Dissertation – Proposal
BA (Hons) Business Management 
University of Wales Trinity Saint David (London Campus)
Level 6 Term 2 Group 2


To explore the impacts of social media marketing within the hospitality sector in the London: A study on Premier Inn


Cover page: 
· Student name: Anton Antonov 
· Student ID: 1908495  
· Submission date: 03/05/2022









Contents
Chapter 1: Introduction	3
1.1 Background of the Study	3
1.2 Significance of the Topic	3
1.3 Purpose of the Research	3
1.4. Aims, Objectives and Research Questions	3
1.4.1 Aim	3
1.4.2. Objectives	3
1.4.3. Research Questions	4
Chapter 2: Literature Review	4
Chapter 3: Research Methods and Methodology	5
3.1 Research Philosophy	5
3.2 Research paradigm	6
3.3 Research Approach	6
3.4 Research Methodology	6
3.5 Research Strategy	6
3.6 Sampling Methods	7
3.7 Data Collection	7
3.8 Gantt Chart	7
3.9 Ethical Consideration	8
Chapter 4: Conclusion	8
References and Bibliography	10



[bookmark: _Toc102257042]Chapter 1: Introduction 
[bookmark: _Toc102257043]1.1 Background of the Study
Social Media Marketing has experienced significant development in recent years, receiving major attention from global-interest media. To illustrate the power of social media, it can be said that 90% of the top 100 brands in the world now have presence in Instagram which indicates how powerful a relatively new social media can be. Social media marketing is used in an extensive scale in the hospitality industry as well (Abernethy, 2012). 
Premier Inn is one of the top hotel chains in the UK that uses social media marketing to connect with its customers and to increase the awareness about the organisation in the eyes of the customers. Premier Inn invests a huge number of resources on conducting social media marketing for promoting the organisation and to provide information to the customers (Alves, Fernandes and Raposo, 2016). 
[bookmark: _Toc102257044]1.2 Significance of the Topic
The use of social media marketing is a crucial topic for any business organisation operating in the modern times. The hospitality industry is an industry highly dependent on customer interaction and social media marketing is used by organisations in the hospitality industry as well. For this reason, the study will be significant in determining the actual impact of social media marketing (SMM) on the hospitality industry and identify methods to make the process more efficient (Atwong, 2015).  
[bookmark: _Toc102257045]1.3 Purpose of the Research
The purpose of the research is to obtain insights about the influence of social media marketing mostly on hospitality industry in terms of understanding how successful the marketing strategies are, as well as to identify the inadequacies of the activity in terms of improving it.
[bookmark: _Toc102257046]1.4. Aims, Objectives and Research Questions
[bookmark: _Toc102257047]1.4.1 Aim
To analyse the influence of social media marketing on the organizations in the hospitality industry is the aim of the research.
[bookmark: _Toc102257048]1.4.2. Objectives
a) To understand the concept of social media marketing.
b) To understand the ways in which social media marketing is conducted.
c) To identify the advantages and disadvantages of using social media marketing in Premier Inn.
d) To evaluate the effects of social media marketing on the hotel business.
[bookmark: _Toc102257049]1.4.3. Research Questions
a) What is social media marketing?
b) What are the methods through which social media marketing is carried out?
c) What are the advantages and disadvantages of using social media marketing on Premier Inn?
d) What are the impacts of social media marketing on the hospitality industry?
[bookmark: _Toc102257050]Chapter 2: Literature Review 
According to Alves et al., (2016), the phrase "social media marketing" (SMM) applies to use of social media platforms and social networks to marketing a company's products or services. Hotel businesses may use social media marketing to connect with their existing consumers and also reach to new consumers, while also promoting the culture, purpose, and tone that they would like their business to have. According to Atwong (2015), social media marketing is the process of advertising the products and services via the use of social media platforms, including Twitter, Instagram, Facebook and LinkedIn to reach a broader range of audience. In the context of digital marketing, it is a subset that includes both online and off-line marketing methods.
Social Media Marketing is the current marketing trend for hospitality organisations, and it has its own set of characteristics. Some of its characteristics include
Participation: Everyone is expected to express, engage and provide feedback via social media about their experiences. The conveyance of ideas through social media occurs at the same time as an online interaction (Lejealle and Delecolle, 2017). It aims to make a bridge between businesses and their target communities.
Transparency: Social media marketing enables the brand to share any kind of information with its customers and customers can know various aspects about the brands from other sources as well (Cibrián Barredo, 2019). Because criticism can damage an organization's online reputation, businesses must be honest, truthful, transparent, and authentic in their interactions.
Relationship building: Social media seems to be a two-way communication medium that requires participation on both the part of companies and the part of consumers. It is essential for businesses to establish positive relationships with their customers and target audiences. A real-time discussion with actual people takes place online using a variety of social media technologies in real time.
Community building: Social media sites are the most efficient way of rapidly establishing communities. This makes things easier to improve engagement with the target communities (Moro et al., 2014). Communities share similar goals and objectives. It is via these communities that marketers may learn more about their intended audience.
Customer service: Social media marketing provides the brands with opportunities to directly connect to the customers and answer all their queries which is an important aspect of providing customer service using social media. 
Social media marketing is important for hospitality organisations. Hotels can provide up-to-date information and personalized offers and advertisements to their clients by utilizing social media platforms (Ingenhoff and Meier, 2012). Even hotel businesses are quicker to respond to questions from customers who contact them via social media. The use of social media makes it simple to contact with and share information with hotel guests about upcoming activities (Lakha and Vaid, 2021). Social media marketing is advantageous for hospitality organisations as it allows them to directly provide information to the customers and helps make the service faster. 
Medioni, (2018) stated that, the disadvantage of using social media marketing in case of  hotel business is that, the business organisations have to invest a lot of resources that are humane or financial on the social media marketing which makes it an expensive process. The organisations also have to put in regular content and provide a lot of information about it on the social media to deliver it to the customers which may reduce the privacy of the hotels (MARISA MARTIN JIMENEZ., 2020). 
[bookmark: _Toc102257051]Chapter 3: Research Methods and Methodology 
[bookmark: _Toc102257052]3.1 Research Philosophy
The positivist philosophy has been selected as the foundation for this study. Positivism is a philosophical theory that may be defined as data or knowledge which can be collected from incidents which are natural, the contents and the relationship between the contents of the incidents which indicates that the data for research can be gained from personal experiences and assumptions by using logic, intuition, and reason. Positivism uses quantitative research for a study (Chandra and Harindran, 2017). This philosophy has been chosen as the data for the research will be collected from the personal experiences of the employees of Premier Inn. 
[bookmark: _Toc102257053]3.2 Research paradigm
The research paradigm that has been selected to conduct this research is the epistemology paradigm. Epistemology paradigm refers to the beliefs of the researcher in terms of the nature of the knowledge. This type of paradigm deals with the sources of the knowledge from where it is collected. This will be used to conduct this research study (Saunders et al., 2016). The research will be based on subjectivism and the determination of the results will be based on the data that has been collected and in the way it has been collected along with the interpretation of the researcher in order to achieve the research's objective.
[bookmark: _Toc102257054]3.3 Research Approach
The deductive approach has been chosen as the methodology for this research, in which the researcher will examine theories from many sources as well as the perspectives of the respondents in order to recognize the influence and impact of social media marketing on Premier Inn.
[bookmark: _Toc102257055]3.4 Research Methodology
The research will use descriptive methodology and will only describe the findings of the research and does not use personal opinions to interpret the data. It has been selected as the research does not aim to create any theories rather only describe the findings (Aityan, 2022). 
[bookmark: _Toc102257056]3.5 Research Strategy
The quantitative technique of research has been chosen for the purpose of analysing the data and conducting the research. The term "quantitative research strategy" refers to the collecting and analysis of quantitative and specific data that must be analysed in a scientific or mathematical manner. It mostly makes use of statistics as well as other numerical data to evaluate theories and come up with a conclusion that is supported by facts. This will be used as the research will only describe the results of the research and not form any theories.
[bookmark: _Toc102257057]3.6 Sampling Methods
Snowball sampling method has been selected in this study. It is a non-probability sampling approach in which people are picked based on non-random variables and not every person has an equal chance of being included (Kirchherr, J., & Charles, K., 2018).  A paper-based survey will be conducted on 50 employees of Premier Inn and data will be collected using snowball sampling.  Every participant will have 15 minutes to respond to the survey.
[bookmark: _Toc102257058]3.7 Data Collection
For the research, 2 types of data will be collected. These are- primary data and secondary data. Both types of data will be used to ensure that the research is well informed. 
Primary data collection: The questionnaire method will be used to collect primary data for the study. A survey of the company's employees of Premier Inn will be conducted and data will be collected using 8 close ended questions. 
Secondary data collection: Secondary data for this study will be acquired through the analysis of a wide range of materials from a variety of sources, including books, newspapers, articles, the internet, journals, and research papers.
Analysis: The data will be interpreted using Microsoft Excel to ensure the accuracy of the research (Aityan, 2022). 
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[bookmark: _Toc102257060]3.9 Ethical Consideration 
The data for this research will be collected, analysed, and concluded in an ethical manner. The data for the study will be collected with full consent of the respondents after they have been properly informed of the research and after they have agreed to participate. In addition, the identity of the participants will be kept anonymous, and no personal information will be revealed as a result of the study. The study has no potential to cause damage to the general public or to the participants in the research.
[bookmark: _Toc102257061]Chapter 4: Conclusion
In conclusion, it has seen that Social Media Marketing is an marketing is a key component of business for hotels and organisations in the hospitality industry. The hotels use wide variety of social media strategies to market their services and for this reason, it is crucial to determine to what extent the strategies of marketing using social media is reaping benefits for the people. The study will collect data and analyse the employees of Premier Inn to thoroughly understand that in the hospitality industry, social media marketing has had a significant influence.
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