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[bookmark: _Toc131691133]Introduction 
This dissertation will study the possible uses of digital marketing in the hospitality business in the UK, with the specific goal of focusing on the hospitality industry in the UK.
To engage with business users, digital marketing makes use of the internet as well as other social platforms and networks. As a result of advances in technology, a wide variety of methods for communicating with people over the internet have been developed (Gibson, 2018). Traditional marketing principles are embodied in digital marketing, carried out almost exclusively online. It provides a variety of chances to reach many audiences, including targeting, monitoring outcomes, optimising budgets, advertising, communication, and research on market segmentation. With digital marketing, many new prospective customers may be reached (Taneja, 2021). It offers several benefits over conventional, which makes it highly appealing to companies for many reasons. 
An in-depth case study and analysis of Happy Bar & Grill in London will be carried out to facilitate accomplishing this objective. In 2022, Happy Bar & Grill will receive the honour of being named the finest British restaurant in England, particularly for providing the highest-quality customer service. Approximately one million happy customers of Happy Bar & Grill's services voted for the institution to receive this award, which was awarded by the British Restaurant Awards (Happy, 2023b). Happy Bar & Grill was the winner of this award. 2019 saw the opening of Happy Bar & Grill's first location outside of the United States, which took place in London. As a result of the fact that it is a Bulgarian company that was established in 1994 in the city of Varna, it now owns and runs more than 35 restaurants throughout Europe. The restaurant has a great practical and strategic position inside Piccadilly Circus (Happy, 2023a).
The Happy Bar & Grill is a restaurant that offers its patrons a wide variety of foods regularly and service that is notable for its superiority in quality and effectiveness. The food is prepared by trained individuals committed to providing the institution's customers with high-quality items (Happy, 2023a). By 2020, Happy Bar & Grill will have more than 40 restaurants in Europe, and they will be found in a wide range of settings (Happy, 2023a). The fact that Happy Bar & Grill is a restaurant run by a family sets it apart from the businesses it is in direct competition with. The restaurants that are part of this chain may be in major cities across Europe, such as London, Barcelona, and Sofia, to name just a few of those locations. Customers have a good deal of familiarity with the Happy Bar & Grill brand, and they recognise it well (Happy, 2023a). The restaurant employs a wide range of innovative technologies to produce culinary items, and its kitchens are stocked with innovative machines and equipment for cooking. Customers will find the overall design of the restaurants intriguing and engaging due to the combination of these many elements. The Happy Bar & Grill offers patrons a welcoming environment that contributes to a more intimate and unwinding dining and drinking experience (Happy, 2023a). Also, it enables one to plan various vacations and other activities for the family to participate in. A diverse range of cuisine is available, from burgers to sushi and everything in between.
This study's objective is to analyse the concept of digital marketing and its application, as well as the capabilities of social media and digital strategies that are easily implementable in the restaurant business. This is done to boost the number of customers that visit the restaurant. In 2022, the situation with Covid-19 presented a significant obstacle for almost all sorts of businesses, including the restaurant sector. It was unfathomable to even think of reorganising the firm in such a manner that would entail the organisation of food delivery from the very beginning of the problem. This made it impossible even to explore the possibility. Due to the lifting of various limitations in the UK and the return to normal operations, many enterprises have been obliged to continue operating at a loss or even shut down totally. The Happy Bar & Grill restaurant successfully overcame each of these obstacles. Consequently, in 2022, it was recognised as the top restaurant in the United Kingdom and given the title of "greatest restaurant in the United Kingdom." As a result, the current research focuses on a case study of Happy Bar & Grill, evaluating their digital presence to increase their client base, researching consumer behaviour, and developing a better relationship with their consumers.
The primary objective of this research is to investigate the various paths that can be taken to put into action a digital marketing strategy to increase customer awareness using Happy Bar & Grill, London, as an example. This will be accomplished by gathering relevant information from a variety of sources.
Main objectives are set:
[bookmark: _Hlk133410431]1. It is necessary to present and evaluate the theory concerning digital marketing, social media and digital marketing strategies that help to increase consumer awareness of the UK restaurant business.
2. To analyse how a digital marketing strategy can increase customer awareness of Happy Bar & Grill, London's newly opened restaurant in the United Kingdom.
3. To determine the level of awareness of Happy Bar & Grill customers through a survey.
4. Evaluate and offer recommendations to Happy Bar & Grill to improve its digital marketing strategy.
The research questions asked are:
1. What is digital marketing strategy's nature, importance, and role in the UK restaurant industry?
2. How can the digital marketing strategy be improved toward increasing consumer awareness?
3. What is the change in customer awareness after implementing Happy Bar & Grill London's digital marketing strategy?
This investigation will cover these benefits in more detail later in the book. A SOSTAC theoretical framework, which Paul Smith developed, will be used in the current investigation (Smith, 2023). It is an acronym that is comprised of multiple fundamental abbreviations, including "S" for "Situation," "O" for "Objectives," "S" for "Strategy," "T" for "Tactic," "A" for "Actions," and "C" for "Control." To conduct this investigation, some essential analytical tools have been used. The PESTEL and Porter's 5 Forces analyses will analyse the external environment in which Happy Bar & Grill runs and develops. The SWOT and McKinsey 7S analysis tools will be used to study the internal environment.

[bookmark: _Toc131691134]1. Literature review 
[bookmark: _Toc131691135]1.1. The concept of Digital marketing
The term "digital marketing" refers to the process of promoting goods and services using various forms of digital technology, which necessitates internet use. This kind of marketing is characterised as "digital marketing." Mobile devices include phones, tablets, computers, and other electronic gadgets. The 1980s saw the beginning of what is now known as digital marketing. Conventional marketing strategies and components are used in digital marketing. However, instead of conventional channels, digital marketing merely employs digital means to reach its target consumers. (Gurau, 2008). This is accomplished via various advertising and promotional strategies, most of which are digital in the internet world. When it comes to promoting companies, conventional marketing relied on advertisements that were published offline. The primary means through which digital marketing communicates with customers are electronic gadgets. It reaches out to clients via digital platforms since most of their time is online. Implementing digital marketing may be done using a wide variety of different tactics. (Sheth & Sharma, 2005). 
These marketing approaches include search engine optimisation (SEO), search engine marketing (SEM), social media marketing (SMM), content marketing, email marketing, online advertising, websites and blogs, affiliate marketing, viral marketing, and viral marketing.
A solution to the problem of decreasing consumer knowledge and identification of a brand is the employment of digital marketing professionals by producing potential customers via digital platforms. (Chaffey & Ellis-Chadwick, 2012). Many different channels are at their disposal, including social media, the business's website, the ranks on search engines, email, direct advertising, blogs, and advertising campaigns. Specialists employ key performance indicators, also known as KPIs, for each digital channel to evaluate how efficient digital marketing and its associated activities are. (Marr, 2012). 
Therefore, determining their usefulness and efficacy concerning the brand and marketing goals. Large corporations often have specialised departments established to oversee the marketing endeavours of their many brands, mainly their digital marketing and presentation. The most successful experts adhere to distinct marketing goals for constructing digital marketing strategies. (Dave, 2010). These campaigns may or may not need more advertising from the company, depending on the chosen objectives; nevertheless, most of the time, paid ones do require further advertising *Ryan 2916(. Businesses can witness the benefits of their efforts considerably more quickly with digital marketing than with conventional marketing. 
There is an actual possibility of monitoring a particular performance by using a specific set of measurements. One of the prerequisites for successful digital marketing is having a well-defined objective and focusing on a particular demographic with buying power and an interest in the brand. The audience that may be reached via digital marketing is in the millions, yet not all those people will become prospective clients for the company. To achieve these goals in business, it is essential to be targeted, particularly if we have a physical location. (Ian, 2016).
 If the company aims to boost sales at its physical presence, it should direct its digital marketing efforts on those who live or work close to it. Online advertising allows consumers with specific demands to identify the area in their immediate vicinity where they may purchase the seller's products or services.
[bookmark: _Toc131691136]1.2. The role of Digital marketing planning
	 According to the findings of some academics, marketing planning is a process that includes preparing marketing resources and the use of those resources to accomplish marketing goals over a certain amount of time. (Wilson & McDonald, 2003). A marketing plan is a logical sequence of numerous processes that lead to formulating a plan for the execution of marketing goals. These phases lead to the development of a marketing strategy. McDonald's believes there is a distinction between a strategic and a marketing plan. This distinction mainly comprises the financial problem, marketing activities and selecting actions intended to be carried out over a shorter time. In most cases, the duration of time covered by this planning ranges from one to three years. (Wilson & McDonald, 2011).
On the other hand, many businesses opt to develop marketing strategies with a longer-term perspective, which are then subjected to an optimisation process throughout a certain amount of time. Therefore, it is of the utmost importance that these plans have a distinct objective to achieve a more considerable advantage, increase sales, or extract benefits from the growth of the company activity. (Chaffey, 2015).
In the plan for digital marketing, there is an analysis of the circumstances in which the organisation is presently positioned, the establishment of new objectives, and the development of a strategy to reach those goals. Typically, this document outlines the tasks and duties that must be carried out over a certain amount of time to accomplish a particular objective. In addition to that, it details the method for controlling the implementation. This must be a flexible document that, if any problems arise, can be modified quickly and easily without causing a great deal of disruption across the organisation (Pineiro-Otero & Marinez- Rolan 2016).  
The strategic online objectives of the company, the current circumstances in which it finds itself, and the strategies to accomplish these goals are all compiled into the online marketing strategy. It is essential to have answers to the following six questions while operating in a digital environment: what, how, when, who, and why. This research applies the theoretical framework of SOSTAC to developing a plan for digital marketing. SOSTAC has the required aspects for creating a precise and well-structured marketing strategy. Thus, its use in this study is appropriate. Later in this part of the research, we will discuss SOSTAC.
[bookmark: _Toc131691137]1.3. Impact of social media of business development
In today's world, social media platforms play a significant role in the growth and success of businesses. Regarding a company's success, social media marketing may affect some essential factors. Establishing the company's reputation relies heavily on the success of this marketing. Users can exchange information with one another through social media. To establish the identity of the brand, it is vital to get familiar with the enslavers' values, beliefs, traits, attributes, physical aspects, and brand culture. This allows one to become more acquainted with the philosophy behind the brand. (Kapferer, 2008). To accomplish this goal, many strategies are used in social media; these strategies allow people to get more familiar with the brand. In this method, not only are their opinions and wants to solicit, but also a user audience that is more devoted to the product is developed. (Alawen et al. 2017).
The use of social media results in the exposure of a significant number of individuals who have the potential to become clients of Happy Bar & Grill. Customers start feeling more connected to a brand when they share information about it on social media. This impacts their ability to make purchases as they gather information about the items sold by Happy Bar & Grill and the attributes offered by those products. (Ashley & Tuten, 2015). Doing so creates a psychological link with the customers who utilise the product. When planning a campaign using social media, it is critical always to keep the campaign objectives in mind. For example, if one of them is getting more customers to visit their website or social media page to learn more about the product, they are succeeding. In this situation, keeping track of specific indications like the amount of time spent on the website, the number of visitors, the audience that is the most active and comments and participates in the conversations, and other indicators is beneficial.
Another significant benefit accrues to companies, and this one has to do with the unique branding of their products. Developing a relationship with customers requires mastery of both the commercial applications of social media marketing and the effectiveness of these applications. Promoting people working inside an organisation is just as vital as promoting the organisation itself and its goods when it comes to the use of social media. For example, customers can establish a connection with a specific member of the company's staff if the company employs a lead person who is also recognised as an authority in the relevant sector. In this instance, the advertising campaign for Happy Bar & Grill in Bulgaria used personalities who are well-known to the campaign's target demographic. Customer's interest in the brand is piqued as a result of this. Numerous well-known companies, like Nike, Apple, PepsiCo, and others, often use the services of well-known people in the entertainment industry to market their products.
[bookmark: _Toc131691138]1.4. Advantages and disadvantages of Social Media Marketing
There are many advantages and disadvantages to using social media marketing. This can lead to promoting the product, increasing consumer awareness, and attracting their attention to the company. In this direction, thinking when applying digital marketing in social media is necessary. However, there is also a negative influence, expressed in its shortcomings. The effectiveness of digital marketing in social media depends on the reasons for its use (Barefoot & Szebo, 2010). When a business has set goals, its advantages outweigh its disadvantages. This study's advantages and disadvantages mainly depend on the goals that Happy Bar & Grill set for themselves related to social media marketing.
In this sense, several advantages stand out:
· Easy and fast advertising of restaurant products
· Reaching a large audience of potential users
· Increasing consumer engagement with the Happy Bar & Grill brand
· Building consumer loyalty to the brand
Social media advertising is very easily accessible. Any business can have good advertising through social media. However, it is crucial to comply with some basic requirements for the advertisement to be popularized more easily by users, namely, to become viral. This can happen by professionals combining elements such as content, colours, attractiveness, video content, message, and others (Conor el. al., 2020). Social media has millions of users that Happy Bar & Grill advertising can reach if well-developed and shaped by marketing professionals. The social media audience is vast, and good segmentation is needed to target the right audience (Cheung et al., 2009). Increasing engagement can happen through proper ad placement and reaching more users. If the content is contagious, it attracts the attention of users. They start to react differently - comments, likes, and shares. If the ad invites the consumer to do any of the listed actions, this strengthens their engagement with the Happy Bar & Grill brand. In addition, he also built a loyal relationship with consumers by sharing information about the business, provoking their response, and seeking their opinion. Shared content helps businesses strengthen consumer relationships (May & Anne, 2021).
Several disadvantages of social media marketing are also emerging. These are:
· Requiring more time to determine results.
· Negative comments and criticism from the audience
· Sharing information with competitors, not just consumers
Unlike traditional marketing, digital requires more time to see what results are achieved. It takes more time to reach consumers. Engaging their attention also takes more time (Gommas et al., 2001). In social media, users are constantly commenting on things, which can lead to negative comments from users who, for some reason, are unsatisfied with the services or want to share about a problem (Cheung et al., 2009). In addition, by sharing information with consumers, businesses also share it with competitors who are watching them on social media. As a result, there is much greater transparency, and it is difficult to conceal information from competitors.
[bookmark: _Toc131691139]1.5. Evaluation of different social media platforms
Social platforms enable users to upload information, participate in conversations or contact other users, connect with brands and corporations in real-time, or follow them as their followers do in a physical place. Some social platforms allow users to follow brands or companies to a physical location. (Henning-Thuraru et al, 2010). The use of social media and other platforms for business reasons is possible. (Rauschnabe et al., 2013). This makes it easier for firms to communicate with their target audience and influence their customers. Companies may develop a stronger rapport and relationship with customers with the assistance of social platforms; this allows them to generate sales, pique the consumers' interest, and create and showcase their brand identity to consumers. (Kaplan & Haenlein, 2010). 
Customers now have the ability, thanks to social media platforms, to disseminate a marketing message and generate exposure for a business by recommending and sharing the items and services that the business offers. (Sun et al., 2006). Sharing the material made by users with people they know and care about is a kind of word-of-mouth advertising. The success of businesses may now be monitored thanks to introducing a system that analyses likes, content shares, user generation, and other metrics. Publishing information through digital material by users is how content is generated and shared on social media platforms. This publication may take the shape of words, photographs, photos, videos, audio files, and many other types of media.
The fundamental features and pursuits are available on various social networking platforms.



Tab. 1 Social Media Platforms
	Social Platform
	Type
	Main activities
	Marketing opportunities

	Facebook
	Social Network
	Socializing, sharing content, speaking with other, interaction
	Branding, monitoring, relationship the customers, researching 

	WordPress
	Blog/ web site platform
	Connect, sharing, writing, information
	Corporative blogs, monitoring the web site activity 

	Instagram
	Social Network
	Content sharing
	Interaction with customer, branding, monitoring, connect presentation 

	YouTube
	Content platform
	Video content sharing
	Monitoring, interaction with customer, connection, presentation of the products, advertising 

	LinkedIn
	Social Network 
	Network, socialization
	Monitoring, recruiting 

	TikTok
	Content platform 
	Video content sharing
	Interaction with customer, presenting the products, communication with customer, monitoring 


Source: Adapted by Lin & Rauschnabel, 2016 

[bookmark: _Toc131691140]1.6. SOSTAC Framework theory
Paul Smith is the mind behind the SOSTAC theoretical framework that was developed. He is regarded as one of the most influential international marketing and sales consultants globally. (Smith, 2023). His idea of SOSTAC is based on six fundamental components that he believes are necessary to operate a successful online company. In theory, several different analyses are performed to construct a suitable internet marketing plan that satisfies the objectives and prerequisites of consumers.
The acronym SOSTAC is made up of six primary components: S represents the situation, O stands for the goals, S stands for the strategy, T stands for the tactic, A stands for actions, and C is for control. (Smith, 2023). The acronym for Smith's SOSTAC theory comprises these six components plus the initial letters of their names. Every one of these components has a distinct function.
Fig. 1 SOSTAC Framework 
[image: ]Source: Smith, 2023
The circumstance calls for a situational analysis of the company, which entails an evaluation of the external and internal environment in which the company grows. At this point in the theory, we will carry out an accurate and up-to-date evaluation of how things are now standing with the company. (Smith, 2023). At this point, the business will do many kinds of SWOT analyses, which evaluate the internal status of the company by looking at its strengths and weaknesses, as well as the possibilities and dangers it faces. PESTEL analysis, which comprises the examination of six primary groupings of elements that impact the external environment and directly on the company — political, economic, social, technical, environmental, and legal issues — is referred to as the PESTEL analysis. Also, an examination of the status of the industry's rivals and the market environment in which the company is active using Porter's Five Forces model. (Smith, 2023).
The aims are the subject of the following section of the analysis. At this point, the primary objectives that the company want to accomplish are analysed by deciding when they need to be accomplished, how detailed they need to be, and how they should be measured. After deciding what businesses want to do, the next step is to devise a plan for how the business will do it. This is accomplished by outlining a specific course of action to take. (Smith, 2023). That means it is time to create some tactical actions.
 At this point in the process, the STP definition of the company is implemented by segmenting, targeting, and positioning its brand or service towards the customers it intends to attract. After that, the specific steps to take to accomplish this are figured out. Because these activities are connected to the specific measures the company must take to reach its ultimate objective (Smith, 2023), the concept of control is the last component of this conceptual framework. 
The importance of how the company will exercise control over its operations and accomplish its objectives. The use of performance indicators is by far the most widespread practice. (KPIs). Because the outcome of the business and marketing campaign depends on accurate tracking of its progression, this management aspect must be given high priority. Management must establish and maintain an efficient control system in their companies. (Smith, 2023).


[bookmark: _Toc131691141]2. Research method 
[bookmark: _Toc131691142]2.1. Research philosophy
The researcher's point of view on the issue at hand is communicated through their research methodology. (Saunders, 2019). For the investigation, epistemological philosophy will be utilised. This indicates that the researcher provides his viewpoint that the digital marketing strategy serves to increase consumer recognition by implementing various activities related to digital marketing. In addition, the overarching philosophy of the research seeks to determine the social element of business development (Bhasker, 1989) by demonstrating its influence through social media.
[bookmark: _Toc131691143]2.2. Research paradigm
The research paradigm is a theoretical framework in which social phenomena are investigated and studied to accurately comprehend those phenomena' very existence (Saunders, 2019). This study's research paradigm is targeted at the interpretative paradigm, which is the construction of a psychological viewpoint to comprehend man better and his activities in the world around him (Burke, 2007). The interpretive paradigm is used for the research, which aims to analyse the effect of the digital marketing strategy on human behaviour, in an actual situation, through the influence of subjective determining factors and encouraging actions of customers to visit the establishment. The interpretive paradigm was chosen because it seeks to analyse the impact of the digital marketing strategy on human behaviour in an actual situation.
[bookmark: _Toc131691144]2.3. Research Approach
Research can be conducted using either reasoning or an empirical strategy. (Saunders, 2019). In this investigation, a deductive research strategy is utilised because the purpose of the literary analysis, which is to acquire information, is to develop theories connected to the investigation of cases and demonstrate these cases' effects. (Creswell, 2002). The deductive method will be used in this research to understand the individual, their behaviour and the events that are the outcome of actions. (Gill & Johnson, 2022). In addition, the inductive method requires qualitative data collection, allowing for a more fluid and adaptable possibility of changes occurring within the research process. Considering the information, digital marketing is a vibrant field that is also evolving at a breakneck pace; consequently, the procedure for developing research may need to be modified.
[bookmark: _Toc131691145]2.4. Research design
The research design process aims to construct a specific research strategy to transform the research questions and objectives into a research project via the selection of strategy, time horizon, and research methodologies. This is accomplished through the research design process. Research planning is the method that is used to achieve this goal. (Saunders, 2019). The available evidence indicates some fundamental methods, each of which can be implemented in various ways. (Bryman, 2007).
On the other hand, a methodology that included both a survey and a case study was employed for this piece of research. In the framework of the study, a consumer survey is given to Happy Bar & Grill London customers to determine the extent to which the restaurant's digital marketing strategy contributed to an increase in the level of knowledge held by those patrons. The study's objective is to determine the degree to which the restaurant's digital marketing strategy contributed to an increase in the level of knowledge held by those patrons. 
[bookmark: _Toc131691146]2.5. Ethical considerations
The information used to evaluate Happy Bar & Grill, London's digital performance, generated some ethical concerns. The participants' information is protected because the questionnaires for the survey can be filled out secretly online. They are informed immediately that the research is being performed solely for instructional and research purposes and that it has zero bearing whatsoever on the company for which the questions are being asked. This is made clear to them from the very beginning of the process. Before beginning to fill out the questionnaire, each person will first receive introductory information regarding the objective of the research as well as a list of the questions that will be addressed during the survey. A participant in the research study has the option of dropping out of the study after being provided with information about the experiment. The participants contribute a substantial abundance of information about the questionnaires, representing their significance and role in the study, ensuring conformity with ethical issues and standards, and representing their significance and role in the study.
Respondents do not need to reveal any confidential information to take part in the survey, and respondents have the option of not taking part in the survey if they so choose. However, in giving their statements, they give their informed and willing permission to disclose the information.
[bookmark: _Toc131691147]2.6. Sampling
Thirty people will participate in the survey, all of whom are customers or regulars at Happy Bar & Grill London. An online sampling of their responses will be carried out, and for this specific purpose, Google Forms will be employed to poll their responses. The information collected because of the discoveries will serve as an introduction to the material that can be used to address the requirements and objectives of the research. Participants in the survey did not receive any identifying information in any manner, shape, or form whatsoever.
[bookmark: _Toc131691148]2.7. Data Collection
Prior to the occasion, we shall undertake an examination of both primary and secondary sources of data. Secondary information pertains to the research conducted by other scholars in digital marketing and strategy and its practical implications for enhancing business performance. Furthermore, additional research will explore the notion of consumer consciousness and its impact on business growth. The researcher intends to survey Happy Bar & Grill London's customers to obtain primary data and information obtained from the restaurant's social media presence. Throughout the interview process, utmost confidentiality is upheld consistently. A diverse range of research methodologies will be employed to obtain this information. Mixed-method research is characterised by utilising both qualitative inquiry and quantifiable statistical examination in the research process. (Saunders, 2019). This study employs data collection methods and concurrent information-gathering strategies.
[bookmark: _Toc131691149]2.8. Data analysis
The analysis of the data will be carried out using observation, with a particular focus on the distinctive digital marketing strategy employed by Happy Bar & Grill. This technique will serve as the basis for the analysis. In addition, it is planned to use the SOSTAC framework to investigate their accomplishments that is more comprehensive. In the following statement, the present position of Happy Bar & Grill, London's digital strategy, will be analysed. This will be done following the processes outlined in the SOSTAC Framework. In addition, methods for information research, such as content analysis, will be employed in the process.
[bookmark: _Toc131691150]3. Data collection and analysis 
In this part of the dissertation, the collected and analysed information is presented, which is aimed at the set goals of the study. For this purpose, both primary and secondary information, which is presented in this lesson, is analysed. The primary information is collected from this research, and the secondary information is researched and found in the work of other researchers and digital marketing professionals. This part is divided into two main parts – data collection and data analysis. In the data analysis, the internal and external environment of Happy Bar & Grill is analysed using various analysis tools - PESTEL, Porter's 5 Forces and SWOT analysis. In addition, in this part, an analysis of the results obtained from the survey is carried out.
[bookmark: _Toc131691151]3.1. Data collection
[bookmark: _Toc131691152]3.1.1. Primary data 
The preliminary data was obtained during a survey from February to April 2023. Customers and users of Happy Bar & Grill services took part in the survey. Thirty people took part in the survey and answered the survey questions. This section presents the obtained results graphically and analyses the main findings.
[bookmark: _Toc131691153]3.1.2. Secondary data 
Secondary data is the search for other research concerning the external environment of Happy Bar & Grill development in the UK. Most of all, the information found and analysed is used to conduct external and internal analyses in the organization of Happy Bar & Grill. Based on the secondary information, three main analyses are carried out - the external environment is analysed through the PESTEL analysis, which includes reviewing six main groups of factors. The competitive environment is analysed through the application of Porter's 5 Forces by reviewing the business's main competitors and applying and SWOT of Happy Bar & Grill's digital marketing and strategy.


[bookmark: _Toc131691154]3.2.  Analysis
[bookmark: _Toc131691155]3.2.1 Happy Bar & Grill analysis 
In this part, the analysis presents the main conclusions of the conducted studies and research on the topic. The external environment is crucial for any business, as its success and development depend on it.
PESTEL analysis
Tab. 2 Happy Bar & Grill PESTEL Analysis
	PESTEL ANALYSIS OF HAPPY BAR & GRILL

	Factors
	Analysis
	Impact evaluation 

	Political
	Brexit - causes business difficulties that affect a country's policy with other countries (Ziady, 2022)
Global supply issues – shortage of some resources internationally due to global political issues – war in Ukraine, economic crisis, post-Covid-19 (Tetley, 2022)
Policy issues in managing the UK's import and export of goods post-Brexit – managing and negotiating new contractual relationships (Freeman et al., 2022)
	Moderate influence 

	Economical
	The economic crisis - after Covid-19 and after the political changes in the world, there was an economic crisis, which led to a rise in prices and an increase in inflation (Ziady, 2022)
Increase in prices of energy, gas, products and consumables for businesses and small consumers (Ziady & Dmitracova, 2023)
An increase in supply prices leads to an increase in the final price for the consumer (Ziady & Dmitracova, 2023)
	Large influence 

	Social
	Changes in the quality of the workforce – post-Covid-19 and Brexit, there is a change in the unemployment rate (Thwaites & Murphy, 2023)
Consumer behaviour - this is a huge factor for restaurants because, due to the economic crisis, it is found that people have less and less financial means for restaurants and establishments (Partington, 2022)
The trend for a healthy lifestyle – more and more people are starting to eat healthier foods (Hammouri et al., 2022)
	Moderate influence

	Technology
	Innovative technology in the restaurant sector affects the way customers are served, prepared and greeted (restaurantonline.co.uk, 2023)
Online and digitalization – pick-up home delivery systems such as UberEats, which help the consumer receive their orders directly at home, are increasingly being implemented (UberEats, 2020)
Online ordering and online shopping – helps consumer research what they want and get it at their front door (Adithya et al., 2017)
	Larger influence

	Environmental
	Environmental pollution from activities in different economic sectors (Madanaguli et al., 2022)
Excessive use of energy and resources results in their depletion and overload (Madanaguli et al., 2022)
Excessive use of imported products disrupts and affects local production (Madanaguli et al., 2022)
	Medium influence 

	Legal
	This group includes all legal and legislative regulations relevant to restaurant work - Food Hygiene Certificate, Employment Law, Equality Act 2010, and Health and Safety Work Act 1974.

	Low influence





Porter’s 5 Forces Analysis
Tab. 3 Happy Bar & Grill Porter’s 5 Forces Analysis
	PORTER’S 5 FORCES ANALYSIS OF HAPPY BAR & GRILL

	Force
	Analysis

	Existing Competitors 
	Extremely stiff competition exists. This analysis focuses on a small subset of Happy Bar & Grill's competitors, all relatively new to the region. In addition, a significant number of large and small restaurants offer a wide variety of cuisines and meals. As a result, the market is very competitive, and it will be difficult for Happy Bar & Grill to distinguish itself. Happy Bar & Grill's main competitors are Speedboat Bar, Cavita, and Miznon. Miznon may be one of its main rivals, too.

	Threat of new entrants
	The level of danger associated with this threat is high. Happy Bar & Grill operates in a highly competitive and crowded market. Therefore, there is a good chance that new stores and restaurants will open. In addition, London's size affords a great deal of growth potential to the city's numerous restaurants and the businesses that serve them. In addition, some businesses have closed their doors since the introduction of covid-19, and other firms may emerge to fill the need (Alison, 2022).

	Barraging power of buyers
	This effect is seen as significant. The market's fundamental needs are shaped mainly by feedback from consumers, who wield considerable sway and influence. Customers are the lifeblood of every business. Therefore, getting their opinions and evaluating how pricing changes may affect them is crucial (Longart, Wickens & Bakir, 2016). For example, customers may decide against purchasing an item if its price is exorbitant compared to its quality. Customers of Happy Bar & Grill need to be polled so the restaurant may hone its marketing strategy in response to what its clientele wants.

	Threat of substitute products
	Something new may always come along, and new options could always emerge. The threat level here to Happy Bar & Grill's day-to-day operations is somewhere in the centre. The restaurant's unique and varied cuisine, including sushi, burgers, salad, and various delectable seafood dishes, is a big draw. What sets Happy Bar & Grill unique from the competition is neither the production process nor the cuisine's preparation; these are both easily imitated and replaced. Some recipes are hard to duplicate and need suitable substitutes. However, it would be hard to find another restaurant that could compare to this one in terms of ambience, decor, food, and service.

	Barraging power of suppliers 
	      The influence of this force is substantial. A price increase, which may be affected by the suppliers, has consequences for both sales and production. Happy Bar & Grill cannot increase prices to cover the growing delivery expense. This may affect the restaurant's regulars. Happy Bar & Grill is heavily affected by the price of supplies, the price of importing commodities from other countries, and the price of shipping those things. The price of many different meals and goods is affected by this





SWOT analysis of Digital marketing and strategy
Tab. 4 Happy Bar & Grill Digital Marketing and Strategy SWOT analysis
	HAPPY BAR & GRILL DIGITAL MARKETING AND STRATEGY SWOT ANALYSIS

	Strengths
	Weakness 

	· A well-established and developed brand
· A wide variety of products (Happy, 2022a)
· Outstanding quality of service (Happy, 2022b)
· Pleasant atmosphere and good interior (Happy, 2022a)
· High standards of service
· Best Restaurant Award Winner (Happy, 2022b)
· Good user recognition
	· Not a good enough digital strategy (Happy, 2022a)
· Low rate of suitable ads
· Lack of good contact with users online
· Need to improve the site
· Search for customer feedback online
· Low-quality digital marketing
· Low degree of control over product prices

	Opportunities 
	Threats 

	· Expanding the product portfolio
· Business expansion - new restaurants
· Use of innovative solutions and technologies in the service process
· Expanding the supply network

	· Very high competition in the UK market
· Changes in consumer behaviour
· A strong influence of the external environment on the management of a restaurant and its development
· An increase in the prices of consumables, which affects the increase in the prices of products



[bookmark: _Toc131691156]3.2.2 Customer Questionary analysis 
The survey was conducted between February and April 2023, and 30 Happy Bar & Grill customers participated. The survey card consists of 13 closed questions, to which respondents must indicate one answer to each question
Fig. 3 Gender of customers

Thirty people participated in the survey, of which 44% were men and 56% were women. Therefore, more ladies participated in the present study.
Fig. 4 Age of customers

According to the age distribution, there are most people between the ages of 31 and 40, 46% of the surveyed people, and about 26% are people between 20 and 30. Then, 16% are persons between 41 and 50 years of age, and 6% are persons under 20 and over 51 years of age. Therefore, in the survey, most persons between the ages of 20 and 40.

Fig. 5 Occupation of customers

According to their occupation, full-time persons predominate, about 56% of the respondents, followed by 22% working part-time. About 16% of unemployed persons are at the time of the survey, and 6% are students.
Fig. 6 Familiar with Happy Bar & Grill 

The following important question that was asked in the survey was whether participants were aware of the survey being conducted in London, of which 78% were aware, 16% indicated that they were not, and the remaining 6% needed clarification.




Fig. 7 Last time of visit 

We asked the persons when they last visited the establishment, and of them, the most answers were for the last month (30%), about 25% of the persons visited last week at the time of the survey, about 23% in the last three months, 16% was more than three months ago, and 6% have not visited it yet, but have heard of it.
Fig. 8 Social media following 

The next question we asked was about social media and whether individuals follow Happy Bar & Grill, with 74% responding positively, about 20% responding negatively, and 6% not sure.



Fig. 9 Post engagement 

We asked individuals if they engaged with Happy Bar & Grill's social media posts, and of those, about 36% said they liked the posts, 26% liked, shared and commented, 23% said they only commented, and 12% said they just shared. However, there are also 3% who do not engage in any way with Happy Bar & Grill's social media posts.
Fig. 10 Frequent to online profile 

We asked if they visit Happy Bar & Grill's online profiles, with about 66% saying they check them, about 20% saying they do not, and 15% saying they rarely do.



Fig. 11 Social media profile that follow 

Respondents were asked which Happy Bar & Grill social media profiles they follow, with 45% on Instagram, 33% on Facebook, 16% on Twitter, and 6% on LinkedIn.
Fig. 12 Familiar with Happy Bar & Grill

Respondents were asked where they heard about Happy Bar & Grill, and to this question, 30% answered from social media, 25% from family and friends, 23% from online advertising, 16% from TV advertising and 6% from other means



Fig. 13 Website visit 

We asked if people visit the Happy Bar & Grill website, and 78% do, about 16% do not, and the remaining 6% are still determining.
Fig. 14 Online orders 

We also asked about online ordering, with 78% of individuals saying they order online, 16% unsure, and 6% not doing it.
[bookmark: _Toc131691157]3.3. Conclusions
In conclusion, from the PESTEL analysis, it can be said that the most influential for Happy Bar & Grill is the economic and technological factors that affect the quality of service and the final price of the products in the establishment. With a moderate influence are political and social factors that still have some influence on Happy Bar & Grill, but more importantly, is the importance of economic factors that determine the social behaviour of consumers. With medium impact, we define environmental factors relevant to each sector of the economy that uses resources for its activities. Finally, with the most negligible influence are the legal factors, which, once applied as standards in the work of Happy Bar & Grill, should only undergo changes occurring in the legislative acts.
In conclusion, there is intense competition in Porter's 5 Forces analysis for Happy Bar & Grill. New market entrants have an impact, becoming competitors to Happy Bar & Grill. In addition, the barraging power of suppliers and consumers also has an impact, as the price increase of Happy Bar & Grill's food and products depends on them. The product substitutes have an average rating since the unique advantage is primarily the way of service and the unique products that the restaurant offers to its visitors.
From the SWOT analysis, it can be said that Happy Bar & Grill has many strengths but also some weaknesses that it needs to work on. Overall, Happy Bar & Grill's social media channels and website are not well-represented and developed. In this age of technology, we believe gaining popularity and developing the brand is essential. In general, businesses need to work on their digital strategy.
From the survey conducted in this way, several important conclusions can be drawn about the digital presentation of Happy Bar & Grill. First, consumers are found to learn and use the restaurant's social media and website to follow its progress. They are committed to the various posts and monitor the development of the establishment. Interestingly, most of them learned about the establishment from social media and decided to visit it. It is also established that some of these people are regular customers who often visit the establishment to enjoy its food. From the survey, it can be concluded that Happy Bar & Grill's digital strategy is good because more people have learned about them from social media, engaged with their content and gotten informed about new menu offers and news around the establishment through their website and social profiles. 
Although consumers think the brand has recognition, Happy Bar & Grill needs to work towards improving its digital presence. For this, in the next part of the dissertation, some solutions related to improving the digital strategy and presentation are offered.
[bookmark: _Toc131691158]4. Evolution and recommendation 
[bookmark: _Toc131691159]4.1. New objectives 
The analysis and research show that the current digital marketing strategy needs to change. It works well in promoting the brand, but it is necessary to reach more users. Therefore, the goals that can be offered to Happy Bar & Grill to improve their digital presence:
1. Creation and optimization of the website so that it is more interactive and of interest to users
2. Create online ads to reach more new customers in London and surrounding areas
3. Improving social profiles by including more activities, posts, and overall activation to attract users' attention
In this case, we recommend that Happy Bar & Grill develop a new marketing strategy aimed at increasing consumer awareness of the brand in London.
It is recommended that Happy Bar & Grill target the market segment, which are Londoners aged 20 to 40, who have a demanding taste in food, love fine dining and are willing to pay a higher price for more good quality products. The established target is young people with families who love variety in their daily lives and would try different specialities prepared at Happy Bar & Grill. To target this market segment, Happy Bar & Grill hast through social media by running different ads to reach these consumers. In addition, it is possible to do various attention-grabbing activities such as games, promo codes, prompting users to share, tag and comment. To position Happy Bar & Grill, we suggest using its popularity as the best restaurant in London on social media, drawing consumers' attention to that.
[bookmark: _Toc131691160]4.2. Strategy tactics and activities 
The tactics we offer at Happy Bar & Grill are several:
1. Create videos and photos and share online content on Happy Bar & Grill's social media channels. Posting and working on social media daily will attract users' attention as the posts will constantly appear in front of them.
2. Running an online advertisement aimed at Londoners and people near London who would travel specifically to visit this establishment.
3. Advertise internationally in the countries with the most visitors to London.
4. Submission to share users' opinions and use their feedback to reach new users of their recommendations.
These tactics are recommended to be implemented by the marketing department of Happy Bar & Grill as the main actions that are aimed at creating a team to work on the vision and improvement of the site, a team to take care of the concept of advertisements and overall marketing of the Happy Bar & Grill campaign.
[bookmark: _Toc131691162]4.3. Control of the new strategy 
To control the overall activity under the new strategy, we recommend Happy Bar & Grill implement KPIs indicators:
1. Visits to the Happy Bar & Grill profile and website - this will track how effective the ad is at this stage.
2. Social Media Reach – will help to establish the reach of the posts and ads
3. Social Engagement - The main goal is to increase the social engagement of users and customers in order to attract new users and reach new ones.
[bookmark: _Toc131691163]4.4. Conclusions
After the conducted study, the fulfilment of the goals set at the very beginning is established:
Objective 1. It is necessary to present and evaluate the theory concerning digital marketing, social media and digital marketing strategies that help to increase consumer awareness of the UK restaurant business.
This objective was achieved as a theoretical literature analysis was conducted on various studies by other researchers investigating customer awareness, social marketing and applied digital strategies. This study found that digital marketing and its strategies are essential and can help improve customer awareness if adequately implemented.
Objective 2. To analyse how a digital marketing strategy can increase customer awareness of Happy Bar & Grill, London's newly opened restaurant in the United Kingdom.
This objective was also achieved as an improved analysis of the current strategy was made by applying three analysis tools. As a result, it was concluded that the significant challenges of Happy Bar & Grill are the economic and technological factors that affect the overall performance.
Objective 3. To determine the level of awareness of Happy Bar & Grill customers through a survey.
This objective was also achieved as a questionnaire survey was conducted with some of the users of Happy Bar & Grill, which found that most of them use social media to inform themselves about the products that are offered in the restaurants, follow the posts and look for information that will be useful to them on the Happy Bar & Grill website.
Objective 4. Evaluate and offer recommendations to Happy Bar & Grill to improve its digital marketing strategy.
After this research, an assessment and proposals for new goals, strategic tactics and actions to improve Happy Bar & Grill's digital strategy were made. In addition, some recommendations were also offered to implement control over the overall activity of Happy Bar & Grill's digital marketing department. 
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[bookmark: _Toc131691166]Appendix 1 Questionary “Customer Awareness”
Hello!
The purpose of this survey card is to collect specific data for the conduct of a scientific study, the purpose of which is to analyse the implemented digital strategy that leads to an increase in consumer awareness in the example of Happy Bar & Grill London. The research is done entirely independently of the restaurant. So please keep your anonymity when filling out the questionnaire!
1. What is your gender?
· A man
· A woman
2. What is your age?
Under 20 years old
· From 20 to 30
· From 31 to 40
· From 41 to 50
· Over 51
3. What is your occupation?
· Student 
· Unemployment 
· Part-time job 
· Full-time job 
4. Are you familiar with the activities of Happy Bar & Grill London?
· Yes
· No
· I'm not sure.
5. When was the last time you visited Happy Bar & Grill London?
· Last week
· Last month
· Three months ago
· More than three months
· I have never visited it
6. Do you follow Happy Bar & Grill London on social media?
· Yes
· No
· I'm not sure.
7. How do you engage with Happy Bar & Grill London posts?
· I like them.
· I comment on them.
· I share them.
· All three listed
· I am not involved in any way.
8. Do you frequent the Happy Bar & Grill London profiles online?
· Yes
· No
· Rarely
9. Which social media do you follow, Happy Bar & Grill London?
· Facebook profile
· Instagram profile
· Twitter profile
· LinkedIn 
10. Where did you hear about Happy Bar & Grill London in the last three months?
· Friends or family
· Social media
· Online advertising
· TV Commercial
· Another
· I do not remember.
11. Have you visited the Happy Bar & Grill London website?
· Yes
· No
· I'm not sure.
12. Have you ordered online from Happy Bar & Grill London?
· Yes
· No
· I'm not sure.
Thank you for your attention! 


Age	
Under 20 	 20 to 30	31 to 40	 41 to 50	Over 51	0.06	0.26	0.46	0.16	0.06	


Occupation	
Student 	Unemployment 	Part-time job 	Full-time job 	0.06	0.16	0.22	0.56000000000000005	


Familiar with Happy Bar 	&	 Grill 	
Yes	No	I'm not sure	0.78	0.16	0.06	




Last time of visit 	
Last week	Last month	Three months ago	More than three months	I have never visited it	0.25	0.3	0.23	0.16	0.06	




Social media following 	
Yes	No	I'm not sure	0.74	0.2	0.06	




Post engagement  	
I like them	I comment on them	I share them	All three listed	I am not involved in any way	0.36	0.23	0.12	0.26	0.03	




Frequent to online profile 	
Yes	No	Rarely	0.66	0.2	0.14000000000000001	




Social media profile that follow 	
Facebook profile	Instagram profile	Twitter profile	LinkedIn 	0.33	0.45	0.16	0.06	




Familiar with Happy Bar 	&	 Grill	
Friends or family	Social media	Online advertising	TV Commercial	Another	0.25	0.3	0.23	0.16	0.06	




Website visit 	
Yes	No	I'm not sure	0.78	0.16	0.06	




Online orders 	
Yes	No	I'm not sure	0.78	0.06	0.16	




Gender	
Male	Female	0.44	0.56000000000000005	
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