing a strong business network in the hospitality industry. The expectation of the customers is possible to comply with through the proper use of social media and the inclusion of social media in the marketing strategies of the hotel companies will develop a good digital relationship between the customers and the hotels (Leue et al. 2013). 
If the communication between the business and the individual is proper the success of digital marketing will be ensured as the customers will prefer to select those accommodations only in which they have confidence. It will increase the competitive advantages of that particular hotel and will benefit the sales of the hospitality industry (Hartono et al. 2020). 
[bookmark: _Toc164868510]4.3 Summary
[bookmark: _heading=h.7x5gklb6k660]The chapter has gathered the opinions of seven managers from different hotels in London. The changes which are being faced by them in the area of digital marketing and they are associating with those changes have been described by them. The pros and cons of digital marketing have been elaborated by the managers and the suggestions which are being optimized by them have been discussed in this chapter also. The statements of the managers have been related for discussion with the information received from various journals, and articles in literature review.


[bookmark: _Toc164868511]Chapter 5: Conclusion, Limitations & Recommendations
[bookmark: _Toc164868512]5.1 Introduction
This chapter concludes the research with the results of the findings. The ultimate decisions which are being made based on the objectives have been discussed in the chapter. A summary of the findings and limitations which have caused barriers in the research are stated in this chapter. Some recommendations have been associated with making digital marketing better and more appropriate.
[bookmark: _Toc164868513]5.2 Conclusions on each objective
[bookmark: _Toc164868514]Objective 1
This objective is related to the first question. It has been noted that the hotel industry of the United Kingdom is going through many changes in digital marketing in the post-COVID era as the companies are getting more attached to social media and various digital tools, platforms and marketing strategies are being used. The transformations have been identified well by research. It has also been noticed that travelling has been very hazardous due to COVID precautions and that is distracting people to stay in hotels. Websites of the hotels are being developed to serve more information regarding their services and digital collaborations are being performed too.
[bookmark: _Toc164868515]Objective 2
This objective is related to question 2. Bloggers and social media influencers are getting involved in marketing. Email marketing, SEM and RWD are being used to implement the changes. Followers are aiming to increase and collaboration with digital channels is being initiated. The implementations of the changes have been known explicitly by it. Legal implementations have been so that copyrights of digital marketing ideas can be protected and fraudulent activities can be avoided. Expertise is getting hired to handle social media efficiently.
[bookmark: _Toc164868516]Objective 3
This objective is interlined with questions 3 and 4. Customer relationships and communication are being improved with the help of digital marketing. More customers can receive the property, its benefits, amenities and other details to serve the customers with better transparency. On the other hand, competition has increased, and work pressure has become high too for the employees. Legal issues are getting raised and poor reviews are causing severe damage to the brand. Both the benefits and limitations of digital marketing have been understood well by the research. Feedback and reviews are delivering positive guidance and competitive advantages are getting increased. Communication with the customers has increased as well. But legal issues are rising up and the personal touch is getting lost.
[bookmark: _Toc164868517]Objective 4
Question 5 is representative of this objective. Focus on metasearch and traditional features are suggesting highlight more. Digital associations are being encouraged too. Assertive suggestions have been received by the research. The research has suggested methods which can help UK hotels implement am attractive digital presence which will not only encourage the customers towards the hotel to avail its services but will also increase the brand reputation in the business. 
[bookmark: _Toc164868518]5.3 Conclusion of the research problem
It can be concluded that social media marketing has benefits but risks as well. Dissatisfaction of any customers can be a serious issue for the hotel. Cloud, browsing digital applications are used with all possibilities. Competition is increasing in balance with stress. Legal conflicts are appearing too. Changes in customer behaviour have been identified through the research as they are investing a good time in researching the hotels before planning their journey. They are referring to social media feedback, reviews of the bloggers and watching reels of social media influencers. The reach of the pages of the hotel websites is increasing and relationships and communication with the customers and the hoteliers are developing also.
[bookmark: _Toc164868519]5.4 Summary of research findings
The research has found that digital marketing has become very popular in the hospitality industry. Bookings have been easier for that as the hotels are now able to communicate through their direct websites or other digital platforms. Properties are possible to see before entering the hotels. Amenities and feedback are received through social media. It is important to always perform at best and that is creating pressure on the employees. Metasearch is dependent on data analysis and contact directly with the customers.
[bookmark: _Toc164868520]5.5 Original contribution of the research
The research can help future researchers who are aiming to work on a similar subject. They can receive ideas about the changes in digital marketing after the pandemic hit the hospitality industry. They can not only get an idea about the changes in the digital marketing of the hospitality industry but also gather information about the real implications of digital marketing in the hotels of Lonon. The authorities of different hotels in London can also use this research to make them acknowledge digital marketing and the balance they are required to make in their decision and conducts.
[bookmark: _Toc164868521]5.6 Limitations of the research
Restrictions of time and limited resources are the two major limitations of this research. The hospitality industry is vast in the UK and if more managers or representatives of the hotels in London and other cities were interviewed, then the discussion and analysis would be possible
to make better. More constructive and comprehensive ideas regarding the application of digital marketing would be possible to identify. If more resources are received, the practical usage of different digital tools can be mentioned through practical experiences by contacting digital channels.
[bookmark: _Toc164868522]5.7 Recommendations
Data management: For the beneficial use of digital marketing data analysis is very important for the hotel administration. They should filter the data well and meta-search to identify the best target customers and make the marketing approach based on that only. From primary research also it has been identified that the hotel of the UK is very focused on the data received through social media and websites and they are using that in preparing the marketing strategies. Analysis of data will lead the hotels to the very right direction. 
Traditional USP: Every hotel has some unique features which must not be avoided and those are required to be promoted positively. USP of the hotels should be focused. Diversity is needed but the core service for which the hotel is famous to the customers must be maintained with special consideration. In interviews of the managers also it has been found the hotels which are popular for corporate services are making themselves more engaged on that and want to drive customer base through their traditional strength only.
Focus on market demands: A booking system must be opened for the customers through direct and other travel websites also. The demands of the customers must be considered with priority and the language and configuration of the offers must be included in decision-making as well. The managers have mentioned that flexibility in booking system is one of the major demands of the customers and that is why they are preferring digital mode of services. Presence in social media platform will help the hotels to know better the demands of the customer and based on that their services can be developed  (Jones, 2023).
[bookmark: _Toc164868523]5.8 Summary
The chapter has assessed whether all the objectives have been met successfully or not. The outcome of the research and the results of the funding have been elaborated in this chapter. The conclusion has been drawn over the research subject. Time and resources have been mentioned as potential limitations for the research and some suggestions have been made to guide the hotel authorities regarding digital marketing.
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