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ABSTRACT
The purpose of this project is to evaluate the use of social media marketing and develop a best practice guide based on organisations operating in the Swansea area. As the use of social media has grown significantly in recent years, organisations are beginning to focus their marketing efforts on these platforms, but little is known about the extent of this growth in the Swansea area. Therefore, the research objectives are: 
1. Do organisations operating in the Swansea area utilise social media marketing tools?
1. Do certain posting strategies influence consumer engagement?
1. How effective is paid social media marketing in comparison to organic posting strategies?
This report will explore these objectives individually through both quantitative and qualitative research methods, with the primary aim of developing a best practice guide for organisations operating in the Swansea area. 
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2. [bookmark: _Toc512505376]INTRODUCTION
Social media has revolutionised the business world and has become the heart of all marketing strategies. The interactive nature of social media has allowed organisations to build relationships in real time, as opposed to traditional marketing tools and this is only set to expand. For example, according to the Office for National Statistics the use of the internet for social networking rose from 45% in 2011, to 66% in 2017. (1) This growth has created a new organisational focus, where social media marketing has become the top of all organisational agendas. 
The graph below details the dramatic increase in the use of social media. Facebook, the largest social media platform has over two billion active monthly users (2), which represents over a quarter of the entire world’s population. The reach and audiences that can be generated from this one social media platform has created an extensive number of opportunities for organisations, especially around increased sales and revenue figures. 

[image: ]
[bookmark: _Toc512358244]Figure 1- Facebook monthly active users
Despite the rapid growth in the use of social media for marketing there is still a lack of coherent information and understanding about both the positive and negative influences of using these platforms. “Filo et al state: despite the fact that there is a good number of studies that have examined social media and its applications…there is still a need of proposing a theoretical model covering the most important dimensions that could have either positive or negative influence on the success of implementing such systems.” (3) Therefore, the purpose of this report is to explore the increase use of social media marketing in the Swansea area, the different social media platforms which are utilised and the elements which comprise a successful social media marketing strategy.  

The project began by reviewing the literature surrounding social media marketing to determine its growth, both the benefits and weaknesses of social media platforms, the elements which comprise a successful social media marketing plan, as well as the different posting strategies and ways of measuring their success. Having achieved this, the report will go on to address the strategies that were used to conduct the research, focusing on questionnaire and interview analysis, as well as ethical considerations, which needed to be addressed to ensure the validity of this project. The findings will detail the results from the thirty questionnaires that were distributed to organisations and the twelve interviews that were conducted. Then the second findings chapter will go on to explore the implementation of this research analysis within a restaurant operating in Swansea. Finally, conclusions and recommendations will be generated, and the report will end with a best practice guide. 
2.1. [bookmark: _Toc512505377]Aim
The main aim of this report is:

An evaluation of social media marketing and production of a best practice business guide.

2.2. [bookmark: _Toc512505378]Objectives
The objectives are to:
1. Conduct secondary research and an evaluation of social media marketing for business.
2. Conduct a survey (Questionnaire and interview) of how businesses use social media in Swansea.
3. Evaluate primary and secondary research to identify useful findings and create a best practice guide. 





















3. [bookmark: _Toc512505379]RESEARCH AND REVIEW OF LITERATURE
This chapter will review both the academic and practitioner literature regarding the development of social media marketing to determine its relevance as a marketing tool.  Once the key concepts have been defined, including social networks, social media and social media marketing and an overview of the history will be explored and this chapter will go on to review, why organisations invest in social media marketing and what different platforms are available. Then the social media marketing plan will be explored, as well as social media management tools, the different posting techniques, and analytics to understand what elements would constitute a best practice guide from the perspective of secondary research.
3.1. [bookmark: _Toc512505380]What Are Social Networks/Social Media?
Whilst, social media is at the heart of many societal interactions today, the ability to define it comes with a range of challenges. Firstly, there are a vast number of definitions attached to social media, which include a range of different elements. As a consequence of this finding a definition which encompasses all these factors is difficult. Secondly, there is such an array of differing social media platforms, that to determine one single definition is very difficult. Finally, social media is constantly evolving and developing which makes defining it that much more difficult but also it renders some definitions obsolete. 
For example, Filo et al defines social media as, “new media technologies facilitating interactivity and co-creation that allow for the development and sharing of user-generated content among and between organisations”. (3) Whereas a simpler definition highlighted in the work of Alalwan et al states social media is the ability to “enable individuals to broadcast as well as to approach more people and have more influence on the”. (4) Evidently, both definitions refer to the elements that encompass social media, but they do it differently. Therefore, for this project the definition of social media will follow Kaplan and Haenleins widely accepted definition which states social media is “a group of internet-based applications that build on the ideological and technological foundations of web 2.0, and that allow the creation and exchange of user-generated content”. (5)
As the definition for social media has been identified, it is important to consider the term social networks. Social media and social networks are often used interchangeably and although they sound the same, have their differences. For example Wells states social networks or social networking is where “social media is used as a means to directly contact and have interactions with other personnel thereby having a real relationship with them”. (6) To add to this, Boyd and Ellison define social network sites as “web-based services that allow individuals to [1] construct a public or semi-public profile within a bounded system, [2] articulate a list of other users with whom they share a connection, and [3] view and traverse their list of connections and those made by others within the system”. (7) It is clear there are similarities between social media and social networks, but where social media is strategic in its focus and an ‘outlet for broadcasting’, social networks focus more on the networking of individuals through these social media applications. (8)


3.2. [bookmark: _Toc512505381]What is Social Media Marketing?
A consequence of the growth in both social media and social networks is the development of social media marketing. According  to Dwivedi et al. social media marketing is “a dialogue often triggered by consumers/audiences, or a business/product/service that circulate amongst the stated parties to set in motion a revealing communication on some promotional information so that it allows, learning from one another’s use and experiences, eventually benefitting all of the involved parties.” (9) In line with this Tuten and Solomon define social media marketing as “the utilization of social media technologies, channels and software is to create, communicate and deliver and exchange offerings that have value for an organisations stakeholders.” (10)
 In summary, social media marketing is the communication that develops between parties, via social media channels to create and deliver personalised offerings, which will benefit all parties involved. The popularity of this marketing function has increased in recent years and is set to increase further as the use of social media, and social networks grows. (4)
3.3. [bookmark: _Toc512505382]History of Social Media/Social Networks
The emergence of social media has transformed individual’s daily interactions and communication platforms across the world. But, the extent to which this can be viewed as a new concept is debateable. (11) 
Social media and social networks can arguably be dated back all the way to the 1970s. One of the earliest being something called MUD, it stands for Multi-User Domain, and it was an online environment where users log on and interact with one another via a chat and play games. (12) Whilst MUD was created in 1978, so was the BBS. The BBS stands for The Bulletin Board System, it allowed its members to leave messages to each other, play games and download files. (13) 1980 over saw the introduction of Usenet, it permitted users to comment on and post on posts known as articles or news. (11) Simeon Edosomwan et al list The WELL, Genie, Listerv, and IRC as social media that launched in the 80s. (11)The WELL stands for whole earth ‘Lectronic Link, originally a BBS (14) it is now one of the oldest virtual communities still in existence. The WELL allows users to participate in conversations in forums.  (15) Listerv is email an email software programme (16)although arguably not social media. The IRC stands for The Internet Relay Chat, it allows users to chat in real time. (17)
An important part of the history of social media and social networks is a shift in society. Towards the end of the twentieth century, the social restrictions placed upon individuals arguably lead to the focus of liberation as a protest the established norms. This move to what some researchers have termed ‘extreme individualism’ (18)is arguably where the notion of subcultures formed, instead of ‘following collective ideals’, individuals began to look to ‘personalise their existence’. This was achieved through the development of subcultures or ‘tribes’ of individuals all with similar ideals and beliefs, who sought out one another for the sense of belonging that could be established. Examples of these communities or subcultures include, punks, mods, hippies, and Hispanics.

As technology developed, these subcultures began to transfer their ideals to the internet, with websites such as Gay.com which is often quoted as being one of the earliest social networks developed way back in 1994. In effect as Stephen Dahl states, social media emerged to fulfil a need online, that was already established offline. (19)
With the above in mind, the 1990s saw the introduction of many social networking sites Gay.com, founded in 1994, was a social network for the lesbian and gay community, the site allowed users to network, chat and view news. Classmates.com was founded in 1995 and was originally for old classmates to find each other, users could not yet make a profile, they proved that a ‘virtual reunion’ was a good idea. (20) 1997 was the year for SixDegrees.com, which is what many people consider the first social network site, it aligns with the definition given in this report from Boyd and and Elison about making a profile. SixDegrees was the first site to combine profiles, instant messaging, friends lists and to be able to search other members. (21) Sites aimed at a niche market started popping up in the same era, sites such as Asian Avenue founded in 1997, BlackPlanet.com in 1999 and a site for Hispanics called MiGente.com in 2000, all implemented a personal profile in their sites. (20)
The turn of the millennium saw even more social network sights. Friendster was considered one of the first modern day social network sites. (22) Founded in 2002, Friendster launched as a social networking site and allowed users to create a profile, share videos, photos and messages with their network of ‘friends’ and leave comments on other members profiles.(23) Friendster was later relaunched as social gaming site but are currently not operating, they are in their own words ‘taking a break’ due to the competitive nature of the industry. (24)
The year 2002 also saw the introduction of LinkedIn. LinkedIn was founded in 2003 and was one of the first social networks dedicated to business connections. (22)LinkedIn allows users to create a profile which shows other members your connected with your name, location, occupation, work experience, education. (25)
Another popular social network followed shortly after in 2003 called Myspace, by 2006 Myspace was the most popular social network in the world. (22) MySpace allows users to create a profile page like other social network sites before it, however MySpace’s niche was they also allowed users to customise their profile page. (26) 
2004 was the year Facebook was founded, started by Mark Zuckerberg whilst at university in Harvard, Facebook was originally for Harvard university students only but quickly expanded to other universities, colleges, high schools and by September 2006 eventually everyone. (27) Facebook enables users to create a profile, write comments on posts, share photographs/videos, go live, instant message, add friends. Facebook also allow the creation of business pages. Facebook has been the most popular social media site since 2008, as of December 2017 they boast 1.4 billion daily active users. (27)
Following Facebook, the next big social media site founded was YouTube. Founded in 2005,  YouTube is a video sharing platform that has grown exponentially over the years, visitors now watch around 6 billion hours of video every month. (28)It is not mandatory to create an account with YouTube to be able to view content on the site, however to receive personalised content on YouTube, you would need to make an account. (29)
A year later another one of today’s popular social networks was founded, Twitter. Founded in 2006, Twitter is a social networking site that allows users to create a profile and communicate with other users through short messages or ‘tweets’ set at 140 character limit but has recently been increased to 240 characters. (30) Twitter now boasts over 300 million monthly active users as of December 2017. (31)
The increase in mobile phone technology and their rising popularity has been an important factor in the history of social media and social networks in the last few years. Platforms such as Instagram and Snapchat are solely used on mobile phones. The same can be said for location apps such as Tinder and Foursquare, who use the location of your mobile phone. (20) 
[image: comScore cross-platform report](32)
[bookmark: _Toc512358245]Figure 2 - Share of time spent on social media across different platforms
Figure 2 shows the rise in time spent on social media on smartphones against time spent on desktop.
Foursquare was founded in 2009. It is a app that uses location technology to help brands locate, message and measure their own consumers. More than 50 million people use Foursquare, over 105 million venues are mapped on the app worldwide. (33) 
Instagram was founded in 2010. Instagram is a photo and video sharing platform that can be used on a mobile device and a desktop computer. Users create a profile and can view other users uploads through a ‘Home’ feed, this would be other users you have ‘followed’. Instagram has over 800 million active users(34), making it the second most popular social network by active users. 
Pinterest was also founded in 2010, described as an online ‘pinboard’ (35) Pinterest allows users to ‘pin’ ideas to boards to help with creativity and inspiration to do things they love. Pins are ideas that users find around the web, that link back to the original website they came from. (36)
Along came Snapchat in 2011. Snapchat is only available as an app you download to a mobile device such as a smart phone or tablet. Users can create an account then add people they know, this enables the user to be able to instant message their friends, send pictures/video which disappears after it has been opened. (37) As of December 2017 Snapchat has 187 million active users. (38)
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[bookmark: _Toc512358246]Figure 3- detailed timeline of the history of social media up to 2010
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[bookmark: _Toc512358247]Figure 4- timeline of social media history 1978-2015


3.4. [bookmark: _Toc512505383]Why Organisations Use Social Media For Marketing? 
With over 2.33 billion social network users worldwide, there is no doubt that utilising social media is an essential part of any marketing plan. (41) From an organisational perspective, social media marketing offers both innovative and cost-effective ways of attracting an increased pool of potential customers. Compared to traditional marketing methods, such as TV, radio and newspapers, the interactive nature of social media marketing allows organisations to individualise their offerings to reach new customers. A consequence of this, is that social media now accounts for 30% of website referral traffic, which in turn leads to increased sales and the development of brand loyalty. (42)
But, perhaps even more beneficial from the perspective of organisations is that this reach is achieved without having to pay out substantial money. According to research conducted by Forbes, the single greatest benefit for organisations, specifically small to medium sized businesses, is the cost-effective nature of social media marketing. (42) This when combined with the increased number of potential customers available, suggests social media marketing should be the new focus for all organisations. Aside from its ability to reach and provide cost-effective alternatives, social media marketing can also develop increased brand awareness and cultivate brand trust. 
Social media allows organisations to communicate their message effectively and interact with their customers in real time, to build brand recognition. (43) For example, organisations such as Coca-Cola have begun to utilise the notion of value-cocreation, through social media to attract and retain their customers. The interactivity of this co-creation allows consumers to send Coca-Cola images or videos of themselves with the drink, which they then post on their websites or social media platforms. This allows Coca-Cola to build on their brand awareness and leverage themselves as an organisation who values their customers. This in turn creates brand loyalty and impacts customers intentions to purchase, both of which have been shown to impact value and brand equity. (44) Therefore, the increased brand awareness that can be generated from social media marketing can evidently affect the organisations bottom-line, because of the loyalty and repeat purchases it can generate. (42)
The above benefits of social media marketing all allude to one primary benefit, that being that this marketing tool can create, build, and improve customer relationships, which ultimately impacts an organisation bottom-line. According to research, social media marketing is the new tool that can help organisations sustain their customer relationships as it enhances loyalty and purchasing behaviour. (45) A study looking at Facebook’s ability to build customer relationships, found that this social media platform has the ability to create both community engagement and transactional engagement behaviours, both of which can lead to a range of benefits, including electronic word of mouth (eWOM), increased purchases and brand loyalty. (46)
Therefore, the primary reason organisations engage with social media marketing is to reach a range of consumers and build effective customer relationships. It is these relationships which ultimately impact the bottom-line of an organisation because of the increased brand-awareness and loyalty they generate, at a lower cost compared to traditional methods.


3.5. [bookmark: _Toc512505384]Limitations of Social Media Marketing
Despite the benefits of using social media for marketing campaigns, it is important to consider the limitations.
3.5.1. [bookmark: _Toc512505385]Negative Publicity 
Despite one of the primary benefits of social media marketing being its ability to reach a large audience compared to other traditional methods, this reach can also work against organisations, especially when the publicity is negative. (47)Pepsi represent an organisation who have had to deal with the backlash from one of their social media campaigns. The advertisement in which Kendall Jenner was seen handing a can of Pepsi to a police officer, during a protest, was accused of exploiting the black rights movement. Consequently, Pepsi had to apologise for any offence caused and quickly pulled the advertisement. (48)Therefore, organisations must invest a lot of their time monitoring their social media sights and building relationships with consumers, which can detract from their business operations. In line with this, organisations will have to hire employees or train current members of staff in monitoring their social media platforms, which adds another cost to the business, suggesting that this ‘cheaper’ alternative may not actually materialise. 
3.5.2. [bookmark: _Toc512505386]Ageing Population
Again, whilst social media can reach a large percentage of the population, it does not account for those individuals who do not use social media. For example, according to the Office for National Statistics the ageing population of the UK is set to grow dramatically, in fact it Is believed that the life expectancy set to reach 87 years by 2030.(49) However, according to research only 22% of the ageing population currently use social media platforms. Furthermore, there have been reports of the creation of a ‘digital divide’ because those older consumers who are using social media sites are not having their needs catered for.(50)Therefore, social media marketing appears to be neglecting an increasing pool of consumers, which will ultimately lead to negative consequences for organisations.
3.5.3. [bookmark: _Toc512505387]Difficulties in assessing returns 
A final issue regarding the use of social media marketing is the difficulty attached to assessing organisational returns. Whilst, companies can track how many likes, shares, or follows their pages and posts have, the challenge comes when attempting to assess how these elements transfer to sales. According to research, there are organisations who are set up to work this out for businesses, but they come at a cost and there is never a guarantee on set figures. (51)Therefore, without the ability to generate specific figures organisations are blind to the effectiveness of their campaigns, which makes social media marketing limited as a tool. 


3.6. [bookmark: _Toc512505388]Types of Social Media Available Today
The previous sections have demonstrated both the development and the importance of social media marketing for companies to remain relevant and effective in the current business environment. To develop this further this section aims at exploring the different types of social media available for organisations to utilise.
 Firstly, there is the concept of Social Content Sharing Services. These services focus on making it easier for individuals to comment and share pictures and videos and include sites such as Instagram and Youtube. According to research, in 2017 Instagram had 800 million users worldwide, as opposed to 600 million in 2016. This service is popular amongst millennials, with the 24 and below demographic representing 41% of the sites users. Consequently, Instagram has become a popular social media marketing platform, in fact as of 2016, 98% of fashion brands had an Instagram profile.  

[image: ](52)
[bookmark: _Toc512358248]Figure 5 - amount of Instagram users 
YouTube also represents another content sharing service, with an estimated 1.3 billion users worldwide. Unlike Instagram, YouTube does not have a popular age demographic, instead it is believed to reach more 18-34 and 35-49-year olds than any other social media platform.  Consequently, organisations are increasingly beginning to utilise this platform for their marketing campaigns including: Amazon, Microsoft, and Apple. (53)
Secondly, there are Social Networking Services, which offer a variety of different functions, including content sharing and interactivity. Sites such as Facebook and Twitter would be examples of social networking services. Facebook is the most popular social networking site, with over 2.06 billion users worldwide. The vast array of information the company can generate on its users has made it a popular site for organisation to target their social media marketing. 
[image: ]
[bookmark: _Toc512358249]Figure 6- number of active Facebook users by quarter
In comparison, Twitter has an estimated user based of 328 million people. Whilst, this is nowhere near the size of Facebook, it is a popular site for interactivity. For example, according to research, where Facebook is useful for enhancing a customer’s experience, the interactive nature of Twitter makes it a popular site for consumers to engage in electronic word of mouth (eWOM), by communicating their opinion on certain products and services. (54)

[image: ]
[bookmark: _Toc512358250]Figure 7- leading social networks worldwide
There are also social bookmarking services, which is a centralized online service which allows users to add, annotate, edit and share bookmarks of web documents. (55) As well as, social geolocation and meeting services, community building services and review sites. 

3.7. [bookmark: _Toc512505389]Social Media Marketing Plan
There are a range of benefits and social media platforms available to organisations, there is still little understanding on how to utilise this form of marketing and therefore companies are choosing to avoid it. But, when 93% of social media users believe organisations should have a social media presence, it is fair to suggest those who do not will be impacted. (56) Therefore, according to research the first step in any social media marketing campaign is to establish an effective plan. (57)
3.8. [bookmark: _Toc512505390]What Is A Social Media Marketing Plan?
A social media marketing plan sets out what it is an organisation hopes to achieve when utilising social networks. According to research the most effective plans will reflect the internal values and expectations of the organisation to ensure this new marketing tool does not lead to deviations. (58) To achieve this, it is argued that organisations should complete an assessment of the tools they have at their disposal, to set effective goals for their social media campaigns. Precisions and attainability are important here, creating plans that have no direction or are unachievable will soon become unusable. (59) Instead, the most effective plans will guide an organisations actions and measure its success.
3.9. [bookmark: _Toc512505391]What Elements Comprise An Effective Plan?
An overview of the academic and practitioner literature on the creation of an effective social media marketing plan, suggests there are five common elements that must be present. For example, it is suggested in both areas that a social media marketing plan should begin with an audit to determine an organisations current capability. Once this is achieved goals and objectives should be created that are concise and measurable to allow their effectiveness to be evaluated; then attention must be paid to an organisations social media accounts, to determine which networks are best placed for the marketing the company wants to deliver; next organisations must look for marketing inspiration, by reviewing what competitors are doing and listening to the needs of their consumers and finally the plan must be evaluated regularly and updated depending on any changes that happen in the industry or if any challenges arise. (60)


3.10. [bookmark: _Toc512505392]Social Media Management Tools
Evidently, the first step in any social media marketing campaign is to establish an effective plan. But, whilst this may allow organisations to start considering their marketing operations, the overwhelming nature of social media suggests without effective management tools organisations can quickly become overcome. (57)
3.10.1. [bookmark: _Toc512505393]What are social media management tools?
Social media management tools can vary from simply having a dedicated social media manager, creating concise content calendars or utilising organisations that can manage social media activities, by creating content, developing posting schedules and interacting with customers.(61)The extent to which organisations utilise these tools is largely dependent on the resources they have available to them. For example, in a recent study it was found that small to medium sized organisations are less likely to pay out large sums of money on these management tools, as opposed to organisations such as Red Bull or Walmart who rely heavily on having an effective social media presence. 
A recent study conducted by Forbes found that there are fifteen popular management tools often used by organisations. However, their relevance is dependent on the needs of the organisation. For example, Hootsuite is often quoted as being the most popular management tool, it is used by 15 million individuals and by a large proportion of the Fortune 1000 organisations. Primarily because, it allows companies to schedule their content, run their advertisements, search keywords, monitor their accounts and calculate their Return on Investment (ROI) all in one place. However, whilst it offers a free package for smaller organisations, to get the best out of this platform it does require a financial investment that some companies do not have. (61)
An alternative to Hootsuite, is Hubspot. This social media management tool focuses on the monitoring and reporting of an organisations social media marketing. These tools precise nature allows it to work out which networks are attracting the highest percentage of engagement, but also which specific posts are most effective at generating attention and driving sales. However, whilst this may offer several opportunities for an organisations social media development, its effectiveness is not without a cost, which is why smaller organisations tend to neglect this tool. (61)
Evidently, there are several social media management tools that can be adopted by organisations. However, as with the marketing plan, the management tools that are selected will be dependent on the resources available to an organisation. Without an effective management system in place organisations cannot expect to evaluate their strengths and weaknesses and make changes.  
3.10.2. [bookmark: _Toc512505394]Scheduling a post
Furthermore, social media management tools also allow organisations to schedule their posts, which allows optimal times to be targeted, ultimately reaching an increased audience organically.
For example, comScore state that the average person checks Facebook 8 times a day, therefore having the ability to post at these times automatically maximises the chances of engagement and reach. (62)
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[bookmark: _Toc512358251]Figure 8 - Scheduling a post on Hootsuite
As the above figure shows, it is easy to schedule a post with a social media management tool like Hootsuite and set it to the optimal time of day to post to maximise reach. 

3.11. [bookmark: _Toc512505395]Posting Strategies 
Once an organisation has generated an effective social media marketing plan, attention must be paid to their posting strategies. This being, what they post, when they post and how they post. According to research effective posting strategies allow organisations to receive increased traffic, more followers and optimal levels of consumer engagement, therefore this section will now consider this theme. (5)
3.11.1. [bookmark: _Toc512505396]When to post
Whilst this is a growing area of interest for academic researchers, little has been done to fully understand when organisations should be posting on their social media platforms. However, recent practitioner research suggests there are certain days of the week and times of the day, which can capture the attention of consumers, based on the social media platform being utilised. 
3.11.1.1. Facebook
As already demonstrated Facebook represents the largest social media platform in the world, therefore organisations should be looking to tailor their posts to the days of the week and times of the day where there are optimal levels of traffic. According to research, organisations should be posting on Facebook later in the week, (Thursday-Sunday) and between 1pm and 4pm in the afternoon.(63)This was supported in a study conducted by the Huffington Post, which found that Facebook engagement levels dip between Monday and Wednesday, and spike later on in the week, particularly on a Friday, where usage grows by 10%.(64) A study by Buffer also supported these statistics, as they found engagement rates increase by 18% later on in the week, and the best times for organisations to post are between 1pm and 3pm. Therefore, if organisations are looking to utilise Facebook effectively attention must be paid, to when it would be best to post. 
3.11.1.2. Twitter 
Twitter represents another important social media platform for generating consumer attention, however, unlike with Facebook, days of the week and times of the day are dependent on whether organisations are B2B or B2C. For example, according to research organisations that are B2B focused should concentrate their posts in the working week, between 12pm and 3pm. Whereas, B2C organisations should focus their posts on the weekends, between the similar times as B2B organisations, but also around 5pm.(64) This was supported in another study which found Twitter’s engagement increases to 17% on weekends, which is important for B2C organisations, whereas week days specifically Wednesdays have been shown to generate the highest level of clickthrough’s and retweets for B2B organisations. 
3.11.1.3. Instagram
Unlike the previous two platforms Instagram users tend to be active throughout the week, especially out of work hours. Some researchers suggest Monday would be the best day for organisations to post, whereas others suggest Wednesday is. Despite this, there is an agreement on timings that being any time of day apart from 3pm-4pm and posts should be concentrated around 5pm as this is a time of increased activity. 
The research presented has investigated three of the popular social media platforms organisations are using to market their products and services. Whilst this information is important for organisations to consider, it does neglect the geographic locations of consumers and the different organisational audiences. For example, whilst consumers in the USA may engage with Facebook between 1-3pm at the end of the week, this may not be the case for consumers in Europe or Asia. Furthermore, the product or service an organisation promotes will determine the audience an organisation is targeting and whilst a McDonalds consumer may engage with a tweet at 5pm on a Saturday, that’s not to say an Apple or Chanel consumer will do the same. In short, there is no ‘one size fits all’ approach and the best times to post need to be tailored to the needs of the consumer, therefore for an organisation’ posting strategy to be effective, they must consider when their posts will be received by their target audience.(5)
3.11.2. [bookmark: _Toc512505397]How often to post?
Having determined when organisations should post on social media, a posting strategy should also consider how often businesses should be posting. According to research, finding the balance between posting too often and not posting enough can be challenging for organisations, and this is made harder when the different social media platforms are considered, as each one requires a different strategy. (65)
3.11.2.1. Facebook
Research suggests that organisations should post to Facebook a maximum of twice a day. As the graph demonstrates, ‘when a brand posts twice a day, those posts only receive 57% of the likes and 78% of the comments per post. The drop-off continues as more posts are made in the day.’ (66)Studies therefore suggest, that organisations are better off posting 5-10 times a week or 1-2 times a day to avoid disengaging their audiences. (65)
[image: http://tracksocial.com/blog/wp-content/uploads/2012/06/ResponsePostFrequency_Per-Post1.jpg]
[bookmark: _Toc512358252]Figure 9 - Relative response rate per post by Facebook post frequency
3.11.2.2. Twitter
A study, which looked at 11,000 tweets from top brands found that organisations will witness their highest levels of engagement at three tweets per day. (67)That is not to say organisations shouldn’t tweet more as each individual brand and audience is different, but when looking for guidance the graph below highlights the reasons behind the three-tweet suggestion. 
[image: https://bufferblog-wpengine.netdna-ssl.com/wp-content/uploads/2014/04/twett-frequency.png]
[bookmark: _Toc512358253]Figure 10 - Engagement decrease after 3rd tweets
3.11.2.3. Instagram
Compared to the other two social media platforms, there isn’t a limit on the number of times companies can post to Instagram in a day. A study which looked at 55 of the top Instagram brands found on average businesses posted once or twice, but per-post engagement did not decrease if brands went over this amount.(68) 
As with the previous section, the amount an organisation posts to their social media platform is dependent on the needs of that business. The above research represents guidelines for posting strategies, and something organisations must consider to be effective across social media, but it will really depend on what is being posted and the purpose of the posts. 
3.11.3. [bookmark: _Toc512505398]What to post?
This section will convey what is best to post on both Facebook and Instagram.
3.11.3.1. Facebook
Once an organisation has determined their approach to the previous two sections, they will then need to determine what it is they want to post. This could include: a photo, a video, information, graphics, or a competition. Unsurprisingly, the primary purpose would be to generate consumer engagement, via likes, comments, or shares. What an organisation decides to post is central to their posting strategy and will be dependent on the reaction required.  
3.11.3.1.1. Text
A text post is simply just a post with writing.
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[bookmark: _Toc512358254]Figure 11 - A Facebook post just containing text
The above figure shows a Facebook post just containing text, it takes little effort and is a simple way of getting information to your audience. However, it is not very engaging or eye catching hence why posts with photos receive more engagement as stated below. Although, if you are posting just text-based posts it is best to keep them shorter. Buffer claim shorter posts of below 250 characters carry an increase in engagement by 60%. (69)
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[bookmark: _Toc512358255]Figure 12 - Response rate by Facebook post length
Another factor linked with text-based posts are the use of emoticons/emojis.
[image: ](70)
[bookmark: _Toc512358256]Figure 13 - Amount of online population using emoji/emoticons
As the infographic clearly shows, the majority of individuals are using emojis, therefore organisation would benefit from utilising these elements. A good example of an organisation adopting the use of emojis in their marketing is Dominos. Dominos have a platform called “AnyWare”(71) which allows users to text in a pizza emoji to order their usual order.
Buffer also claim posts that contain emojis have 33% more comments, 33% more shares and 57% more likes than posts without emojis.(69) Emojis add a more human factor to your posts and people claim they describe how they’re feeling better than words. (70)


3.11.3.1.2. Questions
According to Buffer, asking questions in social media post will increase comments by 100%. (69) They also state questions such as: ‘should’, ‘would’, ‘which’ and ‘who’ attract more attention, because the audience doesn’t have to think too much about it. (69)
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[bookmark: _Toc512358257]Figure 14 - Question posts get more comments, fewer likes & shares


3.11.3.1.3. Photos
Photos can be a powerful marketing tool for any size organisation. Whether it be the new vegetarian dish you have on the menu, a new product you have in your phone accessory shop or a photo informing people of a charity quiz down your local pub. 
Buffer state that photos not only get more engagement than videos, they also make up 93% of the most engaging posts on Facebook.(69)
[image: ](69)
[bookmark: _Toc512358258]Figure 15 - Facebook photos generate higher engagement than the average post
The above figure shows a 53% increase in likes on a post with a photo on Facebook and an increase of 104% of comments. 
3.11.3.1.4. Videos
Videos are another powerful method of marketing, they have become firmly established in organisational marketing efforts and provide a rich, appealing form of media. According to wyzowl 63% of businesses are using videos as a marketing tool and more importantly more than that 74% of respondents said that a brand’s video convinced them to buy a product or service. (72) 
3.11.3.1.5. Competitions
Competitions are a popular strategy for many organisations using social media. They provide a quick way to capture the attention of your audience, because it gives them the opportunity to get something for nothing. (73) 
There are many benefits to running a competition these include:
· Increasing brand awareness because most competitions involve you sharing a post or retweeting information, which increases the audiences available. 
· Boost online engagement because competitions can inspire an audience to engage with posts by liking, commenting, or sharing. 
[image: ](74)
[bookmark: _Toc512358259]Figure 16 -Example Facebook competition
· Build Email lists because they allow organisations to offer a reward in exchange for email addresses. (75)(76)
3.11.3.2. [bookmark: _Hlk512345714]Instagram
Instagram is a social media platform which relies focuses on pictures, videos and GIFs. (77)
5.11.3.2.1. User Generated Content
Hubspot suggest posting reposts from fans and followers which is also known as user generated content. (77) An infographic from OfferPop shows 85% of people surveyed find visual user generated content more influential than brand photos or videos. (78) Furthermore, 48% of customers say that user generated content is a great way to discover new products. (79)
5.11.3.2.2. Behind the scenes photos
Instagram is a platform which can humanise a brand, and a good way to do this is behind the scenes photos/videos. (77)
5.11.3.2.3. Timely posts
Timely posts refer to something happening in the world when a post is posted such as a nation day, like St Patricks day. 
5.11.3.2.4. Asks to “tag a friend”
Hub spot say there is a culture around tagging your friends in posts you see that resonates with your audience. (77) Sometimes asking your audience to tag their friends and share it with others increases engagement and broadens reach. (77)
5.11.3.2.5. Adding Location
Tagging a location in an Instagram post allows users to know where the product or service you offer is located. Sprout social claim posts with a location tagged get 79% more engagement. (80)
5.11.3.2.6. Photos/Videos
Although video viewing time is up 40%, (81) photos still command 36% more likes. (82)


3.11.4. [bookmark: _Toc512505399]How to post?
A final element organisation must consider is how they want to post their content. There are two types of branded social communications which can be used. The first is ‘organic social media’, this is where ‘brand communications are created by the advertiser on a social media platform. The advertiser doesn’t pay for it, and is can lead to ‘earned’ media where the consumer shares with communication with others either online or via word of mouth.’ The second is ‘paid social media’, which is where the ‘advertiser pays for the content’. (83)
3.11.4.1. Paid
As the use of social media grows and businesses attempt to expand their organisational reach, paid social media appears to have become the primary focus for most companies. An analysis of the statistics appears to support this move. According to research there has been a decline in organic impressions on Facebook, whilst at the same time paid impressions has increased by 5%. (84)
[image: http://cmo.com/content/dam/CMO_Other/ADI/Q3_2014_Digital_Advertising_Report/ADI_DA_Q3_6.jpg]
[bookmark: _Toc512358260]Figure 17 - Facebook average post impression growth by type

The explanations for this centre on the ability for paid social media to reach an increased number of consumers compared to organic social media. For example, it has been demonstrated that where organic social media can reach 2.7 million individuals and create an estimated 5,000 new fans weekly, paid social media can reach 14 million consumers and develop an estimated 36,000 new fans a week. Unsurprisingly, a consequence of this is paid social media has demonstrated better conversion rates compared to organic, in-fact researches have argued organisations who include paid social media in their marketing campaigns can expect a 25% increase in their conversion rates. (84)
3.11.4.1.1. Brand Advocates
An example of paid social media is the use of paid endorsements or brand advocates. Brand advocacy or the utilisation of a brand advocate has been recognised as being influential in the development of a positive brand image and increasing organisational sales.(85)A brand advocate is an individual or a group of individuals who promote a brand to others via the use of word of mouth advertising.(86)As paid social media develops this form of marketing has become central to a number of organisations marketing strategies, this is because companies recognise that customers often perceive those without connections to the brand as being more reliable and less biased in their suggestions. (87)
For example, Coca-Cola have used Will-I-Am, McDonalds have used Brittany Spears and Apple have used Samuel L Jackson across their social media sights to generate increased brand awareness. According to research using celebrities as brand advocates has two primary benefits. Firstly, it attracts attention to a product or service, and secondly, it allows potential customers to engage with a brand, creating discussions and leading to consumers becoming the brand advocates themselves. Unsurprisingly, this not only aids an organisations brand awareness, but it also impacts both their sales and revenue figures.(85) 
3.11.4.1.2.  Facebook Ads
According to Facebook, Facebook Ads are “paid messages from businesses that are written in their voice and help reach the people who matter most to them”.(88) They allow you to create advertising campaigns with certain objectives, for example to more click throughs for visitors to your website – Facebook ads enable organisations to use photos, text and videos to help with this objective and add a call to action button to the advert as well. 
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[bookmark: _Toc512358261]Figure 18 - starting a Facebook Ad
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[bookmark: _Toc512358262]Figure 19 - Facebook Ad, choose a goal[image: ]
[bookmark: _Toc512358263]Figure 20 - Facebook Ad, choosing the pictures
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[bookmark: _Toc512358264]Figure 21 - Facebook Ad, choosing headline, text, website link and a call to action
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[bookmark: _Toc512358265]Figure 22 - Facebook Ad, adding geographic location target
The above figure shows that like boosting a post, Facebook allows you to pick the geographical location of your target audience that you want the ad to reach.
3.11.4.1.3. Boost a post 
As well promoting your brand through Facebook Ads you can also boost posts which will show up on your target audiences news feed.
The beauty of paying to boost a post with Facebook is that you can choose exactly who it targets. It also gives the organisation an estimate of how many people the boosted post will reach with the parameters set (budget, geographical location, interests, length of boost etc.) 
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[bookmark: _Toc512358266]Figure 23 - Boosting a post on Facebook
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[bookmark: _Toc512358267]Figure 24 - Boosting a post on Facebook
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[bookmark: _Toc512358268]Figure 25 - Boosting a post on Facebook
This figure shows that boosting a post on Facebook allows you to set your total budget, Facebook will not go over this. Once the budget is reached that is it, so no worries about over spending. 


3.11.4.1.4. Targeting your boost
As stated previously, the beauty of boosting a post on Facebook is that you can choose exactly your target audience making it less wasteful than spending money on more traditional methods of advertising on mass media channels like television, radio, magazines, and newspapers.
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[bookmark: _Toc512358269]Figure 26 - Facebook boost, target audience
The above screenshot is choosing the exact target audience wanted for the boosted post. It is easy to see the capabilities with Facebook boost. An organisation can choose exactly who to target, what area and as shown below what they’re interested in.
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[bookmark: _Toc512358270]Figure 27 - Facebook boost, target audience by interests
The above figure shows this boosted post for Burger Co will target Facebook users who have stated they like fast food and five guys (similar to Burger Co).

3.11.4.1.5. Twitter Ads
Twitter also offer two ways of promoting on their platform, Ads and a similar boosting campaign. Running Twitter ads work similarly to Facebook ads. You pick an objective, choose your target audience and again like Facebook you choose your budget, so you can’t overspend. However, Twitter differs because it offers an auction style where the organisation decides how much you pay for each interaction from a new follower to click through to the website. Again, like Facebook you can promote tweets individually (boosting posts on Facebook) or run an advertising campaign.
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[bookmark: _Toc512358271]Figure 28 - Twitter Ad, choosing country/time zone
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[bookmark: _Toc512358272]Figure 29 - Twitter Ad, choosing target audience
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[bookmark: _Toc512358273]Figure 30 - Twitter Ad, choosing demographic by interests
As the above screenshots show Twitter Ads are like Facebook Ads however, Facebook Ads have more depth. Twitter for example only gives the users the option to target the United Kingdom not specific areas as well as only allowing to target a certain interest group. A broader selection process than Facebooks.
3.11.4.1.5.1. Twitter Campaign
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[bookmark: _Toc512358274]Figure 31 - Twitter campaign, choose objective
The above screenshot shows what objectives Twitter offer the user for their Twitter campaign.
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[bookmark: _Toc512358275]Figure 32 - Twitter campaign, budget
Like Facebook, Twitter allows the marketer to set a budget.
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[bookmark: _Toc512358276]Figure 33 - Twitter Campaign, choosing the tweet to 'boost'
The above screenshot is selecting what tweet to boost on your target audience’s timeline.
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[bookmark: _Toc512358277]Figure 34 - Twitter Campaign, choosing the target audience by interests
The above screenshot shows Twitter also allows the marketer to define the target audience of the campaign down to certain interests.
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[bookmark: _Toc512358278]Figure 35 - Twitter campaign, ready to launch


3.11.4.1.6. Instagram Ads
Instagram ads are posts paid for by the account owner of a business and are used to appear in the feeds or stories of their chosen target audience. Instagram have four types of paid advertisements these are: photo ads, video ads, carousel ads (more than one picture included) and story ads. When creating an ad on Instagram the ‘Create Ad’ button will direct you to the Facebook Ad Manager as Facebook owns Instagram – so setting up an Ad is the same, in fact you can tick a box which automatically sets the ad to run simultaneously alongside the Facebook ad on Instagram.
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[bookmark: _Toc512358279]Figure 36 - Instagram, creating an ad
Again, like Facebook and Twitter the first thing Instagram get the user to do is choose a marketing objective.
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[bookmark: _Toc512358280]Figure 37 - Instagram ad, choosing audience by geographical location
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[bookmark: _Toc512358281]Figure 38 - Instagram Ad, choosing target audience by interests
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[bookmark: _Toc512358282]Figure 39 - Instagram Ad, budget
Like the other two, Instagram allows the user to set a maximum budget, to allow an organisation to monitor what is being spent. 


3.11.4.2. Organic
Despite the positives of paid social media, it does come at a price and as organisations attempt to reach a larger audience, it has been argued this approach reduces the relationships and engagement that can be generated from an organic focus. This is the primary benefit of organic social media, it can create genuine engagement between organisations and consumers, whilst giving individuals a social voice to discuss products or services. (83)
An example of organic social media is Electronic Word of Mouth (eWOM), this is where existing customers use social media platforms to discuss their brand experiences, influencing other potential customers buying habits. Meanwhile, companies can listen in on these public comments and recalibrate their social media marketing strategies accordingly”. (89) 
The importance of eWOM has been identified across the literature. For example, according to research eWOM has more reach and influence compared to traditional techniques. This case study analysis found that the interactive nature of this social media platform empowers individuals to share both positive and negative experiences. This is shown in the literature review conducted by a range of researchers , which found that 92% of the studies conducted reported that having a social media platform increases the impact of word of mouth relative to traditional tools. (4) Therefore, the paper concluded that eWOM is important for the development of organisations social media platforms and brand awareness. 
To take this further an experiment studying advertising effectiveness found that Facebook often registers lower consideration for buying compared to eWOM. Therefore, based on this it has been recommended that marketers should invest in developing this marketing technique. (90) This is supported further in another case study project, which found that eWOM can generate increased levels of engagement relative to other social media strategies and consequently this strategy is often utilised by a number of different organisations. 
There are a range of organisations that utilise eWOM these include, Coca Cola, Apple, Starbucks. However, one organisation who focuses on this strategy is Proctor and Gamble (P&G). They utilise eWOM by regularly asking customers to share pictures of products, encouraging discussions on their forums and sharing user generated content. P&G’s primary motive for using this marketing strategy is based on the belief that consumers trust other consumers opinions over large corporations and therefore, for organisations to be successful they must ‘let go’ of their brands and bow to consumer’s needs and wants. (91)
To summarise, the strategy an organisation follows is dependent on the resources they have available, the audience they want to attract and the relationships they want to build. Whilst it may appear that paid advertising has the reach, that organic does not, there is a cost involved with the paid approach and it has been suggested it cannot create the relationships needed to drive engagement and subsequent sales. Consequently, it has been argued a combination of the two is best placed for improving consumer engagement and increasing organisational sales. 
Evidently, an organisation must consider a range of elements when considering their posting strategies. To be effective, a consideration of when to post, how much to post, what to post and how to post is paramount to a social media marketing campaign


3.12. [bookmark: _Toc512505400]Electronic Word Of Mouth
Following the above it is clear that organisations are targeting a range of social media platforms for their social media marketing campaigns. There are a range of techniques they use to advertise their products and services, this includes electronic word of mouth (eWOM).
3.12.1. What Is eWOM?
“On social media platforms, existing customers can talk about their brand experience, influencing other potential customers. Meanwhile, companies can listen in on these public comments and recalibrate their social media marketing strategies accordingly”. (89) 
The importance of eWOM has been identified across the literature. For example, according to research eWOM has more reach and influence compared to traditional techniques. This case study analysis found that the interactive nature of social media platform empowers individuals to share both positive and negative experiences. This is shown in the literature review conducted by a range of researchers in the paper Social Media in marketing…A Review and Analysis of the existing literature. This research found that 92% of the studies conducted reported that having a social media platform increases the impact of word of mouth relative to traditional tools. (4) Therefore, the paper concluded that eWOM is important for the development of organisations social media platforms and brand awareness. 
To take this further an experiment conducted to study advertising effectiveness found that Facebook often registers lower consideration for buying compared to eWOM. Therefore, based on this it has been recommended that marketers should invest in developing this marketing technique. (90) This is supported further in another case study project, which found that eWOM can generate increased levels of engagement relative to other social media strategies and therefore this strategy is often utilised by many different organisations. 
There are a range of organisations that utilise eWOM these include, Coca Cola, Apple, and Starbucks. However, one organisation who focuses on this strategy is Proctor and Gamble (P&G). They utilise eWOM by regularly asking customers to share pictures of products, encouraging discussions on their forums and sharing user generated content. P&G’s primary motive for using this marketing strategy is based on the belief that consumers trust other consumers opinions over large corporations and therefore, for organisations to be successful they must ‘let go’ of their brands and bow to consumer’s needs and wants. (91)


3.13. [bookmark: _Toc512505401]Measuring Success/Analytics

“If you can’t measure it, you can’t improve it” Peter Drucker
It is difficult to know whether or not a business’s activity on social media is successful unless the success is measured.(92) There are a number of ways to measure success on social media, many of them have their own built in analytics these include Facebook, Instagram and Twitter. Google also offer their own analytics which can be linked to individual social media accounts. 

3.13.1. Facebook Analytics
Facebook analytics allows the end user to track user interaction. It allows admins on the Facebook page to better understand page performance. (93)Information provided through using Facebook insights enables the user to determine the best time of day to post, best days of the week to post and what types of content are popular with the audience. (94)
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[bookmark: _Toc512358283]Figure 40 - Facebook Insights
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[bookmark: _Toc512358284]Figure 41 - Facebook Insights
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[bookmark: _Toc512358285]Figure 42 - Facebook Insights
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[bookmark: _Toc512358286]Figure 43 - Facebook Insights
The above figures show a snippet of the capabilities of Facebook insights. Facebook insights is a useful tool to measure social media marketing efforts, it allows the user to see the total number of likes and whether that number is rising or falling, as well as the weekly reach of a page and posts and the user demographics. 


3.13.2. Instagram Analytics 
Instagram analytics allows the user to see how their Instagram marketing is performing as a whole and for individual posts. It gives the user insights into how many profile visits and website clicks a profile has, as well as likes, impressions, comments and views on individual posts. It also gives demographics on the audience of your organisation.
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[bookmark: _Toc512358287]Figure 44 - Instagram Insights
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[bookmark: _Toc512358288]Figure 45 - Instagram Insights
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[bookmark: _Toc512358289]Figure 46 - Instagram Insights

















4. [bookmark: _Toc512505402]RESEARCH AND DEVELOPMENT METHODOLOGY 
The previous chapter has identified a range of factors organisations must consider when using social media marketing and whilst, the literature is vast in this area, little has been done to explore its effects in the Swansea area.  Consequently, the purpose of this project was to review the use of social media marketing in the Swansea area in order to generate a Best Practice Guide for local restaurant- Burger Co.  
This chapter will discuss the research methods that were employed to answer the research objectives: 
1. Do organisations operating in the Swansea area utilise social media marketing tools?
2. Do certain posting strategies influence consumer engagement?
3. How effective is paid social media marketing in comparison to organic posting strategies?

4.1. [bookmark: _Toc512505403]Research Design
“Research is a systematic inquiry that investigates hypothesis, suggest new interpretations of data or texts and poses new questions for future research to explore.” (95)
Before any research can take place the, a research methodology will need to be identified. When deciding on a methodology the project will need to select a philosophy, an approach and the strategies. Data from a phenomenology approach is usually qualitative. This is best for this project because the data collected will be on how local business owners use social media.
4.1.1. [bookmark: _Toc512505404]Philosophy
For this project a phenomenology philosophy would be best suited. Phenomenology research is research that defines a “lived experience”. (97)Data from a phenomenology approach is usually qualitative. This is best for this project because the project is collecting data on business owners/social media managers real life experiences of social media marketing. 
Another methodology is the positivism method, if this project was a development software-based project and based upon objective experiments and observing then it would take a positivism approach. 

4.1.2. [bookmark: _Toc512505405]Research Approach
The research design for this project followed an inductive research approach. This is in line with the phenomenology philosophy identified and has the primary aim of collecting data, analysing it and then developing theory from the findings.(96) Inductive approaches also look to generate qualitative data, which was essential for this project, as the descriptive nature of individuals responses were necessary for analysing the survey responses. If this was a software development project and used a positivism methodology, then a deductive approach would have been necessary to generate theory and confirm its findings. (98)
4.1.3. [bookmark: _Toc512505406]Research Design
The research design for this project followed a case-study approach. This design was selected because of the case-studies ability to provide holistic explanations, necessary for individual contexts.(99) Aside from this, the literature review also identified a range of research already conducted, which utilises the case study design. For example, Alalwan et al’s, research review on social media marketing identified a range of studies which utilised the case-study design,(4) including Hudson et al’s research on the effectiveness of the eWOM. Therefore, based on the research that has already been conducted and the case-studies ability to generate in-depth, holistic information, this research approach is best placed for exploring the effectiveness of social media marketing.  
Stake identified two different case study methods which are often utilised throughout research. The first one is the intrinsic case-study, which is selected because of its uniqueness. The other is the instrumental case-study. This approach is used when a researcher wants to investigate certain concepts or phenomena, where the case itself is of less importance compared to the intrinsic approach.(100) This project utilised the instrumental case-study design, because the case chosen cannot be said to be unique and it has investigated the social media marketing concept; its effectiveness and the techniques that Burger Co employ. 
Therefore, the case study itself is what Yin defines as a ‘representative or typical case’, (101), instrumental in its approach and effective in providing a rich amount of, context specific date surrounding the organisations social media marketing. (102)
4.1.4. [bookmark: _Toc512505407]Limitations of the Case Study Approach
Whilst the case-study approach allowed for rich, context specific information to be generated. There were limitations to this approach, which Yin highlights throughout his research. (101)
4.1.4.1. Reliability and Researcher Bias
One of the primary limitations to the case-study approach, is the notion of researcher bias which often develops. Throughout this research design, researchers often develop preconceived ideas about the expected results, which often leads them to look for verification in the information provided. This then limits the reliability of the findings and impacts the credibility of the approach. (103)But, it is important to note, that most research designs are subject to researcher bias and therefore this limitation would appear in a range of alternative design.(101)
4.1.4.2. Generalisability
Case-studies have also been accused of having little basis for scientific generalisations.(102) Primarily because, there is often a limited number of subjects used, which consequently cannot be said to be representative of the population.(104) However, despite the lack of scientific generalisability, the case-study approach is effective in terms of analytical generalisability to the broader literature (102) and as this project aimed at creating a Best Practice Guide for a single organisation, the inability to generalise broadly is not a detrimental limitation. 
4.1.4.3. Replicability and Time
 The case-study approach also has issues surrounding replicability, due to their contextualised focus and issues with regards to the length of time they take to be conducted. (102) However, replicability and time are issues that affect a range of different research designs, and therefore the benefits of this approach over alternative quantitative methods made the case study best placed for this project. 


4.2. [bookmark: _Toc512505408]Research Site
The project itself utilised both a single case study design, utilised for generating research and creating a best practice guide, but, it also used multiple business sites in Swansea to fully understand different organisations social media marketing activities. Consequently, it followed a multiple case-study approach to generate recommendations for Burger Co. The businesses themselves could be categorised as small to medium sized and were focused mainly in the hospitality industry. The organisations were approached to assess their willingness to partake in the research and based on this accessibility were pursued for this research project. 

4.2.1. [bookmark: _Toc512505409]Convenience Sampling
Convenience sampling was utilised throughout this project. This non-probability-based sampling method uses researcher judgement and the convenience of those individuals available to conduct the research. The time constraints attached to this project meant it was unachievable to survey the entire population and it was not necessary to do so. Instead, the sample just needed to be of local businesses, to assess the effectiveness of the organisations social media marketing. Indeed, this method achieved this aim, and consequently answered the research questions that have been identified previously. The next section, will detail how this was achieved. 
However, despite the effectiveness of this approach, there were limitations that should be addressed. As with all non-probability-based sampling methods there is a degree of sampling error, which means the results are not representative of the entire population.(102) But, as identified previously in this chapter generalisability to the population is not imperative to this project.  
4.3. [bookmark: _Toc512505410]Research Methods

4.3.1. [bookmark: _Toc512505411]What is a Survey?
Surveys are one of the most widely used means of collecting data, they comprise a series of questions designed to elicit quantitative information, without any direct interaction with the researcher.   According to research, questionnaires can comprise a series of open and closed questions and can be based on facts, attitudes, beliefs, or behaviours. There are several ways which questionnaires can be distributed these include by post, e-mail, online, or face-to-face by hand. Since one of the main advantages of questionnaires is the ability to contact and gather responses from a relatively large number of people questionnaires are typically used in surveys, where the objective is to profile a ‘population’. (105)
4.3.2. [bookmark: _Toc512505412]Why was the survey research design selected?
According to research, questionnaires are mostly used when conducting quantitative research, where the researcher wants to ‘profile the sample in terms of numbers or to be able to count the frequency of occurrence of opinions, attitudes, experiences, processes, behaviours, or predictions.’ They have the primary benefit of being able to gather an array of information, in a short period of time, whilst providing a cost-effective means of collecting data. Therefore, the questionnaire is often quoted as being high in terms of generalisability and thus is effective in delivering reliability as a research method. Furthermore, it allows comparisons to be made with other research, thus generating testable hypothesis, an element that is crucial for effective research designs. 
Consequently, the structured approach of the questionnaire design was essential for answering the research objectives and generating the rich data needed to create an effective best practice guide. The questionnaire was able to delve into the effectiveness of social media marketing, the different elements that engage individuals, as well as the most effective times for posting, all of which are importance for generating recommendations later in this project. Perhaps, even more important was that the questionnaire was able to do this in a short-period of time, with little expense, both of which were essential for this research project. (106)
4.3.3. [bookmark: _Toc512505413]How was the questionnaire utilised?
The questionnaire itself comprised eleven both open and closed questions, which explored a range of different areas (see appendix one for further details). It was designed in a way that would be easy to understand, whilst still being able to generate the information needed for the best practice guide. The questionnaires were distributed across thirsty organisations in Swansea and the table below demonstrates which questions addressed the research objectives.  
	1. Do organisations operating in the Swansea area utilise social media marketing tools?

	1- Do you use social media marketing?

2- What platforms do you use?


3- Do you have a social media marketing plan?

4- Do you use social media management tools?

	2. Do certain posting strategies influence consumer engagement?

	5- Do you rely on social media marketing to attract customers?

6- To what extent does your organisation rely on pictures, videos and competitions to attract customers? 


7- Are there certain days of the week, in which your organisations posts on their social media platforms?

8- Are there certain times of the day that your organization posts to your social media platforms?


	3. How effective is paid social media marketing in comparison to organic posting strategies?

	9- To what extent do you rely on paid social media advertising? 

10- To what extent do you rely on organic social media advertising?


[bookmark: _Toc512505462]Table 1 - How was the questionnaire utilised?
4.4. [bookmark: _Toc512505414]Limitations
Despite the strengths of the questionnaire as a research method, it also has several limitations, which were highlighted throughout this research. 
4.4.1. [bookmark: _Toc512505415]Reliability and the limited data provided
Whilst the research design followed a case study approach, the questionnaire used alongside it is often criticised for not providing a rich degree of insightful information. In other words, compared to qualitative methods such as an interview approach, the questionnaire is often limited in the information that can be generated. This is because it difficult to determine the emotions and beliefs of the person answering the question and thus the reliability of the information provided is questionable.  
4.4.2. [bookmark: _Toc512505416]Internal validity and social desirability bias
Another limitation of this approach is linked to the above weakness and centres on the validity of a questionnaire as a research approach. Researchers suggest that questionnaires are often worded in a way that could elicit a certain answer, and therefore the people answering the questions will answer in a certain way because they believe it to be what the researchers wants to hear. This is known as social desirability bias, and whilst all research methods can be affected by it, the design of the questionnaire can often lead to this limitation materialising. Consequently, it can be difficult to determine if the questionnaire answers what it was set out to do, or whether the answers are just a reflection on what individuals think the researchers wants to hear. 
4.4.3. [bookmark: _Toc512505417]Superficial Answers
In line with the previous two limitations, the questionnaire has also been accused of providing superficial information, because where there are a large number of questions individuals are focused on completing it quickly, rather than taking the time to answer the questions honestly.
4.5. [bookmark: _Toc512505418]Semi-structured Interview

4.5.1. [bookmark: _Toc512505419]Why was it selected?
Alongside the quantitative survey approach, semi-structured interviews were also utilised to generate rich, in-depth information about businesses social media marketing tools. The semi-structured approach was selected because whilst a structured approach can provide definitive information, it’s design is limited where detailed information is needed. Instead the semi-structured approach offers the flexibility needed to approach businesses differently depending on the information they were willing to divulge. 
Furthermore, the semi-structured interview also allowed a conversational tone to be developed, where instead of just asking questions and receiving answers, the respondents were able to discuss their social media marketing campaigns openly allowing a more detailed, contextualised account to be generated. This was important when assessing the findings later in this project and developing suggestions for Burger Co to utilise to become more effective on their social media platforms. 
4.5.2. [bookmark: _Toc512505420]How was it utilised?
In total twelve interviews were conducted on local businesses operating within the Swansea area. These businesses centred on the hospitality industry, but where this was not possible other sectoral organisations were used. The questions were devised via an interview schedule in which relevant themes taken from the literature review were discussed. These themes included: social media marketing plans, management tools and posting strategies. From these, sub-questions were developed (see appendix two), which meant the interviews lasted roughly thirty minutes and an organisations social media marketing technique could be fully understood.  
4.5.3. [bookmark: _Toc512505421]Limitations
Despite the benefits of the semi-structured approach there are limitations which must be considered. 
4.5.3.1. Reliability
The primary limitation of a semi-structured interview surrounds the notion of replicability and the subsequent reliability of the approach. As the semi-structured approach does not follow a set structure, it lacks the reliability needed to determine its effectiveness. Without this reliability there is both inconsistency and instability in the results, which limits this approach for this project. 

4.5.3.2. Internal Validity
Like the issues surrounding the internal validity of a survey approach, the semi-structured interview also has problems around the notion of social desirability bias. Unfortunately, if organisations give the responses they believe the interviewer wanted to hear then the validity of the results is questionable as this approach fails to answer what it is supposed to do. 
4.5.3.3. Confidentiality and anonymity 
Confidentiality and anonymity refers to the ability to conceal the identity of those being interviewed. Unfortunately, as the interviews were recorded, and the information provided could identify the various organisations, this was an issue for this project. However, to limit this pseudo names were used in the findings sections and ethics forms were distributed to the businesses to ensure they were aware of how their responses were to be used. 
Whilst there were limitations to consider when using this research method, compared to a structured interview approach, a semi-structured interview offers the flexibility needed to understand organisations social media marketing techniques.(107)(108) 
4.6. [bookmark: _Toc512505422]Summary
To summarise, for this project to explore the notion of social media marketing, both a survey and a semi-structured interview were utilised. Whilst, there are limits to these approaches, the quantitative and qualitative focus provides both vast and rich information which is needed to truly understand how different organisations deploy their social media marketing tools in the Swansea. Alongside these approaches, the research design utilised a single case study. This case study is central to the best practice guide that will be evident later and allows the findings from the primary research to be explored. The second chapter of the research findings will demonstrate this point further. But, combined these three methods will structure the research findings and allow the research objectives to be explored.


5. [bookmark: _Toc512505423]ANALYSIS
5.1. [bookmark: _Toc512505424]Introduction
The purpose of this chapter is to assess the extent to which social media marketing practices are used within organisations in the Swansea area and to determine the techniques organisations have adopted to attract customers and build effective relationships. 
The chapter is split into two sections, the first part analyses the quantitative survey-based element of the study and explores the three objectives identified in the methodology section. Then the second part will explore the qualitative interviews used, delving into the explanations behind the results found in the questionnaire analysis. This chapter will guide the next chapter which explores the implementation of a social media marketing strategy in Burger Co.
5.2. [bookmark: _Toc512505425]Survey Findings
5.2.1. [bookmark: _Toc512505426]Research objective one – Are organisations in the Swansea area investing in social media marketing and why?
The first objective aimed at exploring the extent to which social media marketing is utilised in the Swansea area. This was explored in the first four questions of the questionnaire. For example, of the thirty responses that were returned 80% of the organisations stated that they use social media, 13% suggested that they may use it and only 7% suggested that they did not utilise social media platforms (see the graph below). These statistics support the research highlighted in the literature review and arise because of the growth and reliance individuals now have on social media. The benefits surrounding social media marketing in terms of building relationships, increasing brand loyalty and sales, whilst keeping costs to a minimum is clearly encouraging businesses in the Swansea area to invest in these platforms. (42)
However, the fact that 20% of the organisations studied said they may utilise social media or they do not at all suggests despite the benefits surrounding these platforms, there is still development opportunities. This is explored further in the interviews that were conducted, which will be discussed in the second part of this chapter.  

Figure 47 - Survey findings, does your organisation utilise social media?



5.2.1.1. Which social media platforms does your organisation utilise? 
Having determined the extent to which social media is used by organisations, the next question focused on which social media platforms organisations invest in. As the largest social media platform in the world it is unsurprising that 86% of the organisations studied utilise Facebook to connect with their consumers. This is in line with the research identified previously, which found organisations use Facebook to enhance customer’s experiences. 
However, whilst Twitter has been recognised as the second largest social media platform, organisations in the Swansea area invest more of their time on their Instagram profiles as opposed to their Twitter feeds. For example, 64% or the organisations studied stated they used Twitter, but 79% stated they utilise Instagram. An explanation for this may stem from Instagram’s ability to target millennials; an important demographic for the development of social media. (52)

Figure 48 - Survey findings, which social media platforms does your organisation utilise?
5.2.1.2. Does your organisation have a social media marketing plan?
Having determined the extent to which social media platforms are utilised within the organisations studied, the next section of the questionnaire looked to explore the extent to which these platforms are managed. It was found that of the thirty organisations studied eleven stated they have a plan, seventeen suggested they do not and two were unsure. These figures disprove the importance of organisations creating a social media marketing plan, which the literature suggests is the first stage any business should undertake when developing an online presence. (57)
However, whilst most organisations studied do not invest in a plan that does not mean that they are right to do so. The benefits that arise from understanding the purpose of any social media campaign and the outcomes organisations would like to generate from them will guide businesses to achieve their desired results. Therefore, it may be that organisations are not educated on the importance of generating a plan, rather than not wanting to develop one.  


5.2.1.3. Do you use social media management tools to manage your social media presence?
Evidently, organisations operating within Swansea utilise social media platforms when marketing their products. However, whilst the literature suggested social media management tools are important for an organisations online presence it is surprising to learn that 83% of the organisations studied suggested they do not have management tools in place. In fact, only four organisations suggested they utilised management tools, and these organisations were the larger of the ones studied. The interviews explored the reasoning behind this further, but as the literature demonstrated the cost attached to these management tools can often deter organisations from investing.(61)
5.2.1.4. Summarising objective one
The purpose of the first objective was to understand the extent to which social media marketing is used within the Swansea area. The research highlighted in the literature review would suggest organisations are investing in developing a social media presence because of the reach these platforms have, as well as the ability to develop increased levels of engagement, brand loyalty and ultimately sales. (42) Indeed, the research conducted here would support these claims. However, as 20% of organisations have not yet fully embraced social media marketing it may be that the negativities attached to this tool in terms of negative publicity, (47) the neglecting of certain demographics (50) and the difficulties assessing returns may outweigh the benefits at the time. (51)
Despite this the majority of organisations are using social media, with an increased focus on the top three platforms: Facebook, Twitter and Instagram. An explanation for this stems from the reach each platform has, but also the ability for each platform to capture a separate audience and be utilised for different purposes. As the literature suggests Facebook is used to build relationships, whereas Twitter is used for interactivity and building engagement,(54) then Instagram is used to target the younger demographic. (52)
However, whilst organisations appear to be investing in their social media marketing platforms, the extent to which they are engaging with management tools is questionable. With the majority of organisations opting not to develop a social media marketing plan, or utilise management tools it would suggest that there is still work to be done to educate organisations on the importance of these tools in the Swansea area. Therefore, in answer to objective one, organisations are using social media marketing platforms, but they are not investing in the tools needed to measure their success. 


5.2.2. [bookmark: _Toc512505427]Objective two – Do certain posting strategies influence consumer engagement?
It is evident from the findings that organisations rely heavily on social media to attract customers. For example, 63% of the organisations studied suggested they rely on social media to a ‘large extent’ to attract customers, as opposed to 7% who said they do not at all. Whilst this research supports the increased focus on social media marketing, it does not explain the posting strategies that are utilised to develop this attraction. However, questions six to eight in the questionnaire explored these strategies, focusing on what and when organisations focused their social media marketing campaigns. 
5.2.2.1. What to post?
In line with the literature surrounding this topic, the questionnaire found that organisations rely on three primary ways to attract customer’s attentions: photos, videos and competitions. See the graph below, which highlights which factor organisations rely on the most.

Figure 49 -Survey findings, to what extent does your organisation rely on pictures, videos and competitions to attract customers?
Looking at the graph it is clear that organisations rely more on the use of competitions and pictures than they do videos to attract their customers. The interview analysis will explore the reasons for this, but it appears that competitions and pictures have the ability to attract and engage users because of their interactive nature. 


5.2.2.2. When to post?
Indeed, organisations rely heavily on the content in which they post to attract their consumers. But, it is also useful to determine if the days and times an organisation concentrates its social media campaigns have an impact on the levels of customer engagement. The literature suggests that there are certain days of the week and times of the day, which the three popular social media sites should focus on for generating increased reach and engagement. This study explored these claims and found that most organisations have specific days and times in which they post on social media. See the graph below.  

Figure 50 - Survey findings, are there certain days of the week in which your organisations post on their social media platforms?
Evidently, organisations operating in the Swansea area post more to Facebook on a Friday and a Saturday than any other day of the week. This is in line with the literature review, which found the most common days to post on Facebook is between a Thursday and a Sunday as engagement levels increase by roughly 18%. (64)
A review of organisations Twitter posts found similar results. The majority of organisations focus their posts on the weekends, where the literature suggests engagement increases. However, in contrast to this, it would appear most organisations in the Swansea area focus their Instagram posts on weekdays, with the majority of posts being generated on a Monday and a Wednesday. Whilst, this differs to the Facebook and Twitter’s days of the week, it does support the literature around Instagram which found Monday’s and Wednesday to be the two most popular days for content sharing on this platform. (64)
To take this a step forward, the questionnaire also sort to explore whether or not there are times of the day which organisations focus their posts. The graph below highlights the findings of this question. 

Figure 51 - Survey findings, are there certain times of the day that your organisation posts to your social media platforms?
For all three of the popular social media platforms, the evening is the most prevalent time to post. An explanation for this stems from the fact that the majority of potential customers are usually active on social media in the evenings, after work. However, this is not in line with the literature surrounding this area which found that late afternoon would be the most effective time to post. For example, the research found that the majority of organisations post to Facebook between 1pm and 3pm, which is against these findings. But, the research still suggests that there are certain times of the day in which organisations focus their posting.(64)
Therefore, in answer to the second research objective organisations operating in the Swansea area do appear to have developed posting strategies to elicit higher levels of engagement on their posts. Fundamental to these strategies, is the content in which they post, and when they chose to share their content. These two elements are supported in the literature conducted on this topic and whilst there isn’t always agreement on the details of the posts, it is still evident that the posting strategies are integral to attracting and engaging customers. 
5.2.3. [bookmark: _Toc512505428]Objective three – How effective is paid social media in comparison to organic posting strategies?
Having determined the use of social media marketing for organisations operating in the Swansea area, as well as the importance of generating effective posting strategies in terms of what and when content is shared, the final objective seeks to explore the development of paid social media marketing and its effectiveness in comparison to organic posting strategies. The literature explored in the first chapter suggested that paid social media advertising is the new focus for the majority of organisations because of the vast array of potential customers this approach can reach.(109) However, this does not appear true for the organisations operating in the Swansea area. 
The graph below highlights the use of paid social media advertising in the Swansea area. Evidently, 73% (22) of the organisations studied do not use paid social media advertising at all, 10% (3) use it a little and only 3% (1) use it to some extent. 

Figure 52 - Survey findings, to what extent do you rely on paid social media advertising?
An explanation for this, was explored further in the interviews that were conducted, but as the literature highlights, the costs associated with paid advertising can often put organisations off.(83) Consequently, the organisations that were studied appear to rely heavily on the use of organic social media marketing, as the graph below displays.

Figure 53 - Survey findings, to what extent do you rely on organic social media advertising?
Of the organisations studied, 66% (20) stated they rely on organic social media marketing to a large extent, 13% (4) relied on it to some extent and only 6% (2) stated they do not rely on it at all. These results suggest that despite the reach that paid social media can achieve, the positives of organic social media marketing in terms of building relationships and engaging customers appears to outweigh any benefits of the paid approach. This suggests that the organisations studied care more for developing few, meaningful relationships as opposed to a large number of superficial ones. But, it must be noted that this was explored further in the interviews that were conducted. 
But, in response to objective three, from the findings discussed above it would appear that paid social media marketing lacks the effectiveness of organic social media advertising for organisations operating in the Swansea area. The explanations for this will be explored further in the following section, but based in the literature review, the costs associated with it, as well as the superficial relationships that it can develop puts the SME’s studied off investing. 
5.3. [bookmark: _Toc512505429]Qualitative analysis – The interview findings 
Whilst the questionnaire was able to demonstrate the degree to which social media marketing is utilised in the organisations studied, it did little to explain the reasoning behind its usage. Therefore, the next part of the findings will explore the three objectives in more detail, explaining why social media has become popular and why organisations have chosen the posting strategies they have. This will be done by analysing the findings from the twelve interviews that were conducted and combining these with the literature that was identified in the first chapter. 
5.3.1. [bookmark: _Toc512505430]Research objective one – Are organisations operating in the Swansea area investing in social media marketing and why?
Across the twelve interviews that were conducted it was evident that for most organisations social media marketing had become an integral part of business operations. When asked about its usage the following responses were documented: 
‘Yes, of course we use social media to market our restaurant, it allows us to remain competitive and it costs us nothing. (Company A)
‘This is definitely something we have been investing in, it helps us create relationships with our customers, and since moving online we have witnessed much more repeat service, it’s great!.’ (Company K) 
‘We most certainly do, you will find us on all the social media sites, it costs us nothing and it allows us to interact with our customers in the moment..’ (Company D)  
These responses highlight the importance attached to social media for organisations operating in the Swansea area. Social media marketing is allowing organisations to connect with customers and build relationships in real time, without costing businesses extensive sums of money.  These findings support the research that has been conducted on this area previously, as social medias cost effectiveness, and ability to build relationships is pivotal for its growth in importance for organisations.(42)
To investigate this further, the interviews also looked at the influence social media marketing has had on an organisations bottom-line and the responses were as followed:
‘We see a lot of repeat customers here and I can only assume it is because of our efforts on Facebook…. they come back and we get more money, everyone’s happy.’ (Company E)
‘… we always say its not about the money, but of course it is, it’s the returns we need to keep functioning and our social media marketing is massively responsible for that.’ (Company K) 
Evidently, social media marketing is having an impact on organisational returns, despite the literature suggesting that it is difficult to measure the returns that can be achieved. This is integral to the development of social media marketing and arguably offers a primary explanation for why organisations are continually investing in these platforms. 
5.3.2. [bookmark: _Toc512505431]Why do organisations invest in certain social media platforms? 
To explore the use of social media marketing further, the interviews then looked to explain why certain social media platforms are used more than others. The discussions that developed were guided by the questionnaire findings but centred on the popularity of Facebook and the new focus towards Instagram. When the organisations were asked about the social media platforms they used, the following answers were documented:
‘I would say Facebook has been our primary focus because of its sheer size… we can target a lot of people in one post...’ (Company F)
‘Everyone and everything is on Facebook, it would be stupid for an organisation to neglect this platform… we’ve also looked at Twitter, but they do the same thing really…’ (Company H)
‘Facebook, Twitter, Instagram, the big three, we’re on all of them… this helps us target different demographics.’ (Company I).
‘… so yes, Facebook and Instagram really, they allow us to post different things and connect with a different audience… but we do use Twitter so probably all three.’ (Company D).
‘I’d say Facebook and Instagram, they are our go to.’ (J)
Evidently, Facebook has been identified as the primary social media platform organisations use. Furthermore, when reviewing other sites which are used Instagram was highlighted as being an important platform for marketing usage, this is in line with the questionnaire analysis and supports the suggestion that Instagram is more popular than Twitter when it comes to social media usage. 
However, it is important to note that Twitter is still used by organisations and therefore still has an important place in social media marketing developments, it just lacks the popularity in the Swansea area. To understand why this is, organisations were asked to explain why they focus on certain platforms, the responses were as followed:
‘I think Facebook is just so big, with so many active users, it allows us to connect to a number of different people all over the world… one of our customers recently was working in the Swansea area from China, he came into the restaurant because he saw us on Facebook. That just proves its worth.’ (Company I). 
‘Facebook allows us to build relationships, connect and engage…. Instagram lets us demonstrate the products we have on offer better…the younger ones like Instagram (Company J)  
‘We can just reach so many more people on Facebook and build relationships, which is important for developing brand loyalty. But, we do also engage with Twitter… whilst the two are similar, they target different demographics… Instagram does this too. Investing in all three just aids us in improving our reputation and increasing our profits..’ (Company D). 
These responses suggest the size of Facebook appears to be the primary reason why organisations target this social media platform. A single Facebook post can reach individuals across the world, and elicit reactions in a number of demographics, which is vital for organisations social media marketing campaigns. It also became evident that Facebook allows relationships to be built, which is needed for developing brand loyalty and repeat service. 
Furthermore, in line with the questionnaire findings, organisations appear to be targeting Instagram because of the younger demographic who invest in it. However, the organisations who invest in all three also appear to do so because of the different demographics they can reach. Therefore, whilst Facebook is used to build relationships and reach an array of customers, all three platforms are being used because of the different demographics they can target. This ultimately, helps organisations to develop their brand and improve their bottom line. 
5.3.3. [bookmark: _Toc512505432]The use of social media marketing plans and management tools
Whilst social media marketing plans and management tools represented two separate questions in the questionnaire, they were combined as a single theme in the interviews as the success of a social media marketing plan can be measured by the management tools adopted to monitor it. However, whilst the literature review suggested these two elements are important for the success of any social media marketing campaign, the organisations that were studied in the questionnaire and interviews do not appear to support these claims. For example, when asked about the use of a plan, the following responses were documented;
‘I think I am supposed to say yes we use one, but honestly we just post when we have something interesting to promote or say..’ (Company A) 
‘I don’t think social media marketing requires the planning traditional marketing needs, when we want to run a competition, or post a photo we just do it... why do you think we should plan?’ (Company K) 
The same responses were evident when asked about the use of management tools:
‘Management tools like Hootsuite? No, we don’t use them, we can manage our own posts and analyse our own returns, we don’t need to pay extensive sums of money to do this...’ (Company C). 
‘…they represent a cost we do not need…’ (Company B). 
‘..yes when we grow and develop they may be useful to monitor our success better, but not right now, we can do it without them..’ (Company I). 
These findings support the research addressed in the literature review, which suggested small to medium sized businesses do not invest in these elements because of the cost involved. There appears to be a general consensus that they as organisations know better than any plan can tell them, and therefore do not need to spend the time planning or the money investing in management tools. However, there was an acceptance that as an organisation grows, these elements may be invested in further, which suggests the benefits of a plan and management tools have not been ignored. 
5.3.4. [bookmark: _Toc512505433]Summarising objective one
This section has focused on explaining why organisations invest in social media marketing, why they use certain platforms and why they decide not to invest in social media marketing plans and management tools. The majority of these research findings support the claims made in the literature review, that social media marketing is utilised because of its reach, its cost effectiveness and its ability to build customer relationships and ultimately brand loyalty, all of which impact organisations bottom-lines. Unsurprisingly, Facebook is the primary platform used because of its size and reach, but unlike the literature Instagram is the second largest focus as opposed to Twitter. Explanations given for this centre on Instagram being able to target a younger demographic, a demographic which has been pivotal in the developments of social media. Finally, the explanations given for why the organisations do not focus on social media marketing plans and management tools, centre on the costs associated with them. There was a recognition that these tools could be beneficial as organisations grow and develop, but for now organisations believe the can manage without them. 
5.3.5. [bookmark: _Toc512505434]Objective two – Do posting strategies influence consumer engagement?
It became evident from the questionnaire analysis that organisations focus on certain posting strategies to engage their customers. But, whether these factors were able to achieve this primary aim needed to be explored further to answer the second research objective. Therefore, the interviews also focused on the positing strategies organisations adopted, and the reasoning behind these. When asked about the posting strategies, the comments were as follows: 
‘Yes sure, we have to post the right thing… competitions are always good customers love them.’ (Company K)
‘The content is the primary focus, whether it’s a picture, a video or yes even a competition, these will determine the audience we attract’. (Company B)
‘Pictures are good, but it’s the competitions which really improves the interactions on the posts’. (Company G). 
Then, the interviews went on to explore the days in which organisations post, and the comments suggested that these are just as important as the content that is shared:
‘…Early evening on a Friday, Facebook users are much more reactive.’ (Company A). 
‘Yes, I’d say the timing of a post is important, Facebook has to be the end of the week, whereas Instagram tends to be more popular on a weekday, especially Wednesday.’ (Company D) 
‘I guess it will depend on what we are posting, but we focus most our campaigns towards the end of the week, consumers are more engaged and we see more custom.’ (Company G). 
Having determined the days of the week which organisations post, the times of the day were then explored and the results were as followed:
’The evening of course, we’d get no engagement in the day time, everyone’s in work.’ (Company F)
‘Tends to be early evening, people are getting home they’re on Facebook, Twitter and Instagram, so they respond more.’ (Company G)
‘Definitely the evening, maybe late afternoon, but yes definitely the evening.’ 
‘Timing is crucial... has to be evening.’ (Company A)
In line with the questionnaire analysis organisations appear to invest in what they post, centring on photos and competitions, and when they post focusing on the end of the week in the evening for Facebook and weekdays in the evening for Instagram. Whilst, the timing does not align to the literature, the content that is posted and the days in which they post supports the previous research conducted on this area. Having determined the posting strategies, the interviews explored why organisations select them:
‘It’s just when we know users will be active, we want as much engagement as possible and these strategies give us that.’ (Company I)
‘Well why would you select them? Most people are online so our posts will get a lot more attention, we can build relationships and engage with our audiences.’ (Company J)
‘Engagement, customer relationships and interactivity… we need our posts to target the biggest audience so posting a competition on a Friday night on Facebook gives us that.’ (Company C)
Therefore, in response to the second research objective organisations select certain posting strategies because of their ability to generate an increased audience. These posting strategies give organisations the opportunity to interact and build relationships with their audiences, which ultimately impacts the levels of engagement achieved. 
5.3.6. [bookmark: _Toc512505435]Objective three – How effective is paid social media in comparison to organic posting strategies?
As the questionnaire analysis determined, the majority of organisation that were studied focus on organic social media marketing as opposed to paid. This suggested that paid social media lacks the popularity compared to organic.  For example, the organisations stated:
‘Why would we pay for our social media marketing when we can market well without it?’ (Company B)
‘… it’s just too expensive to invest in it, we need to establish our place on social media first and build from that… we don’t need to pay extensive sums of money to do that.’ (Company E)
‘No we don’t pay for it, there’s no point…’ (Company L)
Indeed, organisations are not using paid social media marketing because of the expense attached to it. But, because it is not being used, it prevented the research from finding our whether paid is more effective that organic social media marketing. In an attempt to address this, the interviews then looked at whether organic marketing was effective:
‘It works for us... it creates a more personalised service.’ (Company A) 
‘If we paid for it we probably would get more customers, but that doesn’t mean they will be loyal, so we’ll sick to organic.’ (Company L)
‘I struggle to understand the benefits of paid social media marketing, it costs more when an organic approach can achieve results also.’ (Company K)
Therefore, whilst it is difficult to determine whether paid social media marketing can be more effective than an organic approach, the responses suggest that organisations find organic social media marketing sufficient enough to provide the customers they desire. However, there does appear to be a belief that the size of an organisation impacts the effectiveness of paid social media marketing as one organisation stated, ‘...maybe when we get bigger it’ll help…’ Therefore, if larger organisations were studied the responses may have been different. 
5.3.7. [bookmark: _Toc512505436]Conclusion
This chapter aimed at exploring the three research objectives by analysing the findings from the questionnaire and interview analysis. The combination of the two approaches allowed the findings to address the extent to which social media marketing is used, but also why organisations opt to use social media, the posting strategies they use and why organic social media marketing is their primary focus. This, when combined with the research analysed in the literature review, offers a strong argument for the use of social media marketing for organisations operating in the Swansea area. 
To explore this usage further, the next chapter looks at the implementation of social media marketing and positing strategies in an organisation operating in the Swansea area. 





6. [bookmark: _Toc512505437]IMPLEMENTATION
The previous chapter analysed the primary research, which was conducted in order to understand the social media marketing strategies in the Swansea area. To determine whether these can be successful, this chapter explores the implementation of these objectives in a Burger Co. 
6.1. [bookmark: _Toc512505438]Facebook
The literature review demonstrated that Facebook have over 2.06 billion daily active users, making it the most popular social media platforms. Consequently, organisations must target this platform to ensure maximum reach and exposure. 
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[bookmark: _Toc512358290]Figure 54 - Burger Co's Facebook page
The above figure shows Burger Co have established a Facebook presence. 
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[bookmark: _Toc512358291]Figure 55 - Burger Co's Facebook likes/followers
The above figure shows Burger Co’s likes and followers on their Facebook page. 
6.1.1. [bookmark: _Toc512505439]Posting Strategies 
6.1.1.1. When to post?
The literature review discovered that there are optimal times to post on Facebook regarding when the most people are online or when your audience is most active. It was found that posting later in the week from Thursday – Sunday and later in the day between 1pm and 4pm on these days where engagement is increased by up to 18%.


[image: ]
[bookmark: _Toc512358292]Figure 56 - Burger Co post, Saturday 1pm
The above figure is a Facebook post, posted at 1pm on a Saturday. Again, in line with what was discovered in the lit review. This post done quite well, reaching 4, 969 people, 10 likes, 2 shares and 2 comments.
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[bookmark: _Toc512358293]Figure 57 - Burger Co post, Tuesday 1pm
The above figure shows a burger posted at the same time of day but on a Tuesday. The post reached 664 people, 6 likes, 1 share and 0 comments.
Compare the two posts, posted at the same time but on different days and there is a vast difference in reach. The post on the Saturday reached 4969 people compared to the 664 of the Tuesday post. That is a drop of reach by huge 748%. The likes are up from 6 to 10, an increase of 66%, post shares are up by 1 and comments up to 2. 
In summary this shows that the literature is right and posting on a Saturday is better for reach and engagement.
6.1.1.2. How often to post?
The literature reviews found that you should post to Facebook no more than two times per day. Anything more than that and the engagement starts to decline. Burger Co being a small business, do not have the content to be posting more than once a day, so posting more than twice per day on Facebook is not an issue.
6.1.1.3. What to post?
As the literature review states a Facebook post can be a few things from text to richer media such as photos and videos. The majority of Burger Co’s posts are mainly photos with one or two videos and some just text. The literature review found that posts with a photo command a 53% increase on likes and a 104% increase on comments.
6.1.1.3.1. Text Vs Photo
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[bookmark: _Toc512358294]Figure 58 - Burger Co Facebook Post, Just text
The above figure is a post on Facebook posted at 12pm on a Tuesday just containing text. The post reached 500 people, had 14 likes, 0 shares, 0 comments.
[image: ]
[bookmark: _Toc512358295]Figure 59 - Burger Co Facebook Post, photo
The above figure is a photo posted to the Burger Co Facebook page on the same day as the previous figure of just text to compare the differences in engagement and reach. This photo reached 1,121 people, had 8 likes, 3 comments and 2 shares.
Compare that to the earlier post of just text and the increase in reach is 124%. Although the likes show a decrease by 14.3% the comments show an increase of 300%. 
In summary, the photo post performed better than the post with just text overall although the likes saw a decrease. This has proved what was found in the literature review to a certain extent.
6.1.1.3.2. Questions
It was also shown in the literature review that questions are a good method to increase engagement, especially comments. Buffer shown posts with questions have a 100% increase on comments.
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[bookmark: _Toc512358296]Figure 60 - Burger Co Facebook post, asking a question
The above figure shows a question posted to the Burger Co audience. The post had 7 comments.
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[bookmark: _Toc512358297]Figure 61 - Burger Co Facebook post, Question
Another question post, this time with 6 comments. That’s a 600% increase on the both figures 48/49 below.
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[bookmark: _Toc512358298]Figure 62 - Burger Co Facebook post, question comparison
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[bookmark: _Toc512358299]Figure 63 - Burger Co Facebook post, same day as question comparison
The above figure is a photo posted on the same day as the previous figure asking a question to compare the differences in comments.
The first figure shows 7 comments while the second figure shows 0 comments. That’s a 700% difference, meaning it is in line with the literature review. 
To summarise, the two posts asking questions to Burger Co’s audience resulted in a huge increase in comments on the posts oppose to the standard posts with no questions.
6.1.1.3.3. Videos
It was also found in the literature review that videos are a useful marketing tool for organisations.
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[bookmark: _Toc512358300]Figure 64 - Burger Co Facebook Post, Video
This was a video posted in line with the literature review findings, later in the week at 2pm. It reached 750, had 3 likes, 1 comment and 0 shares.
[image: ]
[bookmark: _Toc512358301]Figure 65 - Burger Co Facebook post, Video
This is another video posted in line with the literature review findings. It reached 557, had 4 likes, 0 comment and 0 shares.
It is quite clear that videos for Burger Co do not have the same reach and engagement as photos do, especially of the burgers. This supports the findings of the previous chapter, which found videos are not a popular tool for organisations operating in the Swansea area. 



6.1.1.3.4. Competitions 
The literature review and the findings from the previous chapter, found that competitions are a popular way for many organisations to capture the attention of their audience. 
[image: ]
[bookmark: _Toc512358302]Figure 66 - Burger Co Facebook Post, Competition
The above figure shows the impact a Facebook competition has on reach and engagement. As the literature review states. 
This post reached 28305 people, 257 likes, 233 comments and 200 shares. To put this into perspective it will be compared with a post, posted on the same day at the same time.
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[bookmark: _Toc512358303]Figure 67 - Burger Co Facebook post, photo for competition comparison
The above figure shows a post, posted on the same day as the competition in figure 52. Evidently the reach and engagement are nowhere near. The competition reached 28,000 people while the normal post was 500, an increase of 5500%. The competition had 257 likes whilst the normal post had 8 likes an increase of 3100%. 233 comments compared to 0 comments on the normal post and finally 200 shares compared to 0 shares on the normal post. Like the literature review said, it is quite clearly an astronomical difference.
6.1.2. [bookmark: _Toc512505440]Facebook Summary 
To summarise, it was found from implementing information discovered in the literature review that Burger Co’s audience respond more to photos rather than videos. It was also found that posting later in the week oppose to earlier on in the week commanded better reach and more engagement in line with what the literature review discovered. Furthermore, competitions were proven to be incredible for organic reach and engagement. 



6.2. [bookmark: _Toc512505441]Instagram
The literature review and the previous chapter’s findings revealed that Instagram is another popular social media platform commanding over 800 million users worldwide. 
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[bookmark: _Toc512358304]Figure 68 - Burger Co Instagram page
The above figure shows Burger Co have an Instagram presence 
6.2.1. [bookmark: _Toc512505442]When to post
As the literature review states, unlike Facebook, Instagram users are active throughout the week, especially in the evenings. Some research suggests that Mondays would be the best day to post, others say Wednesday, but both agree that 5pm is the best time.
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[bookmark: _Toc512358305]Figure 69 - Burger Co Instagram post Wednesday
The above figure shows a post posted to the Burger Co Instagram on the suggested Wednesday. The post reached 940 people, had 57 likes and 2 comments.
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[bookmark: _Toc512358306]Figure 70 - Burger Co Instagram post, Monday 
The above is a post posted on the other recommended day in the literature review. This post reached 869 people, had 32 likes and 1 comment. Compare that to the Wednesday post that post had an 11% increase in reach, 78% increase in likes and a 100% increase in comments. This suggests the literature and the previous chapter is correct to suggest Wednesday are the better day for posting on Instagram. 
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[bookmark: _Toc512358307]Figure 71 - Burger Co Instagram post, Monday
The above figure shows another post posted on the recommended Monday to Instagram. This post reached 910 people, has 48 likes and 1 comment.
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[bookmark: _Toc512358308]Figure 72 - Burger Co Instagram post, Wednesday
The above figure shows another post posted to Instagram on the suggested Wednesday. This post reached 963 people, has 67 likes and 1 comments. Therefore, posting on a Wednesday shows an increase in reach by 6%, an increase in likes by 40% and the comments were the same.
In summary, out of the four posts shown, it has proven that Wednesdays are better days to post to Instagram for Burger Co.
6.2.2. [bookmark: _Toc512505443]How often to post?
The literature review found that unlike Facebook, engagement did not decrease the more an organisation posted to Instagram. Again, Burger Co don’t have the content to be posting more than once possibly twice a day, so this does not apply. 


6.2.3. [bookmark: _Toc512505444]What to post?
6.2.3.1. User Generated Content
The literature review conveyed the idea of user generated content, stating 48% of customers find it a great way to discover new products, making it a great method for Burger Co to implement. 
[image: ][image: ]
[bookmark: _Toc512358309]Figure 73 - Burger Co Instagram post, repost
[image: ]
[bookmark: _Toc512358310]Figure 74 - Burger Co Instagram post, repost photo
The above screenshots show Burger Co reposting a customer’s photo on their own Instagram feed and the post itself reached 921 people, had 43 likes and 6 comments.

Compare the reach and engagement to a post on the same day around the same time.
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[bookmark: _Toc512358311]Figure 75 - Burger Co Instagram post, Sunday (User Generated Content Comparison)
The above screenshots show a post posted on the same day as the repost in figure 60 to compare the reach and engagement. This post reached 904 people, has 42 likes and 3 comments. The repost has an increase in reach by 2%, an increase in likes by 2% and an increase in comments by 100%.
To summarise, this has shown that reach and engagement is slightly better with a repost and comments improved dramatically.


6.2.4. Behind the scenes
It was shown in the literature review that behind the scenes photos are a great way to humanise your brand.
[image: ] [image: ]
[bookmark: _Toc512358312]Figure 76 - Burger Co Instagram post, behind the scenes
[image: ]
[bookmark: _Toc512358313]Figure 77 - Burger Co Instagram post, behind the scenes(photo)
The above figures show a Burger Co behind the scenes post of a staff member last week. This post reached 1255 people, has 54 likes and 2 comments. This post done well because of the behind the scenes aspect but also the light heartedness to the caption. 
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[bookmark: _Toc512358314]Figure 78 - Burger Co Instagram post, Sunday (comparison to behind the scenes post)
The above figure was posted on a Sunday, the same day as the behind the scenes post. This post reached 979 people, has 39 likes and 6 comments. 979 reaches are a 22% decrease in reach, 39 is a 28% decrease in likes and 6 is 300% increase in comments.
So overall the behind the scenes post performed better than the normal post on a Sunday.


6.2.5. Timely posts
It was shown in the literature review that timely post coinciding with an event your audience might be familiar with is helpful to Instagram marketing.
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[bookmark: _Toc512358315]Figure 79 - Burger Co Instagram post, timely post performance
[image: ]
[bookmark: _Toc512358316]Figure 80 - Burger Co Instagram post, timely post photo
The above figures show Burger Co using International Day of Happiness to highlight their truffle fries.
6.2.6.  Photos/Videos
It was shown in the literature review that video viewing is up by 40% but photos still command 36% more likes than videos. Photos also proved more effective on Facebook.
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[bookmark: _Toc512358317]Figure 81 - Burger Co Instagram post, video performance
[image: ]
[bookmark: _Toc512358318]Figure 82 - Burger co Instagram post, video
The above screenshots show a video posted to the Burger Co Instagram. This video reached 951 people, has 47 likes and 2 comments. These will be compared to a photo post posted on the same day to prove or disprove what the lit review states.
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[bookmark: _Toc512358319]Figure 83 - Burger Co Instagram post, phot (comparison to video post)
[image: ]
[bookmark: _Toc512358320]Figure 84 - Burger Co Instagram post, photo (comparison to video post)
The above figures are photos posted to the Burger Co Instagram, it is a similar photo to the video posted, on the same day. This photo reached 884 people, has 53 likes and 5 comments.
The lit review stated that photos get 36% more likes than videos. Although the likes on photo got a 13% increase on the video, it is still an improvement
6.3. [bookmark: _Toc512505445]Instagram Summary 
To summarise Wednesday was found to be the best day to post on the Burger Co Instagram out of the posts tested. Photos outperform videos. Posting pictures of behind the scenes is good Instagram marketing and resonates with your audience as it adds a more human factor to the posts. Posting timely posts is effective for increasing reach and engagement. 
The findings displayed above support the majority of the literature review and the previous findings chapters. There are certain posting strategies, in terms of content and timings, which impact the engagement and reach received on a post. Therefore, if organisations are to follow these processes, as Burger Co have done above, they are likely to achieve maximum exposure and interactivity. 



7. [bookmark: _Toc512505446]CONCLUSIONS AND RECCOMENDATIONS

The primary purpose of this study was to explore the use of social media marketing in the Swansea area. The literature review generated a vast amount of content, which focused on social media marketing in its entirety. This allowed the project to determine, the history and growth in the use of social media marketing, as we all the benefits and issues surrounding it, the different platforms, and the posting strategies organisations use in order to increase reach, the relationships developed and ultimately an organisations bottom-line. This research determined both the research objectives and the structure of the project, and was regularly referred to throughout the findings chapters in order to prove or disprove the previous research. 
The methodology was determined based on its ability to achieve both quantitative and qualitative findings, which when combined generated rich data. Whilst, there were limitations attached to these, the combination of the two helped to reduce any issues surrounding validity and reliability and ensured the research itself answered the research objectives created. 
Furthermore, the findings were structured in a way that would mean the research objectives could be answered in a full and concise manner. 
Objective One
The first objective centred on the extent to which social media marketing is used in organisations operating in the Swansea area. Both the questionnaire and interview analysis were able to demonstrate this focus. For example, the questionnaire found that 80% of organisations have a social media marketing presence and to take this a step further, when they were asked why this was comments included: ‘It allows us to remain competitive’ and ‘it allows us to interact with customers.’ These statements demonstrate the importance of social media marketing for organisations operating in the Swansea area, which aligns to the previous research identified in the literature review, where interactivity, the development of customer relationships and reach were identified as being primary motives for organisations to invest in these platforms. 

Objective Two 
The second objective sort to explore whether or not certain posting strategies can elicit increased levels of consumer engagement and the findings also supported this. What an organisation posts, when they post and how many times they post are all important factors for organisations to consider when utilising social media marketing. As the first findings chapter found, pictures and competitions can engage an audience more than other factors such as videos. This was supported in the second findings chapter where Burger Co, posted pictures, competitions and videos and it was found the engagement levels on the pictures and particularly the competitions was much hire than the videos. The findings also supported the literature reviews claims that when an organisation posts can be crucial to the engagement levels on a post. Organisations in the Swansea area concentrate their Facebook posts in the evening, towards the end of the week (Friday-Sunday) and they post on Instagram in the evening, focusing on weekdays such as Wednesday. The second findings chapter demonstrated these strategies to be successful because when Burger Co followed them, the reach and engagement on the posts increased dramatically. 
Objective Three
The final objective focused on the different between paid and organic social media posting strategies. This objective was difficult to prove as the organisations studied did not focus on paid advertising because of the expense attached to it. Therefore, in answer to this objective, paid social media marketing is not as effective as organic. However, to review this further research will need to be conducted on organisations who do utilise it, in order to make a fair assessment. 
To summarise, social media marketing has firmly established its place in organisations operating in the Swansea area. This strategy can reach a greater audience, allowing more relationships to be built, brand loyalty to be established and the bottom-line to be improved, without costing the organisations extensively. There are certain posting strategies that can improve these levels of engagement, but whether paid social media marketing is more effective than organic is still unknown in this context. 

7.1. [bookmark: _Toc512505447]Recommendations for Further Research
The best practice guide available in the appendix demonstrates the recommendations that have been generated from this research project. But, there is still scope for further research to be conducted. 
Firstly, based on the nature of this project the research has centred on a practical, practitioner-based approach. Whilst this has been able to generate informative information, further research should look at combining this with theory in order for this project to establish its place in the research literature. 
Secondly, further research must focus on organisations who use paid and those that use organic social media marketing in order to determine which of the two is more effective. This may involve expanding the research area outside of Swansea or changing the sampling method from a convenience approach to a more systematic, probability-based view. Then organisations can be selected meticulously in order to answer the third research objective effectively. 


8. [bookmark: _Toc512505448]REFERENCES
1. 	ONS. Internet Access - Households and Individuals - Office for National Statistics [online]. 2015. [Accessed 26 October 2017]. Available from: https://www.ons.gov.uk/peoplepopulationandcommunity/householdcharacteristics/homeinternetandsocialmediausage/bulletins/internetaccesshouseholdsandindividuals/2017
2. 	OSMAN, Maddy. 28+ Powerful Facebook Stats Your Brand Can’t Ignore in 2017. [online]. 2017. [Accessed 6 December 2017]. Available from: https://sproutsocial.com/insights/facebook-stats-for-marketers/#general
3. 	FILO, K., LOCK, D. and KARG, A. Sport and social media research a review. Sport Management Review. 2015. No. 18, p. 166–181. 
4. 	ALALWAN, Ali Abdallah, RANA, Nripendra P., DWIVEDI, Yogesh K. and ALGHARABAT, Raed. Social media in marketing: A review and analysis of the existing literature. Telematics and Informatics [online]. November 2017. Vol. 34, no. 7, p. 1177–1190. DOI 10.1016/j.tele.2017.05.008. Available from: http://linkinghub.elsevier.com/retrieve/pii/S0736585317301077
5. 	KAPLAN, A.M. and HAENLEIN, M. Users of the world, unite! The challenges and opportunities of Social Media. Business Horizons. 2010. P. 59–68. 
6. 	WELLS, W. Social media and social networking whats the difference? [online]. 2011. [Accessed 1 December 2017]. Available from: http://www.williamhwells.com/2011/06/18/social-media- and-socialnetworking- whats-the-%0Adifference
7. 	BOYD, danah m. and ELLISON, Nicole B. Social Network Sites: Definition, History, and Scholarship. Journal of Computer-Mediated Communication [online]. 1 October 2007. Vol. 13, no. 1, p. 210–230. [Accessed 21 October 2017]. DOI 10.1111/j.1083-6101.2007.00393.x. Available from: http://doi.wiley.com/10.1111/j.1083-6101.2007.00393.x
8. 	COHEN, L.S. Is there a difference between social media and social networking? [online]. 2009. [Accessed 1 December 2017]. Available from: https://www.lonscohen.com/blog/2009/04/difference-between- social-media- and-%0Asocial-networking/
9. 	DWIVEDI, Yogesh K., KAPOOR, K.K and CHEN, H. Social media marketing and advertising. The Marketing Review. 2015. Vol. 15, p. 289–309. 
10. 	TUTEN, L. Tracy. and SOLOMON, R.Michael. Social Media Marketing. New Delhi : SAGE Texts, 2016. 
11. 	EDOSOMWAN, S., PRAKASAN, S. K., KOUAME, D., WATSON, J. and SEYMOUR, T. The History of Social Media and its Impact on Business. Management [online]. 2011. Vol. 16, no. 3, p. 79–91. [Accessed 21 October 2017]. Available from: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/889143980/fulltextPDF/48B26592556A46EDPQ/1?accountid=130472Social media is a phenomenon that has transformed the interaction and communication of individuals throughout the world. However, social media is not a new concept - it has been evolving since the dawn of human interaction. In recent times, social media has impacted many aspects of human communication, thereby impacting business. Social networking has become daily practice in some users’ lives. In this article, the authors describe features and the evolution of social media, including major social networking sites that came into existence during the 21st century. Some of the sites discussed include Facebook, YouTube, Twitter, MySpace, CyWorld, and LunarStorm.
12. 	What is a MUD. [online]. [Accessed 14 December 2017]. Available from: https://www.zuggsoft.com/zmud/aboutmud.htm
13. 	ROUSE, Margaret. What is bulletin board system (BBS)? - Definition from WhatIs.com. [online]. [Accessed 15 December 2017]. Available from: http://whatis.techtarget.com/definition/bulletin-board-system-BBS
14. 	Electronic Information Exchange System (EIES) - Murray Turoff, Starr Roxanne Hiltz, IRC History, Internet Relay Chat. [online]. [Accessed 26 January 2018]. Available from: https://www.livinginternet.com/r/ri_eies.htm
15. 	What is The WELL? &gt; The WELL. [online]. [Accessed 26 January 2018]. Available from: https://www.well.com/about-2/
16. 	LISTSERV email list software, email marketing software, email list hosting. [online]. [Accessed 26 January 2018]. Available from: http://www.lsoft.com/
17. 	Internet Relay Chat Help. [online]. [Accessed 26 January 2018]. Available from: http://www.irchelp.org/
18. 	COVA, Bernard ; and COVA, Veronique. Tribal marketing: The tribalisation of society and its impact on the conduct of marketing. European Journal of Marketing [online]. 2002. Vol. 36, no. 56. [Accessed 23 December 2017]. Available from: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/237024547/fulltextPDF/6B8B32F472784478PQ/1?accountid=130472
19. 	DAHL, Stephan. Social Media Marketing. London : SAGE Publications, 2015. ISBN 978-1-4462-8074-4. 
20. 	DIGITAL TRENDS STAFF. The History of Social Media | Digital Trends. [online]. 2016. [Accessed 26 January 2018]. Available from: https://www.digitaltrends.com/features/the-history-of-social-networking/
21. 	EMU PRSSA. A Forefather of Social Media: Andrew Weinreich and SixDegrees.com | EMU PRSSA. [online]. 2012. [Accessed 26 January 2018]. Available from: https://emuprssa.com/2012/05/26/a-forefather-of-social-media-andrew-weinreich-and-sixdegrees-com/
22. 	The History and Evolution of Social Media | Webdesigner Depot. [online]. [Accessed 20 February 2018]. Available from: https://www.webdesignerdepot.com/2009/10/the-history-and-evolution-of-social-media/
23. 	Wayback Machine. [online]. [Accessed 20 February 2018]. Available from: https://web.archive.org/web/20090731052122/http://images.friendster.com/images/Friendster_At_A_Glance_September_2008.pdf
24. 	Friendster.com - Living the Game. [online]. [Accessed 20 February 2018]. Available from: http://www.friendster.com/
25. 	What Is LinkedIn and Why Should You Be On It? [online]. [Accessed 20 February 2018]. Available from: https://www.lifewire.com/what-is-linkedin-3486382
26. 	What MySpace.com Has to Offer. [online]. [Accessed 20 February 2018]. Available from: https://www.lifewire.com/what-is-myspace-2654923
27. 	Company Info | Facebook Newsroom. [online]. [Accessed 20 February 2018]. Available from: https://newsroom.fb.com/company-info/
28. 	YouTube: What is YouTube? - Full Page. [online]. [Accessed 20 February 2018]. Available from: https://www.gcflearnfree.org/youtube/what-is-youtube/1/
29. 	What Is YouTube: A Beginner’s Guide. [online]. [Accessed 20 February 2018]. Available from: https://www.lifewire.com/youtube-101-3481847
30. 	What Is Twitter &amp; How Does It Work? [online]. [Accessed 20 February 2018]. Available from: https://www.lifewire.com/what-exactly-is-twitter-2483331
31. 	• Twitter MAU worldwide 2017 | Statistic. [online]. [Accessed 20 February 2018]. Available from: https://www.statista.com/statistics/282087/number-of-monthly-active-twitter-users/
32. 	Nearly 80 percent of social media time now spent on mobile devices. [online]. [Accessed 20 February 2018]. Available from: https://marketingland.com/facebook-usage-accounts-1-5-minutes-spent-mobile-171561
33. 	About. [online]. [Accessed 20 February 2018]. Available from: https://foursquare.com/about
34. 	Our Story – Instagram. [online]. [Accessed 20 February 2018]. Available from: https://instagram-press.com/our-story/
35. 	What Pinterest Is and How to Use It. [online]. [Accessed 20 February 2018]. Available from: https://www.lifewire.com/how-to-use-pinterest-3486578
36. 	Pins | Help Center. [online]. [Accessed 20 February 2018]. Available from: https://help.pinterest.com/en/guide/pins
37. 	What Is Snapchat? An Intro to the Popular Ephemeral App. [online]. [Accessed 20 February 2018]. Available from: https://www.lifewire.com/what-is-snapchat-3485908
38. 	• Snapchat daily active users 2017 | Statistic. [online]. [Accessed 20 February 2018]. Available from: https://www.statista.com/statistics/545967/snapchat-app-dau/
39. 	10-socialMediaTL_05.png (2000×950). [online]. [Accessed 25 January 2018]. Available from: https://www.webanalyticsworld.net/wp-content/uploads/blogger/10-socialMediaTL_05.png
40. 	The Timeline of Social Media - An Overview. [online]. [Accessed 26 January 2018]. Available from: http://www.hoffman-info.com/technology/internet/the-timeline-of-social-media-an-overview/
41. 	7 Free Ways for Boosting Your Social Media Engagement. [online]. [Accessed 6 January 2018]. Available from: https://www.forbes.com/sites/johnrampton/2014/09/22/7-free-ways-for-boosting-your-social-media-engagement/#1a3b420713f4
42. 	KIRWAN, Dennis. It’s No Longer Internet Marketing Without Social Media. [online]. 2017. [Accessed 6 January 2018]. Available from: https://www.forbes.com/sites/forbesagencycouncil/2017/03/14/its-no-longer-internet-marketing-without-social-media/#8ac4424387d5
43. 	BERNRITTER, Stefan F., VERLEGH, Peeter W.J. and SMIT, Edith G. Why Nonprofits Are Easier to Endorse on Social Media: The Roles of Warmth and Brand Symbolism. Journal of Interactive Marketing [online]. February 2016. Vol. 33, p. 27–42. DOI 10.1016/j.intmar.2015.10.002. Available from: http://linkinghub.elsevier.com/retrieve/pii/S109499681500050X
44. 	KIM, A.J. and KO, E. Do social media marketing activities enhance customer equity? An empirical study of luxury brand. Journal of Business Research. 2012. Vol. 65, no. 10, p. 1480–1486. 
45. 	BALLINGS, Michel and VAN DEN POEL, Dirk. CRM in social media: Predicting increases in Facebook usage frequency. European Journal of Operational Research [online]. July 2015. Vol. 244, no. 1, p. 248–260. DOI 10.1016/j.ejor.2015.01.001. Available from: http://linkinghub.elsevier.com/retrieve/pii/S0377221715000028
46. 	GUMMERUS, J., LILJANDER, V., WEMAN, E. and PIHLSTROM, M. Customer engagement in a Facebook brand community. Management Research Review. 2012. Vol. 35, no. 9, p. 857–877. 
47. 	DE VRIES, L., GENSLER, S. and LEEFLANG, P.S. Popularity of brand posts on brand fan pages: An investigation of the effects of social media marketing. Journal of Interactive Marketing. 2012. Vol. 26, no. 2, p. 83–91. 
48. 	Error. [online]. [Accessed 14 April 2018]. Available from: https://www.nytimes.com/2017/04/05/business/kendall-jenner-pepsi-ad.html
49. 	[ARCHIVED CONTENT] Labour Market Statistics, February 2013 - ONS. [online]. [Accessed 14 April 2018]. Available from: http://webarchive.nationalarchives.gov.uk/20160107074918/http://www.ons.gov.uk/ons/rel/lms/labour-market-statistics/february-2013/statistical-bulletin.html
50. 	Older Adults and Social Media | Pew Research Center. [online]. [Accessed 14 April 2018]. Available from: http://www.pewinternet.org/2010/08/27/older-adults-and-social-media/
51. 	KASKE, F., KUGLER, M. and SMOLNIK, S. Return on investment in social media-Does the hype pay off? Towards an assessment of the profitability of social media in organisations. 2012. 
52. 	• Instagram: active users 2017 | Statista. [online]. [Accessed 6 January 2018]. Available from: https://www.statista.com/statistics/253577/number-of-monthly-active-instagram-users/
53. 	YouTube - Statistics &amp; Facts | Statista. [online]. [Accessed 7 January 2018]. Available from: https://www.statista.com/topics/2019/youtube/
54. 	MOORE, Jesse N., HOPKINS, Christopher D. and RAYMOND, Mary Anne. Utilization of Relationship-Oriented Social Media in the Selling Process: A Comparison of Consumer (B2C) and Industrial (B2B) Salespeople. Journal of Internet Commerce [online]. February 2013. Vol. 12, no. 1, p. 48–75. DOI 10.1080/15332861.2013.763694. Available from: http://www.tandfonline.com/doi/abs/10.1080/15332861.2013.763694
55. 	AICHNER, Thomas and JACOB, Frank. Measuring the degree o f corporate social media use. [online]. [Accessed 27 January 2018]. Available from: http://content.ebscohost.com/pdf29_30/pdf/2015/9I8/01Mar15/101880542.pdf?T=P&P=AN&K=101880542&S=R&D=bth&EbscoContent=dGJyMMTo50SeqLQ4yNfsOLCmr1Cep7dSsqq4SbOWxWXS&ContentCustomer=dGJyMPGqtVGxp7FRuePfgeyx44Dt6fIA
56. 	MICHAELIDOU, N., SIAMAGKA, N.T. and CHRISTODOULIDES, G. Usage, barriers and measurement of social media marketing:An exploratory investigation of small and medium B2B brands. Industrial marketing management. 2011. Vol. 40, no. 7, p. 1153–1159. 
57. 	EVANS, D. Social media marketing: An hour a day. John Wiley & Sons, Inc., 2010. 
58. 	ZARELLA, D. The social media marketing book. O’Reilly Media, Inc., 2009. 
59. 	TUTEN, L. Tracy. and SOLOMON, R.Michael. Social media marketing. SAGE Texts, 2017. 
60. 	How to Create a Social Media Marketing Plan in 6 Steps. [online]. [Accessed 7 January 2018]. Available from: https://blog.hootsuite.com/how-to-create-a-social-media-marketing-plan/
61. 	15 Social Media Management Tools That Can Help Your Business Thrive. [online]. [Accessed 14 April 2018]. Available from: https://www.forbes.com/sites/forbesagencycouncil/2017/05/15/15-social-media-management-tools-that-can-help-your-business-thrive/#396a99da2b13
62. 	28 Powerful Facebook Stats Your Brand Can’t Ignore in 2018. [online]. [Accessed 26 April 2018]. Available from: https://sproutsocial.com/insights/facebook-stats-for-marketers/
63. 	Best Times To Post On Social Media According To 23 Studies. [online]. [Accessed 14 April 2018]. Available from: https://coschedule.com/blog/best-times-to-post-on-social-media/
64. 	The Best Times to Post on Social Media | HuffPost. [online]. [Accessed 14 April 2018]. Available from: https://www.huffingtonpost.com/catriona-pollard/the-best-times-to-post-on_b_6990376.html
65. 	How Often Should I Post on Social Media? | Buffer Blog. [online]. [Accessed 14 April 2018]. Available from: https://blog.bufferapp.com/how-often-post-social-media
66. 	Track Social Blog » Optimizing Facebook Engagement – Part 2: How Frequently To Post. [online]. [Accessed 14 April 2018]. Available from: http://tracksocial.com/blog/2012/06/optimizing-facebook-engagement-part-2-how-frequently-to-post/
67. 	Track Social Blog » Optimizing Twitter Engagement – Part 2: How Frequently to Tweet. [online]. [Accessed 14 April 2018]. Available from: http://tracksocial.com/blog/2012/10/optimizing-twitter-engagement-part-2-how-frequently-to-tweet/
68. 	Brands on Instagram | Free Whitepaper | Union Metrics. [online]. [Accessed 14 April 2018]. Available from: https://unionmetrics.com/resources/brands-on-instagram/
69. 	7 Powerful Facebook Statistics for Post Likes &amp; Page Engagement. [online]. [Accessed 18 April 2018]. Available from: https://blog.bufferapp.com/7-facebook-stats-you-should-know-for-a-more-engaging-page
70. 	The Emoji Infographic: Stats to Back Up Your Obsession – United Kingdom — Meltwater. [online]. [Accessed 18 April 2018]. Available from: https://www.meltwater.com/uk/blog/the-emoji-infographic-stats-to-back-up-your-obsession/
71. 	Domino’s AnyWare. [online]. [Accessed 18 April 2018]. Available from: https://anyware.dominos.com/
72. 	49 (BRAND NEW) Video Marketing Statistics for 2017 | Wyzowl. [online]. [Accessed 18 April 2018]. Available from: https://www.wyzowl.com/video-marketing-statistics-2017/
73. 	Social Media Contests in 2018: Do They Still Work? | Sprout Social. [online]. [Accessed 14 April 2018]. Available from: https://sproutsocial.com/insights/social-media-contests/
74. 	facebook-timeline-competition-2.png (651×658). [online]. [Accessed 16 April 2018]. Available from: http://www.sociallution.com/wp-content/uploads/2014/01/facebook-timeline-competition-2.png
75. 	Six Benefits of Running Social Media Contests. [online]. [Accessed 16 April 2018]. Available from: https://maximizesocialbusiness.com/6-benefits-of-running-social-media-contests-8288/
76. 	10 Great Facebook Contest Ideas You Can Use For Your Page. [online]. [Accessed 16 April 2018]. Available from: http://www.sociallution.com/10-great-facebook-timeline-competition-ideas-can-use/
77. 	What to Post on Instagram This Month: 18 Photo &amp; Video Ideas to Spark Inspiration. [online]. [Accessed 24 April 2018]. Available from: https://blog.hubspot.com/marketing/what-to-post-on-instagram
78. 	Why Consumers Share User-Generated Content (Infographic) – Adweek. [online]. [Accessed 24 April 2018]. Available from: http://www.adweek.com/digital/why-consumers-share-user-generated-content-infographic/
79. 	38 Mind-Blowing Stats About User Generated Content - TINT Blog. [online]. [Accessed 24 April 2018]. Available from: https://www.tintup.com/blog/38-mind-blowing-stats-effectiveness-user-generated-content/
80. 	18 Instagram Stats Every Marketer Should Know for 2018 | Sprout Social. [online]. [Accessed 24 April 2018]. Available from: https://sproutsocial.com/insights/instagram-stats/
81. 	Instagram Extends Video Length Limit To 60 Seconds. [online]. [Accessed 24 April 2018]. Available from: https://www.buzzfeed.com/alexkantrowitz/instagram-extends-video-length-limit-to-60-seconds?utm_term=.sv8L2eY9M#.umWZLYe10
82. 	Report: Why More Brands Are Choosing Instagram Over Facebook – Adweek. [online]. [Accessed 24 April 2018]. Available from: http://www.adweek.com/digital/instagram-vs-facebook-report/
83. 	FULGONI, G.M. How brands using social media ignite marketing and drive growth:Measurement of paid social media appears solid but are the metrics for organic social overstated? Journal of Advertising Research. 2015. Vol. 55, no. 3, p. 232–236. 
84. 	Global Digital Advertising Report Adobe Digital Index Q3 2014. [online]. [Accessed 14 April 2018]. Available from: http://www.cmo.com/content/dam/CMO_Other/ADI/Q3_2014_Digital_Advertising_Report/DI_Q314_digital_advertising_report_v5.pdf
85. 	KEMP, E., CHILDERS, C.Y. and WILLIAMS, K.H. Place branding:creating self-brand connections and brand advocacy. Journal of Product & Brand Management. 2012. Vol. 21, no. 7, p. 508–515. 
86. 	HUNG, K.H. and LI, S.Y. The influence of eWOM on virtual consumer communities:social capital, consumer learning, and beahvioral outcomes. Journal of Advertising Research. 2007. Vol. 47, no. 4, p. 485–95. 
87. 	ANDERSON, E. Customer satisfaction and word of mouth. Journal of Service Research. 1998. Vol. 1, no. 1, p. 5–17. 
88. 	Facebook Help Centre. [online]. [Accessed 18 April 2018]. Available from: https://www.facebook.com/business/help/714656935225188/?helpref=hc_fnav&bc[0]=AHCv1&bc[1]=Ads Help&bc[2]=Advertising Basics&bc[3]=About Facebook Advertising
89. 	VINEREAN, Simona. Importance of Strategic Social Media Marketing. Expert Journal of Marketing [online]. 2017. Vol. 5, no. 2, p. 28–35. [Accessed 23 October 2017]. Available from: http://marketing.expertjournals.com/ark:/16759/EJM_504vinerean28-35.pdfTechnological innovation has grown at an unprecedented rate over the past couple of decades, creating multiple opportunities for marketing in online settings. The proliferation of social media helps customers become more empowered and engaged in their brand interactions, while also providing them with new tools in their search, evaluation, choice and purchases of marketing offerings. Consequently, these developments are influencing marketing practices, both strategically, and tactically. Nowadays, social media has developed in an essential part of marketing strategy for its ability to generate co-created value, to interactively connect brands to consumers, to monitor brand-related discussions and sentiments, to guide consumers in the decision-making process, to instigate customer-to-customer interactions, and transform consumers into brand advocates. The purpose of this paper is to examine the strategic opportunities of social media marketing for organizations. By providing a comprehensive conceptualization and definition of social media marketing, this research outlines its role in advertising, Customer Relationship Management, and e-Word-of-Mouth.
90. 	MARGARIDA BARRETO, Ana. Do users look at banner ads on Facebook? Journal of Research in Interactive Marketing [online]. 31 May 2013. Vol. 7, no. 2, p. 119–139. DOI 10.1108/JRIM-Mar-2012-0013. Available from: http://www.emeraldinsight.com/doi/10.1108/JRIM-Mar-2012-0013
91. 	KELLER, Ed. Unleashing the Power of Word of Mouth: Creating Brand Advocacy to Drive Growth. Journal of Advertising Research [online]. 1 December 2007. Vol. 47, no. 4, p. 448–452. DOI 10.2501/S0021849907070468. Available from: http://www.journalofadvertisingresearch.com/lookup/doi/10.2501/S0021849907070468
92. 	If You Can’t Measure It, You Can’t Improve It. [online]. [Accessed 25 February 2018]. Available from: http://www.guavabox.com/blog/if-you-cant-measure-it-you-cant-improve-it
93. 	Facebook Analytics. [online]. [Accessed 24 April 2018]. Available from: https://analytics.facebook.com/
94. 	A Beginner’s Guide to Facebook Insights. [online]. [Accessed 24 April 2018]. Available from: https://blog.kissmetrics.com/guide-to-facebook-insights/
95. 	What is Research? [online]. [Accessed 20 February 2018]. Available from: https://real.ucsd.edu/_unused pages/what-is-research.html
96. 	O’REILLY. Ethnographic Methods. 2nd. Abingdon:Routledge, 2012. 
97. 	Phenomenological Research Guidelines - Capilano University. [online]. [Accessed 11 April 2018]. Available from: https://www.capilanou.ca/psychology/student-resources/research-guidelines/Phenomenological-Research-Guidelines/
98. 	PISTERS, R., DE BOOIJ, M., REUCHLIN, O. and RASOUL, S. Well begun is half done. Netherlands Heart Journal [online]. 21 December 2016. Vol. 24, no. 12, p. 759–760. DOI 10.1007/s12471-016-0908-5. Available from: http://link.springer.com/10.1007/s12471-016-0908-5
99. 	YIN, R. Case study research: design and methods. California : SAGE Publications, 1984. 
100. 	STAKE, R. The art of case study research:persepctive in pratice. London : SAGE Publications, 1995. 
101. 	YIN, R. Case study research: design and methods. Beverly Hills, California : SAGE Texts, 2003. 
102. 	BRYMAN, A and BELL, E. Inductive and deductive research approach. Oxford : Oxford University Press, 2015. 
103. 	FLYVBJERG, B. Five misunderstandings about case-study research. Qualitative Inquiry. 2006. Vol. 12, no. 2, p. 219–245. 
104. 	ZAINAL, Z. Case study as a research method. Journal Kemanuisiaaan. 2007. Vol. 19, no. 3, p. 1–6. 
105. 	What Is A Survey (or Questionnaire)? | Qualtrics. [online]. [Accessed 12 April 2018]. Available from: https://www.qualtrics.com/experience-management/research/survey-basics/
106. 	4 Main Benefits of Survey Research. [online]. [Accessed 12 April 2018]. Available from: https://www.snapsurveys.com/blog/4-main-benefits-survey-research/
107. 	KAJORNBOON, A. Creating useful knowledge: a case study of policy development in e-learning at chulalongkorn university language institute. 2004. 
108. 	LONGHURST, R. Semi structured intervies and focus groups. SAGE Publications, 2003. 
109. 	Global Digital Advertising Report Adobe Digital Index Q3 2014. [online]. [Accessed 24 April 2018]. Available from: http://www.cmo.com/content/dam/CMO_Other/ADI/Q3_2014_Digital_Advertising_Report/DI_Q314_digital_advertising_report_v5.pdf







9. [bookmark: _Toc512505449]APPENDICES

Appendix One- Questionnaire 
	Do you use social media?
	Yes
	No 
	Maybe 
	
	
	
	

	
	24
	2
	4
	
	
	
	

	
	
	
	
	
	
	
	

	What platforms do you use? 
	Facebook
	Twitter
	Instagram
	Other 
	
	
	

	
	24
	16
	19
	10
	
	
	

	
	
	
	
	
	
	
	

	Do you have a social media marketing plan? 
	Yes
	No 
	Maybe 
	
	
	
	

	
	11
	17
	2
	
	
	
	

	
	
	
	
	
	
	
	

	Do you use social media management tools?
	Yes
	No
	Maybe 
	
	
	
	

	
	4
	25
	1
	
	
	
	

	
	
	
	
	
	
	
	

	Do you rely on social media marketing to attract customers?
	Not at all
	Little Extent
	Some Extent 
	Large Extent 
	
	
	

	
	2
	3
	6
	19
	
	
	

	
	
	
	
	
	
	
	

	To what extent does your organisation rely on pictures, videos and competitions to attract customers? 
	Not at all 
	Little Extent
	Some Extent
	Large Extent 
	
	
	

	Pictures
	2
	3
	17
	8
	
	
	

	Videos
	10
	9
	9
	2
	
	
	

	Competitions 
	5
	3
	15
	10
	
	
	

	
	
	
	
	
	
	
	

	Are there certain days of the week, in which your organisations posts on their social media platforms?
	Monday
	Tueaday
	Wednesday
	Thursday
	Friday
	Saturday 
	Sunday 

	Facebook 
	1
	
	3
	
	9
	8
	3

	Twitter 
	
	
	2
	
	8
	6
	3

	Instagram 
	5
	
	6
	1
	3
	3
	

	Other 
	3
	4
	4
	1
	3
	
	

	
	
	
	
	
	
	
	

	Are there certain times of the day that your organization posts to your social media platforms?
	Morning 
	Afternoon 
	Evening 
	
	
	
	

	Facebook
	1
	3
	20
	
	
	
	

	Twitter
	
	3
	16
	
	
	
	

	Instagram
	3
	6
	9
	
	
	
	

	Other 
	6
	7
	2
	
	
	
	

	
	
	
	
	
	
	
	

	To what extent do you rely on paid social media advertising?
	Not at all 
	Little Extent
	Some Extent
	Large Extent 
	
	
	

	
	22
	3
	1
	
	
	
	

	
	
	
	
	
	
	
	

	To what extent do you rely on organic social media advertising? 
	Not at all 
	Little Extent
	Some Extent
	Large Extent 
	
	
	

	
	2
	
	4
	20
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	



Appendix 2- Interview Schedule 
This schedule is not to be used systematically but as a guide when the interviews began to lose focus. 

Objective One
· Do you use social media marketing?
· How long have you been using it?
· Why do you use it? 
· Do you competitors use it?
· What platforms do you use?
· Why have you selected them?
· Do you use a social media marketing plan?- Why did you make that decision?
· Do you use social media management tools?- Why have you chosen this?
· Anything to add?

Objective Two
· Do you understand what a posting strategy is?
· Have you invested in any posting strategies?
· What are they?
· How did you find out about them?
· What content do you post, photos, videos, competitions?
· Why have you chosen this content?
· Do you post on certain days of the week?- Why?
· Are there certain times of the day, which you concentrate your posts?- Why?
· Are your strategies different depending on the social media platform you’re using?

Objective Three 
· Do you understand what paid social media marketing is?
· Do you understand what organic social media marketing is?
· Do you use one method over the other?
· Why have you chosen to use pair or organic over the other?









9.1. [bookmark: _Toc512505450]Social Media Marketing Best Practice guide 

9.1.1. [bookmark: _Toc512505451]Introduction

Social media and its effects on everyday life has grown exponentially in the last couple of years. As increasingly more people flock to use social media, increasingly more businesses look to utilise it as a marketing tool. This best practice guide will provide the reader with the knowledge they need to start using Facebook, Twitter, and Instagram to market their business. This best practice guide is mainly aimed at smaller to medium sized business, but obviously anyone can have a read if they think it’s suitable.

Although the numbers involved with social media are astounding, it is important to note that joining social media ‘just because’ would be a mistake, without a clear plan and goals and objectives, this guide will help will help you decide if social media marketing is suitable for your organisation.

This guide will be split into five main sections – Why organisations use social media for marketing, negative implications, Facebook, Instagram, and Twitter ending with a conclusion to briefly summarise the guide. as 
9.2. [bookmark: _Toc512505452]Why organisations use social media for marketing?

There are several reasons why organisations use social media for marketing, obviously as stated above, the shear numbers involved are a pull, however there are other benefits too and if you’re on the fence about integrating social media into your marketing strategy, then this chapter may help you decide. This chapter will look at why organisations use social media for marketing but also look at the negatives to give a fair and balanced argument.
9.2.1. Cost

You may or may not be aware that the majority, if not all social networks/social media are free to use. Doesn’t cost a penny to set up a personal profile or a business profile. This is great for everyone but even better for smaller to medium sized businesses who won’t have the same marketing budget as a large organisation. If you have a camera or a smartphone you can start marketing on social media. 
Furthermore, you have the potential to tap into the huge user base of each platform for free. Even with the paid services these platforms offer to promote your product/service it is more cost effective than traditional mass marketing media channels such television, radio, and newspaper/magazines because the adverts on social media are targeted to a specific audience you select, in line with your brand.
9.2.2. Increase Brand Awareness

Social media has the power to increase brand awareness as it allows you to communicate your message effectively and interact with your audience in real time. A good example of this is Coca Cola, they use their fans images or videos of themselves with a coke in their social media marketing campaigns allowing Coca Cola to build brand awareness through customers photos conveying themselves as a company that values their customers, resulting in increased brand loyalty. 

9.2.3. Greater levels of communication

Social media gives organisations the ability to be more accessible. Being able to communicate with customers in real time not only makes them feel valued but also gives organisations the capacity to deal with any problems head on as quickly as possible.

9.3. [bookmark: _Toc512505453]The Negative Side to Social Media

9.3.1. Negative publicity 

Having the ability to reach huge numbers of people easily can also work against your organisation if you’re not careful and don’t think about the content your posting properly. For example, Pepsi had to apologise for trying to exploit the black rights movement in their marketing campaigns.

Although there are many positives to marketing on social media, it does come with some negatives. 

9.3.2. Ageing population

It has been established that social media enables organisations to reach a large number of people fairly easily. However, social media does not account for those who do not use it. According to research 22% of the ageing population currently do not use social media. Meaning social media could be neglecting an increasing pool of consumers.

9.3.3. Difficulties in assessing returns

It is easy for organisations to track how many likes, share and follows their posts/pages receive, however it is not easy to assess how these elements transfer to sales. Without knowing exactly your return on investment and generate specific figures organisations could be blind to the effectiveness of their campaigns. 

9.4. [bookmark: _Toc512505454]Social Media Marketing – to plan or not to plan?

This section will highlight the importance of creating an effective social media marketing plan when deciding to integrate social media into your marketing strategy.
Once you have decided that marketing your product or service on social media is for you, the temptation is to dive in head first and start reaching potential customers at once. However, like anything in life, if a jobs worth doing it’s worth doing properly. 
So, the next logical step is to create an effective social media marketing plan. A social media marketing plan sets out clearly what your hoping to achieve when utilising social media platforms in your organisations marketing strategy. 
It is important to remember when creating a social media marketing plan that it reflects the internal values and expectations of the organisation. To ensure the new marketing tool does not deviate it is suggested organisations complete an assessment of the tools they have at their disposal in order to set effective goals for their social media campaigns. Creating plans that have no direction or are unachievable will soon become unusable. So, the most effective plans will guide an organisations actions and measure its success.

9.4.1. What elements comprise of an effective plan?

It has been discovered that there are five common elements that must be present in an effective social media marketing plan, there are:

· Begin with an audit – this determines an organisations current ability.
· Once an audit has been carried out, goals and objectives should be set that are concise and measurable to allow their effectiveness to be evaluated.
· An investigation into what social media accounts would be best suited to your organisation is next, pointless being on twitter if your target audience isn’t.
· Followed by a competitor analysis – what are your competitors doing on social media? What worked well for them? What didn’t work well for them?
· Finally, the plan must be evaluated regularly and updated depending on changes that happen within the organisation

9.5. [bookmark: _Toc512505455]Facebook

9.5.1. Introduction

Once you have decided to pursue social media marketing, created an effective plan, and decided on the best social media platforms for your organisation it’s time to figure out what to post, when to post it. This section of the best practice guide will cover Facebook, Instagram and Twitter giving a brief overview of the best day, times, and content to post to each platform.

 With over two billion active monthly users, it’s easy to see why businesses use Facebook as a marketing channel, the potential to reach such a huge audience is mind blowing. The numbers combined with the ability to target specific audiences down to their likes and dislikes make it great for anyone thinking about using Facebook as a marketing tool.

9.5.2. When to post?

There are obviously certain days of the week that are better to post on Facebook than others. For instance, when Facebook users are at their most active would be better as you’re giving your organisation the chance to maximise reach. This part of the chapter will express the best times and day to post to Facebook.
From previous research it has been discovered that the best times to post on Facebook is between 1pm and 4pm later in the week from Thursday to Sunday. Posting at these times and days commanded an increase of 18% on engagement rates.
9.5.3. How often to post?

Having determined when you should be posting it is wise to discover how often you should be posting. There is a fine line between not posting enough and posting too much, it is important as an organisation you find this equilibrium otherwise you run the risk of annoying your audience.

It is recommended that an organisation should post to Facebook no more than twice a day. Any more than twice and the engagement start to decrease. 

9.5.4. What to post?

So, you’ve determined what platforms are best for your organisation, when to post and how often to post. Now it’s time to decide what content your organisation is going to post.

There are many options when posting content to Facebook these include text-based post, photos, videos, infographics, competitions, polls and much more. 

9.5.4.1. Just Text

Although text-based posts are not the most appealing, they still come with some guidelines. Research suggests shorter text-based posts of below 250 characters carry an increase in engagement by 60%.

9.5.4.1.1. Emojis

It has also been proven that the use of emojis are important and every growing aspect of organisations posts. Not only do they set the tone of a post, it has been proven posts with emojis command 33% more comments, 33% more shares and a massive 57% more likes.

9.5.4.2. Questions

Questions are a good way to get your audience to comment on your posts. Try not to make them think too much about it though, questions like ‘should’, ‘would’, ‘which’, and ‘who’ attract more attention. 
9.5.4.3. Photos

Research suggest that photos not only get more engagement than videos, links, and anything else they also make up 93% of the most engaging posts on Facebook. So, if the end game is engagement, photos are the one for you.
9.5.4.4. Videos 

Although photos have been proven to be more engaging than videos, they’re still an important marketing method on social media. It is easier to capture attention with a video. Research states 74% of people asked said that a brands video convinced them to buy a product or service, although less engaging than a photo, videos are not to be ignored. 

9.5.4.5. Competitions

Competitions are a quick and easy way to raise brand awareness and awareness about new or existing products. As proven they have astronomical reach because most of the Facebook population like the idea of getting something for nothing.

It is important to be careful with Facebook competitions as rules do apply. For instance, you must state that the competition is in no way affiliated with Facebook. Other rules which might surprise you are that you’re not allowed to ask your audience to share the competition post or tag anyone in it, which is hard to believe as every competition you see, these are necessary to enter the competition usually. 
 
9.5.4.5.1. Types of competitions

There are many types of competitions available to post to your organisations Facebook page these include:
· Like to win – simply like a certain post to be in with a chance of winning the prize
· Comment to win – simply comment on a certain post to be in with a chance of winning the prize
· Like & comment to win – Do both above (like and comment on a post) to be in with a chance of winning the prize
· Last comment wins – The last comment on the competition post wins the prize, whether it be after a certain amount of time or randomly
· Comment with the most likes wins – Simply the comment on the competition post with the most likes wins the prize
· What’s your best guess – Guessing the name of mascot, how many balls are in a jar etc to win the prize
· Caption this – best caption on a given picture wins the prize
· Fill-in-the-blanks

9.5.5. [bookmark: _Toc512505456]Summary

To summarise posting on Facebook all depends on your goals, if you want to increase comments engagement asking a question to your audience would be the best way to do that, if you want to increase likes photos are the best way and for a quick and easy way to raise brand awareness running a competition is best.


9.6. [bookmark: _Toc512505457]Twitter

Twitter is another powerful social media site boasting a user base of 328 million people. Due to Twitters streamlined newsfeed and its interactive nature it makes it a great platform for consumers to engage in electronic word of mouth (eWOM). This streamlined nature also makes it easy for consumers to engage with their favourite brands creating a deeper level of customer relationships.

9.6.1. When to post?

Again, like Facebook there are optimal times to tweet, giving your organisation the best possible chance of your tweets being seen by your target audience. 
However, unlike Facebook, posting times on Twitter all depend on whether your organisation is B2B or B2C.
9.6.1.1. B2B

Research suggests that b2B focusses posts should concentrate on posting during the working week, between 12pm and 3pm. Weekdays generate the highest level of clickthrough’s and retweets for B2B organisations.

9.6.1.2. B2C

Whereas research suggests that B2C posts should concentrate on posting on the weekends, between 12pm and 3pm as well as 5pm. Engagement for B2C organisations rose by 17% on the weekends.

9.6.2. When to post?

Studies suggest that organisations will witness their highest level of engagements at three tweets per day, any more than this and the engagement starts to decline. Remember this is just a guideline, each brand and organisation are different. It’s always good to test your own brand, you may find you tweet 6 times a day and see no drop-in engagement.

9.7. [bookmark: _Toc512505458]Instagram

Instagram has over 800 million users worldwide, making it even more popular than Twitter and the second most popular social media platform. Instagram is popular with the younger generation with users ageing 24 and below making up 41% of its user base. Instagram is an easy to use platform to display some of your organisations finest offering. 

9.7.1. When to post?

Unlike the previous two platforms, it has been discovered that Instagram users tend to be active throughout the week, especially out of work hours. Research suggests that Wednesday around 5pm is the best day to post due to increased activity. 

9.7.2. How often to post?

Compared to the other two platforms, Instagram differs again. Studies have shown that engagement does not drop on Instagram when going over 2/3 posts per day.

9.7.3. What to post?

Instagram is very heavily rich media based, with many photos, videos, and GIFs, it has become a powerful platform for brands to communicate their story. 

9.7.3.1. User Generated Content

User generated content is content posted/created by your fans/followers and used in your own marketing strategy. Not only does it make your customers feel apart of the brand and closer to you, consumers trust other users posts more than they do a brand.

9.7.3.2. Behind the scenes photo

Posting shots of what’s happening behind the scenes is a great way to humanise your brand, make your audience feel apart of the brand more, strengthening customer relationships.

9.7.3.3. Timely Posts

Timely posts are posts that coincide with an event, national holiday such as ‘International Day of Happiness’ posting to coincide with such events could help with reach and engagement. This works but be careful it needs to resonate with your audience otherwise it will backfire. 

9.7.3.4. Photos/Videos

Obviously, you can post the standard photos and videos. Photos have a commanding 36% more likes than videos. An Instagram video can be anything from 3 – 60 seconds. Research has suggested that there is a culture around tagging your friends in posts, asking your audience to tag their friends in your post helps reach and engagement, especially if your photo/video resonates with your audience and they’re desperate to share it with their friends.


9.8. [bookmark: _Toc512505459]Summary

To summarise, Instagram is a powerful tool to market your organisation, especially if you’re targeting the younger generation. There are many techniques to help you with reach, engagement, and brand awareness. Again, like Facebook it is about testing things out, seeing what works for your organisation. You might find you have better engagement when you post three times a week oppose to once a day, it’s all about testing.

9.9. [bookmark: _Toc512505460]Social Media Management Tools

If you’ve reached a point at your organisation where juggling three or four social media platforms at once has gotten a bit much to keep track off. Don’t worry there are platforms out there to help you manage your social media channels.

These platforms will help you schedule content to be in line with when your audience are most active, search key words to ‘social listen’ and see what people are saying about your brand and use it in your marketing and monitor all your channels in one streamline place.

There are many social media management tools out there, one considered to be one of the best would be Hootsuite, the offer a free version, allowing the user to manage up to three social media accounts at a time – which for an extremely small business would be suitable. 

9.10. [bookmark: _Toc512505461]Conclusion 

It is important to remember that this document is merely a guideline, somewhere to start. Each organisation and brand are different, what works for one may not work for another. Social media is not a ‘One shoe fits all’ solution, it’s about testing certain things, discovering what works for you and what doesn’t. The ability to spot these two things will stand you in good stead when marketing on social media. 

It is necessary to be consistent when social media marketing, posting sporadically will not aid your quest to build brand awareness or in gaining engagement and reach, consistency is key. 

But above all, listen. Listen to what your audience is saying about your brand, respond, deal with issues head on and use these conversations to aide your marketing plan. 









Does Your Organisation Utilise Social Media?


Yes	No 	Maybe 	24	2	4	

Which Social Media Platforms Does Your Organisation Utilise?

Facebook	Twitter	Instagram	Other 	24	16	19	10	


To what extent does your organisation rely on pictures, videos and competitions to attract customers? 

Pictures	Not at all 	Little Extent	Some Extent	Large Extent 	2	3	17	8	Videos	Not at all 	Little Extent	Some Extent	Large Extent 	10	9	9	2	Competitions 	Not at all 	Little Extent	Some Extent	Large Extent 	5	3	15	10	



Are there certain days of the week in which your organisations posts on their social media platforms?

Facebook 	Monday	Tueaday	Wednesday	Thursday	Friday	Saturday 	Sunday 	1	3	9	8	3	Twitter 	Monday	Tueaday	Wednesday	Thursday	Friday	Saturday 	Sunday 	2	8	6	3	Instagram 	Monday	Tueaday	Wednesday	Thursday	Friday	Saturday 	Sunday 	5	6	1	3	3	Other 	Monday	Tueaday	Wednesday	Thursday	Friday	Saturday 	Sunday 	3	4	4	1	3	



Are there certain times of the day that your organisation posts to your social media platforms?

Morning 	Facebook	Twitter	Instagram	Other 	1	3	6	Afternoon 	Facebook	Twitter	Instagram	Other 	3	3	6	7	Evening 	Facebook	Twitter	Instagram	Other 	20	16	9	2	



To what extent do you rely on paid social media advertising? 

Not at all 	Little Extent	Some Extent	Large Extent 	22	3	1	


To what extent do you rely on organic social media advertising?

Not at all 	Little Extent	Some Extent	Large Extent 	2	4	20	
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