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[bookmark: __RefHeading__71809_1355120299]Research title
“The impact of digital marketing on the UK luxury hotel business” 
[bookmark: __RefHeading__71811_1355120299]Chapter 1: Introduction
[bookmark: __RefHeading__71813_1355120299]Overview of the topic
	Digital marketing is one of the advertising strategy that use different digital channels for promoting brand and connecting potential customers through internet and other kinds of digital communication. It used variety of strategies that helps company to reach potential customers, whether to influence them to make purchases, increase brand awareness or engaging them with their brand. By implementing effective digital marketing strategy, company can gain valuable insights about their target customers buying behaviour (Ansong and Boateng, 2019). It helps company to make their products and services more effective to attract and engage their target customers. Digital marketing strategy is cheaper than other traditional marketing methods that saves company's cost. It is because there are several social media channels that helps company to promote their brand freely on online platforms. In today's time every businesses even luxury hospitality businesses also uses digital marketing to promote their brand and connect with potential customers. Thus, current research will be conducted to identify the impact of digital marketing on UK luxury hotel business. The selected organisation for the research is the Montcalm Royal London House, a luxurious hospitality business of UK. 
[bookmark: __RefHeading__71815_1355120299]Significance of the topic
	The current research topic is important for the company to enhance their business performance by using digital marketing strategy to promote their brand. It help company to generate leads by using different online channels like social media, YouTube, websites and many more (Li, Larimo and Leonidou, 2021). It is also helpful in strengthening better relationships with their target customers through engaging content and solving their queries by using chatbots, conducting webinars and so on. Company can also use digital marketing to measure their CRO (Conversion rate Optimisation) in present-time. Through CRO, company can analyse the percentage of searches that converted into leads while making purchases. 
[bookmark: __RefHeading__71817_1355120299]Purpose of the research
	The main purpose for carrying out the present research is to get knowledge about the impact of digital marketing on business performance. Nowadays, many people across the world are spending their time online and they often browse internet for gaining information about a product before making purchases (Brewer and Sebby, 2021). Thus, current research will help company to gain information how digital marketing can help in attracting large number of customers towards their brand. Beside this, current research will help researcher to fulfil their two main motives for doing research in this topic. By gaining knowledge about the topic and developing various skills, researcher will fulfil their personal motive. On the other side, using this knowledge in their profession, researcher will fulfil their professional motive.
[bookmark: __RefHeading__71819_1355120299]Proposed aim, objectives and research Questions
Research Aim:
	To analyse the impact of digital marketing on business performance in context of UK luxury hotel business. A study on the Montcalm Royal London House
Research Objectives:
· To understand the concept of digital marketing in context of a business
· To identify the types of digital marketing used by the Montcalm Royal London House to promote their brand
· To examine the impact of digital marketing on business performance of the Montcalm Royal London House
· To determine the challenges faced by the Montcalm Royal London House due to absence of  digital marketing
Research Questions: 
· What is the concept of digital marketing in context of a business? 
· What are the types of digital marketing used by the Montcalm Royal London House to promote their brand? 
· What is the impact of digital marketing on business performance of the Montcalm Royal London House?
· What are the challenges faced by the Montcalm Royal London House due to absence of  digital marketing? 
[bookmark: __RefHeading__71821_1355120299]Chapter 2: Literature Review
[bookmark: __RefHeading__71823_1355120299]Concept of digital marketing in context of a business
	As per the Alxender (2022) digital marketing is described as all marketing efforts that arrived on the Internet. Companies use different online platforms like social media, search engines, email and other websites in order to connect with their current and prospective customers. In present-time, digital marketing is crucial for every businesses and their brand awareness. It helps companies to reach large number of audience easily and influence them to make purchases from their brand (Jabbar, Akhtar and Dani, 2020). It is also a more cost effective method than traditional marketing method and it allows company to measure their success regularly. Adapting and changing a marketing strategy was very complicated for the company as it need efforts and time. Digital marketing make it easier for the company to change and adapt a marketing strategy as per the market demand. 
	In  the opinion of Kartajaya, Setiawan and Kotler (2021) there are various models that can help companies to understand how they can use digital marketing for promoting their products and services in market. Some of the highly used are RACE planning, Technology acceptance model, 6Cs of customer innovation and many more. RACE planning is one of the important model that are designed to help companies to develop digital marketing plans focused on sales growth (Ritter and Pedersen, 2020). It assist company to manage, structure and improve results from their digital marketing strategy by defining priorities that should be focused on. Technology acceptance model is also an effective model that are basically designed to test the adoption of new technology on the basis on positive attitudes towards their customer benefit and experience of user. 
[bookmark: __RefHeading__71825_1355120299]Types of digital marketing used by the Montcalm Royal London House to promote their brand 
	According to the Gustavsen (2022) Digital marketing involves a wide variety of marketing tactics and technologies that are used for reaching consumers online. There are several kinds of digital technologies that are used by the companies in order to promote their brand on digital platforms. Some of the highly used are described below:
	Search Engine Optimisation- The motive of this digital marketing strategy is to create a business rank higher in the Google search results, basically increasing the search engine traffic to the company's website. For this, company identify the phrases and words that consumers uses to search on google and use them in their marketing content (Jacobson, Gruzd and Hernández-García, 2020). 
	Social media marketing- This types of digital marketing strategy, company uses different social media platforms for promoting their products and services and interact with their potential customers. In present time, billions of users that uses several social media platforms that create opportunities for the company to increase their brand awareness and increase revenue (Lee and Falahat, 2019).
[bookmark: __RefHeading__71827_1355120299]Impact of digital marketing on business performance of the Montcalm Royal London House
	According to the DePino (2022), the impact of digital marketing has change the way companies to operate and communicate with their clients. Digital marketing strategies has create a positive impact on the profit margins and the ability of a business to grow. Brand that does not incorporate these strategy may limit their ability to gain success. In today's era, around more than 50% of people are using social media platforms and create opportunity for the company to connect with their highly target potential customers. It increases brand awareness of the company as large number of customers are aware about the brand easily. Digital marketing is also help company to generate leads for their brand as it helps in getting insight that the customers are interested towards their brand and products (Tafesse, 2020). Social media offers two way communication platforms that helps company to interact with their customers easily. Through these platforms, it is important for the company to stay active as well as answer comments and questions on the social media posts of their brand in a professional way. Marketing content of the company gets exposed to new audiences when large number of individuals likes, shares and comments on their posts. Through this, company get viral because their marketing content spread across the internet because of millions of shares and likes. 
[bookmark: __RefHeading__71829_1355120299]Challenges faced by the Montcalm Royal London House due to absence of  digital marketing
	In the perspective of Childers, Lemon and Hoy (2019) there are many challenges that a company may face due to absence of digital marketing in their business. Digital marketing is most advance method of marketing that help company to promote their products and service easily on online platform. In the absence of digital marketing strategy in business, company may experience lower customer engagement. It is because  digital marketing provide a platform for the company to engage with their customer by regularly posting new attractive content on their websites and other digital platforms. The other challenge is it increases company's marketing cost as traditional method of marketing is much costlier than digital marketing method. There are many digital platforms that allows company to promote their brand freely and easily. 

[bookmark: __RefHeading__71831_1355120299]Chapter 3: Research Methods and Methodology
[bookmark: __RefHeading__71833_1355120299]Research philosophy
	Research will adopt positivism research philosophy for carrying out the present investigation. This research philosophy is connected with the idea of fact-based study. It means that allow researcher to gain only factual knowledge through observations with reliable measurements (Dickson, 2019). In this philosophy, the role of research is limited to collection and interpretation of the data. 
[bookmark: __RefHeading__71835_1355120299]Research Paradigm
	A research paradigm is refers to a process of creating a blueprint of research. There are mainly three kinds of research paradigm, that defined as ontology, epistemology and axiology. In the present research, researcher will choose epistemology because it related with positivism philosophy (Jufri, Widiputra and Jung, 2019). It helps researcher to identify the criteria for knowledge in the research. 
[bookmark: __RefHeading__71837_1355120299]Research Approach
	Researcher will opt deductive approach to carry out the present study. It allows researcher to test existing theory related to the research topic. It also allows researcher to collect and analyse quantitative data related to the topic (Fujs, Mihelič and Vrhovec, 2019). This approach offers a possibility to explain causal relationship among the variables and the concepts. 
[bookmark: __RefHeading__71839_1355120299]Research Methodology
	Research methodology is defined as a process of gathering, examining and interpreting data for the research. There are two types of methodology that are defined as quantitative and qualitative. The present research will be conducted by using quantitative methodology because it allows researcher to collect and analyse numerical information for the research (Guest, Namey and Chen, 2020). Through this methodology, researcher will able to gain accurate, reliable and valid information related to the topic. 
[bookmark: __RefHeading__71841_1355120299]Research Strategy
	Survey strategy will be chosen by the researcher to carry out the present research. This strategy has greater statistical power because researcher collects data from the large population. It allows researcher to collect large amount of quantitative data from a pool of respondents by asking close-ended questions through questionnaire (Liamputtong, 2019). 
[bookmark: __RefHeading__71843_1355120299]Sampling methods
	Researcher will choose simple random sampling method of probability sampling for selecting respondents for the research. It provides equal chance to each member of the population for being selected (Leavy, 2022). Thus, researcher will recruit 30 managers of the Montcalm Royal London House randomly from the population. 
[bookmark: __RefHeading__71845_1355120299]Data Collections methods
	In the present investigation, primary and secondary data collection method will be adopt by the researcher for collection reliable information. Primary data collection method allows researcher to obtain original information by conducting survey of randomly selected participants. On the other hand, researcher allows researcher to use books, journals and scholarly articles for obtaining published information related to the topic (Oswald and Ernst, 2020). 
[bookmark: __RefHeading__71847_1355120299]Way of interpreting data
	Researcher will adopt frequency distribution technique for interpreting data for the present investigation. It allows researcher to assess the number of times a particular response appears in research (Timans, Wouters and Heilbron, 2019). It also enable investigator to use tables and graphs for representing all raw collected information in easily readable format. 
[bookmark: __RefHeading__71849_1355120299]Time prospects of the research
	Researcher use Gantt chart for planning and scheduling the research. It breakdown the whole structure in many tasks and allocate each task with their deadlines so, the research has been completed on time. 
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[bookmark: __RefHeading__71851_1355120299]Ethical consideration of the research
	There are some ethical principles that need to be followed by the researcher to protect the dignity, rights and well-being of the participants. In relation to present research, the principles that will be adhere by the researcher are voluntary participation, confidentiality, anonymity, potential for harm and results communication (FitzPatrick, 2019).  

[bookmark: __RefHeading__71853_1355120299]Chapter 4: Conclusion
	From the above information, it has been concluded that digital marketing is most important marketing method for the company to promote their brand. It encompasses different digital marketing strategies such as social media marketing, content, email and many more that help company to connect with the customers. 
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