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[bookmark: _Toc175766728]Abstract
Digital marketing has changed business approaches and their interaction with consumers. Technological advancements and changing consumer behaviour towards using the internet and social media platforms have developed the sue of digital marketing techniques for promotion and marketing by businesses. The hospitality sector in the UK has created this transition, too. This has created an impact on their strategies and consumer retention practices. The research has aimed toward evaluating this aspect related to digital marketing on consumer retention rates in the hospitality sector of the UK. 
The study has focused on doing a systematic literate review where it has done extensive literate exploration that has indicated key factors like different digital marketing techniques use in the UK hospitality business. Their benefits for the business also highlight the key factors that impact consumer retention and loyalty factors. 
The study has taken the systemic approach in its methodology and data collection. The qualitative methodology has been used in the research focusing on interpretivism philosophy and the inductive nature of theory development. The data collection has been done with a secondary data collection process. Data has been screened with proper inclusion and exclusion criteria for the research. The final data has been explored using the thematic analysis approach. 
The analysis of the data and selected 50 articles has helped in developing different findings. The analysis has highlighted social media platforms, influencer marketing, email marketing tactics, SEO and content analysis as prime digital marketing tactics that has been used by the hospitality sector in the UK. The major benefits that have come across are the data analytics power and wider reach with effective interaction in communication with the digital marketing platforms. The key factors toward personalisation, social proofing and two-way communication through digital marketing impact on consumer retention and toward their loyalty have come across through this study. The research has concluded with indicating the profound impact of digital marketing on consumer retention in the hospitality sector in the UK. 
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[bookmark: _Toc175766729]Chapter 1: Introduction 
[bookmark: _Toc175766730]1.1 Introduction 
Consumer retention is one of the important aspects for any organisation or industry sector. Consumer retention and engagement help in creating a loyal consumer base for industry sectors (Kitsios et al., 2021). The business environment has changed in recent years, which has created different tools and techniques used by organisations that helped in developing effective practices for consumer retention. One of the effective approaches is digital marketing. The digital marketing approaches have their benefits for creating consumer engagement and impact on consumer retention rates. As per Carlisle, Ivanov and Dijkmans (2023), the hospitality sector does not have any exceptions, and in the UK, they have their own approaches for adapting to these practices and strategies for retaining their consumers. The study focuses on this aspect by exploring the digital marketing impact on consumer retention in the industry. The chapter evaluates the background of the research and with indicating toward the problem and justification of the research. The introduction highlights the research goals and objectives that will be focused through the research process. The significance of the research and its purpose has also been indicated through the introduction.
[bookmark: _Toc175766731]1.2 Background of the research 
[bookmark: _Hlk170381756]The UK's hospitality sector is one of the largest sectors of the economy, with having approximate value of 24.7B British pounds in 2023. The sector has a growth rate of 2.53% and has been expected to skyrocket to 65.02B up to 2029 (Statista, 2023). This indicates that the sector has its significance for the retention, development and economic aspects. The sector has different organisations, including hotels, restaurants and other service-oriented businesses. The sector has shown a much-increased level of change in recent years with digital transformation and adapting to digital strategies. As per Carlisle, Ivanov and Dijkmans (2023) the sector has shown advancement with digital marketing methods used. The development of the use of social media and different search engine marketing has gifted the organisation with opportunities to develop communication with their clients, improve their actions and also create brand loyalty. This has changed the business action in the industry and also impacted the consumer retention rates for businesses (Morrison, 2022). The study has focused on shedding light on these aspects by investigating the digital marketing methods impact on client retention in the industry sector in the UK. 
[bookmark: _Toc175766732]1.3 Problem statement 
Different organisations in the industry sector have been focused on adaptation to digital marketing techniques. Businesses in the sector invest in technologies and strategies, but there needs to be more understanding of their effectiveness towards creating consumer retention or business (Visser, Sikkenga and Berry, 2021). With the advancement of technology and the widespread adoption of social media platforms, businesses in hospitality focus on digital marketing aspects. Despite this they need to adapt to proper measures that can help them in consumer engagement or retention. The study focuses on this aspect by indicating the current approach of the market and what factors influence consumer loyalty. This will help in understanding digital marketing impacts on consumer loyalty generation.
[bookmark: _Toc175766733]1.4 Research aim and objectives 
The research aims to evaluate the impact of digital marketing strategies on customer retention rates in the UK hospitality industry.
The objectives are as follows:
· To explore the existing digital marketing practices employed by hospitality businesses in the UK. 
· To analyse the effectiveness of various digital marketing channels in retaining customers. 
· To identify the major factors that influence customer loyalty within the digital marketing framework.
[bookmark: _Toc175766734]1.5 Research questions 
· What are the already used digital marketing strategies by businesses in the UK hospitality sector? 
· How can different digital marketing channels remain effective in retaining customers? 
· What are the key factors that influence customer loyalty within the digital marketing framework? 
[bookmark: _Toc175766735]1.6 Research rational 
Every business depends on consumers, and business success depends on consumer retention their loyalty. The hospitality industry is very dependent on consumer engagement, retention and loyalty for the business to gain success (Pateli, Mylonas and Spyrou, 2020). The study's justification is its focus on evaluating the consumer retention aspects in the industry sector by providing knowledge on digital marketing strategies. The UK's hospitality sector is much more competitive, too, where businesses need help to gain market share. Consumer retention and customer loyalty become important for a business to gain a comparative advantage. Digital marketing approaches help in this aspect of retaining consumers. Consumer retention approaches are preferable and less costly than acquiring new consumers in business (Morrison, 2022). The loyalty of the consumers to the business gives them revenue and also helps in better brand advocacy and promoting business. This also helps in positive brand reputation development and word of mouth promotions. The approaches have their various benefits, and many organisations in the sector use digital marketing techniques, too. Despite this, organisations need help to create effective strategies that can help them in budling client loyalty and retention. As per Aydin (2020), the study has the primary aim to give an idea of this strategy. The study's rationale is to offer a thorough review of current digital marketing aspects. This is with analysing the different techniques and channels of digital marketing. This is also with exploring the impact better on client retention tactics in the sector.
[bookmark: _Toc175766736]1.7 Research scope
The research has been focused on the UK hospitality sector. The industry is one of the important and focused sectors in the nation. This sector has different businesses. They have their own process, approaches and practices (Chamboko-Mpotaringa and Tichaawa, 2021). The research scope lies in exploring their digital marketing practices and giving insights into their digital marketing utilisation for consumer retention. The research also focused on the aspects that influence consumer retention. This develops the dual approach and focuses on the study from the business aspect and the client viewpoint, too (Sakas et al., 2022). This helps in creating detail and understanding the effectiveness of digital marketing practices that help in creating better consumer loyalty for business success and also help in creating services that can benefit the consumers as well. The study focused on developing detailed insights into different marketing channels too that have the effectiveness for creating consumer retention and engagement. As per Singh, Singh and Dhir (2024), this can provide the necessary understanding for the industry participants and the business to maximise their opportunity to gain success with digital marketing aspects. The study's useful information can help the hospitality industry in the UK to use digital marketing approaches for client satisfaction and better business success in future strategic developments. 
[bookmark: _Toc175766737]1.8 Research gap 
There has been different research on the digital marketing aspects and strategies. There is much-existing literature that showcases the benefits of digital marketing strategy (Alketbi, Alshurideh and Al Kurdi, 2020). Despite this, there needs to be more appropriate research that shows the benefits of the marketing aspects on consumer retention aspects. There is also a need for proper insight into the digital marketing channels and strategies used in the UK hospitality industry sector. The research will try to focus on these aspects. The research will provide the details that fill the gap in this knowledge scale and understanding. The research will give out details that can help in understanding different digital marketing strategies that can help in influencing consumer loyalty factors in the UK.
[bookmark: _Toc175766738]1.9 Research structure 

The study will have a total of five chapters. The five chapters will be divided into the introduction chapter at first. The next chapter will be the literate review. The following chapter, after the literature review, will be the research methodology chapter and then the findings and discussion chapter. The final chapter will be the conclusion and recommendation chapter for the dissertation. The introduction chapter will help in understanding the research aim and objective. The introduction chapter will highlight the research's significance and the reason for conducting the research. The literature review chapter will highlight the core concepts and the theories while evaluating existing literature, reports and concepts (Sota, Chaudhry and Srivastava, 2020). The methodology chapter will outline the research technique and tools. This will highlight the process that has been used to collect data for the work and data evaluation techniques. The findings and discussion chapter will help show the overall findings from the research by giving answers to the dissertation questions. The final chapter will summaries the details of the dissertation by indicating strategies for future development in the research. 
[bookmark: _Toc175766739]1.10 Chapter Summary 
The study has focused on the UK hospitality industry by shedding light on the digital marketing process and its connection with consumer retention aspects. The UK hospitality industry is very competitive and has its approaches to digital marketing, too. Despite this, they need to improve in using proper channels and strategies that can help in effective consumer retention and engagement. The researcher focuses on this aspect and tries to give knowledge on consumer retention practices with digital marketing. The research aims to evaluate the impact of digital marketing on consumer recantation so that the industry business and policymakers can have knowledge on specific and effective solution development for future implications.


[bookmark: _Toc175766740]Chapter 2: Literature Review 
[bookmark: _Toc175766741]2.1. Introduction 
The hospitality industry in the UK has changed its operations. Like many other industries in the economy, the hospitality industry has also focused on digital marketing approaches for engaging with their consumers and maintaining consumer loyalty factors (Wang et al., 2020). The shift has been emerging with consumers' adaptation to different technologies and their focus on digital platform use. This has been driven by different technologies emergence. Technology advancement has created customers' increased level of use, and this has facilitated business adaptation to digital marketing approaches. As per Shridhar (2023), this creates the need to evaluate the digital marketing aspects and their impact on consumer retention factors. Developing knowledge of how digital marketing has affected consumer retention in the hospitality industry becomes important with effective evaluation. The chapter overall focuses on evaluating existing studies that can help in examining the digital marketing practice in the hospitality industry and its effects on the customers. The evaluation focused on understanding the current approaches to digital marketing. The effectiveness of these approaches, with their influences on consumer loyalty has also been focused on. The purpose of this study is towards explore and finally summaries the body of knowledge that is associated with the digital marketing and consumer retention aspect in the UK hospitality industry (Nuseir and Refae, 2022). This has been focused on taking the research approach towards a systematic literature review of the study. The systematic literature review is the process of doing a systematic search of details and data from different sources. In the research, data have been collected from different sources like Google Scholar, the Emerald database, scholarly databases, hospitality industry websites and publications. Data has been collected from articles, online publications, reports, industry publications, and different jouranls too. A total of 50 relevant articles have been chosen as the final database. The selection has been done with proper exclusion and inclusion criteria. The method has included an in-all-in-all search of the dataset where titles and abstracts have been focused. The selection process is done when the details have been matched with the digital marketing and hospitality industry context. The publication dates, relevance with the topic and the contribution of their findings have been focused for the final selection. Then, the selected literature has been analyzed critically. As per Mohamed Shaffril, Samsuddin and Abu Samah (2021) this will help in creating the effective details for this study. This method has given the study the scope for making it possible to find new patterns, effective ideas and new trends in the literature. The key themes and findings have been summarised to give a detailed analysis of the study based on its objectives. This has helped in giving important insights into the digital marketing realm that can be used for improving consumer loyalty factors. 
[bookmark: _Toc175766742]2.2 Concept of Digital Marketing 
Digital marketing is the concept of using digital platforms and channels for advertisement and promotional purposes. Digital marketing helps in developing interactions between brands and their consumers (Kumar, 2021). The use of digital marketing platforms, channels and technologies that help in promoting goods and creating a relationship with consumers with increasing sales for business is known as digital marketing. Different techniques have been considered in digital marketing. Search engine optimisation and social media platforms are used for markets. Email marketing, content marketing and the latest techniques like pay-per-click, etc., have been used for advertisements by companies and businesses for digital marketing (Carlisle, Ivanov and Dijkmans, 2023). Digital marketing heavily relies on technology and online mediums, which makes it contrasting from traditional marketing approaches. The traditional marketing approach uses television and radio for marketing purposes, whereas the digital marketing approaches use electronic devices for promotion and internet services for reaching large-scale consumers.
[bookmark: _Toc175766743]2.2.1 Benefits of Digital Marketing
Digital marketing gives different levels of benefits for businesses. This helped in creating real-time communication and customising message operations for business. As per Cheng et al. (2023), this makes it an important tool for businesses to enhance their interaction and promotion in the market by creating meaningful consumer relationships. It gives better advantages to businesses with more affordability and precis targeting cope too. Traditional marketing approaches are associated with increased levels of costs, which digital marketing approaches have reduced. Among other essential elements and advantages of digital marketing, its capability to provide data for data analytics is another key component (Polanco-Diges and Debasa, 2020). Digital marketing gives access to large-scale data for businesses for analytical approaches. Businesses become able to make better decisions and optimise their marketing strategies by gaining insights from analytics and through understanding consumer behaviours. 
[bookmark: _Toc175766744]2.3 Concept of consumer loyalty, engagement and retention.
Consumer loyalty indicates clients' focus on business and their attention to doing repeat purchasing from a business because of their positive customer journey and satisfaction with brands. Loyal consumers of any brand are likely to be swayed by different brands and focus on advocating brands to others (Rudzewicz and Strychalska-Rudzewicz 2021). Consumer loyalty developed with their repeat purchasing from the same brands. Consumer engagement, on the other hand, indicates the concept where consumers develop stronger emotional bonds with brands. The process helps in establishing a bond between the consumer and the brand by using different channels indicated as consumer engagement. This interaction can be developed through email, websites on social media, etc. Consumers feel value in the environment and are connected with brands that result towards their satisfaction, advocacy and loyalty. As per Puthussery (2020), consumer retention develops from this factor. Consumer retention shows the business's ability to retain its clients over time. Brands focus on ongoing value delivery to their consumers with customer services, customization or individual interactions. This helps in retaining consumers in business and gives better profits to businesses with lower acquisition costs than new consumers and higher purchasing frequencies. 
[bookmark: _Toc175766745]2.3.1 Importance of Consumer retention in Hospitality industry 
The hospitality sector is much more highly comparative. The different business operates and take action for consumers' accusations. Consumer retention factors play a crucial role for hotels and restaurants in the UK for corporate success (Lin et al., 2020). It became much more important for the hospitality business to cultivate strong relationships with their consumers to maintain the fierce competition in the market and higher standards. The consumer retention aspect of hotels lessens the need for businesses to do something expensive for new clients or invest towards client acquisition. High retention rates help businesses promote long-term profitability and corporate success (Rudzewicz and Strychalska-Rudzewicz 2021). Consumers who are retained in the business also turn into organic brand advocates and generate favourable word-of-mouth promotions for brands, too. This also helps hospitality businesses in drawing new clients as well. 
[bookmark: _Toc175766746]2.4 Different digital marketing Channels used in the hospitality businesses in the UK. 
The UK hospitality industry uses different marketing practices for customer engagement and retention. These practices include social media promotions, SEO techniques, content marketing, and email marketing, as well as a personalised communication approach.
Online presence and enhanced SEO- One of the fundamental practices that come across from Kumar's (2021) studies is that the industry is developing a stronger online presence in digital marketing strategy. A study by Anon (2022) has shown keyword use and website optimisation as key SEO techniques. (Refer to figure 1). The study alos highlighted that the UK hotel industry businesses focus on search engine optimisation and websites with good designs for enhancing their digital presence after social media use. The SEO techniques help the websites of the brands to get higher rankings and come to the notice of consumers in search engine results pages (Dabas, Sharma and Manaktola, 2021). As per Carlisle, Ivanov and Dijkmans (2023), the UK hospitality sector focuses on SEO techniques. They spend a lot of money to increase their natural traffic to their websites. As Bhandari and Sin (2023) stated, hospitality focuses on using optimised keywords focusing on travel budget keywords to ensure that they have higher visibility among travellers who are finding reasonable-priced hotels in the UK. 
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[bookmark: _Toc175262330]Figure 1: SEO use statistics
(Source: Anon, 2022)
Social media platform- One of the major digital marketing tactics that hotel businesses have used in the UK is social media use. (Refer to figure 1). Different existing literates have highlighted the approach major (Kostyk and Huhmann, 2021). Cheng et al. (2023) studies have shown that different social media sites like Facebook, Instagram or Twitter are vital resources for firms in the UK hotel industry for doing promotions, interacting with clients, showing their services and developing consumer loyalty. Anon (2022) study findings have indicated towards the hotel focuses on using social media with more than 85% for digital marketing approach. (Refer to figure 2). It is used to provide beautiful pictures and videos of their rooms, services, cuisine and special events. Similarly, another existing study by Lin et al. (2020) also indicates social media use for creating appealing content with visual materials that help in engaging guests and travellers. They also give scope to communicate with the guest through direct messages and comments (Page and Connell, 2020). 
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[bookmark: _Toc175262331]Figure 2: Different digital media used for marketing
(Source: Anon, 2022)
Content marketing- Content marketing is another practice that has been used in the sector majorly. George's (2021) study indicated that content marketing entails creating materials that have information and content that can help attract guests and retain them. A survey by Anon (2022) has shown that different firms focus on doing content marketing with videos by taking a proactive approach towards creating films and short films, writing articles and keeping blogs. The study has shown that almost 81% of firms focus on video content, and this has risen from 64% to 81% in the last five years. (Refers to Figure 3). A study by Dabas, Sharma and Manaktola (2021) has shown with its findings that hospitality sctor develop this aspect to create interaction with their audience and to distribute information about their hotels to the consumers. They use content marketing practices to show ethical service quality and social proofing with guests' reviews or their stories and also with behind-the-scenes stories. This helped in attracting guests to hotels (Deb, Nafi and Valeri, 2024). Content marketing gives details on travel tips, local attractions, cultural insights, famous places, future destination advice and insider knowledge in this blog and promotions with social media advertisements, etc. The study by Pateli, Mylonas and Spyrou (2020) has shown that social media is more adoption than content marketing in the industry. The study shows the contrary approach and indicates social media more adaptation where helps in promoting business to large audiences than content marketing adapation.
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[bookmark: _Toc175262332]Figure 3: Marketing with video content
(Source: Anon, 2022)
Email marketing- email is also one of the effective practices that different hotels in the UK have used the UK (Chamboko-Mpotaringa and Tichaawa, 2021). Email marketing is one of the effective strategies for engaging and keeping consumers. Customers can learn about new services of hotels, discount offers, forthcoming events or special deals customised for them with personalised email campaigns. As per Sakas et al. (2022), hotels focus on crafting materials for target consumer groups. Email marketing is very useful for targeting specific consumers, engagement or hotels, and different businesses use this approach in the UK hospitality sector. Kusuma et al. (2023) study focuses on email marketing as one of their useful tools for reminding past visitors about events and promotions. They make sure that their email is interesting, visually appealing and five relevant information for their guest. Anser et al. (2020) study has shown that they focus on segmented email marketing from their list of consumers according to their past visits and choices. This helps the hotel chain develop better interaction and conversation rates.
Influencer marketing- Different hotel chains in the UK hospitality industry focus on doing influencer-based marketing too. They use these tactics to develop their brand awareness and boost their reputation (Femenia-Serra and Gretzel, 2020). They focus on promoting hotel facilities, the experience of visiting, etc, with developing collaboration with YouTubers, Instagram influencers and travel bloggers. Lee et al., (2021) study findings highlighted that the hotel focuses on collaborating with well-known travel influencers to produce visual materials and social proofing of their services about the hotel's distinctive qualities and experiences. Femenia-Serra and Gretzel (2020) research has identified important similar findings and focuses on highlighting that these partnerships help the hotel in reaching the blogger's followers and attract potential guests to the hotel. This also helps them create better social media buzz and brand awareness. 
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[bookmark: _Toc175262333]Figure 4:Different digital marketing techniques
(Source: Chris, 2023)
[bookmark: _Toc175766747]2.5 Different digital marketing channels' benefits in retaining customers
Different digital marketing channels have been used in the sector, such as social media platforms like Facebook, Instagram, Twitter, etc. Search engine optimisation and email marketing are also used for different benefits, and effectiveness for the retaining of consumers (Tan, 2021). Email marketing is one of the effective digital advertising channels that help businesses send focused messages to consumers on a direct base. Labanauskaitė, Fiore and Stašys, (2020) study has shown email marketing is one of the best channels towards consumer generation. As per Leung et al. (2022), this helps businesses ensure that every consumer of their emails gets relevant offers and information from specific segments based on their behaviour and purchase history. They use loyalty programs that help in focusing on customers and interaction creation with email marketing. They also provide recommendations and insights on coming events based on their previous visits. As per Banyeva et al. (2023), study findings have shown similar outcomes, highlighting that this helps in better customisation and increases client retention rates in the business. This helps in enhancing the consumer repat purchasing aspect too, with the enriched engagement.
[bookmark: _Hlk171771224]Kitsios et al. (2021) study has shown that one of the effective channels that have been used by the hotel chain is the social media platforms. Different hotels use Facebook, Instagram and Twitter for vital promotion aspects (Mariani and Borghi, 2021). According to Garrido-Moreno et al. (2020) have shown the benefit that the platform gives to hotel chains. The study findings highlighted that these platforms help in reaching large-scale consumers for the business. This platform plays an important role in client retention and encourages consumers to participate and communicate. Social media platforms help brands by reminding consumers about the brands with frequent updates, promotions and interesting content. Garrido-Moreno et al. (2020) study also stated that, social media helps brands maintain their brand visibility and remain relevant among their clients. (Refer to figure 5). Mariani and Borghi (2021) study has indicates with its analysis and findings that brands are focused on posting on a regular basis with engaging content that keeps consumers engaged with brands and helps create a sense of belonging among the consumers. This helps them in choosing their brands again and again and develop retention rates. Wang et al. (2020) study has highlighted that social media helps in creating better interaction in communication with the use of social media posts and comments. This helps them in effective engagement with the customers. They sometimes focus on storytelling through the platforms and interactive content development like quizzes or contests, etc. Wang et al. (2020) study has also shown with its findings that this creates buzz among consumers. This ultimately helps the hotel chain create relations with consumers and cultivate a devoted following of brand ambassadors. One of the major aspects that come across the digital marketing channel of social media that help in consumer retention is the online review and its impact on reputation management or hotels. The social media platforms held consumers in giving reviews and ratings for hotel services and feedback on the offerings. This helps in better customer retention or business. Page and Connell (2020) study has shows that the feedback from consumers helps businesses improve their services; on the other hand, the feedback on these social media platforms acts as evidence for new users and existing consumers. As Dandis et al. (2023) highlighted, the study has highlighted similar findings where it shows that a positive review on the social media platform helps in developing brand perception, and that increases the level of consumer retention or business. This approach ultimately impacts consumer satisfaction levels, helps in developing trust and makes consumers return to hotel chains. This approach helped the Savoy Hotel increase consumer integration and engagement and attract new guests for the business.
As Leung et al. (2022) study has indicated that hotel chains use influencers from different social media platforms who have large followers and reliable reputations in markets as one of the effective channels for marketing. As per Chaffey and Smith (2022), study findings ha indicate that influencers can effectively connect with their audience by developing relatable contests and genuine materials. This appeals to their followers. Similarly, a study by Garrido-Moreno et al. (2020) ha indicates that hotel chains focus on influencer marketing by sharing their stories during hotel visits, videos of services or sharing their own experiences. This develops the attractiveness and offers social proof for the followers (Nozdreva and Churakova, 2021). This helps draw new consumers and also reinforces the loyalty of existing consumers. 
Content marketing helps in distributing information and effective visual details for attracting and retaining consumers (Khalayleh and Al-Hawary, 2022). High quality videos, blogs and articles helped businesses in providing useful details for travellers. Khalayleh and Al-Hawary (2022) study has highlighted that this helps in creating engagement among travellers with the constant delivery of relevant and entertaining content. This helped in promoting a stronger online presence for brands, increasing organic traffic and increasing SEO, too. 
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[bookmark: _Toc175262334]Figure 5:Digital marketing effectiveness
(Source: EDUCBA, 2022)
[bookmark: _Toc175766748]2.6 Factors that influence customer loyalty for hospitality business with digital marketing use.
Different key factors are provided with digital marketing approaches by the hotel actions for the consumers that impact their loyalty and also influence their advocacy and retention with the hotel again. As per Majeed et al. (2022), one of the key factors is the personalised experiences for clients. Businesses become able to give personalised experiences for consumers with customised communication and content that individuals prefer or have an interest in. As Kapoor and Kapoor's (2021) study findings highlight, digital marketing gives the ability to brands on data analytics that help them craft effective content that creates consumer engagement and helps in personalised offerings. They create customer engagement, and they are more likely to stick with the business, a they feel appreciated with the individualised approach. According to Nuseir and Elrefae (2022) study has highlighted that digital marketing boosts consumer loyalty as they get satisfaction with personal offerings for business, and this develops their trust in the hospitality business and helps in remaining with one organisation. (Refer to figure 6). Nuseir and Elrefae (2022) study has also shed light on another key aspect of the digital marketing approaches to help brands post a steady stream of interesting materials and keep their customers interested and encouraging. This gives the consumers a feeling of familiarity with the companies. Consumers get the chance to comprise items, too, with a digital marketing approach. They become able to compare products and service prices and reviews with digital media platforms. This gives them the scope to develop trust and confidence in any services. The study by Kolobkova, Romanov and Frolova (2021) has indicated its outcomes towards similar factors where the study results in has way that consumers also get the scope of convenience with an effective omnichannel marketing approach. Interactive social content helps maintain the engagement of consumers with blog entries and frequent updates. This helps consumers understand the quality and convenience of services that influence consumer retention through digital marketing.
According to Ilyas et al. (2021), an existing study on digital marketing influence on consumer satisfaction has been significant with its findings towards another key factor of Excellent consumer service. The study findings have highlighted that digital platforms help businesses resolve the problems of consumers quickly. As per Ilyas et al. (2021), the data analytics powers given by digital platforms also help in understanding the consumer's demand. This facilitates better consumer services. According to Dastane's (2020) study, it has bene come across that the reviews and comments on social media help in providing informative details for brands that help in timely answering and solving clients' enquiries. This impacts consumer loyalty. The brands become able to show their dedication, create customer satisfaction, and foster better trust among customers for brands by promoting repeat business.
According to Eldahamsheh et al. (2021), a study on digital marketing has pointed towards social proofing as an aspects of digital marketing. The social media platform and digital marketing play the role of social proofing. The user generates materials, and online reviews play the role of an example for people on hotel services and their effectiveness. This impact on consumers' behaviour. People get benefits from comparing evidence-based evaluations from social media marketing options.
Similarly, Shridhar, (2023) study has shown that social media positive feedback or materials develop credibility and trust among consumers. Influencers' marketing approaches also play a pivotal role in it. The study outcomes have highlighted the influencers hotel features and services. These user-generated materials serve as compelling recommendations and endorsements that encourage past guests and new guests to visit hotels. 
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[bookmark: _Toc175262335]Figure 6:Different factors influencing consumer loyalty
(Source: Linkedin, 2023)
[bookmark: _Toc175766749]2.7 Relationship Marketing Theory
Different theoretical aspects indicate digital marketing adoption and use. One of the theories is Relationship marketing theory indicates that digital marketing helps in better consumer retention that comes across from the pieces of literature (Ahmad and Akbar, 2023). According to Nuseir and Refae (2022) study, the theory of relationship marketing philosophy places more focus on creating sustained relations with clients. The theory indicates that creating values for clients, building trust and focusing on their happiness with ongoing interaction are fundamental ideas for business. The study findings have highlighted that the theory highlights that companies can gain a durable comparative edge of the focus on consumer loyalty and higher retention rates with stronger consumer connections cultivation. The theory indicates that digital marketing channels like personalised email campaigns. According to Muharram et al. (2021), engaging in social media content or interactions helps in better consumer relationship development meetings with the theory principles. Business digital marketing aspects help in consistent engagement and meaningful interactions that help in relation development that create better customer retention aligning with the theory's fundamental principles. Cheng, Wu and Chen (2020) study results have indicated towards similar context where different digital marketing approaches helped in fulfilling the client's demands and could their confidence, develop their engagement and foster a feeling of community. These strategies are the base of the relationship marketing theory (Ahmad and Akbar, 2023). The theoretical approach indicates the effectiveness of digital marketing in creating strong bonds between businesses and consumers. This justifies the relevance of putting this theory to use for highlighting the digital marketing impact on consumer retention while supporting its applicability and importance in the sector.
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[bookmark: _Toc175262336]Figure 7:Relationship marketing theory
(Source: Relationship marketing, 2024)
[bookmark: _Toc175766750]2.9 Summary of Literature
The chapter shows the concept of digital marketing and its link to consumer retention. Different critical aspects have been focused on with the review where key aspects have been come across. The digital marketing concept and its benefits for hotels have been discussed. Consumer engagement and retention are associated with digital marketing and have been highlighted by showcasing the importance of consumer retention in the hospitality industry. The chapter has focused on key digital marketing approaches that have been used in the hospitality sector, like email marketing, SEO techniques or the use of social media. The review has indicated that the approaches help the business in promoting their services, reaching large consumers and creating engagement. They also give scope for social proofing, personalisation, and effectiveness development that play a key role among the consumers to have their loyalty towards hotel chains. The overall review has showcased the key digital marketing strategies used in the hospitality industry and their impacts on the consumer. The theoretical concept of relationship marketing has also been focused on through this study, where the link of the theory and its highlighting of the effectiveness of digital marketing that develops the consumer retention factor has also been focused. The overall gap in the existing literature and the study's ability to provide the details that can fill the knowledge gap has been highlighted, too.


[bookmark: _Toc172367821][bookmark: _Toc175766751]Chapter 3: Methodology 
[bookmark: _Toc172367822][bookmark: _Toc175766752]3.1 Introduction 
Methodology and its related factors, like developing an appropriate strategy for data collection and evaluating techniques, are some of the important parts of any research. This helped in developing the relevant data for the study and also helped in creating the appropriate knowledge for answering the research problem and creating meaningful outcomes in the work (Pandey and Pandey, 2021). The study on the digital marketing impacts on consumer retention in the hospitality sector has focused on effective measures for methodology approach and data collection and evaluation. The study has focused on doing a structured approach by following the research onion pathway. Sunder’s research onion pathway has given the scope for the study to develop a relevant data set and evaluate the data with having a proper structure framework. The study has used the approach where, one by one, layers of the research onion have been focused and evaluated (Saunders et al., 2009). These layers are like the research philosophy approach. The method of the study is the research design and the final tool and techniques for data collection and analysis. This has given the study the needed structure for effective evaluation and managing the scope for gathering relevant data and analysing them. As per Newman and Gough (2020) the data collection has been done with a focus on the hospitality sector in the UK, which helped in understanding the intricacies and giving out a deeper understanding of the topic context. The chapter has focused on the effectively measured that have been taken for gathering data and the techniques that have been used to develop the outcomes of the research in a meaningful way. 
[bookmark: _Hlk172102309][image: Guide to Understanding the Research Onion | 15 Writers]
[bookmark: _Toc175262337]Figure 8:Research onion
(Source: Saunders et al., 2009)
[bookmark: _Toc172367823][bookmark: _Toc175766753]3.2 Research philosophies 
Research philosophy is the path for any research that sets the beliefs in the research process. The beliefs that have been set in the study directly impact the selection of methodology and techniques for further research (Kirongo and Odoyo, 2020). It indicates the presumptions on the nature of the knowledge. This is indicated as the epistemology. The nature of reality has also been reflected. This is known as ontology in the research philosophy. The selection of philosophy in a research process helps influence how researchers will conduct their investigation in focus on developing the outcomes and findings. As per Khatri (2020), different types of research philosophy have been used in the research realm. The philosophies are pragmatism, positivism, interpretivism, etc. 
The study on the digital marketing impact on the hospitality sector for developing the effectiveness of consumer retention has followed the interpretivism philosophy for doing the work. The interpretivism philosophy is the philosophy that shows people’s subjective experiences (Williamson, 2021). These philosophical ideologies stand where the interpretation of people's experiences helps in comprehending the complications and nature of social processes. The philosophy guides that social factors impact reality and also influence changing it. It reflects the importance of contexts, meaning and human factors for developing in-depth details that help in establishing findings in a research process. 
The approach is very justified for the study. This is justified because it gives the scope for assessing the impact of digital marketing on consumer retention rates (Kirongo and Odoyo, 2020). The study has its focuses on exploring the complex and situation-specific dynamics of digital marketing strategies that impact consumer loyalty and using the interpretivism philosophy to help in understanding subjective experiences. This helps in understanding the viewpoints of hospitality businesses and consumers, too. The approach has given the needed benefits for the work by providing scope for in-depth evaluation. The interpretivism allowed the study to develop the meaning and contexts behind digital marketing practices and their impact on consumer loyalty. As per Khatri (2020), the approach has given the flexibility for using various techniques and allows the research to adjust its investigation with emerging new ideas and themes during the study process. The philosophy also helped in understanding the subject-specific experiences. This makes it easy for the work to gather comprehensive data by revealing the factors that influence the consumer retention process in the hospitality industry in the UK.
[bookmark: _Toc172367824][bookmark: _Toc175766754]3.3 Research approach 
The research approach is the detailed path that provides a study that scopes for doing the investigation for the topic context with having theoretical or experimental way (Mulisa, 2022). The research approach indicates the plans and the process that helps in carrying out research from general hypotheses to specific techniques for gathering and analysing data. There are majorly two types of research approaches. Indicative and deductive approaches for developing new ideas and validating the research findings. The study on digital marketing impacts followed the pathway of an inductive approach for the theory development in the study. The inductive approach is the method that flows in the bottom-up technique (Wang et al., 2021). This starts from precise objectives or measures and, with observation, progresses to go towards more general hypotheses or theories development. The process helped in gathering the needed dataset and then creating new ideas and themes with the evaluation eventually.
The approach is justified in the research process because the study has its aim of understanding the digital marketing impact on consumer retention rates. This shows the study target for understanding the intricacies, situation-specific strategies and how they can impact consumer loyalty. As per Young et al. (2020), there is also a lack of theories that can directly address this niche. This justified the study approaches as it can help in data collection and then developing the ideas form it. The approach has given different benefits to the research work. The major benefit that has been getting in the study is the needed flexibility or creating and developing new ideas and themes (Mulisa, 2022). The approach gives adaptability scope that has helped the study to take advantage of the fresh perspectives and trends that emerge from the dataset. The approach has given scope for the research to understand the underlying causes, motives, perceptions, etc. This helps the study for doing a detailed investigation of the topic.
[bookmark: _Toc172367825][bookmark: _Toc175766755]3.4 Research strategy and choice 
Strategy in research indicates the plan that is used for doing work. The research strategy describes how a study will be conducted overall. Different techniques have been used as strategies in research work (Mishra and Alok, 2022). These are the survey, case studies, grounded theory use and experiments etc. The study focuses on the effect of digital marketing on consumer retention has focuses on doing the case study approach. The case study indicated examining the complicated issues in real-life circumstances. This gives contextual details and scope for understanding single events or instances. The context of the hospitality industry has been focused on the work. Different hospitality organisations' examples have been used as cases for evaluating the details (Mardiana, 2020). This has given the study the scope for evaluating the real data and doing the exploration with real-time scenarios. The strategy in the study is justified and suits the research, too. The strategy gives the facility in the work to explore the real details and develop a credible evaluation. A thorough analysis of digital marketing techniques and their impact has been possible. The strategy makes it easier to explore the complexities and the interlink between digital marketing and customer retention by evaluating real-life cases. As per Newman and Gough (2020), this has given contextual insights and in-depth information. The strategy has given benefit to the work for developing validity in the details and application of the findings by identifying new details and trends of the industry. 
The choice indicates the methodological choice for research. The methodology identified the use of a technique that helps in data collection and analysis in research. The methodology in research gives the needed framework towards the research for carrying out the entire research process (Nayak and Singh, 2021). This guides the research philosophy, its strategy and also the tools that need to be used for effectively collecting and analysing data. There are majorly three types of methodology choice mono method, mix method and multi-method. The research work has focused on using a single method for doing the collection of data and also evaluating it. The mono-method approach has been enforced by using qualitative methodology in the research (Mishra and Alok, 2022). The Qualitative methodology focuses on collecting and analysing data that re non-numeric. The qualitative methodology helps in developing research data that are descriptive and focused on a detailed analysis approach. The methodology approach is also appropriate to the work. The methodology has given the possibility for the study to understand the contextual details (Thompson Burdine, Thorne and Sandhu, 2021). It has given scope for exploring the different viewpoints and contexts for understanding the complexities of digital marketing and consumer retention. The benefit that the methodology has developed in this study is flexibility and depth exploration. As per Groenland and Dana (2020), this helps the study develop new ideas by finding new themes. This has given versatile details on the topic context of digital marketing impact on the hospitality industry consumer retention in the UK. 
[bookmark: _Toc172367826][bookmark: _Toc175766756]3.5 Research design
Research design is the path that guides a study examination, data collection, and testing processes. There are different research designs are there. This is like the experimental, correlational and descriptive research designs (Huntington-Klein, 2021). The study on the digital marketing effects on consumer retention has focused on using the exploratory research design for doing the work. This has given the scope to the study for conducting an exploration of new ideas and developing new findings relating to the digital marketing impacts in the hospitality sector. According to Rezigalla (2020) the study design is suited as it has given the scope in the research for exploring new ideas and giving the approach for developing new ideas. The research design has given the scope of the research for an in-depth evaluation of the effects of digital marketing in the UK hospitality sector that created better adaptability and flexibility in the research process. This benefitted from the study for creating new ideas for future implementation on a broader scale, too.  
[bookmark: _Toc172367827][bookmark: _Toc175766757]3.6 Research time horizon 
The research time horizon indicates the time that has been focused during the study. This helped in showing the duration of the resrach. Two types of time scales are used in research. Cross-sectional and longitudinal (Capili, 2021). The study on the effects of digital marketing on consumer retention in the hospitality sector has used the cross-sectional time horizon. The study has focused on a specific time for exploring the impact of digital marketing on the hospitality sector. This has given the study the needed benefit of assessments at a particular time. This helps the study gather data focusing on a specific time. This developed a more accurate and more effective assessment process for the research (Huntington-Klein, 2021). The major benefit of the cross-sectional time horizon has been given with effectiveness and data collection speed, too, with a focus on a specific time frame. This has given scope in the research to develop appropriate findings. 
[bookmark: _Toc172367828][bookmark: _Toc175766758]3.7 Data collection methods 
Data collection is the process that helps to gather data related to the research context for developing results and outcomes in a research work (Mazhar et al., 2021). There are two types of data collection: primary and secondary. These techniques are used for gathering information for addressing the research questions. The study on the digital marketing effect on consumer retention has focused on using the secondary technique of data collection. The collection of data has been done form existing data and sources. Systematic literature reviewing has been done to collect proper data in the research (Mohamed Shaffril, Samsuddin and Abu Samah, 2021). Different online sources have been utilised. These sources are Google Scholar, Emerald database, Scholarly database, hospitality business websites, UK government official websites, etc. The dataset has been prepared with different articles, journals, publications from a government, hospitality business annual reports, news publications, digital marketing case studies, etc. According to Rezigalla (2020), the secondary data collection has been justified for the research as it has given the study the scope for exploring large-scale data and information. This has helped in developing diverse perspectives and analysing contemporary concepts. This has given reliability and validity to the research results. The approach has benefited the research with its cost-effectiveness and with its time effectiveness. 
[bookmark: _Toc172367829][bookmark: _Toc175766759]3.8 Research search strategy 
[bookmark: _Toc172367830][bookmark: _Toc175766760]3.8.1 Keyword 
	Keywords
	Search Strings

	Digital marketing impacts on the UK hospitality sector
	“Digital Marketing impact on UK hospitality sector” OR “Digital marketing in hospitality sector” 

	Digital Marketing
	“Digital marketing” OR “UK hospitality marketing”

	Digital marketing Impacts on consumer retention
	“Digital marketing” AND “Consumer retention” 

	Digital marketing impact on consumer retention in the Uk hospitality sector
	“Hospitality industry strategies” OR “Digital Marketing” AND “Digital marketing impacts OR “Consumer retention”



[bookmark: _Toc172367831][bookmark: _Toc175766761]3.8.2 inclusion and exclusion 
	Inclusion Criteria 
	Rationality
	Exclusion criteria 
	Rationality

	Articles that are peer-reviewed
	Articles and journals that are peer-reviewed have been included to maintain the quality of the dataset.
	Non-peer-reviewed articles and journals are excluded.
	Non-peer-review journals are excluded to manage the quality of the study and the relevance of the data.

	Publication period
	Data that is published between the time 2020 to 2024.
	Articles that are published before 2020
	According to Rezigalla (2020) outdated data are excluded for gaining the latest information on the hospitality sector and digital marketing aspects.

	Relevance with digital marketing and consumer retention in the UK hospitality industry
	The data set includes data that relate to digital marketing or its impact on consumer retention, focusing on the hospitality sector.
	Different studies that are not related or give any information about digital marketing's impact on consumer retention have been excluded from the research data.
	The data that are given information on the topic context has been focused there; non-relevant and related data are excluded from gaining credible data for the research work (Pandey and Pandey, 2021).

	Language considerations
	The English language has been focused on selecting the data. Data that are published in English has been included.
	Articles, journals or reports that are published in regional languages or other language than English have yet to be integrated into the study. 
	English language data has been used and collected for maintaining the relevance and ease of conveying details factors where regional languages and other language data are excluded for convenience purposes. 






Identification of studies via databases 
Screening

Records screened
(n = 500)
Records excluded
(n = 250)
Reports focused on retrieval
(n =250)
Reports not retrieved
(n =30)
Included
Identification
Records identified from*:
Databases (n = 1060)

Records removed before the screening:
Duplicate records eliminated (n = 210)
Ineligible records identified by automation tools (n = 150)
Records removed for non-relevance (n =200)









Reports excluded:
Not in English language (n = 50)
Not peer-reviewed (n = 90)
Outdated (n = 30)
etc.

Reports retrieved and accessed for eligibility
(n =220)




Studies included in the review
n = 50 





[bookmark: _Toc172367832][bookmark: _Toc175766762]3.9 Research Screening and Selection
The research has focused on doing a systematic screening of the gathered data. A total of 1060 articles and journals have been gathered at the initial stage. The data evaluation and the selection process are done by focusing on effective inclusion and exclusion criteria (Mohamed Shaffril, Samsuddin and Abu Samah, 2021). The finalised data has been further evaluated based on their abstracts and titles. The complete text analysis is conducted for the articles and collected data. The filtration is done from where a total of 50 articles, publications and journals are selected that have matched the exclusion criteria. As per Linnenluecke, Marrone and Singh (2020), the screening and selection have been done appropriately with a step-by-step approach. This has given the opportunity for the research to achieve an accurate dataset for developing better knowledge and conclusions from the research. 
[bookmark: _Toc172367833][bookmark: _Toc175766763]3.10 Data analysis 
[bookmark: _Hlk159950899]Data analysis indicates the process that helps in evaluating the collected dataset for developing the findings (Braun and Clarke, 2021). This process helps in developing new trends and ideas form collected information. The research on digital marketing effects on consumer retention in the UK hospitality sector has focused on using the thematic analysis approach. This has given the scope of the study for exploring data in a structured way. The data has been familiarised at first with repeated exploration. As per Hennink and Kaiser (2022), different codes have been developed from the dataset where similar data has been come across. This helps in developing new themes matching the research objectives. The codes are grouped into themes, and finally, the narratives have been developed. The themes have been revised to develop an appropriate understanding of the research outcomes (Mishra and Alok, 2022). This approach has been justified for the work as it has given the flexibility for establishing new details and patterns from the dataset. This has helped the study in developing important factors and revealing the interconnectedness of the perspectives related to digital marketing and consumer retention.  
[bookmark: _Toc172367834][bookmark: _Toc175766764]3.11 Ethical consideration 
The research has focused on maintaining the ethical guidelines in its data collection process and in the research analysis time too. The research has focused on using other data and effectively acknowledging other works (Suri, 2020). The acknowledgement is done with references and citations of other works. The research has maintained its integrity, where no results have shown any discrimination or sensitive conclusions to anyone. The results of the work have not projected any harm to other values or perspectives. The research has maintained the data security aspect, too. Proper storage of data with access control and encryption has been followed in the research. The security measures and GDPR guidelines have been followed for data privacy. As per Pietilä et al. (2020), the study has followed the aspects of open and morale factors, considering focusing on the surroundings with its outcomes. The research outcomes has not created any social rift, and the ethical factors have been maintained throughout the research process. 
[bookmark: _Toc172367835][bookmark: _Toc175766765]3.12 Research limitations 
[bookmark: _Hlk159950874]The research has used qualitative methodology. This developed the limitation in the study towards only having descriptive details and no statistical details. The mono-method approach has developed limitations to evidential numeric findings and statistics on the digital marketing impact on consumer retention (Newman and Gough, 2020). The study also used only a secondary data collection process and secondary data. This overreliance and dependency may have created the accessibility issue to pre-existing data. The access restrictions for data may have impacted the study information and impacted the final results of the research. The present bias in the secondary data can also develop the limitation for the generalizability of the final findings of the research. This limitation needs to be acknowledged in the research process for more transparency development and creating an approach that can help in mitigating the limitations in future implications. 
[bookmark: _Toc172367836][bookmark: _Toc175766766]3.13 Chapter Summary 
The study has used an appropriate approach for methodology. The methodology has been followed by focusing on the research onion framework. The philosophy has been focused on interpretivism, and the theory development approach is taken of an inductive nature. The research strategy has been focused on the case study approach by taking a qualitative mono method for the evaluation. The research has done secondary data collection with focusing on a systematic literature review. Appropriate screening of data and selection with inclusion and exclusion has been done. The final dataset has been evaluated with thematic analysis. This helps the study in developing results to address its research questions.


[bookmark: _Toc172367837][bookmark: _Toc175766767]Chapter 4: Findings/ results, analysis and discussion
[bookmark: _Toc175766768]4.1 Introduction
The findings have been focused on the evaluation of digital marketing approaches in the consumer retention rates in the UK hospitality business. The findings of the research have been focused on highlighting the concepts and ideas that emerge from existing pieces of literature and help in understanding the digital marketing impact on consumer retention in the hospitality sector (Lin et al., 2020). The analysis has explored the effectiveness of different marketing channels by shedding light on the key factors that develop consumer loyalty and better retention rates. The findings provide the base of the research with insights and overviews on the current practices and knowledge that help the industry develop details for future implementation too. 
The 50 articles that have been selected have given various ranges of insights and have been focused on the digital marketing approach and its impact on consumer retention rates. The articles have evaluated the current digital marketing approach in the UK hospitality sector. They have provided the details on the strategy like social media marketing, email campaigns and content marketing with SEO techniques that have been used in the hospitality sector (Chamboko-Mpotaringa and Tichaawa, 2021). The article has provided a broader range of information for understanding the current phenomena. 
The articles that give details on the effectiveness and usability of the digital marketing channels have also been evaluated. Different articles have shown the benefit of digital marketing channels, relationship marketing aspects in the UK hospitality sector and their link with consumer engagement (Yesiloglu and Costello, 2020). Some articles have also provided insight into the challenges that organisations have to face in adapting to different digital marketing techniques. This has helped in critically evaluating the impact of the digital marketing approach. The details of the articles have also shed light on the key factors that impact consumer loyalty aspects, too (Ilyas et al., 2021). This thorough evaluation has helped in understanding consumer loyalty in the digital marketing landscape by highlighting the link between the digital marketing approach and enhanced consumer retention rates. 


[bookmark: _Toc175766769]4.2 50 Article Reviews and Analysis
	Index
	Author
	Year
	Title
	Methodology
	Key focus and key findings

	Current digital marketing approaches used in hospitality businesses

	1
	(Kumar, 2021)
	2021
	“Digital marketing in hospitality and tourism”
	Secondary data collection
	The study's key focus has been digital marketing in the hospitality industry, and the findings have highlighted the digital marketing abilities of attracting consumers to hotels and sharing their experiences.

	2
	(Carlisle, Ivanov and Dijkmans, 2023)
	2023
	“The digital skills divide evidence from the European tourism industry.”
	Mixed methodology with taking survey and interview 
	The research has indicated the digital skills and online marketing aspects. The key findings show the responses from 1404 tourists in the survey and interviews with 264 tourists in 8 European countries and five tourism sectors. The key findings highlighted the use of artificial intelligence, augmented reality, and virtual reality in digital marketing in the industry. 

	3
	Cheng et al. (2023)
	2023
	“A digital transformation approach in hospitality and tourism research”
	Systematic literature reviewing
	The key focus of the study is the hospitality industry's digital transformation and adaptation to digital marketing to quickly survive the COVID-19 pandemic effects. The research findings present details of the methods and possible directions that the industry understands for using social media and digital tools to reach visitors.

	4
	Lin et al. (2020)
	2020
	“Task-technology fit analysis of social media use for marketing in the tourism and hospitality industry: a systematic literature review”
	Systematic literature review with 99 articles
	The key focus of the research work is towards evaluating social media and its related applications in the hospitality industry by using task technology fit theory. The study findings have indicated social media use in the hospitality industry for reaching consumers and consumers' experience development. 

	5
	(Dabas, Sharma and Manaktola, 2021)
	2021
	“Adoption of digital marketing tools in independent businesses: experiences of restaurant entrepreneurs in India and the United Kingdom.”
	Quantitative research based on interviews with restaurant owners
	The key focus of the research is the adoption of digital marketing tools in independent businesses in the hospitality industry. The work has highlighted the digital marketing that businesses use, the major challenge relating to changing consumer behaviours, adaptation to digital tools, and digital tools' benefits for retaining consumers for a long time.

	6
	(Kostyk and Huhmann, 2021)
	2021
	“Perfect social media image posts: Symmetry and contrast influence consumer response.”
	Quantitative Survey 
	The research has its key focus on the use of social media by the industry for posting images and digital marketing. The key findings of the research have highlighted the social media use that helps in influencing the consumer's relationship and loyalty to the business.

	7
	George (2021)
	2021
	“Marketing tourism and hospitality: Concepts and cases.”
	Qualitative analysis
	The key focus of the work is the marketing aspects of the hospitality industry. Key findings have highlighted the use of digital marketing techniques like content marketing and influencer marketing in the Hospitality industry, which helped improve consumer reach and business development.

	8
	(Deb, Nafi and Valeri, 2024)
	2024
	“Promoting tourism business through digital marketing in the new normal era: a sustainable approach.”
	A quantitative survey with 270 respondents
	The study's findings have highlighted the tourism business's adaptation to social media platforms for promotion practices and consumer engagement.

	9
	(Chamboko-Mpotaringa and Tichaawa, 2021)
	2021
	“Tourism digital marketing tools and views on future trends: A systematic review of the literature.”
	Systematic literature reviewing 
	The study has focused on the marketing tools used in the hospitality industry for consumer engagement. The key findings have highlighted the acceptance of businesses in target marketing with social media content and using SEO techniques and email marketing for better promotion and consumer engagement.

	10
	(Pateli, Mylonas and Spyrou, 2020)
	2020
	“Organisational adoption of social media in the hospitality industry”
	Quantitative survey 
	The report has focused on exploring the organisation's adaptation and focus on social media use for marketing purposes. The findings have highlighted that different hospitality businesses are using social media platforms with different content and influencer collaboration that gives them better reach.

	11
	Ingrassia et al., 2022
	2022
	“Digital influencers, food and tourism”
	Qualitative methodology
	The study's key focus is exploring the current practices in the hospitality industry, focusing on restaurants and food chains. The findings highlighted the business use of social media, influencer marketing, video blogging, and other techniques for better digital marketing.

	12
	Dimitrios et al., (2023)
	2023
	‘Digital marketing: The case of digital marketing strategies on luxurious hotels.”
	Literature review 
	The study has focused on digital marketing in the hospitality industry and luxurious hotel chains. The findings indicate that social media and email marketing are the key channels for posting content, showing promotional offers, or posting user-generated content in the sector. 

	13
	(Bhandari and Sin, 2023)
	2023
	“Optimising digital marketing in hospitality industries”
	Literature review.
	The study has indicated different digital marketing tactics used in the hospitality industry. The key findings have highlighted SEO techniques, social media platform use, and collaboration marketing as key digital marketing strategies in the sector. 

	14
	Kryukova and Khetagurova, (2020)
	2020
	“Modern methods and approaches to the management of the hotel services promotion”
	Systematic literate review
	The study key focuses on the hospitality industry's modern approaches to management and marketing. The findings indicate Search engine optimisation techniques and content marketing, using social media in modern tactics in hotels to maximise profitability in today’s era.

	15
	Lee et al., (2021)
	2021
	“The sway of influencer marketing: Evidence from a restaurant group.”
	Qualitative methodology
	The study has focused on influencer marketing aspects in the hospitality industry. The study has indicated that hospitals focus on using influencer marketing to reach influencers' followers and promote their services to them. This also helps in communication development and creating brand value among consumers. 

	16
	(Femenia-Serra and Gretzel, 2020)
	2020
	“Influencer marketing for tourism destinations”
	Qualitative methodology
	The study has focused on the use of influencer marketing tactics in the hospitality industry. The study findings have highlighted that hotels use influencer marketing to create a positive impact and image of hotels. They use influencer marketing to reach their followers with attractive content and video marketing like hotel room footage or virtual tours of the hotel, etc. This helped in creating confidence among consumers and hotels. 

	17
	Sakas et al., (2022)
	2022
	“Multichannel digital marketing optimisations through big data analytics in the tourism and hospitality industry”
	Quantitative survey and statistical analysis.
	The study focused on digital marketing relating to search engine optimisation (SEO) tactics used in the hospitality sector. The findings have highlighted that hotel chains and businesses use SEO techniques to increase their visibility. They also use on-page and local SEO techniques with Google business profilers and local backlinks, etc. This helps in better promotion and visibility of hotels on booking websites and online platforms for knowing about the business among consumers. 

	18
	(Balatska et al., 2022)
	2022
	“Digital technologies and digital marketing: New opportunities for tourism and hospitality business.”
	Quantitative methodology 
	The study has indicated different digital marketing techniques like SEO, social media marketing and search engine marketing use in the hospitality industry. The findings of the study highlighted that this helps businesses in gaining better visibility. This helps businesses better exposure with keyword searching mobile friendliness and convenient searching. This is used in the sector as a current digital marketing approach for consumer engagement and retention.

	19
	Kariru, (2022)
	2022
	“Digital marketing in the hospitality industry”
	Secondary data collection and descriptive analysis.
	The study has focused on different digital marketing adaptations in the hospitality industry. The study has indicated that social media marketing and content marketing. The major finding that emerged from this study is the use towards email marketing by hotels. Hotels focus on using newsletters and offering emails to target the consumer base. Hotels also use automated email sequences for communication creation with consumers. 

	20
	Anser et al., (2020)
	2020
	“Towards strategic business performance of the hospitality sector: Nexus of ICT, E-marketing and organisational readiness.”
	Quantitative survey
	The study has indicated the digital marketing strategies that the hospitality industry uses for consumer retention. The outcomes of this study have shown email marketing as an emerging and wide adaptive technology in the hospitality and tourism sector for effective personalised content marketing, offering personal recommendations to consumers. This creates consumer relations and helps in driving repeat business. 

	Effectiveness of different digital marketing channels for retaining customers

	21
	Leung et al. (2022)
	2022
	“Influencer marketing effectiveness”
	Qualitative methodology
	The study has focused on influencer marketing tactics and their effectiveness in creating consumer loyalty. The study findings indicate that influence marketing helps in social proofing and reinforces the consumer's trust in any hotel chain, which helps in retaining consumers in the hospitality industry. 

	22
	(Mariani, and Borghi, 2021)
	2021
	“Are environmental-related online reviews more helpful? A big data analytics approach.”
	Content analysis
	The study's key focus is on the use of digital platforms and their effectiveness for online reviews. The key findings highlighted that digital marketing has a positive impact on understanding consumer trends and on e-WOM helpfulness.

	23
	Garrido-Moreno et al., (2020)
	2020
	“Social Media use and value creation in the digital landscape: a dynamic-capabilities perspective”
	Literature reviewing with SEM methodology 
	The study's key focus is on relating the impact and effectiveness of digital marketing, specifically social media platforms in the hospitality industry. The key findings have highlighted that Social media use helps businesses reach large-scale consumers and also creates engagement among them. Social media holds a major role in creating consumer engagement that creates value for consumers.

	24
	Dandis et al., (2023)
	2023
	“The effect of brand experiences and relational benefits on loyalty in the fast-food restaurants”
	Quantitative survey with 503 respondents.
	The key focus of the study is to evaluate the digital marketing effects on the brand perception creation and its benefits towards consumer loyalty development in fast food restaurants. The findings have indicated that social media and digital platforms help in better brand experience creation and develop the brand's positive image with comments, word of mouth and positive promotions that help consumers have confidence in brands, and this develops their loyalty.

	25
	(Wang et al., 2020)
	2020
	“Unpacking the impact of social media analytics on customer satisfaction.”
	Quantitative data collection with surveys 
	The study focuses on the impact of social use and its relation to consumer satisfaction. The findings have highlighted that social media gives businesses in the hospitality industry capabilities for analytics, which helps them create effective and personalised services and improve consumer satisfaction.

	26
	Chaffey and Smith (2022)
	2022
	“Digital marketing excellence: planning, optimising and integrating online marketing”
	Qualitative methodology
	The key focus of this study is towards exploring digital marketing and online marketing in the tourism industry. The study has indicated the effectiveness of digital marketing for better online communication creation and cost reduction than traditional marketing or firms. The benefit is also indicated for reaching and engaging consumers with interactiveness.

	27
	Khalayleh and Al-Hawary (2022)
	2022
	“The impact of digital content of marketing mix on marketing performance: An experimental study at five-star hotels.”
	Quantitative survey with 294 sample respondents. 
	The key focus of this study is to explore the impact of digital marketing and its effectiveness on the consumer. The findings of the study have highlighted the positive relation of digital content to consumer retention. The study has shown that the hospitality business focuses on advertisements with digital platforms that show the quality of services among consumers. 

	28
	(Christou and Chatzigeorgiou 2020)
	2020
	“Adoption of social media as distribution channels in tourism marketing: A qualitative analysis of consumers’ experiences”
	Qualitative methodology
	The study has a key focus on digital marketing and social media effectiveness for consumer experience development. The findings highlighted that digital marketing helps in personalisation, better interaction creation and user-generated content in social media helps in validations for the customers. 

	29
	(Labanauskaitė, Fiore and Stašys, 2020)
	2020
	“Use of E-marketing tools as communication management in the tourism industry”
	Quantitative survey with 384 respondents.
	The study focuses on exploring the effectiveness of email marketing channels. Its findings have highlighted that email marketing helps create better communication and personalised offerings that create engagement among consumers. One major factor that comes across through the study findings is the content values with email, like newsletters, product updates, etc., that develop loyalty over time. 

	30
	Alves, Sousa and Machado, (2020)
	2020
	“The role of digital marketing and online relationship quality in social tourism”
	Content analysis
	The key focus of the research is the digital marketing effective sin the tourism industry. The research findings show that different digital marketing, like influencer marketing and social media use, help in reaching broad customers with targeted marketing and approaches. This helps in creating better relations with consumers and helps in loyalty development.

	31
	Kushwaha et al., (2020)
	2020
	“Integrating social media and digital media as new elements of integrated marketing communication for creating brand equity.”
	Qualitative methodology
	The key focus of the study is towards exploring digital marketing integration for better brand equity development and creating consumer loyalty. The findings of the study have highlighted that digital marketing helps in better communication creation with consumers' impact on creating brand equity and consumer loyalty. 

	32
	(Alrawadieh, Alrawadieh and Cetin, 2021)
	2021
	“Digital transformation and revenue management: Evidence from the hotel industry.”
	Qualitative interview with 23 participants 
	The study has focused on digital transformation's effectiveness for financial benefits for the organisation. The study findings have indicated that digital marketing is effective for creating engagement with quality content, user experience development, and personalised options that help in consumer behaviour, such as repeat visits to hotels or repeat purchases. This helps in better revenue creation in the hospitality business. 

	33
	Aydin, (2020)
	2020
	“Social media engagement and organic post effectiveness”
	Content analysis
	The study has focused on social media channel effectiveness. The key findings have indicated that social media helps in interactive content posting and better communication creation. It also helps in regular communication creation. User-generated content creates authenticity, and exclusive offers posted by hotels also help in attracting consumers. 

	34
	(Chu, Deng and Cheng, 2020)
	2020
	“The role of social media advertising in hospitality, tourism and travel: a literature review and research agenda”
	Literate review based on 192 papers. 
	The study focused on the use of social media to create consumer loyalty and provide effectiveness. The key findings show that social media platforms help businesses easily promote their new offers and content. Social media also helps in influencer collaborations. This helps in social proofing, which helps consumers gain trust in hospitality firms' services.

	35
	(Salem, 2021)
	2021
	“Do relationship marketing constructs enhance consumer retention? An empirical study within the hotel industry.”
	Quantitative Survey
	The study has focused on relationship marketing with digital marketing aspects. The findings have shown that digital marketing, like email marketing and content marketing, helps in relationship creation with effective communication with consumers. This helps in developing travellers' bonds with firms. This helped create better consumer engagement and create their loyalty. 

	36
	(Yesiloglu and Costello, 2020)
	2020
	“Influencer Marketing”
	Literature review 
	The study focused on influencer marketing and its effectiveness for consumer retention. It indicated that influencers are engaging in consumer trust-building with social proofing, which helps develop consumer trust in hotels. 

	37
	Kumar, (2024)
	2024
	“The Role of Digital Marketing on Customer Engagement in the Hospitality Industry”
	
	The research shows that optimised and mobile-friendly hotel websites or faster loading times provide convenience for users. Content optimization for SEO helps attract organic consumers and traffic to the business, creating consumer appeal and engagement.

	38
	Fatima et al., (2024)
	2024
	“Study of Digital Marketing in Tourism and Hospitality Industry: A Literature Search Using the Keyword Co-Occurrence Mapping Network”
	
	The key focus of the study is on the effectiveness of SEO or pay-per-click techniques in the hospitality sector for creating consumer engagement with better local searching options, convenience, and developing business credibility. 

	Factors related to digital marketing that influence customer loyalty

	39
	Majeed et al., (2022)
	2022
	“An analysis of the effects of customer satisfaction and engagement on social media on repurchase intention in the hospitality industry”
	Quantitative survey
	The study focused on the key factors of digital marketing that create consumer loyalty and retention. The findings highlighted the satisfaction and interactive engagement that social media creates for consumers, which impacts their purchasing decisions. Social media content helps consumers learn product information and builds trust, which creates consumer loyalty. 

	40
	(Nuseir and Elrefae, 2022)
	2022
	“The effects of facilitating conditions, customer experience and brand loyalty on customer-based brand equity through social media marketing”
	Literature review
	The study has focused on the key factors of social media use that help in consumer loyalty creation. The findings of the research have indicated that social media gives an opportunity for data analytics with consumer data. This helps hotels in creating a personalised offering, and target advertisements. This helps in engaging consumers and creating better experiences with hotels. Social media facilitated consumer-based brand equity to help create consumer loyalty in the sector. 

	41
	Ilyas et al., (2021)
	2021
	“The influence of digital marketing and customer perceived value through customer satisfaction on customer loyalty”
	Quantitative methodology 
	The study focused on the digital marketing factors that influence consumer loyalty creation. The study findings highlighted that digital marketing helps in customised content and personalised offerings that help enhance brands' connection with their consumers and create their loyalty.

	42
	Eldahamsheh et al., (2021)
	2021
	“Factors affecting digital marketing success”
	Qualitative methodology
	The study outcomes have highlighted the success factors of digital marketing. Here, one key aspect emerges of data utilisation. Digital marketing gives scope for using consumer data that helps businesses create data-driven offers and target marketing for better consumer loyalty and satisfaction.

	43
	(Dastane, 2020)
	2020
	“Impact of digital marketing on online purchase intention: Mediation effect of customer relationship management”
	Survey with 202 participants and analysis using SPSS 
	The study results has highlight that social media helps in better engagement with interactive consumers for consumers. It also helped them in gaining social proof and creating their engagement. This impacts their repeat purchasing behaviours and loyalty.

	44
	(Shridhar, 2023)
	2023
	“Digital Marketing and Customer Satisfaction: a Comparative Study”
	Qualitative methodology
	The study outcomes have highlighted that digital marketing techniques such as social media and SEO techniques give convenience, better usability and information. This helps in creating the trust of the consumers for hospitality oragsnaition. This creates their satisfaction.

	45
	(Nuseir and Refae, 2022)
	2022
	“The effect of digital marketing capabilities on business performance enhancement: Mediating the role of customer relationship management (CRM)”
	Literature review
	The study has indicated the role of digital marketing in developing customer relationship management with effective interactions. This key factor impacts the consumer's satisfaction with brands and causes their loyalty. 

	46
	Muharam, et al., (2021)
	2021
	“E-service quality, customer trust and satisfaction: market place consumer loyalty analysis.”
	A quantitative survey with 350 respondents 
	The key results of the study are towards using social media in the current practice of the hospitality industry that helped in consumer satisfaction creation with effective communication, feedback-giving options and images and personalised offerings. 

	47
	Kitsios et al., (2021)
	2021
	“Digital marketing platforms and customer satisfaction: Identifying eWOM using big data and text mining.”
	Qualitative analysis 
	The study results show that digital marketing helps in creating consumer loyalty, where the business provides personalised offerings and new offers through digital marketing promotions. This impacts consumers by creating a positive brand image and generating loyalty.

	48
	(Cheng, Wu and Chen, 2020)
	2020
	“Creating customer loyalty in online brand communications.”
	Literature review
	The study shows the major role of consumer loyalty in the communication channel that digital marketing gives. Communication helps in solving the queries of consumers and better transparency in business approaches for prices, offerings, and services. This creates consumer trust and generates loyalty. 

	49
	(Al-Azzam and Al-Mizeed, 2021)
	2021
	“The effect of digital marketing on purchasing decisions: A case study in Jordan.”
	Quantitative survey with 220 participants. 
	The study results show that mobile marketing and social media marketing impact consumer purchasing by giving them comparing options, new discounts, and optional and understating products with better customer reviews and social proof. This helps in increasing their likelihood for repeat business and purchasing.

	50
	(Al-Ayed, 2022)
	2022
	“The impact of e-commerce drivers on e-customer loyalty: Evidence from KSA.”
	A quantitative survey with 247 participants
	The results of the research indicate that customisation options, loyalty program options and an understanding need of the consumers are generated by digital marketing users. These key factors impact on loyalty growth of consumers. 



[bookmark: _Toc172367838][bookmark: _Toc175766770]4.3 Summary of the findings 
[bookmark: _Toc172367839][bookmark: _Toc175766771]Theme 1: Current digital marketing channels and approaches used in hospitality business 
The research on the digital marketing impact on consumer retention in the UK hospitality sector has revealed different key approaches that the hospitality sector uses (Carlisle, Ivanov and Dijkmans, 2023). The evaluation of different existing studies has indicated a variety of tactics and processes that are used by the hospitality business to improve consumer engagement and retention. As per Cheng et al. (2023), the key tactic that hospitality businesses have emerged is using social media platforms for marketing purposes. The results have shown that hospitality businesses indirectly focus on using social media and content marketing to reach consumers and develop brand loyalty (Deb, Nafi and Valeri, 2024). The findings also have indicated towards SEO techniques and Email marketing are used for developing promotion in a personalised way and enhancing their visibility (Pateli, Mylonas and Spyrou, 2020). Influencer marketing has also come across as one of the tools that the business has used for promoting its services and developing positive brand perceptions. 
[bookmark: _Toc172367840][bookmark: _Toc175766772]Theme 2: Effectiveness and benefits of different digital marketing approaches for retaining consumers 
The study has focused on effectively collecting and evaluating studies that have helped in providing findings that have shown the various effectiveness of the digital marketing approaches taken by the hospitality business. As per Leung et al. (2022), the study findings have highlighted the effectiveness of digital marketing in retaining consumers in the industry. One of the major digital marketing techniques of influencer marketing has been indicated as effective in developing consumer loyalty with social proofing and trust development among consumers (Mariani and Borghi, 2021). The study findings have shown the benefits of social media platforms and email marketing roles, too. Both approaches help in consumer engagement and develop better consumer satisfaction for the business through personalised services and interactive content. As per Dandis et al. (2023) social media platforms further give the opportunity for online reviews and feedback, which enhances consumer trust and loyalty. The findings also have indicated towards SEO and pay-per-click techniques effectiveness as well (Wang et al., 2020). The techniques help in attracting organic traffic in business and also enhance consumer engagement with brands. The overall findings have highlighted that digital marketing challenges develop brand perception and experience, leading towards higher customer loyalty and satisfaction that help in better consumer retention in the UK hospitality industry. 
[bookmark: _Toc172367841][bookmark: _Toc175766773]Theme 3: Different factors of digital marketing that influence consumer loyalty.
Different studies have highlighted key factors that impact and influence consumer decision-making and loyalty. As per Muharam et al. (2021), the key factors that have emerged from the findings are the content's personalisation and the interactive engagement that they get from digital marketing approaches. According to Kitsios et al. (2021) the studies have indicated towards consumers' abilities for reviewing and comparing with social proofing through social media posts also impact their perception creation of brands and affect their loyalty or purchasing decisions (Nuseir and Refae, 2022). Business gets the opportunity of data analytics through digital marketing that also helps in creating personalised products and marketing (Cheng, Wu and Chen, 2020). It also impacts consumer engagement loyalty as they get what they need. Transparency and effective communication with digital marketing develop consumer trust and satisfaction (Al-Azzam and Al-Mizeed, 2021). This contributes toward the retention of any business. 
[bookmark: _Toc172367842][bookmark: _Toc175766774]4.4 Analysis of the results 
[bookmark: _Toc172367843][bookmark: _Toc175766775] Theme 1: Current digital marketing channels and approaches used in hospitality business 
The analysis of the findings in the research has indicated the integrated and extensive role of digital marketing and its adaptation in the hospitality sector. According to Ingrassia et al., (2022) the results from this study have revealed the adoption of advanced technologies and strategies that helped to enhance consumer engagement. 
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[bookmark: _Toc175262338]Figure 9: Representation of contingency actions for consumer engagement
(Source: Ingrassia et al., 2022)
Different beliefs in the hospitality sector, majorly focus on using social media platforms, which has been indicated in multiple studies (Bhandari and Sin, 2023). This Different business focuses on using augmented reality, AI tools, and virtual reality-based content and approaches for creating immersive experiences for the consumers come across through the study. As per Dimitrios et al., (2023) social media plays a role in communication and better integration development for the business which helps them engage their audience and develop brand loyalty. The hotels and restaurants in the industry are also focused on using content marketing to influence marketing techniques (Balatska et al., 2022). The study results in ha shown that businesses focus on using the follower base of influencers with collaboration to reach a set consumer base with developing effective collaborations. As per Kariru, (2022) this also helps them in social proofing, building trust and developing positive brand perceptions. Different businesses in the industry focus on SEO tactics, too. Brands use techniques such as page SEO, local SEO, or keyword optimisations to attract and retain consumers with the increased level of online visibility and presence has come across through the study. As per Anser et al., (2020) email marketing is another major tool that businesses in the sector have used for personalised communication and automated sequential promotions. These tactics helped the business maintain its consumer relationships and develop repeat business (Sakas et al., 2022). Overall, the results of the analysis have indicated the integral role of digital marketing approaches adaptation in the hospitality sector for developing effective marketing that can help them in better consumer engagement, retention and business growth. 
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[bookmark: _Toc175262339]Figure 10: Strategic business performance evaluation model in hospitality sector
(Source: Anser et al., 2020)
[bookmark: _Toc172367844][bookmark: _Toc175766776]Theme 2: Effectiveness and benefits of different digital marketing approaches for retaining consumers 
The findings of the study have indicated the pivotal role of digital marketing channels that help ineffective consumer engagement. As per Chaffey and Smith (2022) satisfaction and service that help in consumer retention in the hospitality sector. The study results have shown that different digital marketing aspects provide different effectiveness and benefits for businesses. According to Khalayleh and Al-Hawary (2022) it has been through the study findings that social media gives the power toward better-personalised services, interactive communication and reach to a wider audience for business. The platforms help the business with personalised operations and develop consumer engagement (Christou and Chatzigeorgiou 2020). Social media developed engagement become vital for businesses in creating value and satisfaction for consumers. As per Alves, Sousa and Machado, (2020) this is the key role in retaining the consumers in business. Social media also gives the operation businesses toward understanding of consumer behaviours and preferences by giving options for data analytics. This further helps businesses in developing tailored services and marketing approaches and meeting consumer demands with data driven information (Labanauskaitė, Fiore and Stašys, 2020). This helps in enhancing consumer loyalty and satisfaction. Social media platforms also give the scope for reviewing and verification with user-generated content for people. This impact on consumer trust and loyalty factors has come across through the study. As per Kushwaha et al., (2020) on the other hand, influencer marketing tactics give the business the benefit towards reaching followers and adding the value of social proofing and authenticity for hospitality services with their experiences and endorsements. 
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[bookmark: _Toc175262340]Figure 11: Influential aspects of focusing on behaviour and intention for customer management
(Source: Kushwaha et al., 2020)
This helps in developing the confidence of the consumers for business in the market (Alrawadieh, Alrawadieh and Cetin, 2021). This leads towards enhanced consumer loyalty. The SEO techniques and pay-per-click also come across through the study that gives better visibility of business where it facilitates organic traffic to the business and enhances consumer engagement. Email marketing approaches used in the hospitality sector help in personalised content and promotional activities (Chu, Deng and Cheng, 2020). The study results have indicated that email marketing facilitated better communication among brands and their consumers. This helps in maintaining ongoing relationships with their consumers (Salem, 2021). The regular updates with email, personal offerings and newsletters further help in keeping the consumer engaged with brands. The analysis of the articles and existing pieces of data has highlighted that digital marketing gives many benefits to businesses that help in effectively developing long-term loyalty among consumers for the hospitality business. This helps in better retention for the consumers. 
[bookmark: _Toc172367845][bookmark: _Toc175766777]Theme 3: Different factors of digital marketing that influence consumer loyalty
The studies have indicated different key elements that impact the development of consumer loyalty. Digital meeting provides different benefits that impact the development of the environment and the satisfaction of the consumers (Nuseir and Elrefae, 2022). The analysis has discovered the key role of personalisation that plays the key role for influencing the consumer loyalty for the brands. As per Ilyas et al., (2021) it has come across through the study findings that digital marketing gives scope for business towards evaluating data of consumers from different platforms. This gives the business the scope for developing content, marketing, and services that meet consumer demands (Dastane, 2020). This indicates towards provides personalised services and marketing approaches for customers. This personalisation helps consumers develop trust toward business and leads towards their loyalty.
On the other hand, influencer marketing approaches help in social proofing operations. This helps consumers in greatly evaluating products and knowing information on hotel services with social validation from influencers or celebrities. As per Eldahamsheh et al., (2021) this social proofing develops trust and confidence in the hospitality business, hotel service and restaurants. Digital marketing helps in effective communication, too, has been come across through the analysis via different platforms as shown in the below figure by Shridhar, (2023). 
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[bookmark: _Toc175262341]Figure 12: Mode of communication for effective outcome of a brand
(Source: Shridhar, 2023)
This indicates that communication also plays a key role in developing the consumer's trust in brands, and interaction plays a role in developing a sense of loyalty among consumers. The analysis has also indicated the option for online review, comparison or feedback operations. This also greatly influence the customer's perspective for purchasing or selecting any brand and retaining with the brands. 
[bookmark: _Toc172367846][bookmark: _Toc175766778]4.5 Discussion 
The findings of this study have underscored the critical role of digital marketing in the hospitality sector. The research results have highlighted different device technologies and digital marketing channels used in the hospitality sector (Femenia-Serra and Gretzel, 2020). The hospitality sector is focused on keeping pace with advancements in its digital approaches by integrating social media platforms, email marketing, and influencer marketing approaches that have come across through the study (Ghonim et al., 2024). Social media has been the major powerful tool that various hospitality businesses have used. The media gives usability for reaching large-scale consumers by fostering engagement and help in creating brand loyalty. As per Lee et al., (2021) other than social media, influencer marketing and content marketing approaches have also been used on a major scale in the hospitality sector has come across. The influencers bridge the gap between brands and consumers where the interactive content holds in better promotions and marketing (Mishra et al., 2023). Developing engagement among consumers has been shedding light on the results of this study. SEO techniques also help the hospitality business in developing their online presence, which makes it one of the choices for the hospitality business. As per Mohammad (2022) the SEO techniques have been used for attracting consumers with search engines where email marketing use has been facilitated for developing personalised marketing for the consumers has been focused through the study. The industry has adapted towards changing consumer behaviour, where digital tools have helped the business in staying relevant and competitive in the market. 
The analysis of the study has indicated the major benefits that digital marketing aspects develop for the hospitality business. As per Kumar, (2024) the detailed evaluation of studies and the results have underscored various effectiveness and benefits of digital marketing strategies that contribute towards hospitality business consumer retention and loyalty development. Among the different approaches, social media platforms have come across as one of the most beneficial channels that help the business in developing effective consumer engagement (Ghonim et al., 2024). The platforms help businesses in developing real-time interaction with their customers. They can focus on data-driven approach development with their social media help, too. The study results have indicated that social media gives the ability for effective data analytics (Magano and Cunha, 2020). This helps the business in understanding the consumer needs and their concerns. According to Fatima et al., (2024) this helps in effective personalised marketing in service development. This ability helps in analysing consumer behaviour and further allows for more targeted marketing efforts. These targeted marketing efforts help in better customer relations, and consumers are satisfied with the services that they get. The user generates the content, and the online reviews on the social media platforms further play the role of endorsements (Chiang, 2020). This helps the consumers understand the products and develop their confidence and trust for doing repeat business. Another amour benefit that has been come across through the study is the influencer marketing channel benefits. Influencer marketing helps in providing authentic and reliable experience for the consumers (Yesiloglu and Costello, 2020). The hospitality industry focuses on using influencer marketing, where they use the credibility of the approach and reach of the influencers to promote to large-scale audiences. This helps businesses develop their brand image and consumer loyalty, too. Email marketing channels also provide many benefits for the hospitality business as well (Alwan and Alshurideh, (2022). Email marketing helps businesses in developing personalised marketing approaches. Email marketing gives visibility and communication in one-way has come across from the study results. The personalised approaches with email campaigns further amplify the engagement of the consumers with brands. The SEO techniques are also effective for business. They help the business in becoming accessible, visible and user friendly in the digital landscape (Chiang, 2020). The approaches contribute to seamless consumer experience and also help in developing any business visibility in the comparative market. This becomes crucial for the hospitality business to retain its consumers, as highlighted by the results of the study. As per Larsson and Broström, (2020) the different techniques used in the hospitality industry business develop benefits and effectiveness by creating authentic and engaging experiences for the consumers. This develops strong relationships with the consumers, builds their trust and further drives their loyalty to retain business. 
Different key factors come across from the analysis and form the research, which impacts consumer loyalty, and these factors influence the consumer retention rates with business. As per Majeed et al., (2022) the key factors that have been highlighted in the study results are personalisation operations, two-way communication approaches, social proofing with influencers-provided content or user-generated content, etc. These factors impact consumer loyalty and their trust in brands (Alves, Sousa and Machado, 2020). The study has indicated the transformative approach and impact of digital advertising that develops consumer loyalty that helps consumers stay with the brands. Personalisation plays a key role in influencing trust, as most have indicated with this study, where social proofing, online reviews or comparisons also play a part which developing consumer engagement, interactions or loyalty for brands (Eldahamsheh et al., 2021). This helps customers develop confidence in any brand, which ultimately impacts on their retention rates. As per Sota, Chaudhry and Srivastava (2020) digital marketing help businesses in effectively handling the CRM system, which offers better relationship management with consumers, and the developed bond with the consumers boosts their satisfaction and loyalty to the business.


[bookmark: _Toc172464382][bookmark: _Toc175766779]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc172464383][bookmark: _Toc175766780]5.1 Conclusion 
[bookmark: _Toc172464384][bookmark: _Toc175766781]5.1.1 overall conclusion of the research 
The research has to focus on the effect of digital marketing on the hospitality sector of the UK. The research has focused on doing extensive research that can help in gaining effective knowledge on the topic context. The study has its aims to explore the effects of digital advertising on consumer retention rates, focusing on the hospitality sector businesses in the UK, where there have been three key focuses of the research. The three key objectives that have been indicated with the research are towards the digital marketing channels that the hospitality business has adopted in the industry sector. Another aspect that has been indicated towards the research is the digital marketing benefit and effectiveness for consumer retention in the industry, and the last objective that has been concentrated in the study is towards the key elements that impact consumer loyalty for the business. The study has developed a structured approach for finding effective insights for this key objective of the study. The study has been done in the structured approach of systematic literate review. The methodology approach that the study has taken is towards collecting data from secondary research and existing pieces of studies that can highlight the details of the digital marketing impact on the hospitality sector. The study has taken qualitative methodology and followed the research onion framework in its data collection approach. Systematic literate has been conducted to select the articles that can give the appropriate insight into the study's aim. The final analysis has been done with thematic analysis, which has helped in developing the appropriate findings for the study. The thematic analysis has helped in evaluating key elements and establishing new ideas from the articles and dataset. This has given the study the scope to develop its insights and results that can give answers to its focused objectives and help in understanding the critical aspect that is associated with digital marketing in the hospitality sector and consumer retention. Finally, with the findings, the study has underscored the critical role of digital marketing that impacts on enhancing consumer loyalty and their trust for brands. This helps in developing the retention rates in the UK hospitality sector.
[bookmark: _Toc172464385][bookmark: _Toc175766782]5.1.2 Conclusion meeting with the objectives 
The study has aimed to explore different sectors associated with the digital marketing approach, where it has been focused on exploring the different digital marketing approaches that have been used in the hospitality industry. The study results have indicated social media platforms, influencer marketing use, email marketing use, search engine optimisation utilisation and adaptation in different hospitality businesses. The research has revealed that the hospitality business focuses on integral approaches of different digital marketing techniques for effective promotion and consumer experience, where the findings have highlighted the different digital marketing approaches and helped the study meet its first objective. 
The study results have also indicated the benefits and the effectiveness of the digital marketing approaches in the hospitality sector. There are different effectiveness and benefits that have been come across with the research results. The key benefits have been highlighted where social media platforms help in wider reach and data analytics functions. Influencer marketing helps in effective promotions with social proofing, and email marketing operations give the opportunities for businesses to develop targeted and customised marketing campaigns. SEO techniques are effectiveness for developing the hospitality business visibility has also come across from the study findings. This approach has helped in developing organic traffic, better consumer services and continuous engagement for the consumers by the hospitality business, which has helped the study meet its second objective. 
The results of the study have also focused on evaluating the key aspects that impact consumer loyalty aspects. Among the different key findings, the major aspects that have come across are the personalised offering, social offering options and the interactive engagement that impacts the most on consumers for developing their loyalty dn engagement with the brands in the hospitality sector. The analysis of the data has indicated that personalised offerings with the target advertisement are made possible with digital marketing practices for the hospitality business. This helps consumers develop their loyalty. The study has also indicated towards the offer of comparison operations, discounts and consumer reviewing options provided by digital platforms positively influence purchasing decisions and consumer confidence towards brands, which impact their retention with businesses. These findings have helped in gaining effective knowledge on the key elements that impact consumer loyalty and help the study meeting with its third objective too.
[bookmark: _Toc172464386][bookmark: _Toc175766783]5.2 Recommendations 
[bookmark: _Toc172464387][bookmark: _Toc175766784]5.2.1 Recommendation for industry 
Enhancing the personalised aspects with data use- The digital marketing platforms help in providing the operation to hospitality businesses for developing data-driven customisations. The hospitality business can focus on leveraging the data analytics functions by focusing on digital platforms to give better-personalized experiences to consumers. This can be done by using customer relationship management systems for gathering and analysing consumer data and their behaviours. 
Investments in social media engagement- Hospitality businesses can offer more direct and interactive communication with their consumers, where they can invest in the development of better campaigns on digital platforms. They can focus on creating engaging and original content. They can focus on responding to clients' inquiries in a better or faster way. They can also focus on developing more user-generated content that will help in better evidential aspects of business. Businesses can also focus on including interactive features like live video, polls and content for users' engagement and loyalty development. 
Integration of technologies- The hospitality business can focus on using Artificial intelligence or Machine learning type of technologies in their digital marketing aspects. They can focus on integrating AI-based chatbots for their streamlined consumer reviews. The business in the hospitality sector can focus on providing services with instant responses to consumer queries. The integration of AI-powered chatbots in their social media platforms or websites will help in developing the consumer experience with instant help or recommendations. This will reduce the response time and also help in better-personalised services for the customers, which will ultimately impact on developing their interaction with the business and build trust. 
Invest in advanced data security- digital marketing approaches develop concerns towards data us and data security among consumers. Different digital challenges develop loopholes towards data security aspects that impact cyber attacks and data breaching-related problems for businesses. Hospitality businesses develop their security aspects in digital challenges by ensuring data security and privacy factors for consumers. Hospitality businesses need to focus on investing in security measures like advanced protocols, firewalls and encryption for protecting consumer data. They need to focus on developing transparency in their communication approaches about data use and security practices. This will help them in developing better consumer trust and loyalty. 
[bookmark: _Toc172464388][bookmark: _Toc175766785]5.2.2 Future Research Areas 
Mixed method approach- the research has focused on developing its findings and results using qualitative methodology and systematic literate review. This limits the scope and generalisability of the findings of the study. The study has only focused on existing studies and the evaluation, which has helped in developing description-based results. This limits the study insights' validity and also their effectiveness. The research can focus on the incorporation of a mixed-method approach in future implications. The study can focus on using qualitative methodology for developing numeric data or doing statistical analysis. This will help in gaining deeper information on customer perspectives. This will help in providing more rich details on consumer experience and their references. 
Data collection methodology incorporation- the study has only used the secondary method of data collection for the research. This has limited the study scope for developing data from existing literature where practical insights from consumers in real time still need to be improved. Future research can focus on conducting a survey or interview-based data collection to understand the consumer or participant perspectives in real-time. A meta-analysis can also be done for the study. Synthesis of the findings can be developed from different studies with a focus on a meta-analysis approch in future studies, too. This can help in a better approach to understanding the market trends. Effectiveness s of the digital marketing aspects and also provide in-depth findings from multiple sources for better outcomes and meaningful results. 
Focus on small and medium enterprises- the study has lacked a specific focus on evaluating the digital marketing approaches' impact base don small hospitality businesses and large hospitality businesses. Large hospitality businesses have their resources and implement advanced digital marketing approaches. The SMEs have their own limitations and face different unique challenges that limit their digital marketing approaches too. This develops diverse impacts of digital marketing based on the organisation's size, structure and the capabilities of their resources. Future research needs to acknowledge these aspects where they need to focus on developing the research by focusing on the specific needs and constraints of business in the hospitality sector. This will help in providing effective results that will consider the limitations of business and the scales.  
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