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Abstract 
[bookmark: _heading=h.mu0v9n6up5cg]The following research topic has been presented based on investigating the impact of integrated marketing communication (IMC) and digital marketing (DM) on shoppers purchasing habits, specifically in the hotel industry in the UK. For the past decade, digital marketing has grown dramatically, influencing total business and brand advertising. As a result, studying the effect of IMC has been a useful part in comprehending its role in affecting consumer behaviour. Aside from that, the prominence of the study is clear in terms of encouraging business advertising professionals to examine IMC strategies to better improve their advertising while stressing consumer behaviour.
The current study has concentrated on the adoption of primary quantitative methodologies for data collection and interpretation. In this domain, the researcher used positivism philosophy, a logical technique, and a strategy for quantitative study to gather data through the primary quantitative method with a survey. In this respect, a cross-sectional time horizon is selected for the purpose of collecting data from 51 participants who have been selected through purposive methods of sampling. In this regard, 16 survey questionnaires have been developed which have been distributed among 51 participants regarding the impact of IMC and DM on the behaviour of shoppers within the hotel sector of the UK. However, the data collected through the survey have been analysed via percentage analysis while following the ethical guidelines related to data protection to safeguard research information.
[bookmark: _heading=h.p713psiv8wxv]Findings indicate that the usage of the internet and other online platforms, along with the quick advancement of technology, has changed the behaviour of guests in the British hotel business. Consequently, it is now essential for UK hoteliers to prioritise DM and IMC in order to grab customers' attention and change their behaviour. In conclusion, UK hotels' DM and IMC initiatives have the power to favourably influence guests' behavioural intentions. Considering the overall finding, UK hotels are recommended to emphasize improving transfer NC across organisational operations emphasising personalized offering, established content management teams, and others. 
[bookmark: _heading=h.m4p83xy5xpxi]
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Glossary
	Terms 
	Definition 

	IMC
	IMC is the process of coordinating all communication media namely advertisement, public relations, direct marketing, sales promotion, and digital media to influence customers

	DM
	DM may be defined as the process of marketing goods or services using internet commonly through social media, search engines, e-mail, or the web

	SM
	SM promote amenities through pictures and videos, which is very influential to consumers’ decision-making processes

	SEO
	SEO procedure for increasing the volume and the standard of search engine visitors to a website






[bookmark: _Toc179584645]Chapter 1: Introduction
[bookmark: _Toc179584646]1.1 Background 
Integrated marketing communication’s digital marketing, PR, advertising, and other tactics are utilised to establish brand identity and increase brand visibility. By enhancing brand loyalty and competitiveness, it can also boost customer involvement through pricing and profitability (Aminullah and Kristiyono, 2021). Nowadays, the hospitality business in the UK (United Kingdom), as a sub-sector of the hospitality sector, has seen substantial changes, aided by advances in the use of DM (Digital Marketing) and IMC (Integrated Marketing Communication). It is observed that the rivalry in the industry is increasing, thus it is critical for hotels to comprehend the impacts of different marketing techniques on customers' purchasing patterns. Adding to this, web marketing, which includes all web-based media and technology is one of the most effective tools for reaching and communicating with customers (Kumar and Singh, 2020). It may guarantee that a firm and its brand are communicated to consumers consistently (Aminullah and Kristiyono, 2021). 
Besides this, integrated marketing communication is committed to changing the behaviour of its target demographics by utilising all the communication tools available to the hospitality sector (Porcu et al. 2019). Rapid digital transformation is occurring in the hotel business, which is expected to be worth £24.7 billion in 2023 (Statista, 2024). This change calls for a better knowledge regarding the way IMC and advertisements through digital means affect customer behavior in this dynamic environment. Eventually, it will become clear that IMC, which is comparable to the marketing communication mix, uses numerous advertising and communication instruments to guarantee a consistent brand message. Combining digital marketing with integrated marketing communication enhances the likelihood of reaching customers with a consistent brand message and persuading them to act in a way that leads to the desired behavior (Rehman et al. 2022). 
[bookmark: _Toc179584647]1.2 Problem Statement 
The study’s problem statement foresees how IMC and DM would influence clients’ behaviour in the hotels of the UK. The study defends the efficacy of IMC in the British hospitality sector while highlighting the many facets of DM and IMC in the country. Furthermore, it also takes into consideration the requirement to prevent the negative effects of digital marketing in the UK hotel industry. For this reason, the study's problem statement has also provided insight into the problematic circumstances related to the investigation and avoidance of problems encountered during the utilisation of digital marketing and marketing communications in the UK. In addition to that, this can help in determining the extent to which digital marketing communications will increase or decrease revenue and profitability. In the process, it will also offer the UK hotel sector insightful knowledge and advice that they may employ to improve their digital marketing strategies and increase return on investment.
[bookmark: _Toc179584648]1.3 Rationale
The hotel sector, influencing and shaping consumer behaviour is always one of the prime concerns of organisations. This is because by understanding clients' behavioural intentions and shaping them, businesses can efficiently elevate their business activities including marketing, customer service, and others to improve client experience (Hossain et al. 2023). Furthermore, improved client experience is effective in terms of boosting their loyalty and influencing their repeat purchasing intentions, which is beneficial for organisations in guaranteeing sales growth and competitiveness. Clients’ expectations have been increased regarding having a seamless experience, while connecting with hotels (Svendsen, 2024). In this regard, there is a growing focus of businesses in the hotel industry on IMC and digital marketing to elevate clients’ experience. 
[image: A graph showing a number of blue squares]
[bookmark: _heading=h.2jxsxqh]Figure 1.1: Number of social media and internet users globally 
(Source: Petrosyan, 2024)
This is because due to the growing use of the internet and SM (social media) online platforms among customers, it has become easier for organisations to communicate with them by using digital channels. For evidence, the number of internet and online platforms’ users around the world is currently an estimated 5.44 billion and 5.07 billion respectively (Petrosyan, 2024). Considering the growing usage of the Internet and online platforms, organisations in the hotel industry emphasize integrating digital marketing, which allows them to connect and communicate with potential clients by utilising the Internet and various online communication channels (Mahmutović, 2021). Through digital marketing, it is possible for them to effectively engage with customers and promote their service offerings, which further can influence individuals' behaviour.
Aside from that, it is a notable fact that IMC is one of the efficient marketing techniques in the present hotel industry environment, which allows businesses to deliver their unified messages across a variety of marketing channels (Jusuf, 2024). As businesses nowadays emphasise using various marketing channels, including digital and traditional channels, they can deliver unified messages through the integration of IMC. In the UK, there are approximately 9876 hotels, which is the reason for extreme competitive rivalry in this sector (IBISWorld, 2024). Thus, through digital marketing and IMC, they can ensure their competitiveness. Most UK travellers use online booking services to make hotel reservations. Comprehending how IMC, DM, and clients’ behaviour interact has been essential to the sectors’ competitiveness and success going forward.
A trend towards streamlining goods and services through the use of hospitality services, including online meal delivery, is being driven by digitalisation. In order to better service customers and suppliers, half of the world's hospitality businesses listed new technology as a major priority (Statista, 2024). 84% of these businesses' leaders had firsthand experience with digital transformation (Statista, 2024). Most UK travellers use online booking systems to make hotel reservations. Comprehending how IMC, DM, and client behaviour is essential to the industry's competitiveness and success going forward. In this context, this study has been attentive to evaluating the significance of incorporating IMC into digital marketing procedures within the hotel sector of the UK. As a result of this, it has been noted that one important component of DM in the UK hotel sector is integrated marketing communication. This research focuses on marketing strategies that are relevant to the UK hotel sector and have a significant impact on clients' understanding and company performance. Regarding this, this study will also reveal the IMC and digital marketing tactics that UK hotels may use to expand customer traffic and keep competitive advantages in the technological era.
[bookmark: _Toc179584649]1.4 Research aim
This research’s aim is to investigate both IMC and DM’s impact on clients’ behaviour in the UK’s hotel industry. More broadly, this study aims to answer the following research question that focuses on how effective IMC and DM are when applied to UK hotels, and what effect this has on consumers. Thus, the purpose of this study is to evaluate two techniques of marketing communication to determine how well they impact consumers' decisions, preferences, and loyalty.
[bookmark: _Toc179584650]1.5 Research objectives
The following are the objectives of the current study:
· To explore the role of IMC in influencing consumer behaviour in the UK hotel industry. 
· To analyse the digital marketing techniques’ influence on consumer preferences and behaviours while booking in the UK hotel sector.
· To compare the effectiveness of traditional marketing methods versus digital marketing in the context of the UK hotel industry.
· To explore consumer perceptions of the authenticity and trustworthiness of marketing communications from UK hotels.
[bookmark: _Toc179584651]1.6 Research Questions
1. What components of integrated marketing communications are most effectively used by UK hotels to influence consumer behaviour?
2. How do digital marketing techniques impact consumer preferences and booking behaviours in the UK hotel industry?
3. What is the comparative effectiveness of traditional marketing methods versus digital marketing for UK hotels?
4. How do consumers perceive the authenticity and trustworthiness of marketing communications from UK hotels?
[bookmark: _Toc179584652]1.7 Hypothesis
H0: Digital marketing communications have a favourable influence on sales and profitability.
H1: Digital marketing communications negatively impact revenue and profitability. 
[bookmark: _Toc179584653]1.8 Dissertation structure 
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[bookmark: _heading=h.z337ya]Figure 1.2: Dissertation structure 
(Source: Self-created) 
The complete research will be divided into 5 particular chapters, as depicted in Figure 2.1. 
Chapter 1: Introduction
The initial chapter has been attentive to clearly illuminating the aim and objectives of the research, aside from providing a well-defined rationale for researching the present topic. 
Chapter 2: Literature Review 
Critical perspectives of scholars regarding the effectiveness of DM and IMC in shaping clients’ behaviour in the hotel industry of the UK will be added by carrying out a critical literature review. 
Chapter 3: Methodology
The chosen methods will be declared, along with providing justifications for their selection in the research. 
Chapter 4: Data Analysis
The fourth chapter will emphasise the interpretation and elucidation of collected data in order to address this study’s questions. 
Chapter 5: Discussion
This chapter will focus on outcomes gained from the previous chapter with a high alignment of literature points of view along with research questions and theories. 
Chapter 6: Conclusion and Recommendation
The sixth chapter of the study will include concluding remarks considering observations made throughout the research. 



[bookmark: _Toc179584654]Chapter 2: Literature Review 
[bookmark: _Toc179584655]2.1 Introduction
The current section of the literature study will analyse previous studies and publications that address the effects of DM and IMC on customer behaviour in the hotel sector. Hereby, the chapter critically analyses three different factors within this chapter, such as IMC, DM, as well as consumer behaviour within the UK hotel arena. Besides, in order to bolster the overall study results, the researcher will also concentrate on creating a theoretical underpinning section. Additionally, the researcher will create a literature gap analysis to pinpoint any significant gaps for further analysis. 
[bookmark: _Toc179584656]2.2 Concepts and significant aspect of key terms
The modern hotel sector in the UK has highlighted the importance of IMC and DM in shaping consumer behaviour. Following the study of Fitri and Herdiansyah (2021), in order to influence consumers, IMC combines media, public relations, sales promotion, advertising, and direct marketing. Hence, the importance of IMC is centred on the idea that consumers are subjected to a consistent experience, which enforces the brand’s message. Similarly, Luck et al. (2020) also stated that IMC is an approach that helps in leveraging marketing initiatives, increasing brand association, and increasing overall consumer interaction as each communication integrates with the others to form a more coherent and powerful message to the consumers.
Contrary to that, Peter and Dalla Vecchia (2021) argued that DM may be understood as the procedure of marketing goods using internet commonly through social media, search engines, e-mail, or the web. Hence, it is evident that some of the common approaches of digital marketing are content marketing, SEO, pay-per-click and influencer marketing. Thus, the importance of DM comes from the fact that it is global, measurable, and targeted based on consumers’ flow of traffic and their demographic characteristics.
Under the study of White et al. (2019), it is evident that buyer behaviour involves considering the way consumers choose, plan, sustain, and end their product purchases and consumption. It includes psychological, social, and cultural components that are relevant to these decisions. Hereby, organisational management may learn a great deal from the behaviour of their customers, especially as it helps them develop marketing strategies that work for target audiences (Fader, 2020). Consumer behaviour is an increased strategic awareness that may be applied to positioning, communication, channelling, and product planning. Comparably, there are ethical dilemmas as organisational management influences customers' choices by designing clickbait advertisements or taking advantage of their vulnerabilities. Thus, understanding customers is essential for organisational success, however accomplishing should not infringe on their right to privacy or self-determination.
[bookmark: _Toc179584657]2.3 Analytical assessment of IMC's impact on consumer behavior in the UK hotel industry
As per the study of Fitri and Herdiansyah (2021), it can be stated that IMC is a strategic tool that effectively directs consumer behaviour through the provision of harmonised, compelling, and timely communication to the consumer. This is important in formulating brand experience since it is critical to inform the consumer’s experiences, perceptions, and tendencies. Besides, customer behaviour is significantly influenced by IMC and digital marketing techniques. IMC boosts customer commitment and the brand experience by preserving the same message across various media and locations. It includes the marketing process by guaranteeing that communication is efficiently organised to enhance and amplify the marketing process. 
Contrary to that, Fitri and Herdiansyah (2021) stated that another advantage of IMC is that the organisational management can achieve cohesion in various media used to pass messages across targeted groups of customers within the market. It is useful in establishing agreement to brand image and its value proposition, minimising confusion to consumers and thereby creating credibility. For instance, organisational management within the UK hotel industry engages in IMC to make sure that any promotional campaign of online ads and social media posts depict the same brand image of quality and value for enhancing consumer commitment (Ibrahim et al. 2021). Eventually, IMC targets consumers using some outlets at different consumer stages of the buying process. By adopting different strategies that include advertisement, marketing, social media, and PR the IMC makes it possible for the brand to continue being seen and needed thus affecting the behaviour of the clients. Whereas, Rehman et al. (2022) stated that IMC is an approach to communication that strategically coordinates the realisation of communicated goals, hence, brands can communicate to different segments of their audiences and make the communications more meaningful and effective. These types of messages are more appealing to consumers hence they trigger high engagement and eventual conversion. Moreover, it is evident that research and analytical findings implemented by organisational management make it possible to target their IMC strategies to meet the audiences’ needs for the right information, in the appropriate place at the proper time (Luck et al. 2020). Therefore, it can be evident that IMC is certainly one of the prominent strategies for suggesting modifications to consumer behaviour. 
[bookmark: _Toc179584658]2.4 Analysis of how DM tactics affect customer preferences and booking behaviours in the UK hotel industry
DM strategies largely have impacted consumers’ perceptions and buying patterns in the hotel sectors in the UK. As per the study of Ibrahim (2021), SM advertising, material mailing, and SEO (Search engine optimization) play a prominent role in consumers’ perception and selection of hotels. Regarding this, Foris et al. (2020) highlighted that with the popularisation of personalised advertisements and offers based on the history of the browser's activities, it became easier for UK hotels to capture certain categories of customers, increasing their attendance level and reservations. In the same way, Mohammad et al. (2024) stated that SM channels such as Instagram and Facebook enable hotels to promote amenities through pictures and videos, which is very influential to consumers’ decision-making processes. Similarly, by the study of Amagsila et al. (2022), reviews, and especially influencers, have shifted the trust perception among UK consumers in the hotel industry. Reviews and influencers’ opinions are one of the main criteria for making a decision. Likewise, Balsiger et al. (2023) identified that the utilisation of DM has introduced intense rivalry amongst the hotels in the UK since even a rather small hotel can give tough competition to some well-framed brand image hotel chains because of the right marketing strategies. However, Wynn and Lam (2023) argued that the cost of building and sustaining a proper digital strategy can become expensive for small hotels, paradoxically detrimentally increasing the gap between the budget and luxury accommodations. Hotels may more effectively target a certain demographic and boost brand awareness and conversion by utilising strategies like SEO and social media advertisement. The veracity of the marketing messaging and the legitimacy and authenticity of customer views are emphasised. Therefore, Amoako et al. (2023) mentioned that as much as new digital marketing strategies have introduced drastic changes to consumers’ experiences and their decision-making processes in the UK hotel, their implementation comes with some drawbacks regarding consumer trust, privacy, and competition in the market. 
[bookmark: _Toc179584659]2.5 Compare and contrast traditional marketing methods versus digital marketing 
Traditional marketing and DM are two strategies for how companies can communicate with customers and sell goods and services, and both show some advantages and some disadvantages.
Cost-effectiveness and Reach
In terms of cost and coverage, a major difference can be observed between the traditional and digital marketing methods. Online marketing communications, also known as IMC, are a series of processes used to convey information to customers across the internet and be cheaper, relative to traditional marketing communication (Rehman et al. 2022). Rabindranath and Singh (2024) stated that the traditional way includes television, radio, newspapers, and billboards, where one may be forced to spend a large sum of money to market at prime time or circulate most circulated newspapers. However, Banyeva et al. (2023) acknowledged that in the framework of the UK hotel sector, additional kinds of advertising, like email, social networking, and search engine optimization, are often seen to enhance relatively lower costs by the possibility of reaching out to a larger market. Balsiger et al. (2023) noted that this is in contrast with conventional marketing techniques, which may be less widespread worldwide, but through digital marketing, UK hotels can sell to consumers worldwide with the help of precise targeting, thus increasing coverage without necessarily increasing the cost too much.
Audience Targeting and Engagement
Digital marketing is the best way of advertising, especially for the UK hotel industry, because it has advantages in segmenting and personalising the targeted audiences using analytical data. Sakas et al. (2022) described that this capability allows marketers to post different content that fits the preferences of separate customers, and such campaigns tend to have elevated interaction levels. However, Hegner et al. (2021) argued that for the hotel industry of the UK, traditional marketing is not as accurate in terms of targeting customers, as it involves a general approach with limited brand-customer communication. Moreover, Mishra and Amin (2020) explained that though techniques like TV ads or print campaigns can target many people, there is no way to establish a two-way conversation with the audience right away, as it happens with digital platforms where brand engagement in the form of comments, messages, likes, or reactions is possible on the spot.
Measurement and Analytics
Another factor is the difference in their ability to measure the effectiveness of the activities that they undertake. As per the views of Agrawal et al. (2020), DM has tight controllable metrics, which include click-through rate, conversion rate and other real-time metrics to help marketers make changes on the fly. In contradiction, Rajesh et al. (2022) highlighted that traditional marketing channels are less capable for the hotel industry of giving a precise account of the impact of a marketing campaign since viewership or readership figures offer a rudimentary understanding of consumers’ engagement levels. According to Rajesh et al. (2022), this is often an issue for the UK hotel industry since the real-time data to analyse the effects of traditional campaigns is often difficult to read in terms of sales or brand appeal.
Credibility and Consumer Trust 
However, despite the benefits of digital marketing that have been described, traditional marketing is still perceived by consumers as something more credible in the UK hotel sector. As found in the study by Powell (2021), traditional advertisements, which include print media and television commercials, are deemed to be more credible because of the tangibility and longevity of large media firms. Contrarily, Di Domenico et al. (2021) pointed out that digital marketing, though useful, is occasionally faced with credibility crises attributed to fake advertisements, sham reviews, and data privacy.
[bookmark: _Toc179584660]2.6 Examination of how customers view the legitimacy and dependability of marketing materials from UK hotels
As it comes to influencing consumers' final selections based on marketing material that UK hotels provide, the veracity and authenticity of the information analysed are crucial factors. Marketing communications have complete responsibility for the way consumers evaluate the hotel's value, quality and dependability and the way this affects potential customers' decisions. Following the study of Taheri et al. (2020), it can be denoted that sincerity in marketing refers to communications that are truthful and honest as well as honest to organisational management within the hotel sector. These results suggest that consumers perceive UK hotels that have implemented a transparent communication strategy as genuine, particularly when it comes to the availability and calibre of the goods and services they provide, including the portrayal of room conditions. For instance, as a hotel advertises that it is eco-friendly, customers would want assurances that this is reflected in its operations, like the utilization of environmentally friendly products or the lack of energy waste (Gupta et al. 2019).
In that context, Rossanty et al. (2019) stated that a decent package that is being offered differs from the ones consumers may obtain on the market, which leads to favourable remarks against the hotel. Additionally, organisational management discovered that individuals saw UK hotels as being more genuine as they chose to include user-generated information, such as reviews and SM testimonials, as reliable proof. Hotels demonstrate their commitment to their guests and ideals as they interact with them and respond to their remarks in public (Xiang et al. 2022). Moreover, organisational management gains credibility as customers believe that the hotel's marketing materials are truthful and accurate. Thus, UK hotel organisational managements that employ clearer, less confusing advertising messaging than their rivals win over more patrons. 
H0: Digital marketing communications have a favourable influence on sales and profitability
Digital marketing creates opportunities for organisational management to get in touch with their customers, create brand awareness and even generate conversions quicker than the customary marketing models (Fitri and Herdiansyah, 2021). It has been seen that in today’s world, consumers are heavily dependent on digital channels and hence the importance of digital marketing cannot be underestimated. Therefore, it provides the organisational management with the ability to efficiently market the services or products among a particular targeted group of customers within the market in different parts of the group with the help of social media platforms. Thereby, while reaching out to a diverse customer base, digital marketing communications help improve organisational sales and profitability.
H1: Digital marketing communications negatively impact revenue and profitability
However, the shift that has occurred towards the implementation of DM has not had its benefits completely positive. On that ground, Jones (2021) denoted that e-mail blasting and web banner advertisements may flood the market with commercials, putting off consumers’ interest possibly forever. Comparably, Kronemann et al. (2023) argued that at the same time, the personalisation that is supposed to deliver a personalised experience may pose a concern regarding data privacy among UK consumers, as they might feel that a high level of their data is being collected. Apart from that, Beck et al. (2024) depicted that the authenticity of such reviews is nowadays increasingly controversial, especially when there are signs such as fake or paid reviewers. This scepticism may help negatively influence consumers’ buying behaviour since they may consider the marketing strategies as deceptive. Thus, these various factors can hinder consumer trust and loyalty while negatively impacting business profitability.
[bookmark: _Toc179584661]2.7 Literature gap
Despite the suitable outcome regarding the research topic, there has also been a potential gap within the literature review section. Although there has been a brief acknowledgement regarding the impact of techniques of advertisement within digital platforms on clients' preferences and behaviour within the industry of hospitality, the review of literature sources has a potential gap in terms of highlighting the barriers that could be confronted by the UK hotel sector in representations of implementing those strategies. Moreover, it also lacks in providing protein understanding regarding the strategy's impact towards organisational performance within the UK hotel sector. 
[bookmark: _Toc179584662]2.8 Theoretical understandings
[bookmark: _Toc179584663]2.8.1 IMC 
Integrated Marketing Communications Approach
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[bookmark: _heading=h.1y810tw]Figure 2.1: IMC Approach
(Source: Schultz, 2020) 
The Integrated Marketing Communication (IMC) approach reveals the process that tends to unify a brand's message to ensure high consistency across different media. However, Blakeman (2023) pointed out the importance of implementing IMC approaches to effectively reach the targeted audience within the market. Supporting this, Schultz, (2020) indicated IMC approaches to be strategies that assist organisations regarding tactics and communication to be used within different channels of marketing which in turn, assist in engaging customers and ensuring a loyal customer base. In consideration of the figure above, it can be expressed that the hotel industry within the UK can implement different IMC approaches such as sales promotion, mobile transaction, social media commerce, Public Relations, direct trade, and many others to influence customers' behaviour accordingly.
Advantages and disadvantages of the IMC approach
Advantages of this theory include effective targeting of more demographics while creating high understanding of the brand in the market. It also obliges in building a faithful base of shoppers and creating efficiencies within the channels of communication. Following this, lowering the cost of promotion is also an advantage of this theory. On the other hand, difficulty in regards to tailoring of the targeted audience, improper management of negative reviews and difficulty in terms of measuring the impact and assuming the website traffic is its disadvantages.
Aristotle's Model of Communication 
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[bookmark: _heading=h.4i7ojhp]Figure 2.2: Aristotle's Model of Communication
(Source: Sütterlin and Yu, 2021) 
Aristotle's model of communication (AMC) mainly emphasises the fact that the art of efficient persuasion alongside persuasive discourse seems to be influencing the notion of communication. Following this theoretical point of view, Trenholm (2020) indicated the importance of rhetoric within the area of communication that seems to involve argumentation and different languages regarding a specific matter. This in turn is efficient in shaping the attitudes, actions, and beliefs of audiences in the market. As can be observed from the figure above and stated by Sütterlin and Yu (2021), this theory is concerned with the development of speech in accordance to different audiences based on different occasions which in turn can analyse decisions of consumer purchasing.
Advantages and disadvantages of Aristotle Model of Communication
Emphasis on the area of persuasion along with a high focus on maintaining ethical communication and maintaining emotional appeal and logical argumentation are advantages of this model. Moreover, ensuring creativity and flexibility while developing a holistic understanding also seems to be an advantage in this area. Contrary to this, the expressed procedures seem to be limiting interactivity while providing variation within contextual and cultural areas which seems to be a disadvantage along with limitations in terms of gaining feedback and negligence towards non-verbal communication (Sütterlin and Yu, 2021).
Compare and contrast 
However, Mancino (2020) argued that IMC and AMC seem to be focusing on different areas of communication. Compared to AMC, IMC is focused on the channels of communication while AMC is focused on speech developed by the company to influence consumer behaviour. Upon comparing both models of communication, it can be articulated that the hotel industry within the domain of the UK needs to select relevant channels of communication and develop relevant speeches that will target different audiences based on selected occasions. As a whole, IMC reveals positive alongside negative influences on the purchase behaviour of consumers based on the messages conveyed by the companies.
[bookmark: _Toc179584664]2.8.2 Digital Marketing 
Social exchange theory 
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[bookmark: _heading=h.1ci93xb]Figure 2.3: Social Exchange Theory 
(Source: Thomas and Gupta, 2021) 
The social exchange theory (SET) reviews the fact that people seem to be weighing benefits and costs in terms of social relationships for minimising costs and maximising benefits. According to Thomas and Gupta (2021), SET emphasises the area of trust and relationship satisfaction within digital marketing to exploit the purchasing conduct of shoppers. Based on the figure above, communication quality along with opportunistic conduct, social dependence and financial dependence seems to be influencing relationship satisfaction and trust among customers. Supporting this, Meira and Hancer (2021) highlighted the importance of trust and relationship satisfaction in developing customers' intention either to be committed towards the organisation or leave the organisation. Henceforth, digital marketing approaches enforced by the UK hotel sector need to be effective in developing trust and relationship commitment to influence consumer behaviour. 
Advantages and disadvantages of social exchange theory
This model is highly simple in terms of understanding general assumptions and it maintains cost and relationship areas within the marketing techniques further proving to be its advantages along with ensuring a balanced proportional between the client and the company. On the other hand, it is often viewed as a mathematical model and is complex in certain areas. However, it can be generalised for interpreting interactions with humans and consists of doubt regarding the accuracy of the outcome further stating its disadvantages. 
RACE model
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[bookmark: _heading=h.3whwml4]Figure 2.4: RACE Model 
(Source: Poole et al. 2021) 
The RACE (Reach, Act, Convert and Engage) model is a strategy related to digital marketing that assists organisations in administering different activities related to marketing areas and improving the experiences of customers. However, Poole et al. (2021) pointed out the significance of the RACE framework in terms of reaching customers most effectively and further providing relevant outcomes. As per the figure above, the Framework consist of four stages such as reaching the target audience, taking relevant actions, converting income sources to obtain profit and engaging customers to build a loyal base of customers. Contrasting this view, Akter et al. (2022) argued regarding the complexity of the framework in terms of managing different stages within the customer journeys. Henceforth, this framework is effective in shaping a proper digital advertising strategy for the UK hotel industry.
Advantages and disadvantages of RACE model 
The framework provides the advantage of being customer-centric while is action-oriented and ensures the enactment of digital marketing through the relevant channels of communication. It also assists in the area of goal-setting to improve processes of business further stating the advantages of this model. However, the framework is time-consuming and challenges can be faced in terms of understanding the customer's demand and interaction with a business. Moreover, complexity in managing different communication channels can also be observed further reflecting its disadvantages. 
Compare and contrast 
After analysing both models of digital marketing, high feasibility can be observed of both theories to be enforced within the process of digital advertising in the UK Hotel Sector. It is because Poole et al. (2021) mentioned SET focuses on the significance of generating trust and relationships between the company and the customers while the RACE model emphasises the Framework development which can be adopted by organisations to promote organisational offerings digitally. Henceforth, adopting a suitable strategy of digital marketing can be effective in influencing the customer behaviour of the UK hotel sector positively. 
[bookmark: _Toc179584665]2.8.3 Consumer behaviour 
Maslow’s hierarchy of Needs model 
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[bookmark: _heading=h.qsh70q]Figure 2.5: Maslow’s Hierarchy of Needs model
(Source: Dar and Sakthivel, 2022) 
Maslow’s Hierarchy of Needs is a model that helps in comprehending the influence of consumer behaviour based on their needs. As per Dar and Sakthivel (2022), Maslow’s theory reveals five basic needs of humans that seem to be motivating them such as psychological conditions, self-esteem needs, self-actualisation requirements, love and belonging needs and safety needs. This reveals the importance of generating high satisfaction from customers by meeting the five basic needs to influence their purchasing behaviour positively.
Advantages and disadvantages of Maslow’s hierarchy of Needs model 
Individualist approach to motivating customers or employees is the current advantage while ensuring meeting basic 5 needs and relevant satisfaction and maintaining relevant relationships. However, difficulty in understanding and measuring employees' behaviour in certain areas and chances of revealing the wrong interpretation of human needs are the disadvantages of this model (Hong et al. 2020).
Model of consumer decision-making process
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[bookmark: _heading=h.r5sf6ybq1480]Figure 2.6: Model of consumer decision-making process
(Source: Mishra et al. 2021) 
The model of consumer decision-making assists marketers in terms of understanding the process through which buyers make decisions at the time of their purchase. According to the figure above and the ideas of Mishra et al. (2021), the model of buyer decision-making reveals five basic steps such as need recognition, searching for relevant data, searching for relevant alternatives, making the actual decision to buy, and evaluating the product and services after the purchase. These areas are analysed to be followed by the customers in terms of selecting relevant hotels in the UK. 
Advantages and disadvantages of Model of consumer decision-making Process
Effective understanding of consumer behaviour along with proper market segments, predictive actions of consumers and understanding of the customer base are advantages of this model. Besides, oversimplification of the process can be a disadvantage along with challenges related to cultural variation and rational making of decisions as per consumer trends. 
Three-stage model of perception 
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[bookmark: _heading=h.vhob36qublou]Figure 2.7: Three-stage model of perception
(Source: Jiao et al. 2020) 
Customers' decisions related to purchase can be evaluated through the three phases of the perception model. According to Jiao et al. (2020), customer mainly deals with the selection of different stimuli based on their needs and demands further organising the information to make relevant sense. The third stage of consumer behaviour as per the model is an interpretation of the stimuli based on their desires, thereby, relating to the purchase of products and services. 
Advantages and disadvantages of Three-stage model of perception
Benefits organisations to understand consumer behaviour and relevant analysis of customers' demand are its advantages. Apart from that, time-consuming to interpret consumer demand and the chances of making wrong assumptions are considered to be the disadvantages of this theory. 
Compare and contrast 
Comparing and contrasting all three models related to consumer decision-making, it can be evaluated that organisation needs to be highly focused on market trends and previous purchasing behaviour to analyse consumer purchasing decisions in the current scenario (Dar and Sakthivel, 2022). However, relevant initiatives of the UK Hotel Sector to analyse previous market trends and consumer purchasing behaviour can be efficient in increasing sales and profit margins accordingly.



[bookmark: _Toc179584666]Chapter 3: Methodology 
[bookmark: _Toc179584667]3.1 Introduction
The division on procedure mainly deals with detailing various procedures that have been employed by the researcher for the pursuit of the current research. In consideration of this, different layers of research onion will be considered to structure this section which in turn will deliver a detailed analysis concerning the philosophies, approaches, strategies, and different techniques that have been utilised by the recent investigator to gain suitable research data. Apart from that, techniques of analysis will also be stated to gain suitable research outcomes while ethical considerations will also be evaluated that have been ensured to mitigate possible barriers in this area. However, this section will allow videos to analyse the overall trustworthiness and facts of the current study.
[bookmark: _Toc179584668]3.2 Research Onion
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[bookmark: _heading=h.kotjeejg8sp8]Figure 3.1: Research Onion
(Source: Saunders et al. 2022) 
The research onion as indicated in the figure was designed in 2007 by Saunders et al. (2022). This is a technique that describes stages which assist an experimenter in terms of conceiving a productive methodology. As the name suggests, this framework seems to consist of different layers similar to an onion which depicts different stages of research. The first stage as illustrated above, deals with evaluating research philosophies while the second stage deals with evaluating research approaches and the third stage indicates deciding on research strategies. Apart from that, the fourth stage seems to indicate the choices of the researcher in order to carry out an investigation in terms of selecting single method, mixed methods, or multi-method. However, as the time horizon is highly essential for any research, therefore, the next stage of research onion deals with deciding the time zone of the research while the preceding stages deal with analysing the data assemblage and examination methods (Mardiana, 2020).
[bookmark: _Toc179584669]3.3 Research philosophy 
Philosophy within investigation deals with different principles that concern different areas that deal with the conduction of the research. As per Mathotaarachchi and Thilakarathna (2021), the philosophy of study refers to different beliefs in consideration of the character of a specific reality that is being examined within research. Upon considering various research philosophies, the contemporary researcher has selected the positivism philosophy for the conduction of the present examination. In the idea of Alharahsheh and Pius (2020), positivism philosophy mainly deals with testing examination questions and finding relevant explanations that can be measured for the purpose of acceptance of the research outcome. However, it is highly shaped by factual areas and also deals with objectivism which makes the researcher highly aware of different social phenomena related to the issue. 
As a result of this, through the enactment of the positivism philosophy, the current research has been effective in analysing different aspects related to the IMC and DM and their influence on consumer conduct within the hotels of the UK. Apart from that, Mbanaso et al. (2023) indicated the fact that positivism philosophy is also shaped by the area of realism that further assists in finding the underlined cause of the concerned matter. Overall, the positivism philosophy has been positively beneficial for the current researcher in order to structure the information collection based on the research questions further testing different areas to depict its reliability and validity. Moreover, the information gained by the researcher through the positivism area has been effective in measuring the outcome and supporting it with relevant explanations. Henceforth, the preference of the positivism philosophy for the current investigation is highly justifiable. 
[bookmark: _Toc179584670]3.4 Research approach
The second phase of the research onion deals with the preference for a research approach that indicates a procedure for the intention of data accumulation and examination. Concerning the current subject area. The current investigator has selected a deductive approach. In the thought of Proudfoot (2023), the deductive approach mainly aims at finding answers to the queries of research that have been created at the beginning of the investigation. The notion of the deductive approach is highly similar to that of the positivism philosophy further depicting the suitability of adopting this approach for the current investigation. Similar to the notion of positivism philosophy, Niaz et al. (2023) indicated the fact that the deductive approach also deals with finding a suitable answer to the research question by testing different knowledgeable areas. However, the deductive approach also deals with using existing theory for the purpose of testing different areas and this approach does not necessarily deal with the generation of new concepts. Henceforth, this approach has been effective in understanding the consequence of IMC and DM on patron’s conduct within the hotel sector of the UK. 
[bookmark: _Toc179584671]3.5 Research strategies
Selecting a relevant strategy for the analysis is supposed to be highly efficacious in terms of generating viable outcomes. Linking with the stages of the research onion, the current experimenter has implemented a survey technique for the existing study. As opined by Akesson et al. (2022), the survey is considered to be one of the effective strategies of research that tends to allow researchers to accumulate real-time data from different populations. It is considered to be highly effective in accumulating a huge sample size in order to gain relevant responses, which is highly suitable to react to the research questions. However, the researcher emphasised the selection of a survey strategy for the current research as it is highly linked with the deductive approaches of investigation. Similar to the area of detective approach, the survey also deals with finding suitable solutions to the research question in the form of questionnaires from different populations in the market. As a result of this, Ikegwu et al. (2022) indicated the significance of survey strategy in terms of accumulating reliable and rich sources of data which can improve the credibility of the current outcome. Henceforth, the preference of a survey method for the existing research is highly stands to estimate the perception of different populations in the need regarding the impact of the DM and IMC on their purchase behaviour. 
[bookmark: _Toc179584672]3.6 Type of Investigation
There are mainly two types of investigation that are being taken by different researchers in the current area such as primary research and secondary analysis. In the thought of Brick et al. (2020), primary research is analysed to be a methodology that is being used by different investigators in terms of collecting information directly from the concerned area rather than being dependent on the knowledge that has been assembled by previous experimenters in the same field. 
In order to be specific, primary research mainly deals with information directly collected for a specific cause further providing real-time data for the purpose of analysing specific situations. Relating to this area, Akesson et al. (2022) indicated the advantages of primary research in terms of collecting real-time and up-to-date knowledge from the targeted population. Apart from that, this method also processes the benefit of gaining unique information in accordance with research questions and objectives further generating quick results and increasing research credibility. 
Contrary to this, Taherdoost (2021) argued the disadvantages of primary research in terms of misleading, biased and inaccurate results. As primary data are collected from different populations in the market whether it be employees, customers, managers, or others, therefore, responses gained from participants possess the chances of biased information. In certain areas, the collected responses can often be misleading, thereby, creating hardship in terms of rendering suitable outcomes. On the other hand, Jain (2021) highlighted the difficulty of collecting primary research and indicating it to be highly expensive and time-consuming for the objective of conducting any research. This is because primary research mainly consists of observation, surveys or interviews which depend on the availability of the participants alongside time consumed for collecting responses and others which may be impactful for completing the research in the targeted time frame. Currently, it will be conducted via survey. On the other hand, Baldwin et al. (2022) indicated secondary research to be a method where researchers are involved in collecting previous information accumulated by previous researchers in the field and is conducted via the literature review.
This is also considered to be cost-effective as compared to primary research and intends to save a lot of time by collecting data that are already available within secondary databases. Most importantly, the advantage of using secondary research can be highlighted from the area of its thorough understanding and wide source of information related to the cause. Contrary to this, Neale (2020) argued regarding the sources' quality in terms of secondary research, thereby, contributing to its disadvantages. Most importantly, data generated from secondary sources also seems to be highly generic further limiting the chances of being specific in regard to research question and objective. However, upon comparing the primary and secondary examination, it can be commented that both types of investigation seem to have certain flaws and positive areas which may be suited for different research purposes. Though implementation of primary research seems to be consuming high cost and time but it provides the researcher with the aptitude of collecting specified data that can influence research outcomes positively, thereby, justifying the adoption of the primary method in the current examination. 
[bookmark: _Toc179584673]3.7 Choices 
The main method used for this research was primary quantitative, which was considered the highly appropriate to examine how IMCs and DM influenced consumer behaviour in the UK hotel industry (Adams and McGuire, 2022). This helped the researcher collect fresh, specific, and relevant data from customers themselves which was based on primary research helping in building up-to-date information for the study. Unlike secondary research, which is based on past data sets and may not be actual or relevant in context to what actually happening today within the hospitality industry. The secondary data may be out of date and thus not relevant for this research which further reduces its usefulness to the research. This study was focused on understanding customer responses and perceptions of marketing strategies, which was collected directly through primary research (Rana et al. 2021).
Furthermore, using quantitative research as the mono-method, rather than a mixed method was used. This was selected as this approach offered a directed method of obtaining numerical data and is conducive to statistical analysis which has been a major advantage of using this method (Rana et al. 2021). This was more efficient than data collection done through mixed-method, which would have required both quantitative and qualitative research methods that would have made the study time-consuming. This researcher decided to employ mono-method because of another advantage which is its clarity, consistency as well and simplicity of analysis which was ultimately achieved (Adams and McGuire, 2022). This also helped in a reduction in the amount of human and time resources required for collection of data and analysis; again, supporting the mono method over selecting a mixed-method approach. Mono-method research, though useful in restricting the complexity of data and analyses for policy or practice decisions, cannot replace qualitative methods to provide the richness of insights needed to complement quantitative data which is one of its major disadvantages. Depending on a single technique may produce one-sided or weak outcomes that undermine the validation and robustness of the studies Adams and McGuire, 2022.

[bookmark: _Toc179584674]3.8 Time Horizons 
The research founded on the basis of a cross-sectional, which has been the most convenient time horizon for assessing IMC and DM from consumer perspective in hotel industry in UK. The cross-sectional method means that customers were only surveyed at one time point (Rana et al. 2021). The selection of this approach was done, in order to have a database of the behavior consumer they presently accept and act through marketing motion. One of the advantages with cross-sectional studies is they are generally less expensive and time-consuming than longitudinal methods, which involve testing changes over a longer period. This research in particular aimed to achieve and evaluation of the short-term effects of marketing communications and digital strategies; thus, a cross-sectional design was suitable (Adams and McGuire, 2022). It offered key insights into the success of existing strategies in a way that long-term data collection would lead to difficult, complex answers. Longitudinal studies might be useful for tracking changes over time, but would not fit the use case of this study. This study aimed to detect consumer behaviour at a particular point, as such a cross-sectional time horizon was more effective. The primary advantages of this method were the simplicity, cost-effectiveness and quickness with which responses could be generated made sure the captured data was demonstrated in current market practices within hotels.
[bookmark: _Toc179584675]3.9 Data Collection and Analysis 
Data was collected using a survey to efficiently reach as many participants as possible and collect quantitative data. In this case, what the survey provided was responses from hotel customers on perceptions of marketing strategies by which systematically gathered was data. This was especially useful for getting a quantification of the behavioural and attitudinal consumer data (Rana et al. 2021). By means of quantitative techniques, the survey responses were analysed. Approaching in this manner the researcher was able to observe actionable trends and patterns of correlation that exist between data sets, making it possible to give concise summaries on how integrated marketing communications or digital marketing is impacting each other. The utilisation of surveys and quantitative analysis contributed to the attainment of rigorous, empirical results that addressed the research objectives.
[bookmark: _Toc179584676]3.10 Sampling 
The research used a purposive sampling method with 51 UK respondents as the target sample size to ensure the data was relevant of this study. This type of sampling was able to hone in on people who had stayed at hotels and received marketing communications and digital strategies (Dolnicar, 2020). This focused selection of purposive sampling provided greater insights into how these strategies affected consumer behaviour from the less directed to the more directed. This was preferable to simple random sampling, as the researcher might have received responses from people with no practical experience in the hotel industry (Adams and McGuire, 2022).
A sample size of 51 survey participants was taken with the aim of making a detailed interpretation from people who have practical knowledge about hotels and marketing plan. The data was collected for a few weeks from UK respondents. While the sample varied by age and gender, almost all described troubling situations. The researcher familiarised with the 51 respondents which was facilitated by the need for engagement with customers who had relevant experience; working as a hotel receptionist. It served as an extra level of control for who was completing the survey to make sure the correct audience were entering the survey.
Moreover, using simple random sampling would have possibly included members who were not even aware of the marketing strategies being researched, and that possibility could have made a bias. Purposive sampling also ensured that the sample was made up of persons able to provide useful and relevant insights. It can be stated that it was an effective and focused way to collect data, which directly related to the research questions they sought answers to and helped to make findings more reliable. Yet there were disadvantages to this method just as advantages like; Purposive sampling can lead to researcher bias; the selection of participants is subject and may be skewed or not represent the larger population at large. Generalizability is limited in purposive sampling because the sample size is generally small and subject specific.
[bookmark: _Toc179584677]3.11 Data Collection Method 
The data collection was done by employing a questionnaire that was given to the respondents on their insights and experiences with regard to hotel marketing by using closed-ended questions The survey was intended to capture comprehensive but efficient and systematic data relating to the themes (Dehalwar and Sharma, 2024). These questions were specifically designed to cover all the essential features of consumer behaviour and also covered areas related to Integrated Marketing Communications and digital marketing. Demographic information questions, such as age, gender and job title also worked to break out the types of data collected into groups and patterns within questions between them. This gave some good feedback on how consumers engage with the marketing from hotels, in terms of what factors they considered and any other details which resulted in their queries.
The data on how marketing channels and their online impacts along with the effectiveness of IMC strategies followed by personalised marketing provided insight into consumer preference while making purchase decisions. The researcher developed 16 closed-ended questions using google forms to maintain clarity and assist quantitative analysis which was key for the study, as this allowed us to measure responses and examine common trends (Adams and McGuire, 2022). The design also facilitated easy comparison of responses and efficient data management. The questionnaire used the simple closed-ended format along with a few demographic questions to reduce ambiguity and obtain reliable and consistent data that was directly relevant to the aims of our research. Each respondent was given 20-25 mins to complete the questionnaire. The method helped in collecting the data faster and it became easy to analyse the impact of DM along with IMC methods on consumer behavioural aspects in the Hotel industry of UK. 
[bookmark: _Toc179584678]3.12 Analysis of Data
Percentage analysis and descriptive statistics were put to use to analyse the data in this research, which was extracted from survey data. The method facilitated with neat and easy study of the accumulated data (Taherdoost, 2022). The answers to most questions could be broken down into decided-upon categories, and percentage analysis was used to identify how many respondents fit into each category for a particular question allowing the researcher to immediately see the trends of opinion or preference. Descriptive statistics was computed to offer an overview of the data. It also uses a relatively simple, easily interpretable simplification compared to more complex empirical methods.
This was a useful technique for data analysis of quantitative variables that did not require doing anything other than simple statistics. The simple percentage analysis and descriptive statistics have been aided buy the use of MS Excel which contained the data from the survey and have allowed a succinct summary of the results in comparison to previous methods, making it practical (Mohajan, 2020). This method was quite effective as the researcher wanted to bring out trends and insights embedded in a dataset rather than describe cause-and-effect relationships or make forward-looking predictions. These easy-to-use measures expedited an efficient analysis while being consistent with the research objectives of evaluating marketing exposures on consumer behaviour without burdening unneeded complexity.
[bookmark: _Toc179584679]3.13 Research Ethics 
All ethical guidelines were followed and as a result, the participants in this photograph are not identified by name. No personal data was recorded and all responses were anonymised to protect the identity of any individual. The data was saved securely in encrypted systems so no unauthorized person could access it. This step kept the participant's information secure and it stayed within these four walls only. The work followed all ethical guidelines of the university which ensured confidentiality, and respect for human dignity through their safety and well-being (Adams and McGuire, 2022). There was an obvious effort to prevent being biased or profiting from the data. Results were utilized only for educational ends and not profited from or distributed commercially. This prevented people from taking part unknowingly, or being coerced into the study; and introduced transparency about how the data would be used before volunteers had made a decision. All participants in this study gave permission for the data to be collected which is consistent with ethical guidelines that assure the integrity of research. 


[bookmark: _Toc179584680]Chapter 4: Data Analysis 
[bookmark: _Toc179584681]4.1 Introduction 
This chapter focuses on interpreting the obtained data from the survey questions, which investigates how IMC and DM campaigns influence behaviour of consumer in the UK hotel sector. The results are based on responses from a pool of participants with different demographics such as age, gender, or place of work. Most respondents were 25–34 years old (74.51%), followed by those aged 18–24 (15.69%) and lower figures for other age groups. Only 3.92% of people from this group were under 18, and 1.96% for 35-44, 45–54 and 55–64 years old respectively.
Regarding gender, more than half (64.70%) of the respondents were male, with 29.40% being female and 5.90% choosing not to disclose their gender. In terms of what they are doing now, more than half worked full-time (54.90%), 11.76% part-time, 7.84% self-employed and 9.80% unemployed. A total of 13.73% were students and the others belonging to other professional categories had a prevalence of 5.88%. This chapter offers a thorough analysis of the responses and will further explore how these demographic variables are likely to affect consumer behavior in UK hotels integrated marketing communication as well as Digital Marketing strategies.
[bookmark: _Toc179584682]4.2 Primary quantitative analysis
[bookmark: _Toc179584683]RQ1. What components of integrated marketing communications are most effectively used by UK hotels to influence consumer behaviour? 
Q9. How do you perceive the efficacy of IMC strategies used by hotels in the UK?
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[bookmark: _heading=h.jybgg8nzbha2]Figure 4.1: Perception of consumers on IMC strategy
(Source: Survey)
Based on the analysed aspect in the above sections, it has been identified that there are significantly different benefits and advantages of IMC strategies that are considered by hotels impacting the betterment of customer service and customer attraction. In this regard, it has been identified that referring to the aspect of consumer perception towards the consideration of IMC strategies among 51 respondents, the maximum number of individuals stated the IMC strategy to be effective 58%. On the other hand, it is regarded that 23% stated effective, 10% stated neutral, and only 9% stated ineffective. In this concern, it can be understood that the IMC strategy is mostly preferred by consumers, which can impact the betterment of UK hotels in terms of improving their communication with consumers while influencing them to perceive their services.
Q10. Which aspect of UK hotels’ IMC strategy do you consider most persuasive?
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[bookmark: _heading=h.4dxui29tucwv]Figure 4.2: Aspects of IMC strategy specifically preferable for consumers
(Source: Survey)
IMC strategy has been noted to be mostly prominent in terms of improving the consistent messaging aspects, personalisation, and quality content of UK hotels. Regarding this, it is identified that UK hotels focus on numerous different aspects in terms of improving their IMC strategy. For evidence, consistent messaging across the platform, personalisation, quality of content, frequency of communication, and customer service response has been noted to be the prominent aspect the UK hotels consider. Among them, the maximum number of individuals rooted in personalisation of offers and quality of content with 30% where the majority of 15 respondents responded to these aspects. Besides this, customer service response, consistent messaging across platforms, and frequency of communications were identified to be the least perceived aspects with 16% 14% and 10% respectively. Regarding this, only 8 individuals rooted for customer service response, 7 of 51 respondents stated consistent messaging across the platform is perceived among them and only 5 of them noted their likeability towards frequency of communication.
Q15. What type of content do you mostly prefer on digital platforms of hotels?
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[bookmark: _heading=h.o26bo3nelm5u]Figure 4.3: Type of content preferred on digital platform by consumers
(Source: Survey)
Connecting to the digital platform considered by UK hotels and the contents consumer prefers, it has been identified that different aspects are considered by consumers that significantly influence their behaviour towards the booking. For evidence, it has been identified that among 51 respondents, 28% of individuals stated that promotional discounts and offers are the most influential content they mostly prefer on the digital platforms of hotels. Besides this, content related to behind-the-scenes, information regarding amenities and services along with testimonials of customers and travel tips is followed by their preferences with 21%, 22%, 15%, and 14% respectively.
In terms of identifying and addressing the components that are specifically used by UK hotels to influence consumer intention through IMC strategy, UK hotels are specifically focused on personalisation, quality content, and customer service aspects that are effectively influencing the consumer behaviour of respected targeted customer’s segments. Regarding this, content through digital platforms is required to be improved with promotional discounts and offers along with information regarding the services, which are prominent in terms of consumer preferences. Therefore, these significant aspects have been considered to be the most prominent aspects that are the components of IMC strategy by UK hotels with significant addresses RQ1.
[bookmark: _Toc179584684]RQ2. How do digital marketing techniques impact consumer preferences and booking behaviours in the UK hotel industry?
Q8. Have you ever got influenced to consider hotels because of a targeted online advertisement?
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[bookmark: _heading=h.jm1s6tbz387m]Figure 4.4: Influence of targeted online advertisement on customers hotel consideration
(Source: Survey) 
By considering the second research question, respondents during the survey were asked about the impacts of targeted digital advertising of UK hotels on their purchasing behaviour. Consequently, the survey revealed that approximately 47% of the total respondents have got impacted by targeted digital advertising of hotels in the UK. However, 31% of respondents disagreed in this regard, which reflects they have never got influenced by targeted online advertising initiatives of hotels, while choosing head hotels. Moreover, about 22% of respondents were not sure about the influence of online advertisement initiatives of UK hotels on their hotel selection. 
Considering the survey results, it is notable that most clients of the British hotel sector prefer to consider hotels by getting influenced by their targeted advertisements. However, it cannot be ignored that a considerable number of individuals are not sure and the number of disagreements in this regard is also notable. Comparing the overall responses, it is acknowledged that digital marketing techniques of UK hotels can play a conclusive role in influencing individuals' behaviour of hotel selection. 
Q13. To what extent does hotels’ reputation on social media platforms impact your booking decision?
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[bookmark: _heading=h.hexggutujmmy]Figure 4.5: Impacts of hotels’ reputation of online platforms on customers references and booking consideration
(Source: Survey)
Based on the survey outcomes, 43% of those who participated said they agreed that the reputation of hotels on online sites has a very much impact on their booking decisions. Additionally, 25% of participants agreed that the reputation of hotels on online platforms somewhat influences their booking preferences. In contrast, only 10% of participants pointed out that the reputation of hotels on online platforms has not much impact on their booking decisions. However, in this regard, 22% of responses were neutral. Overall, while critically contrasting all the results to this particular survey question, it is notable that the reputation of UK hotels on online platforms takes a constructive part in altering the booking decisions of individuals to some extent. Considering this idea, it is understood that the digital marketing techniques of hotels that help them to improve their reputation on online platforms can assist them in positively altering the booking behaviour and preferences of customers. 
Q16. Do you think that a hotel's digital effort to advertise affects the prevalent perception of the brand?
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[bookmark: _heading=h.blw15nuznpyg]Figure 4.6: Impacts of hotels’ digital effort brand perception
(Source: Survey)
Considering the survey results, digital advertising efforts are observed to be critical in terms of influencing their prevalent perception of brands. This is because the maximum participants, which is approximately 49%, concur that the digital advertising efforts of hotels can alter their prevalent brand perception. Furthermore, 39% of participants have also exchanged strong agreement regarding this. Conversely, aside from 6% of neutral responses, only 2% of respondents disagreed and this remark was strongly disagreed with by 4% of respondents. Therefore, a comparison of all responses to this particular question clearly points out that the digital efforts of hotels in the UK can have a notable effect on their prevalent brand perception. 
Overall, online advertisement and the reputation of hotel brands on online platforms are influential on brand perception, customers preferences and hotel selection behaviour. Therefore, digital marketing techniques of UK hotels are influential on customers' preferences. 
[bookmark: _Toc179584685]RQ3. What is the comparative effectiveness of traditional marketing methods versus digital marketing for UK hotels?
The third question of the present analysis mainly ensures the analysis of the efficacy of traditional techniques of marketing versus digital procedures of marketing. However, certain survey questions can be aligned with the current question of research in order to derive suitable consequences for the sake of the successful execution of the current research. 
Q6. Which online marketing channels do you consider most relevant when looking for hotels?
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[bookmark: _heading=h.njjb1oh21bck]Figure 4.7: Consideration of relevant online marketing channels 
(Source: Survey)
Focusing on question 6, it can be observed that different online challenges of marketing are considered by customers in terms of searching for relevant hotels. From the replies gained, it can be concluded that 14% of the overall participants are highly dependent on advertisements within social media sites to search for relevant hotels. Apart from that, hotels' websites, online reviews from clients seem to play an integral role in regard to shaping the customer buying intention or customer decision-making process. Apart from that some of the customers are also influenced by influencer recommendations in terms of selecting any hotels for their stick. Similarly to this, email newspapers and advertisements within search engines seem to also have minimal contribution towards the influence of customers' decisions regarding selecting a hotel. 
Based on the existing answers, it can be regarded that most of the consumers are favourably dependent on digital methods of marketing that are being adopted by hotels within the UK. In this respect, social media sites along with the website of the hotel and online reviews and feedback from customers seem to be effective digital marketing techniques adopted by the hotels within the domain of the UK in order to draw customers and influence the process related to making choices. Henceforth, digital marketing methods are considered to be admiringly effective for UK hotels as analogised to traditional ways of commerce in the current scenario. 
Q7. How pivotal is a hotel's digital presence in your purchasing decision-making process?
[image: Chart]
[bookmark: _heading=h.xxd6tzox3ci5]Figure 4.8: Effectiveness of hotel’s digital presence
(Source: Survey)
In order to evaluate the 4th question of the current study, the 7th question of the survey mainly ensures analysis of the importance of digital presence within hotels in representations of controlling the purchasing decision-making of the buyers in the market. Based on the replies gained from the survey, it can be interpreted that the majority of the participants that is 37.3% seem to consider the digital presence of hotels to be favourably noteworthy in regard to controlling the buying conduct of consumers in the market. Similarly, 31.4% which indicates the second majority of survey respondents, conformed to the fact that the digital presence of hotels is considered to be very substantial in terms of controlling the purchase determinations of customers. However, 25.5% of survey participants indicated neutral responses while 5.9% of the survey respondents did not consider the presence of digital platforms of the Hotel to be important for influencing the purchase area of customers. In respect to this, it can be evaluated that the digital marketing method adopted by UK hotels at considered to be effective as corresponds to traditional procedures of marketing in terms of enhancing customer awareness and drawing customers by influencing their purchase decision regarding hotel stay in a positive way.
Q14. How satisfied are you with the level of interaction and engagement UK hotels have with their clients on digital platforms?
[image: Chart]
[bookmark: _heading=h.bkqx4ecusuf1]Figure 4.9: Satisfaction regarding interaction and engagement levels of UK hotels 
(Source: Survey)
The 14th question of the current research seems to be measuring the effectiveness of engagement and interactions facilitated by UK hotels in regard to satisfying consumers through platforms within digital areas. From the reactions acquired, it can be examined that the majority of the customers that is 67% seem to be satisfied by the level of engagement and interaction facilitated by UK hotels through digital platforms which in turn influences their purchase decision positively. However, 27% of neutral responses were gained in this area while 4% and 2% of survey participants indicated dissatisfaction and very dissatisfaction regarding the engagement and level of interaction facilitated by the UK hotels within digital platforms. Considering the majority of responses, it can thereby be expressed that digital marketing methods embraced by the UK Hotel Sector seem to be positively influencing customer interaction and engagement and are effective as compared to the traditional ones.
[bookmark: _Toc179584686]RQ4. How do consumers perceive the authenticity and trustworthiness of marketing communications from UK hotels?
Q4. How often do you visit hotels?
[image: Chart]
[bookmark: _heading=h.si8icwiub0ro]Figure 4.10: Frequency of visiting hotels 
(Source: Survey)
The Responses to this question give an idea about how often participants are checking into hotels. Most respondents (54.90%) state that they visit hotels every once in a while, which means the average Brit engages with the hotel industry to some degree throughout their life. Nearly a third of those questioned hardly visit hotels (27.45%), highlighting a relatively large cohort within the sample having limited contact with the industry. Another much smaller percentage (11.76%) admit to frequenting hotels with great frequency. While a mere 1.96% of respondents reported frequented hotels often, which essentially equates to a handful of highly frequent guests.
On the other hand, 3.92% said that they never visited hotels making this a small cohort with no physical experience of hotels. More than seven 70% were occasional or rare visitors, indicating this is not a field that engages most people enough for them to keep up with the latest hotel news. As such, this study has the potential to inform both IMC and DM strategies within hotels, in which case they may consider ways to increase guests' level of frequency by converting infrequent or rare guests to a more frequent visits, as well as understanding better the segments that could host frequent and very frequent visitors. However, it can be articulated that IMC alongside digital methods of marketing seems to be influencing positively the shopping conduct of consumers within the hotel industry. 
Q5. How often do you use online platforms to search hotels before booking?
[image: Chart]
[bookmark: _heading=h.9bz9uvthgv6o]Figure 4.11: Frequency of using online platforms to search hotels before booking
(Source: Survey)
The responses to that question reflect some telling trends in how travellers are using digital tools when they shop for hotels. Additionally, 43.14% of these respondents stated they seldom use online platforms for searching hotels. Most stated that although many users do use online tools, no instance is popular enough to be a routine matter for more than a few users. In parallel, another 19.61% used it monthly, a moderate usage figure that seems subjective to this subcategory of the sample. Moreover, 15.69% of them use these platforms on a daily basis which means these people are very active and regular users while doing hotel research online.
Daily users aside, 11.76% of survey participants use online platforms every week, implying an ongoing albeit somewhat less frequent usage. Additionally, 9.80% of the respondents reported never using online websites to identify and look for hotels, which is a small part of the sample that prefers not to use any kind of digital tool in such context. This data shows a mix of usage patterns and most lean towards infrequent or moderate use of online platforms. It aims at maintaining transparency and providing different facilities that satisfy customers and attract them, thereby, enhancing the profit margin of the sector accordingly.With infrequent and one-off users, for example, Hotels can concentrate on engagement and offer experiences to regular daily and weekly which are already steeply dependent on the internet for hotel booking decisions.
Q11. How does personalised marketing influence your booking decisions?
[image: Chart]
[bookmark: _heading=h.o0okkydl49my]Figure 4.12: Influence of personalised marketing on booking decisions
(Source: Survey)
Responses to what role personalized marketing plays in their booking decisions offer a look into tailored marketing strategies and how they affect consumer behaviour. However, 52.94% of respondents stated that this type of marketing only slightly raises the proclivity to book and it is therefore unlikely to have the potential impact. In total, 23.53% of respondents singled out personalised marketing as boosting their chances of booking outright, indicating that a substantial part of the market is particularly receptive to tailored offers and messaging. Yet 13.73% of respondents revealed that personalised marketing has no impact on them and for others, these strategies have an inconsequential effect on their decisions in any case.
Similarly, only 3.92% of participants said that personalised marketing somewhat reduces their chance to book and 1.96% strongly reduces the likelihood they will book, so it seems a very small number of people perceive personalisation negatively or even intrusively. Generally, these data reveal a positive impact of personalisation in most respondents as more than 75% jointly report being more likely to purchase due to personalised marketing materials. 
Q12. How often do you consider online reviews before selecting hotels?
[image: Chart]
[bookmark: _heading=h.px6wlqk4ov4r]Figure 4.13: Consideration online reviews before selecting hotels
(Source: Survey)
The responses to the question show just how much of a factor online reviews are to consumers making decisions. A large proportion (45.10%) admit to always or often using online reviews when selecting hotels, underlining the clear impact customer feedback has on booking decisions. In addition, 31.37% of the respondents said that they frequently rely on reviews, motivating the value of reviews in depicting consumer attitudes and choices as well. Combined, these two segments comprise a large majority of consumers who consider online reviews to be an important part of choosing their hotel. Just 3.92% indicated they rarely look at online reviews, and none ever ignore them. The data is indicative of the widespread dependence on online reviews, as most respondents consult them frequently when considering a hotel. 


[bookmark: _Toc179584687]Chapter 5: Discussion
[bookmark: _Toc179584688]5.1 Introduction
Considering the above-noted findings as well as observations made through critically reviewing literature, the present chapter has been attentive to have a critical discussion. Throughout the chapter, critical discussion will be conducted to reflect on the way research questions have been achieved. Moreover, the way theories have helped in the overall evaluation will also be reflected in this chapter. Furthermore, the chapter will address the constraints that have impacted the study's overall conclusions and results. 
[bookmark: _Toc179584689]5.2 Discussion 
The study has been presented based on undertaking the IMC and DM impact on customer behaviour specifically considering the analysis of the UK fooding and lodging busniess. Regarding this, significantly different research questions have been presented, such as RQ1 specifically referring to understanding the components of IMC that are specifically employed by UK hotels to sway customer behaviour. Connecting with the literature perspective of Fitri and Herdiansyah (2021), it has been effectively met through numerous different understandings of consumer perception through surveys towards the IMC strategy of UK hotels and the significant digital platforms and content for hotel booking. Moreover, RQ2 significantly focuses on analysing digital marketing techniques that prominently impact consumer booking behaviour, which is addressed through understanding insights of consumers towards the digital efforts of hotels. Regarding this, aligning the survey responses with the literature findings of Foris et al. (2020), SM platforms have been considered to be the most prominent context that impacts the booking decisions of consumers.
Apart from this, RQ3 significantly focuses on having an analysis of digital and traditional marketing strategies' efficacy for UK hotels. Regarding this, the following aspect has been while understanding the preferability of consumers' online marketing tools that are specifically relevant to them and impact their purchasing decision-making process. Besides this, interrelating with the literature of Sakas et al. (2022), the degree of customer happiness has been undertaken through the survey responses, which reflect the context of engagement and interaction with UK hotels that is relevant in terms of showcasing the growing context of the contrast between traditional and DM. Moreover, the final RQ4 refers to the consumer perception towards trustworthiness and authenticity of marketing communication through IMC strategy of UK hotels. This has been prominently mitigated in the survey responses in terms of identifying instances of personalised marketing influencing booking decisions along with the prominence of online reviews. Specifically, in comparison to the literature perspective of Taheri et al. (2020) sincerity in marketing and communication has been noted to be the most prominent aspects consumers focus on in terms of influencing their booking approach.
Hence, based on the study scenario and collected evidence the entire research work has answered all the research questions while testing the “H0: Digital marketing communications have a favourable influence on sales and profitability”.
The use of effective theoretical frameworks has played a profound role in elevating the study outcomes. The IMC approach and AMC theory reflect that emphasising effectively communicating with customers is a critical aspect for organisations to ensure success. Specifically, AMC theory highlighted the essentiality of emotional appeal of organisational communication with clients’, which is beneficial to be considered in the digital marketing efforts of businesses (Sütterlin and Yu, 2021). Moreover, the theoretic idea of IMC approach reflects the essentiality of unified brand messages across various online platforms and emphasising targeted marketing (Schultz, 2020). Regarding this, it is evident that the findings of this research have been consistent with these theoretical understandings, as findings clearly emphasised the significance of effectively communicating with consumers through digital advertising or other IMC initiatives. 
Aside from that, while concerning digital marketing the SET and the RACE model have been taken into account. The theoretical idea of SET is noted to emphasise “trust” and “relationship satisfaction” (Thomas and Gupta, 2021). Likewise, the observations made by interpreting survey responses it is notable that IMC and digital marketing activities of UK hotels emphasise improving their brand perception among customers and relationship with them. These aspects further not only boost customer trust but also influence their hotel selection decisions. Besides, the RACE model clearly reflected the necessity for organisations in this sector to not only efficiently reach their target audience but also emphasise obtaining profit by increasing conversion rate through trust building (Poole et al. 2021). In consistency with the SET and RACE model, the research findings also revealed the essentiality for British hotels to maintain positive relationships with their customers and boost trust as well as loyalty among them. In support of this, survey findings also revealed that digital advertisements and other digital marketing efforts of hotels in the UK have been positively altering clients' perceptions toward hotel brands as well as the selection of hotels. 
Besides, as this research has a considerable focus on clients’ behaviour in the British hotel sector, “Maslow’s hierarchy of Needs model”, the “model of the consumer decision-making process”, and the “three-stage model of perception model” have been considered. The “hierarchy of needs model” reveals the needs of individuals, which pointed out that businesses must emphasise the needs of individuals while they want to influence individuals’ behaviour (Dar and Sakthivel, 2022). Regarding this, observations made through the survey responses illustrated that organisations in the hotel sector must emphasise individuals' psychological needs and need for love and belonging. Moreover, in consistency with the consumer decision-making process model, findings revealed that customers consider online platforms for searching hotels and evaluating alternatives, making decisions regarding hotel booking. Besides, the three-stage model of perception reveals that customers' decision or selection of hotels is strongly based on their needs and demands (Jiao et al. 2020). For example, customers in this sector want organisations to have consistent brand messaging in various platforms, personalized offers, and frequency of communication as well as service response, which can boost their sense of connection with brands. 
However, from the responses gained through the survey along with areas of the literature review and the reports of the hotels of the UK, no unexpected results have been found that needed additional justification or explanation. It is because Peter and Dalla Vecchia (2021) indicated IMC and marketing methods through digital platforms to be effective in creating awareness of the services provided by the hotels. It also assists in building quick connections between the customer and the organisation, thereby, building relevant bonds that ensure a loyal base of clients in the market. Most importantly, IMC is also considered to be a cost-effective approach that influences consumers' behaviour in a positive way, thereby ensuring high profitability to the overall industry in terms of gaining clients, enhancing sales, and acquiring high profits. In respect to this, it can further be mentioned that outcomes that have been gained in the current study are backed up by theoretical areas and logical instances, thus, improving the reliability of the derived output. Most importantly, the utilisation of real-time information also enhances the scope of success, thereby, driving relevant outcome based on the experience of clients of the hotel industry in the United Kingdom, both now and in the future.
The research includes critical findings related to the influence of IMC and digital marketing on behaviour intention of clients in the British hotel industry. However, this research has limitations such as the consideration of a limited sample size and the UK market only. While considering the regional limitation, it can be stated that the consideration of the UK market only has made the study focused on a single market. This further has prevented it from having a critical comparison of the influence of digital marketing and IMC on customer preferences between the UK and other markets. However, it is evident that a critical comparison of the influence of IMC initiatives of hotels of different markets and their influence on consumer behaviour has influenced the study outcome positively. 
Aside from that, the fact cannot be ignored that as this research needs to be completed within a limited time span, it has been considered a very limited or small sample size, which has added a limitation in terms of integrating findings. Pointedly, having a considerably big sample size could have enhanced the study outcomes by providing more critical perspectives of customers. Moreover, considering the perspectives of industry professionals like marketing managers of UK hotels could have elevated the study findings to a great extent. These limitations have affected research results. 


[bookmark: _Toc179584690]Chapter 6: Conclusion and recommendations 
[bookmark: _Toc179584691]6.1 Summary
[bookmark: _heading=h.eq4q0dg42cn3]In this digitalised scenario of the hotel industry, in marketing, IMC and digital efforts of hoteliers have been positively assisting them in gaining desired outcomes of marketing functionalities. The overall finding of the study has pointed out that client behaviour in the hotel industry of Britain has been altered by rapid technological changes and the use of the internet as well as various online platforms. Pointedly, customers in this particular market are observed to emphasise searching for hotel properties on online sites and consider reviews or comments of clients, before making purchasing decisions. This indicates that emphasising online marketing and IMC has become imperative for UK hoteliers to draw the attention of clients and alter their behavioural intentions. Correspondingly, theoretical implications of the IMC approach and AMC have highlighted that businesses in this sector are required to effectively communicate with their clients through targeted marketing or promotional initiatives for shaping their behaviour intentions, which is beneficial for their sales growth. 
[bookmark: _heading=h.ehr8uq6jm34m]However, findings from the survey result have made it clear that emphasizing boosting trust among clients is a pivotal factor for organisations, which must be stressed by hoteliers while they emphasize IMC. In support of this, the understanding of the SET and RACE model clearly illuminated that organisations must always take action through their marketing initiatives to build a positive relationship with their clients that emphasizes trust building. Moreover, it is also a notable fact that nowadays customers' expectations from hotels have been changing rapidly. In particular, customers expect organisations to be more focused on providing them with personalised service offerings, quality content in promotional activities, frequent communication with them and responding to their queries quickly. This also indicates the power of IMC and online marketing initiatives in the present corporate settings of the UK hotel industry. Overall, it is concluded that both DM and IMC efforts of UK hotels have the ability to positively impact clients' behavioural intentions. 
[bookmark: _Toc179584692]6.2 Linking with Objectives
[bookmark: _heading=h.54k17vn1nfm6]From the contemporary research, it can be regarded that four objectives have been developed that created a guideline for the conduction of the overall study. From the first research objective, “To explore the role of IMC in influencing consumer behaviour in the UK hotel industry” discussions within the Literature Review and survey conclude the fact that IMC plays an influential role in influencing the behaviour of customers positively by maintaining transparency regarding the services provided by the hotels of the UK that in turn encourages the behaviour of purchasing thereby developing trust among customers and maintaining a loyal base of customers in the market. Besides, the second objective is “To analyse the digital marketing techniques’ influence on consumer preferences and behaviours while booking in the UK hotel sector” and results gained from the survey and the literature review denoted the fact that digital advertising tactics appear to be influencing consumer choices and scheduling behaviour based on reviews left by previous users on the website. 
Apart from that, the third objective is, “To compare the effectiveness of traditional marketing methods versus digital marketing in the context of the UK hotel industry” and the fourth objective, “To explore consumer perceptions of the authenticity and trustworthiness of marketing communications from UK hotels”. Summarising the survey result and literature review, it can be stated that Methods of digital advertising are thought to be more successful than conventional ones, and clients primarily look for genuineness and trustworthiness from UK resorts they book through social media platforms. This reveals the success of the current investigation further enhancing outcome credibility. 
[bookmark: _Toc179584693]6.3 Revisiting the research questions
What components of integrated marketing communications are most effectively used by UK hotels to influence consumer behaviour?
While revisiting the first research question, it can be stated that different components of IMC are used by UK hotels for the pursuit of exploiting the conduct of consumers. This mainly includes advertisement within social media sites along with individual selling, direct marketing, promotion of sales, Public Relations (PR) and many others (Luck et al. 2020). 
How do digital marketing techniques impact consumer preferences and booking behaviours in the UK hotel industry?
Upon visiting the second question of investigation, it can be revealed that techniques of digital marketing seem to be influencing the preferences of customers alongside booking behaviours by the feedback of other customers within online sites (Peter and Dalla Vecchia, 2021). It mainly assists in analysing the positive sides and services that are being offered by UK hotels further influencing the booking behaviour and consumer preferences accordingly. 
What is the comparative effectiveness of traditional marketing methods versus digital marketing for UK hotels?
In an effort to revisit the third question of investigation, it has been evaluated that digital methods of marketing are considered to be more effective as compared to traditional ones. It is because digital methods for marketing assist customers to engage with the hotel further providing the hotels with the feasibility of maintaining transparency for gaining customers' trust and operating successfully. 
How do consumers perceive the authenticity and trustworthiness of marketing communications from UK hotels?
In an endeavour to answer the 4th question of the investigation, it can be expressed that customers mainly demand trustworthiness and authenticity from the UK hotels which are being acquired from social media sites. Customers mainly check reviews on online portals of the UK hotels, thereby, deciding on the areas of staying within the hotel (Taheri et al. 2020).
[bookmark: _Toc179584694]6.4 Recommendations 
[bookmark: _heading=h.et2xj5ukgo4v]Connecting to the identified aspects in terms of reflecting on the IMC strategy of the hotel industry impacting consumer behaviour and digital marketing significant sets of recommendations have been presented below that can prominently impact the betterment of the IMC strategy of hotels.
[bookmark: _heading=h.owfxkvf5dx3v]Transparency across organisational operation
[bookmark: _heading=h.a6l6asn2i58d]Consumer trust has been identified to be the prominent area that is hindering the entire IMC strategy of the hotel business in the UK because consumers specifically maintain a stronger relationship with brands who are emphasising a transparent approach while maintaining authenticity. In this context, transparency has been noted to be integral factor for consumers in terms of improving relationships that can impact organisational churn rates, increasing customer loyalty, and revenue. Regarding this, in terms of improving transparency across UK hotels, the organisations are required to establish a policy of transparency that can positively impact the consumer's motivation towards making a connection with the brand.
[bookmark: _heading=h.mvfo19vac4v0]Emphasising personalised offers
[bookmark: _heading=h.7ujg5rh2pqdi]Personalisation has been identified to be a significant aspect that impacts improving client loyalty and brand visibility. In this context, it is suggested that UK hotels should focus on analysing their data for opportunities and insights while brainstorming ideas that can impact coming up with effective options for offers. This can significantly target the segmented individuals while improving their experience. Additionally, through the support of this recommendation, UK hotels can prominently repeat purchases and increase sales while improving customer loyalty, and satisfaction, and enhancing engagement, which can impact on the better consumer reviews on the websites while gaining a competitive advantage.
[bookmark: _heading=h.ctlnkidu4izs]Establishing a content management team
[bookmark: _heading=h.bgjkkqkq7wlp]Content management has been noted to be mostly last by consumers in terms of undertaking the IMC strategy of UK hotels. In this context, through the support of consistent branding, customisation, and improving analytics of business, UK hotels can significantly improve their content management. Moreover, establishing a team for content management would be a better option for the organisation that can help the business beyond major content while creating, improving, optimising, and delivering content to the right audience through the right channels, which can facilitate impactful experiences digitally. Additionally, effective content management would allow a business to develop user-friendly websites, which support the community effectively.
[bookmark: _heading=h.em9y8xcwb347]Creating an informative website
[bookmark: _heading=h.ks7gf5p5mdsh]Creating an informative website is necessary in terms of improving an IMC strategy that can target adequate consumer segments while influencing their behaviour and purchasing aspects. In this regard, UK hotels are required to plan features and purpose of their website while emphasising designing templates, themes, colours, images, layouts, and navigations that suits the website's information. Websites can significantly increase sales and traffic, which can improve online presence management while building credibility, visibility, and brand awareness. This can exchange information adequately with targeted consumers while advertising the products and services the brands are offering while showcasing a growth opportunity and expanding customer reach. Currently, digital marketing has been extensively increasing, which is allowing businesses to generate leads with convenience. This allows consumers to have easy access to business information along with a company’s branding.
[bookmark: _Toc179584695]6.5 Future scope 
As technological instances are increasingly adopted by different businesses for the purpose of integrating automation and enhancing operational efficiencies, therefore, the current research seems to have a high scope to assist businesses in the future. It is because the present study focuses on the impact of IMC along site DM on the behaviour of customers within the hotel sector. In this respect, awareness regarding DM and IMC can be ensured through this study further providing future scope for different hotels to integrate AI facilities by analysing its importance. Most importantly, the current research also serves high scope of generating awareness regarding the challenges and issues that are being faced by the hotel sector in terms of implementing DM and IMC. As a result of this, the significant impact due to the implementation of DM and IMC can be reviewed by the hotel sector, thereby, adding to the future scope of generating relevant awareness regarding the positive and negative areas of technology implementations within the marketing and communication areas. Nonetheless, strategies required for the mitigation of barriers related to the implementation of IMC and DM are also discussed in this study. This reveals another scope for the hotel sector in the future to deal with effective strategies that could enhance their technological operation. 
[bookmark: _heading=h.9fos843wsc0v]
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Q1. What is your age group?
	Options
	Number of total respondents
	Number of responses
	Percentage

	Under 18
	51
	2 
	3.92%

	18-24
	51
	 9 
	15.69%

	25-34
	51
	38 
	74.51%

	35-44
	51
	1
	1.96%

	45-54
	51
	1
	1.96%

	55-64
	51
	1
	1.96%

	65 and over
	51
	0
	0.00%



Q2. What is your gender?

	Options
	Number of total respondents
	Number of responses
	Percentage

	Male
	51
	34
	64.7%

	Female
	51
	13
	29.4%

	Prefer not to say
	51
	2
	5.9%



Q3. What is your current profession?

	Options
	Number of total respondents
	Number of responses
	Percentage

	Student
	51
	7
	13.73%

	Employed full-time
	51
	28
	54.9%

	Employed part-time
	51
	6
	11.76%

	Self-employed
	51
	4
	7.84%

	Unemployed
	51
	5
	9.80%

	Retired
	51
	0
	0%

	Other (please specify)
	51
	3
	5.88%



Q4. How often do you visit hotels?

	Options
	Number of total respondents
	Number of responses
	Percentage

	Never
	51
	2
	3.92%

	Rarely
	51
	14 
	27.45%

	Occasionally
	51
	28 
	54.90%

	Frequently
	51
	6 
	11.76%

	Very often
	51
	1 
	1.96%




Q5. How often do you use online platforms to search hotels before booking?

	Options
	Number of total respondents
	Number of responses
	Percentage

	Daily
	51
	8 
	15.69%

	Weekly
	51
	6
	11.76%

	Monthly
	51
	10
	19.61%

	Rarely 
	51
	22 
	43.14%

	Never
	51
	5 
	9.80%



Q6. Which online marketing channels do you consider most relevant when looking for hotels?
	Options
	Number of total respondents
	Number of responses
	Percentage

	Social media ads
	51
	7
	14%

	Hotel websites
	51
	17
	33%

	Email newsletters
	51
	1
	2%

	Online reviews and ratings
	51
	18
	35%

	Search engine ads
	51
	2
	4%

	Influencer recommendations
	51
	6
	12%



Q7. How pivotal is a hotel's digital presence in your purchasing decision-making process?
	Options
	Number of total respondents
	Number of responses
	Percentage

	Very important
	51
	16
	31%

	Important
	51
	19
	37%

	Neutral
	51
	13
	25%

	Not very important
	51
	2
	4%

	Not important at all
	51
	1
	2%



Q8. Have you ever got influenced to consider hotels because of a targeted online advertisement?
	Options 
	Number of total respondents 
	Number of responses
	percentage 

	 Yes
	51
	24
	47%

	No
	51
	16
	31%

	Not sure
	51
	11
	22%



Q9. How do you perceive the efficacy of IMC (integrated marketing communications) strategies used by hotels in the UK?
	Options 
	Numbers of total respondents 
	Number of responses
	percentage 

	Very effective
	51
	9
	58%

	Effective
	51
	21
	23%

	Neutral
	51
	18
	10%

	Ineffective
	51
	2
	9%

	Very ineffective
	51
	-
	-



Q10. Which aspect of UK hotels’ IMC strategy do you consider most persuasive?

	Options 
	Numbers of total respondents 
	Number of responses
	percentage 

	Consistent messaging across platforms
	51
	7
	14%

	Personalization of offers
	51
	15
	30%

	Quality of content (e.g., images, videos)
	51
	15
	30%

	Frequency of communication
	51
	5
	10%

	Customer service response
	51
	8
	16%



Q11. How does personalised marketing influence your booking decisions?

	Options
	Number of total respondents
	Number of responses
	Percentage

	Strongly increases likelihood
	51
	12 
	23.53%

	Slightly increases likelihood
	51
	27 
	52.94%

	No effect
	51
	7 
	13.73%

	Slightly decreases likelihood
	51
	2 
	3.92%

	Strongly decreases likelihood
	51
	1 
	1.96%



Q12. How often do you consider online reviews before selecting hotels?

	Options
	Number of total respondents
	Number of responses
	Percentage

	Always
	51
	23 
	45.10%

	Often
	51
	16 
	31.37

	Sometimes
	51
	9 
	17.65%

	Rarely
	51
	2 
	3.92%

	Never
	51
	1 
	1.96%



Q13. To what extent does hotels’ reputation on social media platforms impact your booking decision?
	Options 
	Number of total respondents 
	Number of responses
	percentage 

	Very much
	51
	22
	43%

	Somewhat
	51
	13
	25%

	Neutral
	51
	11
	22%

	Not much
	51
	5
	10%



Q14. How satisfied are you with the level of interaction and engagement UK hotels have with their clients on digital platforms?
	Options
	Number of total respondents
	Number of responses
	Percentage

	Very satisfied
	51
	10
	20%

	Satisfied
	51
	24
	47%

	Neutral
	51
	14
	27%

	Dissatisfied
	51
	2
	4%

	Very dissatisfied
	51
	1
	2%



Q15. What type of content do you mostly prefer on digital platforms of hotels? 

	Options 
	Numbers of total respondents 
	Number of responses
	percentage 

	Promotional discounts and offers 
	51
	16
	28%

	Testimonials of customers and reviews
	51
	9
	15%

	Content related to behind-the-scenes 
	51
	12
	21%

	Information regarding amenities and services
	51
	13
	22%

	Travel tips
	51
	2
	14%



Q16. Do you think that a hotel's digital effort to advertise affects the prevalent perception of the brand?
	Options 
	Numbers of total respondents 
	Number of responses
	percentage 

	Strongly agree
	51
	20
	39%

	Agree
	51
	25
	49%

	Neutral
	51
	3
	6%

	Disagree
	51
	1
	2%

	Strongly disagree
	51
	2
	4%
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