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[bookmark: _Toc515633001]1. Introduction
[bookmark: _Toc515633002]1.1 Research Background
In respect to the advancements in the fields of digital technology, the use and implementation of social media is seen to be emerging as one specific popular and effective marketing and promotional platforms for organizations around the world. The implementation of social media marketing helps the businesses to develop a well reputed and high brand recognition or image in the respective market of business activities, thereby leading to a specific competitive edge or advantage in the respective market (Berthon, 2012). In addition, the use of social media platforms for the purpose of marketing and promotions also helps the businesses to reduce the expenses associated with the process of marketing, that have a positive influence over the organizational profitability as a whole. In addition, the use of social media marketing also enables the organizations to develop a wider customer reach that leads to better success in terms of marketing and promotions of the products and services in the respective market. 
[bookmark: _Toc515633003]1.2 Research Rationale 
Social media is said to be among the key marketing platforms which has high influences over the marketing and promotional activities or operations of an organization. This research will offer a detailed understanding and analysis of the use of social media in marketing of products and services. The different concepts related to the correct integration and utilization of social media in marketing activities and operations will be analyzed in details in the selected research. In addition, the different limitations and challenges of social media marketing will also be discussed in the research. Recommendations will also be provided to mitigate the identified challenges and have a better success in respect to use and integration of social media in the marketing activities of an organization. 
[bookmark: _Toc515633004]1.3 Aims and Objectives 
The research aims to explore the impacts and role that social media has upon the marketing activities and operations. The research will focus upon the organization of Trailfinders Ltd, UK, which operates in the travel and tourism industry market.
The objectives of the research have been discussed as below;
· To identify the importance of social media in marketing activities of Trailfinders Ltd, UK
· To evaluate how social media marketing benefits Trailfinders Ltd, UK, to achieve better sales, profitability and revenues in the market.
· To explore the impacts of social media marketing on brand image of Trailfinders Ltd, UK (Tuten, 2014).
· To assess the strategies of social media marketing used by Trailfinders Ltd, UK.
· To recommend proper approaches to Trailfinders Ltd, UK, for better utilization and integration of the social media platforms in the marketing operations and activities. 

[bookmark: _Toc515633005]1.4 Research Questions 
The selected research will address the following listed research questions:
· What are the importances of social media in marketing activities of Trailfinders Ltd, UK?
· How can the use of social media marketing benefit Trailfinders Ltd, UK, to achieve better sales, profitability and revenues in the market?
· What are the influences of social media marketing on brand image of Trailfinders Ltd, UK?
· How Trailfinders Ltd, UK, utilizes the social media marketing approaches and strategies?
· What are the specific recommendations for Trailfinders Ltd, UK, for better utilization and integration of the social media platforms in the marketing operations and activities? 
[bookmark: _Toc515633006]2. Literature Review
According to, Erdoğmuş, (2012) , the growth and advancements of the web 2.0 technology and the internet have resulted the evolvement of social media to be among the innovative and valuable marketing and promotional platforms across the globe. The use of social media in marketing can help businesses to be able to leverage their brand image and awareness in the market, through better communication of different marketing messages among a wide customer or buyer segments. It also benefits businesses to develop better communication and engagement with their respective customers. This largely helps in successful brand marketing and positioning in the market, in addition to exhibition of better efficiency in the context of responding to the service queries or requests of the customer segments. Thus the integration of social media helps in improvement of the customer support and services therefore enabling the businesses to develop better customer satisfaction, positively influencing their sales and profitability in the market. 
According to, Kaushik, (2012), social media also offers businesses with the opportunity to develop a better customer connection. This can lead to generation of high customer loyalty in the long run of business activities. BY proper utilization of social media marketing strategies, businesses can generate better brand appeal in the market, in addition to influencing the customers in buying from their products and services thereby positively influencing the profitability and sales or revenues effectively. In addition to this, the use of social media in marketing and promotions can also help to reduce the costs associated with marketing and improving the overall conversion rates that in turn caters to the business growth, development and success. However, if not properly managed and implemented, the use of social media marketing strategies can be disadvantageous from the organizational perspective. It can generate negative influences that can negatively impact the brand identity or image of the businesses in the respective market. 
Some of the social media platforms that are popularly used for marketing and promotions include the following;
· Facebook: The platform of Facebook has the biggest blend of demographics, which helps businesses to have wider access to a larger number of customer or buyer segments effectively. This helps in communication of the marketing and brand messages to large segments of customers or consumers without the limitations of the geographic boundaries. Thus the social media platform of Facebook if properly used and incorporated benefits the business to expand their customer reach that leads to better brand marketing success. In addition, Facebook also offers the businesses to develop better connection, communication and engagement with the customers that helps in targeting newer customer segments (De Vries, 2012). Valuable customer feedbacks can also be collected that helps to enhance or improve the overall service and support quality leading to higher brand appeal. In addition the platform of Facebook is also properly manageable therefore making it suitable for marketing and promotional activities. 
· Twitter: The stage of Twitter is used by businesses for the objective of   sharing and updating of posts related to the products and services that helps in boosting the overall marketing efforts. For example; the product related information and data can be effectively marketing by sharing of tweets in the platform that are viewed by large number of users or audiences resulting in successful promotion and marketing. 
· Instagram: Instagram is that photo sharing media platform that can be used by businesses for successful product and service promotions. In addition diufferent promotional events can also be showcased through the media through use of catchy taglines and hash tags (Kim, 2012). 
· You Tube: The popular platform of You Tube can also be effectively incorporated by the organizations for successful promotion and marketing of the products and services among larger customer groups in the market. By posting of advertisements in You Tube better brand awareness and appeal can be generated among wide customer base or group that results in obtaining of better success in the context of marketing and promotions effectively. 
[bookmark: _Toc515633007]3. Research Methodology
[bookmark: _Toc515633008]3.1 Research Approach and Design 
Deductive research will be used and implemented in the research study. The use of deductive approach is suitable as it will facilitate the validation and testing of different ideas and theories related to the research area. In addition it will also enable the correct addressing of the research questions (Best, 2016). Since no new theories will be generated the use and implementation of deductive research is said to be justified in the research context. In relation to the use of research design the use of survey design and exploratory research design will be used and incorporated.
[bookmark: _Toc515633009]3.2 Research Strategy
The information and data obtained from survey among the sampled respondents will be evaluated quantitatively. Therefore the incorporation of statistical analysis will be done through Microsoft excel program. The outcomes will be discussed as graphical representation. The different secondary information will be evaluated qualitatively and will be discussed in the form of journal evaluation and analysis. 
[bookmark: _Toc515633010]3.3 Data Collection 
To collect data both secondary and primary data collection processes will be utilized in the research.  A detailed research survey based upon a questionnaire will be initiated among 50 respondents who are the employees of Trailfinders Ltd, UK. This information collected will be analyzed quantitatively and desired findings will be achieved. In addition inferences and analysis will be derived from different secondary sources of data that includes the past articles or researches conducted on a similar field or area of research. This information will be evaluated qualitatively and accurate results will be generated. 
[bookmark: _Toc515633011]3.4 Data Sampling
In order to sample or select respondents for the research survey, the technique or measure of simple random sampling will be used in the research. By use or utilization of this specific sampling random sample will be selected for the survey among a bigger population size. Thus the use of the above mentioned technique will be done for selecting 50 respondents for the survey. These respondents will be the employees working in the organization of Trailfinders Ltd, UK.
[bookmark: _Toc515633012]3.5 Ethical Considerations
The research will properly oblige with all the ethical protocols and regulations of the code of research ethics. Before start of the survey, permissions will be approved from the sampled respondents. During the research survey, it will be guaranteed that respondents are not forced to take active research engagement and participation and no personal queries will be asked. The individuality and confidentiality of respondents will be maintained. In addition while gathering of secondary data, the respective authorities will be asked for the required permissions. Under all condition the data gathered will be only used for research purpose and needs and will not be revealed or disclosed to uphold the discretion of research information and data (Bryman, 2014). 
[bookmark: _Toc515633013]3.6 Data Analysis Plan
Both quantitative and qualitative analysis will be used. The information obtained from the feedbacks through the survey will be analyzed through the use of statistical techniques and measures to obtain the valid and reliable research results and findings. IN addition, the data obtained from the secondary data sources will be analyzed qualitatively and the desired findings of the research will be obtained. 
[bookmark: _Toc515633014]4. Expected Outcomes 
The research findings and results is expected to showcase and identify the use and implementation of different platforms of social media and how they can influence the overall marketing activities and operations of Trailfinders Ltd, UK. The different social media strategies will be showcased in the discussion and analysis along with identification of social media marketing use within the context of the organization. In addition the different challenges faced by the business during use and implementation of social media platforms in marketing and promotions will also be discussed and highlighted in the research findings. The findings and outcomes will also discuss and highlight effective recommendations for Trailfinders Ltd, UK for improving their social media marketing operations and activities effectively and efficiently. 
[bookmark: _Toc515633015]5. Research Timeline 
The overall timeline of the chosen research study has been depicted as per the Gantt chart showcased as below;
	Research Activities Timetable 

	 
	Timeline of the Research Activities Undertaken 

	Research Activities 
	1st Week
	2ndWeek
	3rd Week
	4th Week
	5th Week
	6th Week
	7th Week
	8th Week

	Introduction 
	 
	 
	 
	 
	 
	 
	 
	 

	Literature Review
	 
	 
	 
	 
	 
	 
	 
	 

	Research Methodology 
	 
	 
	 
	 
	 
	 
	 
	 

	 Data Analysis 
	 
	 
	 
	 
	 
	 
	 
	 

	Conclusion and  Recommendations 
	 
	 
	 
	 
	 
	 
	 
	 


                                    Fig:  Research Timescale (Gantt chart) (source: self)
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