[image: S:\Quality Assurance\QAHBooks\Academic Quality Handbook 2015-16\Appendices\UWTSD Logo.jpg]

[image: University of Wales Trinity Saint David - myday]

DISSERTATION

The impact of digital marketing on customer behavior in the United Kingdom hotel industry


Submitted By: Kristina Ivanova (2020522)
Supervisor: Tushara Balendran







Table of Contents
Chapter 1: Introduction	3
Aim:	4
Objectives:	4
Research Questions	5
Rational	5
Flow of report	6
Chapter 2: Literature Review	7
Chapter 3: Research Methodology	13
Chapter 4: Findings	18
Chapter 5: Discussion	24
Chapter 6: Conclusion	27
Chapter 7: Recommendations	28
Appendix A: Questionnaire:	31
Reference List	34
Appendix A	36















[bookmark: _Toc149228680][bookmark: _Toc154793890]Chapter 1: Introduction
Like many other businesses, the hotel industry in the UK has seen significant transformation in recent years. The digital revolution and the increasing usage of the internet are major factors driving these changes. Digital marketing techniques are now the mainstay of how hotels interact with their visitors, develop their brands, and sway consumer decisions.
The hotel industry in the UK has long been a major driver of the national economy, drawing both domestic and foreign travellers. It includes a broad variety of lodging options, from luxurious hotels located in the centre of London to little bed & breakfasts hidden away in rural locations. However, in this digital era, hoteliers confront new problems notwithstanding their variety.
Knowing how marketing affects consumer behaviour is not just of academic interest; it is also a crucial strategic factor for the industry's survival and expansion. Herein lies the role of digital marketing.
The phrase "digital marketing" describes the practise of promoting goods and services using digital platforms in order to interact with audiences and foster brand loyalty. A vast array of digital technologies, such as email campaigns, search engine optimisation (SEO), online advertising, and mobile applications for hotels, have completely changed the way hotels sell themselves (Goldfarb and Tucker, 2019)
Not only does digital marketing facilitate audience outreach for hotels, but it leads in a personalised experience age. Hotels are able to customise their marketing campaigns according to the needs, interests, and behaviours of each individual guest by gathering and evaluating data. This change in marketing strategy from bulk to precision-targeted campaigns might have a big impact on how consumers view, interact with, and select hotels for their travels.
[bookmark: _Toc149228681][bookmark: _Toc154793891]Aim: 
To thoroughly examine how digital marketing affects consumer behaviour in the hotel sector in the United Kingdom.
[bookmark: _Toc149228682][bookmark: _Toc154793892]Objectives:
1. Examine the Development of Digital Marketing in the UK Hotel Sector: This goal aims to provide an historical overview about the acceptance and uptake of digital marketing techniques in UK hotels. It seeks to put into perspective the changes in digital marketing over time.
2. Examine the Effect of Digital Marketing on Customer Booking Behaviour: Finding out how online booking portals and digital marketing campaigns influence travellers 'decisions is another such goal. It wants to identify exactly which digital marketing channels attract the most travellers and cause them to make reservations.
3. Analyse the Impact of social media and Online Reviews on Customer Perceptions: The objective of this particular goal is what impact social media, online reviews and ratings have on travellers 'opinions about hotels. It also seeks to find out how good and bad information posted on the web can influence a hotel's image, as well as visitor responses.
4. Assess the Success of Personalised Marketing Campaigns, Loyalty Programmes, and Customer Engagement Initiatives in Fostering Customer Loyalty: The second is to examine how effective these policies have been at building up customer loyalty for hotels. It aims to determine which of the customised strategies are most effective at maintaining clients and referral business (Jadhav et al., 2023)
These combine to provide insights into how digital marketing strategies impact various aspects of consumer behaviour--including reservation decisions, brand awareness and loyalty -- in the UK's hotel industry.
[bookmark: _Toc154793893]Research Questions
1. What is the Development of Digital Marketing in the UK Hotel Sector?
2. What is the Effect of Digital Marketing on Customer Booking Behaviour?
3. What is the Impact of social media and Online Reviews on Customer Perceptions?
4. What is the Success of Personalised Marketing Campaigns, Loyalty Programmes, and Customer Engagement Initiatives in Fostering Customer Loyalty?
[bookmark: _Toc149228683][bookmark: _Toc154793894]Rational
With the continuous development of digital technologies and contemporary travellers 'new expectations, there is a dramatic upheaval unfolding in the United Kingdom's hotel industry. This industry has absorbed digital marketing techniques with rapidity, and the approach hotels take in dealing with customers is being completely transformed (Kannan, 2017). With this kind of comprehensive rationalization, one can understand why it is necessary to do the research and also comprehend how digital marketing influences consumer behaviour.
Dynamic Evolution of the UK Hotel Industry:
For travellers around the world, however, its rich history and culture have long made it a destination of choice. And its many unique landscapes add even more to the United Kingdom's allure (Kingsnorth, 2020). Consequently, the hotel industry has. Enlarged; provides a variety of accommodation styles to suit different needs and budgets. The advent of the Internet and digital technologies, on the other hand, has brought with it problems entirely unknown before.
Marketing techniques such as media marketing, online reservation systems and one-to-one digital campaigns have transformed the hotel marketing. Now hotels have the ability to engage with guests in ways that were not possible before. These changes go beyond advancements; they represent a fundamental shift in how hotels operate (Ptero and Martinez, 2016). The primary objective is to provide customers with a seamless and tailored experience throughout their transaction process. It is crucial to examine the nature and extent of this transformation and its impact, on customer behaviour.
Influence on Booking Behaviour:
The behaviour of hotel guests has undergone a transformation marking one of the prominent changes, in the hospitality industry. In this era a new breed of travellers has emerged, heavily relying on resources to make informed choices. The convenience of comparing prices reading reviews and accessing a wealth of information has made the booking process more complex. Understanding how digital marketing strategies influence consumer booking behaviour is crucial, in this context.
[bookmark: _Toc149228684][bookmark: _Toc154793895]Flow of report
In this study we aim to explore the impact of marketing, on consumer behaviour in the hotel industry in the United Kingdom. Our research aims to uncover the ways in which the hotel sector has transformed due to the implementation of marketing strategies.
To begin we will delve into the evolution of the hotel business within the United Kingdom. This will provide us with an understanding of how the industry has transitioned from marketing approaches to embracing a digital first strategy. By tracing its development and widespread utilization of marketing techniques we will be well prepared to examine its current state and navigate through the challenges it faces in today’s digital age (Ryan, 2016).
Subsequently our investigation will focus on how digital marketing impacts consumer booking behaviour. We will analyse campaigns booking platforms and the types of other channels used in digital marketing, to understand their impact on guests 'decisions at hotels. We will provide hotels with perspectives that can aid their guest acquisition strategy, such as by identifying digital marketing channels of greatest significance and evaluating the factors affecting buying preferences (Saura et al., 2023).
The report will also pay close attention to how social media and Internet reviews are changing the way travellers look at hotels. In an age of instantaneous and interactive access to information, great emphasis is now placed on social media recommendations and online reviews in the hospitality industry. We will investigate just how these digital elements affect consumer perceptions and, more importantly, their future actions (i.e., reservations). Understanding this process is essential for motels that wish to effectively manage their online identity (Saura et al., 2023).
Also, the research will assess whether personalized marketing methods are effective at building client loyalty. This is especially the case when direct individualized marketing, loyalty programmes and consumer participation all rely on personalization as their true foundations in this era where one-to-one culture abounds. So how effective are such efforts? We will make hoteliers aware of what measures are likely to greatly increase client loyalty by focusing on which kind of personalized approach yields the most tangible results.
[bookmark: _Toc154793896]Chapter 2: Literature Review
Introduction: 
British hospitality sector Different from the past, these days digital marketing impacts not only hotel selection but also how guests communicate with hotels and brand personality. This literature review is aimed at providing a critical analysis of the studies which have been made into how digital marketing impacts consumer behaviour within UK accommodation industry. Firstly, we examine how digital marketing has evolved over time, its impact on the book behaviour, customer perception, and finally, the effects of personalized marketing strategy.
Digital Marketing in the UK Hotel Industry:
Evolution of Digital Marketing: The transition towards digital marketing began with the introduction of online booking platforms followed by the arrival of the social media revolution. Various studies have pointed out the change from conventional marketing into digital and strong online presence of hotels.
Customer Booking Behaviour: Literature centres on how digital marketing affects customer booking behaviour. Literature highlights importance of online marketing efforts like advertisement on sponsors and website friendly design in persuading or drawing purchasing decision of hotel guests (Goldfarb and Tucler, 2019). Customers nowadays are able to find relevant pieces of information on what is more accessible, cheaper or best book online across various products and categories such as hotels, tours, airlines, goods among others.
Online Reviews and Social Media:
Influence on Customer Perceptions:
The online review has become a very effective determinant of what the customers think about it in the UK hotel industry. Studies highlight how important online reviews are into the buying decision. However, positive ratings do more than just inspiring confidence among potential customers; they actually lead to more bookings. However, adverse reviews can be critical to the hotel’s reputation and could keep away visitors with good intentions (Jadhav et al., 2023). With the existence of numerous online review platforms, customers have taken advantage and shared their experiences widely, forcing hoteliers to make reputation management a strategic imperative. This points out the necessity of hotels to interact with online reviews and respond to feedbacks as well as quickly address the guests’ comments or issues. How hotels create and control their online reputation has now become crucial for customer impression and subsequent booking intentions.
Social Media Engagement:
Besides online reviews, social media provides additional and powerful channels through which hotel can interact with clients, advertise the product and develop strong loyalty. Social media studies that explore ways through which hotels can use it most efficiently. Hotels can now communicate directly with their audience through social media channels that are engaging, offer special promotions, or provide up-to-date information (Kannan, 2017). This study underscores the value of storytelling as part of branding strategies used in developing loyal customers who have a positive opinion about hotels, including those they read through other consumers’ stories on Facebook and other media sources. This is further increased with the creation of user-generated content by guest’s photos and experiences shared on social platforms. The ability to engage in successful social media activity can result in developing a feeling of friendship with earlier customers even if they do not visit the area anymore as well as prospective customers who may eventually choose it for their holiday destination after seeing what is being posted about the hotel on social networks (Kingsnorth, 2022)
Positive experiences will be translated into good reviews and bad experiences, to poor ratings. Such digital channels are quite unified thus making an all-in-one online exposure for a hotel. The nuances of various platforms and how content should be presented in order to affect the perception and attitude towards it by a target audience is very important for any hotel that wants to get maximum benefits from social media. The hospitality sector is facing a very serious challenge as customers increasingly rely on social media to obtain recommendations and insights regarding products or services.
Personalization and Customer Loyalty:
Strategies for Personalization:
Personalization in the UK’s hotel digital marketing strategies is now at the core. Literature focuses on the complexities of hotel marketing and customized service targeted to personal needs of consumers. Nowadays, with the dominating of data aggregation and analysis in modern world, hotel companies use customer information for understanding guest’s preferences and requirements (Pineiro and Martinez, 2016). On the other hand, personalization goes beyond demographics and sees the customer through a lens that captures their behaviours, preferences, and interactions with the hotel brand.
The different components of personalized marketing include specific offers or discounts based on an individual’s preference as well as personalized emails and comments. Hotels can develop a distinctive relationship with consumers by using data-driven approaches that are relevant to each consumer’s specific wants and requirements (Ryan, 2016). The effectiveness of personalization lies in its ability to resonate with individual preferences, creating a meaningful relationship with the guest that will be relevant to a positive return visit.
Impact of Loyalty Programs:
This particular type of personalised marketing consists in engaging the guests into loyalty programs within the hospitality sector in the United Kingdom. Several studies highlight the significance of effective loyalty program design in shaping consumer behaviour and sustaining repeat sales. Loyalty program may include rewarding points or privilege status awarded by hotels based on previous interactions and transaction records of guests (Saura et al., 2023)
Loyalty program should offer more than just transactional rewards, it is meant to make the customer feel special. Most of such programs offer benefits like room upgrade, early check-in, or customized service depending on the special needs and behaviour of their most loyal patrons. Recognizing and appreciating repeat businesses from customers can have some values for the customer who will opt to return to the same hotel again in future to have some experience with the company or brand (Goldfarb and Tucker, 2019)
The use of technology is imperative in the provision of personalization and customer loyalty in this case. The hotels rely on CRM systems and sophisticated technology to trace guest tastes, discover trends in data figures and offer custom-made services by masses. Personalization strategies combined with loyalty programs boost guests’ satisfaction and profitability of the hotel through improved customer retention and enhanced lifetime value of guests (Kingsnorth, 2022)
With regard to the UK hotel market, it’s vital for hotels to comprehend the intricate elements that constitute personalization as well as loyalty schemes. The future research concerning the individualized approach for hotels within the digital era should reveal new forms of personalisation, understand how clients‘ expectations change, and provide effective methods of making customers’ loyalty profitable rather than just attractive from the point of view of business success over a longer period.
Challenges and Opportunities:
Multiple challenges as well as opportunities present when digital marketing is integrated into the UK hotel industry to ensure competitiveness and relevance.
Competitive Pricing:
The digital era has brought one major trouble as most people are now price sensitive compared to earlier times. Internet marketing promotes transparency and consequently, a consumer can compare prices of different hotels with ease. Increased price sensitivity on this part make it mandatory for hotel operators to carefully evaluate their strategic prices in order to compete and remain profitable at the same time. It is imperative therefore to adopt competent pricing models and strategies to attract value conscious buyers without compromising on continued operation (Kannan, 2017)
Privacy and Trust in Data:
The management of customer information for personalized marketing in digital environment is associated with the major concerns that include data privacy, among other (Jadhav et al., 2023). Trust is crucial for prompting visitors to reveal private data. To build trust within the customers, hotels have to put appropriate privacy control frameworks, safe data archives, and open dialogue. Creating and maintaining trust becomes an integral part of a hotel’s reputation plan, affecting customers’ readiness to divulge data and participate in individual marketing programs.
Resource Allocation for Digital Initiatives:
Transitioning for a company into digital marketing must entail considerable investment in technology, manpower training, site development and much more. Hotels may find it hard to distribute their resources to incorporate and make use of digital marketing endeavours (Saura et al., 2023). For the company to strike equilibrium on its digital and traditional marketing channels and appropriate distribution of the funds in relation to online advertisement and modernization should be done. Unwise allocation of sources can be detrimental towards executing digital strategies properly and can hamper a hotel’s competitive spirit online.
Adaptation to Technological Changes:
It also makes clear that rapidly evolving technology can bring both challenges and opportunities. Emerging technologies require the hotels continuous adaptation to remain competitive. This includes the cost of technology adaptation, staff training and also, a risk that equipment can become obsolete (Ryan, 2016). Moreover, hotels can leverage on new technologies to improve customer experience, make operations more efficient and take the lead in the industry. It is now paramount for a hotel to adapt quickly to technological changes and this proves critical in the current digital era (Jadhav et al., 2023)
Enhanced Customer Engagement:
Although the new digital age brings its challenges, it presents unmatched opportunities for hotels to improve customer engagement. Hotels can interact with the audience through social networking sites, online reviews, and customized communication channels (marketing). These digital channels will help hotels collect important feedbacks, address client’s concerns and form lasting relationships with clients. In addition, consumer engagement opportunities have more positive implications that result in natural marketing in terms of oral references by customers and user designed materials (Kingsnorth, 2022).
Literature Gap
Though the literature review provides a broad examination of how digital marketing affects consumer behavior in hotels, it is worth adding some subtlety on issues like privacy concerns related to personalized strategies. Current research also goes into great detail in discussing how digital activities such as personalized marketing and loyalty programs affect customer attitudes and behavior. Nevertheless, the ethical side of data usage in general, and particularly a crucial aspect--building customer trust -- continue to be relatively understudied.
At a time when personalization adult data is at the heart of hotel concepts, there are few clues to how customers feel about their information being used by businesses. Customers 'level of trust and the extent to which hotels are able keep their personal data private also impact participation in such programs. The literature gap reveals that future research is needed to further examine the customers 'attitudes on data privacy, especially related to how trust between consumers and companies can be built or destroyed in personalized marketing.
In addition, with the study highlighting both positive and negative aspects of digital marketing, knowledge about how hotels cope with the balance between using customers ’ data to personalize their services and respect for privacy is all-important. Investigation of these quite specific privacy-related mechanisms might lead to recommendations for best practices in setting up strong and authoritative control frameworks, as well as generating serious dialogues with customers. We need a little more sophistication about this, or ethical personalized marketing strategies would really help the hotel industry in Britain. Yet, with the changing digital environment in mind, future research must include consideration of a dynamic definition of privacy and its ability to instruct hotels on how best to build guests 'trust.
Conclusion:
Finally, research related to the effect of digital marketing upon customer’s behaviour at hotels in Great Britain underscores the versatility of the field. This has transformed how hotels market digitally, attracting the attention of their customers while facing challenges which have to be tackled in a smart manner. The complexity surrounding digitally influenced consumer behaviour remains vital when hotels seek to maintain competitiveness and stay relevant (Ryan, 2016). Hence, future research on the topic should cover emerging online tendencies, shifting customer preferences, and inventive tactics for navigating the volatile setting of the British hotel sector.
[bookmark: _Toc154793897]Chapter 3: Research Methodology
Research methodology is the organized structure and set of methods used to conduct and carry out research. Includes the principles, methods and techniques used to gather evidence in order to answer certain research questions. The methodology of research clearly defines the philosophical perspective, approach to design and collection regarding observable data so help investigators carry out systematic inquiry into phenomena being study. It functions then, as a guide for the entire process of research so that pursuit of knowledge and production of useful insights displays rigor, reliability and validity.
This study uses a pragmatic research methodology by mixing some positivism and interpretivism aspects. Pragmatism is considered appropriate for a social science research because it can be applied on qualitative data like consumers perceptions/attitudes and quantitative data such as customer bookings or online reviews (Kannan, 2017). This includes a complete analysis of how digital marketing affects customer attitude towards the UK hotel industry.
[image: Guide to Understanding the Research Onion | 15 Writers]
Research Approach:
This study will adopt a multi-dimensional perspective regarding the ways in which digital marketing influences consumers’ conduct in the British hospitality sphere. This study primarily adopts a deductive approach in which an analysis of the established theories and their corresponding hypotheses is driven by relevant literature reviews. The deductive lens enables this study to explore existing formulations and theories concerning the use of digital marketing tactics in the hospitality industry, the intended results upon consumer actions (Saura et al., 20223). The objective is to advance theories through empirical analysis by building on existing knowledge so as to shed light on specific elements of digital marketing and how such interactions influence customer responses.
Nonetheless, there is a degree of induction apparent in this study’s treatment of qualitative data. While engaging hotel guests through interviews as well as web based reviews, an inductionist approach allows one to come up with some new themes that could not emerge by existing theories. Therefore, an inductive approach is appropriate for the investigation of subtle aspects of customers’ responses to digital marketing within today’s digitized hospitality environment.
Through exploring a dual focus on the research that combines deduction with induction it is regarded as both explanative and explorative. Qualitative findings shed light on emerging patterns, trends, and unexpected linkages between digital marketing strategies and customer behaviours (Goldfarb and Tucker, 2019). The chosen research approach is balanced in line with the taken pragmatic philosophy making sure that the study will be useful for the practitioners in the hospitality field and contributes to the academic knowledge about the effect of digital marketing on consumer behaviour.
Research Strategy:
The study utilizes a mixed-method research design which incorporates both quantitative and qualitative methods in the primary research strategy. It is important to note that this method leads to a thorough review of how customers behave in regard to digital marketing. Combination of both quantitative data like surveys and booking records and qualitative data such as interviews and thematic analysis of online reviews gives comprehensive insight into the research concerns (Jadhav et al., 2023)
Type of Investigation:
It involves an explorative and explanatory approach. This research aims to examine how digital marketing affects customer behaviour, as well as describe all connections and trends identified in the study of the existing data. The dual focus ensures that there are thorough considerations of underlying complexities behind the UK hotel’s interactions with digital marketing strategies and customer behaviour.
Primary data for research means raw information collected by the expert firsthand to meet the demands of his or her specialized field. Directly from surveys, experiments and observations. Secondary data, on the other hand, refers to information already available from books or documents and so forth. 
Primary data is designed to accomplish the goals of ongoing research projects, primary gathered through surveys. Secondary data, on the other hand, is based upon reviewing relevant literature for previously recorded information to add context and background knowledge to a research study. Synthesis of primary and secondary data strengthens the rigor and completeness of its results.
Time Horizons:
This is purely a cross section time horizon study that examines a specific point of digital marketing strategies and customer behaviour in a particular time (Ryan, 2016). Although longitudinal studies that capture change through very long periods yield important conclusions, the range of this study requires a snapshot design. With a cross-sectional design, the current situation regarding digital marketing and consumer behaviour in UK hotels can be studied in detail.
In conclusion, the used research methodology involves pragmatic mix methods, and transverse timeframe to study thoroughly effects of digimental marketing on buyers in the UK hotels sector. Integrated qualitative and quantitative data collection and analysis enables an in-depth approach to addressing the research questions which has relevance for both academia as well as practice.
Sampling:
Sampling Strategy: Stratified random sampling will be employed during this study so as to sample from each sector of the UK hotel industry which comprises of luxury, mid-range and budget hotels. The approach is selected for its focus on the heterogeneity within the sector in order to attain a sample with a certain level of representativeness. This means that, random hotels will be chosen from every strata so as to reduce biasedness. Also, this ensures equal footing to other hotels within the same strata cluster (Pineiro and Martinez, 2016).
Sample Size: The sample size is dictated by statistical considerations and the desired representation of each stratum relative to available resources. It aims at reaching an equilibrium between statistical and practicable significance (Ryan, 2016).
Sampling Method: Stratified random sampling technique would be employed within each stratum where random selection would be done through the use of the computer-generated random number sequence (Goldfarb and Tucker, 2016). The adoption to this method guarantees minimal biasness, thereby every single hotel belonging to a given stratum can be considered as a part of the research. Using random selection makes results of the study applicable to other populations of hotels falling into respective categories.
Data Collection Methods:
Quantitative Data: Quantitative data will be collected from guests of the selected hotels via customized surveys. Specifically, they would focus on booking patterns, choices, and effects of different DM channels in customer decision making. Moreover, quantitative data, which includes historical reservation information of the selected hotels, will also be gathered so as to support the statistical analyses.
Qualitative Data: Semi-structured interviews will be used among the hotel staff and visitors so as to develop better knowledge about the ways digital marketing influences consumers’ behaviour. Therefore, in addition to conducting qualitative research based on interviews, there will also be a thematic analysis of online reviews. Using this mix methods guarantees a thorough examination of the quantitative pattern as well as the qualitative nuances (Ryan, 2016).
Data Analysis Techniques:
Quantitative Data Analysis: Quantitative data will be analysed using statistical instruments such as regression analysis. Describing statistics will show the general changes in the consumer’s behaviour towards booking, whereas regression analysis will establish the interdependencies in the digital marketing tactics and the booking behaviour (Kannan, 2017). This study provides a quantitative assessment of the effect of digital marketing in regard to some consumer behaviour components.
Qualitative Data Analysis: Qualitative data from interviews and online reviews will be thematically analysed. Open coding is used to find commonalities and themes amongst consumers for a better understanding of their behaviours. The presented themes will be organized in a systematic manner, so that there can be better comprehension of the way through which digital marketing affects attitude and perception. The qualitative data analysis fills up the gaps in quantitative results while providing in-depth information about the subjective experiences among the hotel customers.
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[bookmark: _Toc154793899]Chapter 5: Discussion 
Understanding the Impact of Digital Marketing on Customer Booking Behavior
In assessing the influence of digital marketing on customer booking behavior, respondents were asked to rate the impact of online marketing campaigns and information provided on hotel websites. The results reveal a nuanced perspective, with 55% of respondents expressing agreement or strong agreement that online marketing campaigns influence their booking decisions. Further, 65 % deem information on hotel websites to be influential. This suggests how important digital channels are in determining UK customer preferences for hotels and the extent of online channel dominance (Saunders, 2019)
Online Marketing Campaigns: An Important Contributing Factor to Bookings
The figures seem to indicate that these efforts have considerable effect in fostering favorable customer behavior; nearly 30 % of respondents very much agree that such online marketing campaigns can influence their decisions. This suggests that a successful digital marketing plan can win an audience of potential guests. Furthermore, the 25 % who very much agree underlines how effective marketing campaigns can be at both gaining attention and transforming interest into bookings (Adams, 2014).
Information on Hotel Websites: A Key Consideration for Consumers
Information from online hotel websites turns out to be a key, with 40 % of respondents saying that such information was very influential in their decision. From this we can infer that consumers put a high degree of emphasis on general information and specific details found in hotel websites (O’Gorman, 2015). For example, hotels which take good advantage of their digital media to present the attractions offered by amenities and services and create beautiful images for how guests experience staying there have a clear competitive edge in terms of persuading customers.
Breaking Down How Social Media and Online Reviews Affect Customers 'Thinking
Respondents were then asked to rate the degree of influence positive reviews online or negative comments on social media could have over customer perceptions (Duignan. 2016). These findings reveal the significant impact these factors have in affecting perceptions within UK hotel circles.
Positive Online Reviews: Shaping Favorable Perceptions
Ninety-two percent of respondents stated that online reviews have some impact on purchasing decisions, with 62 % actively agreeing. But this highlights just how important positive reviews can be in influencing people's impressions of hotels (Blaxter, 2010). Two roads But the digital age has also given consumers a powerful new channel for sharing their experiences, and hotels with good reputations will be more likely to attract customers.
Negative Comments on Social Media: A Noteworthy Concern
However, in contrast to the positive impact of comments made on social media, 35 % agree or strongly agree that negative stories negatively influence society. This shows the fragility of hotel reputations in face of negative online commentary. To avoid customers being adversely affected by negative phraseology seen online, the hotel industry needs to actively deal with social media criticism (Dul, 2008)
Assessing the Success of Personalized Marketing Campaigns and Loyalty Programs
We also investigated the effects of personalized marketing and loyalty programs on customer loyalty by using respondents 'responses to questions asking how much influence they felt their ratings were rated as having, respectively.
Personalized Marketing: A Catalyst for Loyalty
The results show that the majority (68 %) of respondents believe personalized marketing campaigns are helpful or very helpful in building loyalty. This indicates that marketing activities tailored to individual needs and habits are well received by people. Such tactics can increase brand loyalty among consumers. The 28 % of respondents who strongly agree on the influence of personalized marketing clearly bring out that targeted, product-oriented methods can have a great impact (Patton, 2015).
Loyalty Programs: Another source of influence on hotel choice.
In addition, 65 % of those polled agree that loyalty programs have a positive effect on their choice of hotels. The implication is that loyalty programs have a strong influence on the decision of which hotel to stay in. Clearly such programs give a powerful boost to consumer loyalty, with 25 % strongly saying that these programs have a contribute to effect; even more importantly they are seen as an effective way of distinguishing oneself in the market (Oliver, 2012)
Can General Digital Marketing Influence Perceptions of the Hotel Industry?
Respondents were then asked to rate how much they recognized the various digital marketing channels so as we get an idea of their overall size.
The Broad-spectrum Effects of Digital Marketing Channels
The results point to a pervasive effect of digital channels, as 55 % feel that these sources are influential or very influential in forming their impressions about the hotel industry. Such a discovery highlights how the digital environment has become an overall influence in terms of effects on UK hotel image and reputation. Another analysis indicates that only 35 % are strongly in favor of the importance of digital marketing channels, suggesting a strong group effect.
Conclusion: What Does This Mean for the UK Hotel Industry?
To sum it up, the research results give us much to consider about different modes of interaction between digital marketing and consumer behavior in UK hotels. Online marketing campaigns, the importance of information presented in a website's design and functionality for guests who research online beforehand as well as social media and users 'online reviews emphasize that each hotel will still need to decide upon its digital path (Patoon, 2015). Also, the fact that personalized marketing campaigns and loyalty programs have shown results further proves they can help make customers more loyal to a brand.
[bookmark: _Toc154793900]Chapter 6: Conclusion 
This research provides valuable insights into the complex relationships between digital marketing strategies and consumer behaviour in UK hotels. But online marketing campaigns also emerge as decisive factors, with 55 % recognizing their effect on booking decisions and emphasising the role of well-crafted digital strategies. The most attention-grabbing thing is that 65 % say information on hotel websites influenced their choice, showing once again the enormous importance of having a good online presence. Online reviews and social media carry a lot of weight, too. Sixty-two percent see the impact of positive online comments; 35 % fear that negative ones on social sites have influenced them as well.
These results also reveal that it is necessary to deal with people's online reputations and utilize reviews for the advertising of hotels. Personalized marketing and loyalty programs help encourage customer dedication, with 68 % admitting to being influenced by personalised marketing campaigns, while another 65 % said they take advantage of hotel loyalty programmes. This study implies that a strategy of targeting marketing to individual tastes is appreciated by customers, which in turn helps build brand loyalty. Thirty-seven percent of respondents agree that there is a negative impression about the UK hotel industry. General digital marketing channels, such as social media and online ads or reviews, affect perceptions for 55 % of consumers overall in the study.
This dual method of investigating, using both deduction and induction, allows a more precise analysis of the complex relationship between digital marketing and consumer behaviour. Practical implementation. These insights hold tangible implications for the desktop, from initial online product search to post-purchase loyalty-building activities. These results provide a basis for modifying your marketing approach, enriching the guest experience and fighting it out in one of Europe's most competitive hotel markets-the UK.
[bookmark: _Toc154793901]Chapter 7: Recommendations
These results help to illuminate the complex interplay between digital marketing and consumer behavior in UK hotel industry. Based on these observations, there are several strategic suggestions that can be made to help those working in industry make the best use of digital marketing and thereby raise customer satisfaction levels (Oliver, 2012).
Invest in Comprehensive Digital Marketing Strategies:
Aiming to take advantage of the influence online brand-building efforts and information on hotel websites receive, hotels should spend money investing in digital marketing. These include targeted advertising on the various online channels, and scope for hotel websites to contain both informative content and rich visual imagery (. High expectations Easy to hold the attention of potential guests by highlighting special selling points, like unique promotions or events.
Prioritize Online Reputation Management:
Since online reviews have a major influence on customers 'perceptions, hotels should take their management very seriously. Stay in close contact with guests through social media and online review sites, replying to positive as well as negative comments quickly. Convince happy clients to write about their experiences on the Internet, and counter negative online comments with openness and a willingness to see things through. A good reputation can also be used as a marketing tool online.
Harness the Power of Personalization:
The study also highlights the impact of customized marketing campaigns on brand loyalty. Hotels should use data to learn about guests 'preferences and habits, tailoring their marketing communications and promotional packages accordingly. A personalized approach to communication, catering for individual needs and interests can lead customers towards increased value-added brand experiences that encourage them to come again.
Optimize Loyalty Programs:
Based on this positive reception, hotels should constantly be improving and publicizing their loyalty activities. Reinforce the value of loyalty programs with premium benefits, genie-like offers or personalized rewards. If the benefits to participating guests are clearly communicated, and enrollment is simple and convenient, more guests will participate enthusiastically in loyalty programs.
Embrace Diverse Digital Marketing Channels:
Acknowledging the different effects of each channel, hotels should adopt a multi-pronged approach to digital marketing. Interact with customers via social media channels, use email marketing to communicate one-on-one with consumers and selectively engage in online advertising. An Omni channel combined attack can indeed make the total effect on customer impressions bigger.
Continuous Monitoring and Adaptation:
Digital marketing is a rapidly changing environment in which constant monitoring and adjustment are crucial. Carry out routine analysis of the effectiveness of marketing campaigns; pay attention to on-line reviews and emerging trends in digital space. However, flexibility and adaptability will help hotels to adjust quickly in the face of changes in consumer behavior. Only then can they remain competitive.
Collaborate with Influencers:
But how can hotels rely on influencer marketing to strengthen their online presence and attract new customers? In addition, working with the influencers behind travel blogs can lead to original content creation and greater exposure. Make sure the influencers are a good fit for the brand image and values of your hotel, gaining them credibility with their audience.
Invest in Staff Training:
Understanding how hotel staff define customers 'experiences, provide opportunities for training that focus on interactions in the online space. You should train staff to deal with guest reviews and use various means of communication like the Internet platform. Friendly relations with hotel staff also seem to have a positive impact on reviews and ratings, as well as actual guest satisfaction.
Encourage User-Generated Content:
Smarts follows this line of thinking, actively encouraging guests to create content by sharing photos and experiences during their stay. This all means that content created by users can be used as a marketing tool. Using user-generated content strategies is a way of fostering community among current, ex and potential guests.
Benchmark and Collaborate with Industry Peers:
Benchmark digital marketing activity against peers and competitors on a regular basis. Working with industry associations and attending relevant forums can help them understand what best practices are emerging, as well as the overall trends that exist in an industry. The collaborative approach engenders a learning culture of the sort that will keep hotels on cutting edge digital marketing.
Finally, these suggestions are intended to help the UK hotel industry navigate such an online terrain. Through the adoption of intersectional digital marketing, attention to online image management and utilization of personalized services, hotels can improve customer satisfaction levels, create brand loyalty and stay ahead in an industry undergoing transformation. The only way forward for hotels will be endless adaptation, cooperation and constant improvement in order to provide outstanding digital experiences.Top of Form
[bookmark: _Toc154793902]Appendix A: Questionnaire:
1. On a scale from 1 to 5, how strongly do you agree that online marketing campaigns influence your decision to book a hotel?
· Strongly Disagree
· Disagree
· Neutral
· Agree
· Strongly Agree
2. Rate the influence of information provided on hotel websites on your choice of making a reservation on a scale from 1 to 5.
· Not Influential
· Slightly Influential
· Moderately Influential
· Very Influential
· Extremely Influential
3. How much do positive online reviews influence your perception of a hotel? Rate on a scale from 1 to 5.
· Not Influential
· Slightly Influential
· Moderately Influential
· Very Influential
· Extremely Influential
4. Rate the impact of negative comments on social media platforms on your opinion about a hotel on a scale from 1 to 5.
· Not Influential
· Slightly Influential
· Moderately Influential
· Very Influential
· Extremely Influential
5. To what extent do personalized marketing campaigns influence your decision to stay loyal to a particular hotel brand? Rate on a scale from 1 to 5.
· Not Influential
· Slightly Influential
· Moderately Influential
· Very Influential
· Extremely Influential
6. Rate how much hotel loyalty programs contribute to your decision to choose a specific hotel for your stay on a scale from 1 to 5.
· Not Contributory
· Slightly Contributory
· Moderately Contributory
· Very Contributory
· Extremely Contributory
7. Considering your overall experience, rate on a scale from 1 to 5 how much digital marketing channels (e.g., social media, email, online ads) impact your perception of the hotel industry in the UK.
· Not Influential
· Slightly Influential
· Moderately Influential
· Very Influential
· Extremely Influential
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	1
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SECTION E: Details of Research Activity
	1
	Indicative title:
	To thoroughly examine how digital marketing affects consumer behaviour in the hotel sector in the United Kingdom

	2
	Proposed start date:
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	Proposed end date:
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	Introduction to the Research (maximum 300 words per section)
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· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
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	3
	Purpose of Research Activity
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	4
	Research Question

1.	What is the Development of Digital Marketing in the UK Hotel Sector?
2.	What is the Effect of Digital Marketing on Customer Booking Behaviour?
3.	What is the Impact of social media and Online Reviews on Customer Perceptions?
4.	What is the Success of Personalised Marketing Campaigns, Loyalty Programmes, and Customer Engagement Initiatives in Fostering Customer Loyalty?


	5
	Aims of Research Activity

To thoroughly examine how digital marketing affects consumer behaviour in the hotel sector in the United Kingdom.





	6
	Objectives of Research Activity

1. Examine the Development of Digital Marketing in the UK Hotel Sector
2. Examine the Effect of Digital Marketing on Customer Booking Behaviour
3. Analyse the Impact of social media and Online Reviews on Customer Perceptions
4. Assess the Success of Personalised Marketing Campaigns, Loyalty Programmes, and Customer Engagement Initiatives in Fostering Customer Loyalty




	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.
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	The study will use a mix of ways to look into the complex link between online advertising plans and customer actions within UK hotels. Number-based ways (Quantitative), like asking questions and studying booking notes will give numbers to show what customers think and how they really make bookings. By looking at the numbers, we can find important things that affect choices and staying committed. Adding to this, ways like careful talks with hotel workers and guests plus deep study of web reviews will bring subtle details and thorough viewpoints. Putting together qualitative and quantitative findings will make sure we fully look into how online advertising affects different parts of people's shopping habits. We will carefully look after important values like having clear agreement, keeping names secret and trust , as well as looking out for those taking part in our study throughout the whole process.


(this box should expand as you type)

	

	Location of research activity
Identify all locations where research activity will take place.

	8
	The study will mainly happen in the UK, looking at different places inside hotels there. We will gather information at various types of hotels, such as high-end luxury ones and lower-priced budget options. This might involve quizzes or chats to get insights from guests staying there. Also, looking at booking details will require getting and checking data from hotel records all over the UK. We will get reviews from the internet, a big part of our study. They come from different online places covering hotels all over the country. The broad way tries to include different views and experiences in the changing situation of the UK hotel business.

(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	
NA

(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☒
	☐

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☐

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☐

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☐

	5
	Prisoners?
	☐
	☐

	6
	Young offenders?
	☐
	☐

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☐

	8
	People engaged in illegal activities?
	☐
	☐

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☐

	
	Details of any other participant groups:



(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	N=70


(this box should expand as you type)

	11
	Who will the participants be?

	
Hotel Guests, Hotel Staff, Customers (Online reviews)

(this box should expand as you type)

	12
	How will you identify the participants?
	
Stratified Random Sampling

(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☒

	
	
	No
	☐

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:


(this box should expand as you type)
	Continuous monitoring and following ethical standards.



(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	NA


(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
NA


(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

NA

(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

NA

(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	Participants will receive immediate de-briefing at the conclusion of surveys and interviews, explaining the study's purpose. Feedback, including general findings, may be provided upon request, maintaining confidentiality. Online review contributors will be informed transparently about the study's objectives.


(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	
Potential participants will receive clear, written information detailing the research purpose, procedures, and potential risks before participation. Consent will be obtained through an explicit consent form, providing participants the opportunity to review information, ask questions, and provide their full consent before any data collection begins. The consent process will adhere to prevailing data protection legislation.

(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	NA


(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒


	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	☒


	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	Bi-weekly backups will be done

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
Core research team

(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Core research team


(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	Double Encryption.


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Kristina V. I
	Date: 01.01.2023




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
Tushara Balendran
	Date:01.01.2023

	3
	Signature:
	T. Balendran 

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☒
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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