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[bookmark: _heading=h.gjdgxs]Chapter 1: Introduction 
[bookmark: _heading=h.30j0zll]Background of the research
Experiential marketing is focused on which information is being shared among customers regarding their smart stays where the thoughts, actions and feelings of the customers are possible to measure and services are being modified as per that also. Their lifestyle, perception and expected social interaction can be assumed by it and the hotel industry can modify their services according to that  (Chen et al. 2021).  Social media is being with a high rate by the hotel industries in the post-COVID era and to transmit the news fast, platforms like Twitter is being used. To project luxurious services, Pinterest and Instagram are accessed (Dimitrios et al. 2023). 
[bookmark: _heading=h.1fob9te]Significance of the topic
Digital reviews impact the revenues of hotels as the performances of the business can be assessed better by it. The customers are more aware of the services, safety measures, behaviour of the staff and perceived risks. Better customer relationships are possible to establish through social media and the level of satisfaction of the consumers can be outlined as well. Due to such reasons, it is significant to get an idea of the development of digital marketing in UK in the hospitality industry (De Pelsmacker et al. 2018). Due to COVID-19, Hospitality businesses were closed by 81% in 2020 and the turnover of the business decreased by 25%. The turnover of the business was just 1.2 billion in 2020 in the UK (Ramuni, 2021). To get over such a financial breakdown of the industry it is essential to get some major help on marketing. Defining the strategies of digital marketing in the hospitality industry is important because it can help the hotel to get close to the target customers successfully. Promoting can be more effective through it and long-term customer relationships can be established too (Cezim, 2023). 
[bookmark: _heading=h.3znysh7]Purpose of the research
The purpose of the research is to collect information about the trends of the hospitality industry in UK in the area of digital marketing. To address how the industry is gaining advantages and tackling the limitations of digital marketing in the post covid era will be evaluated by the research. The research will also provide some recommendations.

[bookmark: _heading=h.2et92p0]Research Aims
The aim of the research is to explore the Digital Marketing strategies adopted during the post-covid era: a case of the hospitality industry in UK.
[bookmark: _heading=h.tyjcwt]Research Objectives
· To explore the transformation of digital marketing strategies within the UK hospitality industry during the post-era of COVID-19.
· To depict the digital marketing strategies adopted by UK hotels in the post-COVID era.
· To discuss the advantages and disadvantages of the digital marketing strategy’s influence on the hotels during the post covid era.
· To provide recommendations for hotels in UK to successfully enhance their digital marketing strategies towards increasing overall performance.
[bookmark: _heading=h.3dy6vkm]Research Question
· How digital marketing strategies have been transformed within the UK hospitality industry during the post-era of COVID-19?
· Which strategies are being followed in the hospitality industry in UK in digital marketing in the post-COVID era?
· What are the positive and negative impacts of digital marketing in the hospitality industry in UK in the post-COVID era?
· What recommendations can be prooved for hotels in UK to successfully enhance their digital marketing strategies towards increasing overall performance?


[bookmark: _heading=h.1t3h5sf]Chapter 2: Literature Review
[bookmark: _heading=h.4d34og8]Concept of digital marketing:
The digital market is the process by which the goals of enterprises can be achieved by creating channels with rich potential. Conducting all marketing activities through virtual media is known as digital marketing., Digital channels are used to promote the business to the customers as part of digital marketing (Dimitrios et al. 2023). This is a very effective way to cover the needs of the customers. Product information and promotion both can reach customers in an electronic manner (Sawicki, 2016). According to the theory of Customer-led positioning, digital marketing helps marketers get what they demand. The insights of the product or services, features and functions of them become easily accessible for the customers (Murrow, 2020). 


Strategies of digital marketing:  
The hospitality industry is optimising for effective channels of distribution which can help the hotels to make better communication with the customers. Good skill training on marketing is being provided to the employees so that promotions of the business can be done comprehensively and public convenience can be achieved. Social media is used in all possible ways to make behavioural exchanges with customers and social networking platforms are subscribing to portray a potential role of providing good hospitality will require safety measures (Alkasasbeh, 2020).  
Visibility in the search engine, optimising the digital page, and good use of social media platforms, are the strategies of digital Erena which are often opted by the business as their digital marketing strategy. It makes them popular and known to potential customers (CM Brand, 2022). 
[bookmark: _heading=h.2s8eyo1]Post covid era in the hospitality industry in the UK:
The overall output of the hospitality industry decreased by 42% and 21%  in 2020  and 2021 respectively in comparison to 2019. High numbers of employees lost their jobs 18% of employees were furloughed from their jobs. The business also reduced in number by 10%. The government of the UK made a cut in the VAT CJRS loans provided to entrepreneurs to cope with the COVID-19 destruction (Hutton et al. 2022).   
[bookmark: _heading=h.17dp8vu]Advantage sand disadvantages of digital marketing transformation : 
According to Chen et al. (2021),  the crucial benefits of digital marketing which is being enjoyed by the hospitality industry are that more branches of digital marketing have been inaugurated in the post-COVID era to make customer experiences in the hospitality industry better. As the reputation and standard of performance of the hotels decide the level of satisfaction of the customers and considering the disruption to the hospitality industry of the UK, technological-centric services are being focused and hotels are getting transformed into smart. In such places, most of the services are based on AI and robotics so that maximum chances of reducing human contact become possible. 
[bookmark: _heading=h.3rdcrjn]According to Giantari et al. (2022) the limitations of digital marketing which are impacting to the hospitality industry are the intensity of competition has increased a lot due to the introduction of digital marketing in the hospitality industry which is emerging as a negative one. The power to bargain between the buyers and the sellers is increasing which reduces the area of control of the business. Besides that, admiration for substitutes, the scope of new business in hospitality is restricted which is impacting the financial performance of the industry. 


[bookmark: _heading=h.26in1rg]Chapter 3: Research Methods and Methodology
Interpretivism will be followed in both philosophy and paradigm because the ground reality of the digital marketing transformation and its influence will be subject to the people who experienced it during the post covid period. The indutive approach will be therefore be chosen as the approach as the study will not be based on one rooted theory. Primary qualitative methods will be selected for the research as a methodology to collect opinion-based data from the participants and to get to know the ground reality. Interviews will be conducted as a research strategy for collecting high-volume data (Jansen, 2023). Seven managers from different popular hotels in London will be contacted and interviewed to collect the primary data. When the inclusion criteria is considered, the managers who will be rercruited for the study, should have been working in one of the hotels in UK, and also, should have been consistently working throughout COVID and after. Newly joined managers to the hospitality industry will not be considered. Non-probability sampling will be used because it is inexpensive, fast and easier to conduct. 
Thematic analysis will be opted for data analysis for its flexibility and scope of covering large data (Indeed, 2023). Consent will be taken from the research participants and their opinions will be kept confidential as the maintenance of ethical considerations (Bhandari, 2022). 
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Chapter 4: Conclusion   
The research will cooperate to realise how much the hospitality industry of the UK is getting benefitted from digital marketing in the post-COVID era. The issues are are also occurring to the UK hotels have been mentioned in the proposal. The primary qualitative data collection method will be the reliable research method and managers of seven different hotels will be interviewed therefore. The research will be completed within 12 weeks. 
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