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Abstract

Introduction – Social media marketing has become a modern day necessity for the business establishments as they seek to maximise their brand exposure in the market in order to generate greater revenues and profits from their business operations. It is helping the business establishments to popularise and promote their products and services among a larger target consumer base which includes both the domestic and international customers, and this is enabling business establishments to attract more consumers from the market. With the help of social media marketing, business establishments are able to ensure a comprehensive customer engagement process in the market and this enables them to foster customer satisfaction and brand loyalty among their clients.  This research would try to shed light on the role of social media marketing in contributing towards the existing marketing and promotional activities of the modern day contemporary business establishments. 

Literature Review - This section provides a detailed discussion of the available literature pertaining to the chosen research topic. This would play a vital role in helping the readers to obtain a more elaborate and detailed understanding about the diverse aspects of social media marketing and how it is eventually contributing towards a successful and comprehensive marketing and promotional campaigns for the modern day businesses.

Methodology – This section provides a detailed understanding regarding the manner in which this research has been undertaken by the researcher. Both qualitative and quantitative data has been utilised by the researcher in order to arrive at successful research outcomes. The quantitative data comprised on 20 staffs of Trailfinders Ltd. while the qualitative data comprised of 3 mangers from the same organisation.

Findings and Conclusions – From the research it is clearly evident that the social media marketing is playing a vital role in contributing towards the future growth and development of the organisation by enabling them to attract more customers from the market. This is helping Trailfinders Ltd. to generate greater profits and revenues from their business operations.            
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Chapter 1: Introduction

1.1 Background of the Research

The social media has become a modern day phenomenon which has really helped in transforming the global corporate sector. The advent of social media is largely attributed to the rapid advancement and breakthroughs made in the fields of science and technology which has played a vital role in fostering greater communication and connectivity throughout the globe. The rapid advancements made in the fields of digital technologies have largely helped social media to grow and steadily gain huge popularity and acceptance among the global population (Berthon et al., 2012). The growing popularity and acceptance of the social media platforms has quickly garnered the attention of the global corporate establishments who have been quick to realise its long-term business potential. The global corporate sector is undergoing a transition phase as more and more businesses are migrating to the online platform through the implementation and integration of advanced IT systems within their existing organisational domain. Gone are the days when companies were solely reliant on the aspect of traditional marketing and advertising campaigns that provided them with a limited audience to target their products and services and this has contributed to the advent of social media marketing (Erdoğmuş and Cicek, 2012). The traditional advertising and marketing channels provided the business establishments with limited market exposure for their products and service offerings and this undermined the true business potential of organisations by limiting the scope of customer awareness for their products. Nowadays, business establishments are increasingly making use of social media marketing in combination with the traditional marketing and promotional channels as it offers them with a much larger consumer base to target their products and services (Hoffman and Fodor, 2010). The wide reach and popularity of the social media platforms has proved to be a modern day blessing for the business establishments as it had enabled them to maximise the brand exposure and brand popularity among the global audiences. Business establishments around the globe has been quick to capitalise on the global reach of the social media platforms and this had enabled them to target the global population as opposed to the domestic population which were largely facilitated by the traditional marketing and promotional channels (Tuten and Solomon, 2017). With the help of social media marketing, business establishments have been able to get customers from foreign countries as well and this has provided an added dimension to their business. Business establishments have been able to expand their business operations throughout the globe and this has allowed them better scope of revenue generations. The process of internationalisation of business has largely been facilitated through the integration of social media marketing within the existing business functionalities of the modern day corporate business entities and this had enabled them to ensure the future growth and sustainability of their business (Zarrella, 2009). Additionally, the adoption of social media marketing has enabled the modern day organisations to radically improve and enhance the process of marketing communication, thereby ensuring a more comprehensive customer engagement process in the market. By utilising the social media platforms, modern day business establishments have been able to ensure a more personal interaction and communication process with their customers and this has enabled them to foster greater customer satisfaction and brand loyalty in the market (Kim and Ko, 2012). 

1.2 Rationale of the Research

Social media has become the preferred choice of marketing and promotional platform for a growing number of contemporary business establishments and this is mainly due to the assorted advantages and benefits that they have been known to provide the modern day business establishments. The main advantage of the social media lies in the fact that it acts as a strategic marketing and promotional tool that provides the dual benefits of market promotions and effective customer engagement (Smith et al., 2012). The success of modern day business largely depends on the aspects of long term customer satisfaction and customer loyalty and both these parameters determine how effectively business establishments would be able to retain their customers for the long haul (Erdoğmuş and Cicek, 2012). The social media is helping the modern day business to achieve this main objective. Business establishments have been able to utilise the social media for developing strong personal bonding and association with their customers and this has provided the business establishments with greater leverage in their business sector. With the help of social media platforms, business establishments have been able to obtain the customer feedbacks and opinions pertaining to their products and this has enabled them, to realise how effectively they have been able to deliver upon the customer needs and expectations in the market (Hoffman and Fodor, 2010). Furthermore, business establishments have been able to incorporate the consumer feedbacks while undertaking product improvements or the creation of new products and services in the market and this had enabled them to enhance the customer satisfaction levels in the market. This plays a vital role in building up positive consumer perceptions regarding the products and services offered by an organisation and eventually contribute towards a greater consumer demand for the products and service offered by an organisation (Evans, 2010). Business establishments have been largely successful in creating a good brand image and reputation in the market through the effective usage of social media platforms and this has enabled them to ensure brand loyalty for their products. Additionally, social media marketing plays a vital role in helping to provide greater market exposure for the products and services offered by an organisation which is not merely restricted within their national and geographical boundaries (Erdoğmuş and Cicek, 2012). Business establishments are able to popularise and promote their products and services to both the domestic and international consumers through the use of social media marketing and this offers them better opportunity to expand their business to overseas destinations where there is adequate market demand for their products and services (Tuten and Solomon, 2017). Business establishments have been able to ensure their future market growth by making the most use of the strategic leverage that social media provides them, and this research would specially try to shed light on how the social media marketing has impacted upon marketing and promotional activities undertaken by the modern day corporate establishments. This would eventually help in understanding why there is growing craze regarding social media marketing among the contemporary business establishments.                   

1.3 Research Aims

The purpose of the present study is to understand and comprehend the growing importance of social media marketing in influencing the future organisational performance and growth of Trailfinders Ltd., UK. 

1.4 Research Objectives
The objectives of the research have been discussed as below;

· To identify the influential role played by social media in the marketing activities of Trailfinders Ltd,UK

· To explore the impacts of social media marketing on the market performance and popularity of Trailfinders Ltd, UK 

· To recommend proper approaches to Trailfinders Ltd, UK, for ensuing the better utilization and integration of the social media platforms within their existing marketing operations and activities. 

1.5 Research Questions

The selected research will address the following listed research questions:

· What role is played by social media in the marketing activities of Trailfinders Ltd, UK?

· How social media is influencing the organizational performance and business efficiency of Trailfinders Ltd., UK?

· What are the specific recommendations for Trailfinders Ltd. for better utilization and integration of the social media platforms in their marketing operations and activities? 

1.6 Research hypothesis 

H0: There is a significant negative impact of social media marketing on organization performance and business development. 

H1: There is a significant positive impact of social media marketing on organization performance and business development.

Chapter 2: Literature Reviews

The purpose of literature review is to comprehensively review literature related to the all the aspects of social media marketing, brand awareness and orthodox marketing channels. This chapter would develop a theoretical outline for this research purpose (Tuten and Solomon, 2017). Social media platform such as Facebook, Twitter, YouTube, and LinkedIn have already taken prominent place in modern marketing strategies. Marketers have already acknowledged the importance of social media for business development because it enables the organisation to interact with potential customers (De Vries et al., 2012). According to Packer, (2011) initially social media used for social engagement, but the commercial implementation soon became noticeable and social media has become the vital marketing tools which an organization cannot ignore (Erdogmus and Cicek, 2012). The primary reason of using social media as marketing tools is its popularity. As social media such as Facebook, Instagram, Twitter, YouTube, and LinkedIn user have increased tremendously, at present the number of social media user has crossed 2.6 billion (billions, 2018). The most famous social media platforms are Facebook, YouTube, WhatsApp and many more. The social media networking often considers as the portions of a trend known as Web 20 which is extra combined use of the web that enhances inventiveness and data exchange. In 2008, the Facebook has more than 2234 million employees, YouTube has more than 1900 employees, WhatsApp has more than 1500 million employees (statistcs, 2018). The marketing strategies of various organisations have reviewed their traditional strategies of marketing and promotional activities. A study conducted by Miguens et al., (2008) says that using social media, organisations able to create strategies after the marketers analyze the analytics to acknowledge the customer behaviours. However, all the social media marketing strategies is not same, different social media platform has different structure and impact on marketing (Miller, 2013). 

Social media technology, on a broader scale, plays and significant role in connecting people that make possible sharing of information, thereby reducing the extra expenses physical exploration of market and customer behaviour. Web 2.0 technologies has made possible to gathered enormous information which can be further processed to generate the information about customer and market (Tuten, 2008).  The various Artificial Intelligence (AI) tools integrated with social media platform has provided enhanced communication ground which helps to build brand loyalty. According to Mangold and Faulds, (2009) revealed that consumers are more likely to share, recommend or buys a product after they engaged with the organisation on social media therefore the organisations are more likely use social media platform due to its ability of effective use of time and resources. In the words of Erdoğmuş and Cicek, (2012) the tools provided in social media platform facilitate an organisation to create an online community of brand enthusiasts with the help of various forms social media marketing strategies such as social networking websites, content communities, virtual blogs, news sites, online forums and micro-blogging (Flanagan, 2010). Additionally, Web 2.0 provided the opportunities to the consumers to share information with their communities related to the services and product. In the rapid changing business environment, the role and impact of social media has touched new dimension of marketing and promotional activities. A marketer needs to be aware of changing relationship between the consumers and brand (Berthon et al., 2012). The digital technology has provided enormous control and choice to consumers therefore the organisations have understood the importance of social media for growth of the organisation. The online conversation between user’s community provides organisation to make marketing strategies in more cost-effective way. Organisation can make their product and services more visible to the consumers which facilitate a company to enhance brand awareness and brand loyalty (Hays et al., 2013). Therefore, it is rightly to say that social plays a significant role in building brand loyalty with the help of peer to peer networking, chat and community building. Unlike traditionally mode of marketing, social media marketing can be related to relationship marketing, in which an organisation required to shift from “try to sell” to “connect with consumers” (Stephen, 2016). The social media marketing not only facilitate the large enterprises, rather small and medium enterprises are more benefited with the social media resources. SMEs can make their social media marketing strategies more smartly by communicating with consumers and connect the brand with people rather than apply forcefully selling. In order to gain competitive advantage, organisations left no stone unturned to exploit the social media platform to get connect with potential consumers (Minazzi, 2015). SMEs are using social media as primary marketing tools since it is cost and time effective. According to Hudson and Thal, (2013) 46 % of the consumers depend on internet while making decisions regarding purchasing. The popularity of social media is gaining within customers sections, a large section of people gives importance to the social media while selecting any product or series. 

Benefit of using Social Media for Marketing

Almost every business sector acknowledge that social media is inexpensive and effective, with the help of social media tools branding and promoting can be done more effectively, social media are vital tools that can be used for customer acquisition and the most important aspect of social media platforms is that it enables the organisation to create direct interaction with customers.

In the words of Hoffman and Fodor, (2010) the important characteristics of social media marketing are that it is somehow more reliable to conventional method of marketing. The conversation in social media can be done in more comprehensive manner which facilitates an organisation to reach out many people as possible (Bruhn et al., 2012). However, the major problem with social media tools is that in many cases it can be out of control.  Social media are often known as two-edged sword, if a product get viral due to wrong causes, it may create disastrous for the company. 

According to Tuten and Solomon, (2017) social media marketing is gaining popularity due to several benefits. Firstly, the effective use of Social media in marketing can increase the brand reorganisation. In modern complex business, social media can increase the visibility of the brand; social media has become a new channel for promotion of services and products. Secondly, social media has significant role in improving brand loyalty. In many researches it has been found that brands engage on social media platforms enjoy better loyalty form their consumers. Social media has ability to convince and convert a browser into customer (Ashley and Tuten, 2015). Thirdly, the social media can create more opportunities for marketers to convert the viewers into customers. Whenever there is huge following, viewers are more attracted to the product which is more visible or discussed in social media platform. Every comment, images, blog and videos create significant impact on the individuals towards a brand (Ashley and Tuten, 2015). Fourthly the social media platform can increase the inbound traffic which is very difficult in traditional mode of marketing. Whenever a social media profile is added it opens the door for a new visitor. The attractive contents that syndicates on Facebook or YouTube can generates more inbound traffic, and more inbound traffic means more possibilities of conversions. Lastly the most important advantage of social media is that it can improve insights of customers (Ashley and Tuten, 2015). The data and information gathered by the social media can be utilized for assessment of customer behaviour and information about customer’s interest.

Evans, (2010) has described that social media has tremendous impact on customer’s purchase decision.  Consumers can highly influence by the online discussion that goes on social media platform. The various platform in social media can creates a environment which can impact the decision making. there are various communities that can affects the purchasing behaviour such as multi-user dungeons, blogs and online listing. 

Social media Operations and Marketing strategies Connection

Kirtis and Karahan, (2011) has described that for a marketer, it is necessary to understand the mechanics of social feedback cycle, and the combined inflection-point within the extended social engagement procedure. Engagement in social media is basic aspects which redefined the social business marketing in more active way (Malthouse et al., 2013). The connection between the marketing strategies and operations of social media are the critical point which can determines the success of a marketing function. According to Malthouse et al., (2013) the effectiveness of social media marketing is most when entire business is committed for the experiences for the overall productivity and efficiency. Although the communication is core aspect of digital marketing, but the entire social media platform is not equally suitable for every kind of marketing objectives since the different platform have different dimension of connectivity. The appropriate social media platform is depending on the objective of marketing is and requirements of relationship types (Kirtis and Karahan, 2011). Although the social media is largely depending on frequent communication and interaction but different business process such as B2B or B2C requires different types of communication and relation type. 

Social media marketing types

Marketers required different social media tools for marketing process. The different marketing platforms such as Facebook, twitter, YouTube and many more provides different platforms to accomplish marketing strategies. Facebook considers as largest used social media a tool which was launched in 2004, since the platform of Facebook provides different mode of communication and community building (Malhotra et al., 2013). More than 70 languages are available in FB platform. The FB platform used by organisation to establish and strengthens relationship with the help of exchanging text, videos, images and promotional add. The dynamic feature of FB made the most appropriate social media platforms for marketing and promotional purpose. FB allows marketers to connect with customers directly and creative building brand promotions. Another important social media platform is YouTube which was established in 2005, soon become most popular video sharing platform in which user can view, upload and share videos. Organisation uses this platform to make the brand more reachable, the application of Adobe Flash Video and HTML5 technology enables to create interactive videos in varieties of resolution (Smith et al., 2012). YouTube is highly interactive video sharing platform that can be used for making user-generated video contents. Organisation can apply their own video advertisement to another video which is very popular among people. More than 400 million videos are viewed every day in YouTube comprises over 800 million users who watch the videos as well as share if they like (Smith et al., 2012). The most common concept among marketers is that picture is worth a thousand words, hence the impact of picture and videos are more compare to written text. YouTube also provides marketing advertising campaigns platform. Organisation can make their content and upload the video for promotional and campaigns purpose. Another social media platform is LinkedIn which was established in 2002 but launched in 2003 (Lovelock and Patteson, 2015). LinkedIn has been used by many professionals in order to share knowledge and insight. LinkedIn is one of the most preferable platforms among professionals hence an organisation can build up the network among the targeted audience. 

Importance of Traditional Marketing in modern day Business

According to Lovelock and Patterson, (2015) the traditional marketing process has still not lost its importance in the modern time. It is still widely utilised by the modern day business establishments to achieve their business goals and objectives in the market. The traditional marketing has still not lost its appeal and significance mainly due to the fact that it acts as an effective medium of mass scale communication through which business establishments are able to popularise and promote their products on a grand scale. This eventually helps business establishments to maximise their brand exposure in the market resulting in greater sales and profit margins (Kirtiş and Karahan, 2011). They are able to attract more new potential customers from the market which eventually enables them to create and maintain a steady customer base in the market. This helps in ensuring a steady market demand for their products throughout the year thereby helping an organisation to tackle the business competition with their market rivals. With greater emphasis on the traditional marketing process, business establishments are able to ensure a more thorough and comprehensive customer engagement process in the market and this helps them to develop a long term personal bonding and association with their customers (Bruhn et al., 2012). This goes a long way in helping to foster brand loyalty among the clients by helping an organisation to effectively cater to the needs and expectations of their customers. Business establishments in their pursuit of utilising more advanced marketing tools and technologies should never underestimate and ignore the traditional marketing approaches as it could provide them with greater long-term dividends (Lovelock and Patterson, 2015).     

Social media tools marketing funnel adoption

In the words of Smith et al., (2012) the main advantage of social media network in marketing purpose is to build online community. Marketers use social media platforms to enhance brand image and customer loyalty. The expertise of marketer is required to known how the social media platform can be used more effectively (Lovelock and Patterson, 2015). In order to achieve effectiveness of social media marketing, marketers required to understand business perspective so that the promotion can be done by appropriately focusing on the targeted group online with right social media services. Lipsman et al., (2012) has stated that the process of streamlining the product and services refers as sales funnel. The streamlining of the marketing process is used as metaphor, wide at the top and gradually narrow while going to the bottom to observe the sale process. The marketing tools must be aligned by integrating the prospective clients. The online social relationship can grow highly complex, hence, while developing the social relationship it is necessary to select the appropriate social media platform suitable for the company’s product line and customer base (Odhiambo and Adhiambo, 2012). The various networking platforms used by the organisations are trying to attract more people into their own sales funnel. Once the company get success to attract right group of people it can be utilize towards solidifying the relationship and making customer more loyal towards organisation.

Conceptual Framework
The conceptual and theoretical framework defines the path of research incorporate with theoretical concepts. Researcher uses the theoretical framework to make data collection and findings more significant as well as acceptable to the research field. The theoretical framework is blueprint or a roadmap for a research. The conceptual framework should guide and resound with every aspects of the research development such as research problems, objective, literature review, methodology, data evaluation and findings. 
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Worldwide, the organisations are constantly assessing their capabilities and resources to adapt to the rapid changing business environment. The needs of the customers are changing which should be addressed by the organisation, the traditional mode of marketing strategies and practices often failed to access the changing needs of customers. SMEs are more prone to lose competitive advantage if they failed to recognise the needs of customers therefore the social media marketing become more relevant for the SMEs in order to maintain gain sustainability. Smith et al., (2012) stated that the implementation of social media is useful tools for a large pool of customer; with the help of social media platform, organisation can get huge amount of relevant data and customer information which has been stored in social media platform. The concept of social media marketing and its uses in marketing has been evolved over the time. Smith et al., (2012) stated that social media is the web-based platform consists of various kind of internet-based tools which helps the user to share and generate content with other users. Therefore, many business experts believe that the information and data available in social media platform can be utilize vigorously to understand the behaviour of customer and their requirement. According to Smith et al., (2012) the information shared by the user of social media are more relevant compare to the information collected by the traditional marketing experts. In social media platform, peoples are sharing the contents, text and visuals by their own choice without any kind of influences or pressure, therefore it can be generalised that the information shared in social media are more behavioural centric. 
Social Media for Marketing
There are different types of platform in social media marketing such as; micro blogs, social network, text-sharing platforms, media-sharing platform, video-sharing platform, voting panel, and various types of forum where user can interact with other people by using internet technology. The potential of social media in marketing has been identified soon after its establishment; many organisations have understood that the social media is the best platform that can used to connect with users and perform their marketing and promotional activities. Organisation can easily use the social media platform to connect with the large number of users without investing much capital and resources. After acknowledging the importance of the social media in promotion and marketing activities, the social media becomes busiest marketing and promotional platform. In the age of globalisation, the market has been expanded, business now exploring new geographical area as well as customer base, hence, the marketers has realised that digital technologies and social media is the best tools which can be used by the organisation to explore new market and customer base without investing much capital and resources. With the development of e-commerce and online shopping platforms, a new dimension of business has been triggered, which is largely control by the Information and Communication Technology (ICT) and other technical tools. The concept of e-commerce and online transaction has made social media more relevant. The physical form of visiting the customers and generating perception about customer need has become irrelevant due to vast market size and expansion of the customer base. With the help of social media marketing, organisation can develop the strategies to connect more customers throughout online social platform and reach into a diverse community. For example, if an organisation shares a promotional video in YouTube, the video can be accessed by the people all over the world which make the platform most effective to reach out the customer base. The same promotional videos can be viewed by millions or billions of people across the world; one can imagine how much effort an organisation has to put into practice if they want to visit millions of people in traditional mode. Social media not only provides the customer’s information in effective manner but also ensures the data are reliable. The information gathered from social media platform is more authenticates since there is no direct human intervention during the communication that can influence the communication. In continuation Evans, (2010) has said that there is a common psychology of customer; customer’s likes to share the information about the product and services, at the same time customer give more value to the opinion of other users rather that marketing agents or organisation’s staff. Hence the reviews posted by the users are highly regarded by other users while decision making towards choosing any product and services. The business experts understood the importance of social media communication; therefore, they frame various strategies to make online social communities to work in favour of organisation. In marketing concept, the social media can be categorized into two parts: marketing strategy and campaigns. In adding up Berthon et al., (2012) stated that followers of one category of social media are likely to be followers of other type. Therefore, once the behaviour of followers is identifying, organisation can invite the user to another social media platform. In general concept, if someone follows the product in Facebook likely to join in YouTube platform which makes interaction with user more robust. 

Social Media for Customers Relations and Services

People often prefer social media platform for getting review about product and services, hence, the positive review in social media can have larger impact on decision making of customer. In the words of Hoffman and Fodor, (2010) Customer often believes that the product review and feedback in social media platform are more reliable and acceptable since the review and feedback are given by independent user. This approach of individual behaviour in social media platform forced the organisation to optimise their social media marketing and promotional strategy in order to strengthen the relationship with customers. With the help of advance Artificial Intelligence and CRM software, it is possible for an organisation to streamline the category of customer; based on the category of the customer, organisation can suggest a particular product or service to the customers that helps to strengthen the relationship with customers. This process is done by AI integrated CRM software, or in many cases done by the marketing experts. 

Negative Impact of Social Media in marketing and promotion

As already mentioned above, the role of social media has lot of benefit over traditionally mode of marketing and promotion. Besides advantage, there are some disadvantages of using social media for marketing and promotion. In the words of Tuten and Solomon, (2017) the primary issue with the social media is that ROI is difficult to measure. Measuring the ROI from all its campaigns is very complex, hence the reliability of social media in marketing and promoting become difficult task. Another issue regarding using social media for marketing and business development is that there is control of organisation because in most of the case the brand image of the organisation is done by third party activities (Erdoğmuş and Cicek, 2012).  In social media, every user represents as a part of brand reorganisation which make difficult for the organisation to monitor the social media activities. In many cases the brand marketing strategies may go in wrong direction which may not within the control. In many cases, there is a major risk in a social media post goes uncontrollable.  While doing marketing in social media platform, any kind of damage of reputation is more or less difficult to reverse (Berthon et al., 2012). 

In social media, multiple users are involving in the interaction process which makes the marketing in social media platform more prone to uncontrollable situation on the stuffs which are shared. In many cases the activities in social media such as comments, re-tweets and shares can go in negative direction which can hampers the organisation’s brand image. If any kind of social interaction goes against the organisation, it is very difficult and costly to mitigate the situation. In order to mitigate any kind of negative aspects in social media, organisation has to invest huge resources which could be used for growth of the organisation (Evans, 2010). 

As previously mentioned, there are various advantages of social media marketing and promotion over traditional media but there is negligible change of error. Again, Tuten and Solomon, (2017) has mentioned that the social media often known as two-edged sword, any statement or comment released in social media channels, it circulates tremendously and beyond control of the organisation. There are numerous examples where any steps or comments by the organisation have been regarded as biased statement against any community or group of people. In modern scenario, the geopolitical situation is very sensitive; therefore, the social media platform is best option for the people to propagate their geopolitical aspect in which many companies become scapegoat of the propaganda (Kim and Ko, 2012). It has been observed that the social media community of many countries has boycott the product and services of particular countries due to geopolitical situation or sentimental issues. 

After the emergent of social media, the members of organisation have to become very cautious. Any kind of tweet or sharing in social media can goes viral and cause damage to the company’s brand value. In such as context, the tweet by the CEO of Tesla, Elon Musk has triggered a controversy. In one such tweet regarding share value of Tesla group causes damage of $20 million during settlement with the Securities and Exchange Commission. 

According to Lipsman et al., (2012) social media is an open forum, which makes the organisation prone to negative customer review. In many cases, the negative review can be generated only due to some other reason rather that the quality of product and services. The negative reviews of the customers are open to all, which may lead an organisation in difficult situation, in many cases the conflict within the organisation often get publicised due to remark or comment in social media platform. Whenever there is internal conflict publicised the situation became very humiliating and uncontrollable for an organisation. it has been observed that the negative feedback and perception against any organisation spread more quicker compare to positive feedback makes social media as a dangerous platform for an organisation (Zarrella, 2009).  

Another major disadvantage of the social media in marketing and promotion is that the activities and monitoring in social media is highly time consuming. It takes time for an organisation to get response in social media due to high traffic. Organisation needs to wait for some time for data gathering and analysis. 

Social media is highly crowed and congested. For an organisation it is difficult to build a community in favour of an organisation, it is very time consuming and difficult to make footprint in highly congested social media platform particularly for the SMEs. A lot of effort such as optimization and technical adjustment is required to become visible in social media platform (Kim and Ko, 2012).


Research hypothesis 

H0: there is a significant negative impact of social media marketing on organization performance and business development 

H1: there is a significant positive impact of social media marketing on organization performance and business development     
Chapter 3: Research methodology 

3.0 Introduction
This part of the study discussed about the methodology of research, the overall research has been design to increase knowledge and understanding regarding ethical aspect standards of doing research and identify the Impacts of Social Media on Marketing and Promotional Activities in context of Trailfinders Ltd. In order to complete the research in a successful manner, the research methodology consists of research approach and design, research strategy, data collection, data sampling, data analysis and ethical consideration. The research methodology can be better explained with the help of onion model. The research methodology used for this study is for the thorough analysis of the topic that is impacts of social media on marketing and promotional activities in the context of Trailfinders Ltd. The research aims to find the positive and the negative impacts of social media on marketing and promotional activities. The research methodology will also put light on the facts and gain opinions from the staff of the company if social media is more effective than traditional methods of marketing or the traditional methods of marketing still work the best in attracting the customers.
Research Onion
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The above onion model shows the various part of research methodology.  The part of onion model contains research philosophies (positivism or realism), approaches (inductive or deductive), strategies, data collection methods and techniques (Saunders et al., 2009). All the part of onion model has been discussed below. The research onion helps in all aspects of research methodology as it takes care of the measures of conducting a research such as research philosophies that provide an insight into the research study, approaches that help in conducting the research, strategies for conducting the research efficiently and finally the data collection which helps in analysis for the research. 

3.1 Research approach and design:
There are two fundamental approach of research, inductive and deductive approach. The deductive approach is based on new concept which is more similar to teacher-centred approach on other hand inductive approach is more towards noticing and using example of previous mentioned concept (Flick, 2015). The title of the project is Role and Impacts of Social Media on Marketing and Promotional Activities which is not a new concept or new theory required to create, hence the deductive approach would be adopted for this research. Inductive approach of research Inductive research is mostly based on data and information that is previously researched and found. The inductive approach is undertaken for qualitative research as it is based on secondary sources like researched articles, books and journals. The inductive approach helps in comparing the traditional method of marketing with the current methods of marketing and promotional activities. The qualitative and quantitative researches are the two methods of conducting a research study. The qualitative approach is based on theoretical data and information previously available while the quantitative approach is practicality based and involves quantity in the form of interview, survey and such to obtain information (Monsen et al. 2009). The research approach undertaken is deductive approach as it enables to question and find the required data for proper analysis. The deductive approach is suitable for this research study as it helps it understanding the role and impacts of social media on marketing and promotional activities. The deductive approach also helps in analysing the role of traditional marketing and promotional activities and their effectiveness in the attracting customers in comparison to social media (Barbieri et al. 2010). The deductive approach of research is also very useful for finding results that can be specific as well as generalised. This research approach also requires a strategy as a next step to conduct the research study.

3.3 Research Philosophy 

The research philosophy is important aspect of research that helps to researcher in gaining knowledge and concept with respect to the undertaken study. The different research philosophy includes Realism, interpretivism and positivism. The positivism research philosophy is more towards independent perspective and often known as scientific research. In this kind of research philosophy various activities such as experiment and survey are used by the researcher (Saunder and Lewis, 2012). The interpretivism approach philosophy is more focused towards interpretation and understanding related to the research topic. In realism approach of research, the concept adopted by the researcher is more independent of ontology depends on general perception and belief. In this current study the positivism philosophy would be adopted by the researcher. The positivism philosophy helps the researcher find an objective understanding of the subject. As positivism helps in correlating previous observations and current observations it will help in the clear understanding of the impact of social media on marketing and promotional activities. This philosophy will also help in understanding the difference between traditional marketing and promotional activities and social media marketing (Rosenberg, 2018). The effectiveness of traditional marketing and promotional activities can be observed with positivism philosophy as it is widely adopted by researchers all over the world. 

3.4 Research Strategy:

The research strategy is to generate the conclusion with the help of data and information obtained during quantitative and qualitative analysis. The statistical information would be evaluated to gain the knowledge about Role and Impacts of Social Media on Marketing and Promotional Activities. The graphical tools like MS Excel and other statistical tools would be used to evaluate the data and information from survey and interviews. The research strategy adopted will add more clarification into the findings to conclude the result from the data collected. The data and information collected with the help of quantitative and qualitative analysis will be further evaluated to reach the final conclusion. The statistical tools and graphical tools will be used to calculate the data and information thoroughly and clearly in order to understand and observe the findings. The statistical information will be evaluated in detail to gain proper insights into the study about the role and impact of social media on marketing and promotional activities which will be further compared with the previous observations about the traditional ways. This evaluation will be done to observe the negative and positive impacts of social media on marketing and promotional activities.

3.5 Data collection process:

In order to obtain knowledge and understanding about Role and Impacts of Social Media on Marketing and Promotional Activities, the data and information are critically significant in this research. The data collection method would be selected to co-relate with the objective of the research. The data collection method in this study includes both primary and secondary data source. The primary data would be collected with the help of survey in which 20 staff members of the organisation would be selected. These 20 staff from Trailfinders will be questioned and their answers will be noted for evaluation and observation. Their answers are crucial for the evaluation. That will provide an insight and knowledge about the role and impacts of social media on marketing and promotional activities. On other hand for secondary data, the interview with the manager will be scheduled, for this purpose 3 managers would be selected for interview purpose. The interview would be open ended approach in which the managers would discuss about their view on Role and Impacts of Social Media on Marketing and Promotional Activities. This is very important because the opinions of the managers will provide proper information on how the traditional marketing and promotional activities have changed over time and the impact social has brought into the current marketing and promotional activities. The positive and negative impacts of latter can also be observed in clarity from the information provided by the managers as the questions are open-ended. Both qualitative and quantitative data would be vital for linking the project with objective. The secondary source of data includes previous research articles and books which based on the topic of current research. The information gathered through secondary research would be discussed in literature review section of the report. The secondary sources of data is very necessary for this research study because the secondary sources like previously published articles, books and journals will elaborately provide knowledge about the traditional marketing and promotional activities and their impacts. There will also be data about the different effects of those practices and how it helped in attracting customers. The secondary data will also make it easier to identify the impacts of social media as a current marketing method. Thus, the negative impacts can also be observed clearly with comparison to traditional practices. 
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3.6  Data Sampling and sample size:

Data sampling and selection of sample size is required for gathering desired data and information which can be useful for this research. The process of simple random sampling will be used in this study. The random selection would be done within the employees of the organisation and 20 staffs from within the organisation have been estimated for this purpose. In case of interview, the appointment will be taken in prior, after estimating the available time and schedule of managers, 3 mangers will be selected for interview purpose. 

3.7 Data Analysis:

The data and information from quantitative data collection method such as questionnaires will be evaluated using graphical interpretation and statistical method. The assessment of data would be further used for co-relates with the objective of the research.  The data analysis will provide a comprehensive information and knowledge about Role and Impacts of Social Media on Marketing and Promotional Activities. All the aspects of data such as demographic, role and responsibility of respondent would be considered in order to generate more comprehensive conclusion. The data analysis will be done by covering all the aspects of the subject to calculate the negative and positive impacts. The comparison with traditional methods of marketing and promotions activities will also be taken into consideration in order to find the differences.

3.7 Ethical Considerations:
The ethical consideration is vital aspect of research. The researcher ensures that all the ethical aspects of the research will be followed. The data and information which will be collected will be use for only research purpose. The data will be protected from any types of misuses or personal benefits. The researcher will follow unbiased approach while collecting quantitative and qualitative data. There would be no discrimination among participant of survey on the basis of caste, religion, colour, creed and ethnicity. The proper referencing will be performed in order to regards all the authors, researcher and publishers whose information has been used during secondary research purpose and preparing literature review. Approval of the staff members and the managers participating in the research study were taken before the conduction and no one was forced to participate. The opinions of the participants were not shared with others and complete confidentiality of all data and information provided by them were maintained throughout the research study. 

4.0 Expected Outcomes:
The outcome of the research is expected to demonstrate the Role and Impacts of Social Media on Marketing and Promotional Activities. The outcomes of this study also expected to know about different types of social media platform and its suitability for various promotional purposes in Trailfinders Ltd, UK. The outcomes would also highlight the effective social media platforms for Trailfinders Ltd. 

5.0 Research limitation 
There are a few limitations that came up during the research such as budget of the research study, the time as it was one of the most necessary requirements, resources to obtain information such as people willing to participate in the research study and relevant literature such as previously published research articles, books and journals available on the subject that is the role and impact of social media in marketing and promotional activities. These limitations had to be overcome in order to conduct the research study and reach the final conclusion on the basis of negative and positive impacts. 
5.1 Budget

Budget was a very important factor because to conduct survey and gather information from different sources a lot of money was spent. The pre-set budget for the research study was very tight and often faced the chances of being exceeded. The budget had to be maintained during the research study and all the information and knowledge has to be gathered by staying within the budget. The data collection methods like survey and interview did not involve spending much amount as it involved in collecting information from previously researched articles. The books and journals also involved spending an amount to gather information about the subject.
5.2 Time

Time consumed in the research study was another limitation. The staff members that appeared for the survey had to give their time to complete the research study. This was a limitation because the staffs have their pre scheduled work to do at the company and they have to take out time for the research study which also delayed the data collection process. The managers were on a more packed schedule and hence appointments had to be taken in advance from the managers for the interview. The managers were asked open ended questions in the interview which involved more time as they were to express and justify their responses. Time of the research study was extended due to the lack of resources as well as relevant literature which were both necessary for the conduction of this research study. 
5.3 Resource

The availability of the resources was also another limitation for the conduction of the research study. The staff members were chosen by a random data sampling method and hence their schedule often did not match the time supposed to be consumed for the survey. Some of the staff members were also not willing to provide responses and hence it consumed a lot of time to gather 20 staff members. The managers selected for the interview also had to be selected after various appointments as they worked on a tightly packed schedule. The managers were to be interviewed on the basis of their experience and thoughts on the subjected and hence were asked open ended questions. This process included more time than the survey and hence the appointments had to be taken in advance thus the delay. 
5.4 Relevant literature 

The relevant literature on the subject of the role and impact of social media on marketing and promotional activities was one of the most important limitations that had to be solved. Due to social media being a relatively new subject in terms of marketing and promotional activities as compared to the traditional methods of marketing and promotional activities it was very hard to find previously published research articles, books and journals on the same. The research study took more time to be conducted due to the lack of information and knowledge being available on the subjection. The positive and negative impacts had to be gathered by comparison with traditional marketing and promotional activities which also became hard to find as data on traditional methods were more broadly available than any online medium. 

6.0 Data collection
The search strategy used was to search within the 10 years limit to obtain the most recent and relevant data on the subject and/or ++ this symbol was used to locate the most relevant previously published research article.

6.1 Inclusions and exclusion criteria for literature selection
The included criteria for search of data and information were that the results should match the 10 years limit. The data should be available in the English language. The data should match relevant keywords such as social media, impacts of social media on marketing and promotional activities, traditional marketing and promotional activities, positive and negative impacts of social media marketing, brand image, brand recognition in recent times and such. The keywords specific search helped in finding the most relevant data and information to the subject. The exclusion criteria were any data and information that is published before the 10 years limit as it will not be relevant with current developments. Any data and information that is published in any language other than English as that is not comprehendible for the research study. Any data and information that appears on the search results but is not relevant to the subject that is role and impacts of social media on marketing and promotional activities are also excluded as they do not suffice the requirements of the subject.

7.0 Timeline for the research
The estimated duration of the project is two months. The duration and timeline of the chosen research has been depicted with the help of Gantt chart.
	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
	 
	 
	 
	 
	 
	 
	 
	 


8.0 Conclusion
It can be concluded from the onion approach followed in the research methodology that the findings from the deductive method will lead to the desired results for the analysis. The strategic tools were undertaken to conduct the research and the data collection was done with the help of qualitative and quantitative approach. Proper ethical consideration was followed during the survey and the interview process. The data sampling was done in a simple and random way by selecting 20 staff members and 3 managers to collect information for the research study. The duration of the research study was 2 months and there were a few limitations that had to be faced during the conduction of the research study. 
Chapter-4- Data analysis and findings

Tabular representation of staff demographic study 

	What is your employment position at Trailfinders Ltd, UK?

	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	Employees 
	20
	3
	15

	Team leaders 
	20
	5
	25

	Decision makers 
	20
	10
	50

	Others 
	20
	2
	10

	What is your age group?



	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	18 up to 25 yrs 
	20
	5
	25

	26 up to 34 yrs 
	20
	3
	15

	35up to 49 yrs 
	20
	10
	50

	50 and above 
	20
	2
	10

	What is your gender

	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	Male
	20
	15
	75

	Female
	20
	10
	50

	What is your educational qualification?



	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	High school 
	20
	4
	20

	Diploma 
	20
	10
	50

	Degree/bachelors 
	20
	5
	25

	Master degree
	20
	1
	5

	What is your total no of year experience at Trailfinders Ltd, UK?



	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	Less than 2 years
	20
	3
	15

	2 to 4 years
	20
	4
	20

	5 to 8 years  
	20
	7
	35

	 8 years and more 
	20
	6
	30

	Are you using social networking sites?



	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	Yes
	20
	20
	100

	No
	20
	0
	0

	If yes, please select the social media site for which you have made a personal profile?



	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	Facebook 
	20
	14
	70

	Twitter 
	20
	3
	15

	YouTube 
	20
	2
	10

	Others (Instagram, Linkedln, WhatsApp etc)
	20
	1
	5

	How long have you been utilizing social media sites?



	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	Less than 1 year
	20
	1
	5

	1-2 years
	20
	12
	60

	3-4 years
	20
	6
	30

	5 years and more 
	20
	1
	5

	How does social media site impact you social life?



	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	Highly impacted 
	20
	17
	85

	Somewhat 
	20
	1
	5

	Does not impacted 
	20
	2
	10

	How far you agreed the Facebook is ultimate option for the advertisement??



	Category
	Number of respondents replied
	Number of respondents replied on the respective category
	% of the responses

	Strongly agreed
	20
	15
	75

	agreed
	20
	3
	15

	Fair 
	20
	1
	5

	Disagree 
	20
	1
	5

	Strongly disagreed 
	20
	1
	5


Graphical representation of demographic study 
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Figure 1What is your employment position at Trailfinders Ltd, UK?
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Figure 2What is your age group?
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Figure 3What is your gender?
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Figure 4What is your educational qualification?
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Figure 5What is your total no of year experience at Trailfinders Ltd, UK?
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Figure 6Are you using social networking sites?
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Figure 7If yes, please select the social media site for which you have made a personal profile?
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Figure 8How long have you been utilizing social media sites?
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Figure 9How does social media site impact you social life?
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Figure 10Do you think that social media site is useful for organization?
Data analysis and interpretation 

Gender: it seems that most of the respondents in present research study were male with 15(75%) and female with 5(25%), which indicates that this organization needs male workers as compared to the female. 

Age: it is clear that large number of the respondents were lies in age group in between 35 years to 49 years with 10(50%), remaining 25% lies in between 18 to 25 years. A very few respondents were lies age 50 and above (10%). This findings and analysis seen that the organization Trailfinders Ltd, UK, communities in youth in nature. 

Academic qualification: findings and analysis seem that most of the respondents involves in present research study hold diploma 50%, while least of academic qualification degree is master’s degree with 1 respondent (5%). This finding entails that the organization Trailfinders Ltd, UK, needs for higher academic qualification candidate. 

Employment position: findings from the table, indicates that 50% respondents were decision makers in the organization, while 25% of the respondents were team leaders in this organization. Remaining 15% and 10% hold employee and other positions of Trailfinders Ltd, UK. Therefore, the findings seem that in present research study, all members of the organization were participated. 
Employees experience and uses of social networking sites: the findings seem that 35% of the respondents were working in the organization since 5 to 8 years. On the other hand, findings also show that 15% of the respondents were experience in present organization was less than two years. 30% of the respondents who participated in present study have more than 8 years’ experience in present organization. The findings show that 100% of the respondents who participated in present research study were used social media networking website. Therefore, from the findings and analysis it can be said that researcher accomplish better information about the research study due to fact that all employees have a better work experience in present organization. The findings also show that 70% of the respondents were used face book as a social media site, whereas 15% and 10% respondents were used Twitter and YouTube as a social media site. The demographic study also seems that, 60% of the respondents were uses social media between 1 to 2 years, whereas 30% of the respondents were uses social media sites between 3 to 4 years. 
Social media impact on individual’s life and organisation performance: The analysis shows that, social media has a significantly positive impact on individual’s life (85%), whereas 10% of the respondents were said that social media has not impacted on individual life. The findings also show that 75% of the respondents were said that they strongly agreed with the statements that social media site is useful for organization and helps them to accomplish their objective in better manner.
Section 2: social media impact on business development 

Please rate the following statement on basis of the table below;
	Factors1 social media for marketing      
	Agreed %
	Strongly agreed% 
	neither agree or disagree%
	Not agreed % 
	Strongly not aggraded 

	Q1. The organization utilizes social media to advertise and promote their products and services       
	35.00%
	55.00%
	2.00%
	2.00%
	6.00%

	Q2 the organization is seeking through the means of social media to successfully promote their brand name 
	30.00%
	67.00%
	1.00%
	1.00%
	1.00%

	Q3 the organization functions through social media in evaluation of organization’s marketing performance by obtaining feedback from (follow up, shares and likes)
	78.00%
	18.00%
	2.00%
	1.00%
	1.00%

	Q4 the organization utilizes distingsuh language in marketing process through use of social media channel   
	63.00%
	26.00%
	5.00%
	1.00%
	5.00%

	Q5 the organization kept pace with trends as well as social media sites to obtain better competitive market   
	12.00%
	84.00%
	1.00%
	2.00%
	1.00%


Findings and analysis
The above represented table and chart represented the responses of subject on social media for marketing, 90% of the respondents were replied that implementation of social media helps the organization to successfully promote their goods and products in both national and international market. 97% of the respondents were agreed with the statement that organization is seeking through the means of social media to successfully promote their brand name. On the other hand, findings also reveal that use of social media tools and techniques, management of an organization is successfully evaluated the marketing performance of business by getting feedback from shares, follow up and like [Strongly agreed 78%, agreed 18%]. 89% of the respondents were agreed with the statement that, implementation of the social media tools and techniques, management of the business effectively promotes their products through different languages. Therefore, from the evaluation and analysis it can be interpreted that implementation of an effective social media site, organization successfully promote their goods and products.                                     
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Section 3 social media for customer’s service and relations 
	Factors2 social media for customer’s service and relations
	Agreed %

 
	Strongly agreed% 
	neither agree or disagree%
	Not agreed % 
	Strongly not aggraded 

	Q6. The organization effectively obtain feedback on products and services from social media sites       
	21%
	65%
	6%
	2%
	6%

	Q7 the organization successfully developed its relationship with consumers with help of constant communication with them using means of social media    
	28%
	65%
	1%
	2%
	4%

	Q8 the organization functions through social media in doing consumer service activities   
	21%
	65%
	6%
	2%
	6%

	Q9:- the organization effectively enhanced their products and service quality through feedback through social media sites    
	28%
	65%
	1%
	2%
	4%

	Q10: the organization effectively and successfully seeking to reach new customer through use of social media sites      
	21%
	65%
	6%
	2%
	6%
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Findings and analysis 
The above represented table shows that, 65% of the respondents were strongly agreed and21% of the respondents were agreed with the statement that use of social media sites aids the business to obtain feedback about services and products in better manner. The findings also indicate that social media helps to develop a better relationship with customers 93%, whereas 86% of the respondents were replied that social media helps in customer’s services activities. Therefore, form the findings and analysis it can be entailed that use of social media as a marketing tools not only helps to business to accomplish more benefits but also helps them to reach new customers in a better manner.                  

Section 4 social media for information accessibility

	Factors3 social media for information accessibility
	Agreed %

 
	Strongly agreed% 
	neither agree or disagree%
	Not agreed % 
	Strongly not aggraded 

	Q11. The organization functions through the means of social media in process of searching and accessing for general information regarding target market           
	35%
	59%
	0%
	2%
	4%

	Q12 the organization successfully uses social media to search for their competitor’s information   
	15%
	77%
	1%
	3%
	4%

	Q13 the organization offers full information about the products quality and costs through social media  
	24%
	59%
	14%
	1%
	2%

	Q14:- the organization utilizes social media sites for purpose of offering their new products and services information      
	27%
	70%
	2%
	1%
	0%

	Q15: the organization effectively and successfully working to make as well as update a customer database through social media   
	35%
	59%
	0%
	2%
	4%
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Findings and analysis 
The evaluation and findings show that, the organization successfully functions through the means of social media in process of searching and accessing for general information regarding target market (94%) and the organization successfully uses social media to search for their competitor’s information (92%). The evaluation and findings also indicate that with use of social media tools for marketing organization effectively offered their new services and products information. While 94% of the respondents were said that means of social media aids them to working and updating individual’s database in a better manner. Therefore, the evaluation and analysis indicates that use of social media helps the business to effectively promote their goods and services.                          

Section 5 Social media impact on organization performance and business development 

	Factors4 Social media impact on organization performance and business development
	Agreed %

 
	Strongly agreed% 
	neither agree or disagree%
	Not agreed % 
	Strongly not aggraded 

	Q16. Social media can provide positive growth opportunities by positioning them better         
	37%
	5%
	1%
	54%
	3%

	Q17 social media marketing has positive impact on brand loyalty, organization visibility and business development       
	20%
	2%
	2%
	72%
	4%

	Q18 use of social media marketing helps the business to customer that effectively helps them to increases sales performance and revenues  
	21%
	10%
	2%
	65%
	2%

	Q19:- use of social media marketing approach organization is successfully able to attract new customers that create positive organization loyalty among customers             
	30%
	2%
	2%
	65%
	1%

	Q20: social media marketing can increases products presence in entire world and helps them to improve performance in positive manner.     
	30%
	4%
	2%
	63%
	1%
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Findings and analysis
The finding and analysis indicate that in order to accomplish more benefits and higher performance management of the organization needs to both social as well as traditional media approach in promoting products and goods.     The findings show that 54% of the respondents are not agreed with the statement that social media has positive growth opportunities by positioning them better. Moreover, the observation also shows that 65% of the respondents are not satisfied that social media marketing tools aid the business to increase their sales performance. Therefore, from the analysis and observation it can be said that in order to perform in market in successfully manner not only social media marketing tools is effective but also the business needs to implement traditional marketing approach in its business process.           

Regression analysis 

Coefficient correlation analysis 

Coefficient correlation analysis techniques mainly used to find out the relationship between dependent and independent variables. In present research study, person coefficient correlation analysis technique is used. The findings show that values of coefficient correlation is above than 0.6; which signifies that positive coefficient correlation exits between dependent and independent variables.                   
	Correlations

	
	social media for marketing
	social media for customer’s service and relations
	social media for information accessibility
	Social media impact on organization performance and business development

	social media for marketing
	Pearson Correlation
	1
	.970**
	.938**
	.561*

	
	Sig. (2-tailed)
	
	.000
	.000
	.010

	
	N
	20
	20
	20
	20

	social media for customer’s service and relations
	Pearson Correlation
	.970**
	1
	.967**
	.690**

	
	Sig. (2-tailed)
	.000
	
	.000
	.001

	
	N
	20
	20
	20
	20

	social media for information accessibility
	Pearson Correlation
	.938**
	.967**
	1
	.641**

	
	Sig. (2-tailed)
	.000
	.000
	
	.002

	
	N
	20
	20
	20
	20

	Social media impact on organization performance and business development
	Pearson Correlation
	.561*
	.690**
	.641**
	1

	
	Sig. (2-tailed)
	.010
	.001
	.002
	

	
	N
	20
	20
	20
	20

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).


Regression analysis 
Research hypothesis 
H0: there is a significant negative impact of social media marketing on organization performance and business development 

H1: there is a significant positive impact of social media marketing on organization performance and business development     

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.652a
	.452
	.456
	.211

	a. Predictors: (Constant), social media for information accessibility, social media for marketing      , social media for customer’s service and relations


	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	32.182
	3
	10.727
	11.741
	.000b

	
	Residual
	14.618
	16
	.914
	
	

	
	Total
	46.800
	19
	
	
	

	a. Dependent Variable: Social media impact on organization performance and business development

	b. Predictors: (Constant), social media for information accessibility, social media for marketing      , social media for customer’s service and relations


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.476
	.412
	
	1.154
	.265

	
	social media for marketing
	-2.285
	.713
	-1.846
	-3.207
	.005

	
	social media for customer’s service and relations
	3.655
	.996
	2.874
	3.668
	.002

	
	social media for information accessibility
	-.500
	.676
	-.407
	-.740
	.470

	a. Dependent Variable: Social media impact on organization performance and business development


The above table indicates that the impact of social media marketing on organization development and performance at Trailfinders Ltd, UK, and the outcomes indicates that there is a significantly positive relationship exit between dependent and independent variables. The findings shows that values of P is less than 0.05 and R square values is 45.2%; which shows that null hypothesis is rejected and alternative hypothesis is accepted. The findings also shows that dependent variables i.e. organization performance is impacted by the social media marketing by 45.2% and 54.8% impacted by the other factors. Therefore, from the analysis and findings of regression analysis techniques it can be said that social media not only the main tools or elements for business to enhance their performance.   Therefore, the observation and analysis it can be found that there is a positive impact of social media marketing on organization performance and business development at Trailfinders Ltd, UK.

Qualitative analysis 

Manager’s background 

Out of three mangers 2 were male and 1 female, i.e. 67% of the respondents were male and remaining 33% were female. 33% of the managers are working in the organization since 10 years and remaining two managers are working in this organization since 5 years. Among three managers one was senior sales and marketing managers and remaining two were junior sales managers.            
Managers’ interview 
What is your opinion for social media marketing use in the business development and business performance delivery?

This is an open-ended question that was put forwarded to three managers of the business. The managers used their understanding and experience to focus on this aspect. This interview response would be useful to better explain the responses received in the earlier section of the research. the managers have the experience of the traditional marketing process that were the main approach used in Trailfinders Ltd. Majority of them stated that the traditional marketing process is still highly relevant for the organisation still now and one of the important reasons for them is the proven technique and greater acceptability among the customers. But they also unanimously recognised the role of social media marketing considering the current context of business environment. One of the important reasons that they provided is the cost-efficient way of marketing promotion through the social media. the managers stated that through Trailfinders Ltd is a large company and have sufficient resource to use for the marketing process still the social media cost effectiveness makes it a less risky tool for the organisation. Being the travel business, the role of social media is highly considered among the three managers. They expressed that the use of internet a business channel for booking or distribution the role of online media influencing the customer is unquestionable. They had the consensus that the online or the social media reviews about the business are hiving higher level of impact on the customer mind at the time of decision-making process. Therefore, the social media marketing can positively use to further influence the customer in their decision-making process. The benefit of customer data gathering, better customer insight development, competitor position understanding, customer relationship development, prospective customer tracking, responsiveness and customer service deliver are some of broadly stated benefit of this media by the managers. Therefore, the qualitative study is also supporting the findings of the quantitative study. 
The social media is not the exclusive & reliable method of Marketing?

While asking questions to the managers regarding social media not the exclusive as well as reliable methods of marketing then they replied that to perform in market in better manner business need to implement both i.e. traditional and social media marketing approach in its business process. The managers also replied that utilization of the traditional marketing helps the organization to easily target their local audience and also it is easy to understand. One of them is replied that direct marketing approach was easier and most effective to process mentally and tested better for business brand recall. The managers also expressed that the traditional or direct marketing approach helped them to directly correlate the business performance and development in the context of travel business. One of the approaches that came up repeatedly is the sharing customer travel or leisure experience is possible through the traditional marketing approach and that helps to connect to the prospective customer. Among all of these benefit and advantageous approach, the managers expressed that only social media is not the approach for Trailfinders Ltd and but the business also needs to implement traditional marketing approach in business process.     

Chapter-5- Discussion  

Staffs’ survey

The 20-sample based respondent’s demographic analysis helps to provide a perspective to the overall research. In the current research close to 50% of the respondent are from the managerial background that has the sufficient decision-making power. On the other hand, around 25% of the staffs are in team lead position. Therefore around 75% of the respondents have a sufficient exposure to the business activity the view would help in understanding different aspect of social media market in the organisational context.  The age category of the respondent shows that around 50% of the respondent are from the 35 to 49 age group categories. That means sufficient experience level is them in the current sample. All of these would make the responses highly effective. The level of experience in the organisational context is also significant and there close to 65% of the staffs are having more than five years of experience within the Trailfinders Ltd. All of the staffs are also an active member in the social media world and a majority of 85% of the respondent seriously thinks that these social media platforms are having higher impact on their daily life. From this social media exposure as well as the work experience of the respondent, close to 90% of the respondent agreed that the social media site Facebook is one of the most important platforms that provide higher impact to the organisational overall advertising campaign. This finding is significant in the current research context. The demographic and personal information of these respondents show that majority of the respondent are having higher level of experience within and outside of the organisation, and they are also at the management level of the business. Considering this, it can be said that many of them are having experience of business development and also performance enhancing decision making process. Therefore, their positive response perception of social media and Facebook as important approach to advertise business is significant. In the literature review section, it has been observed that the traditional marketing approach was to motivate the customer and ‘try to sell’ the products whereas in the social media approach of advertising the ‘connect with consumer’ or the consumer relationship building approach is followed (Stephen, 2016). The result coming from the staffs of the organisation can also be viewed from that angle. The majority of the staffs are highly connected in the social media and they must have developed this relation with the Trailfinders Ltd or other organisation and from that angle they felt that Facebook could be one of the important tools of advertising for Trailfinders Ltd. Therefore, from the brand connect development approach this response of the staffs can be utilised effectively. 

The business development related response provides different result in the current research. Close to 90% respondents feels that the products and services are better promoted through the social media in the organisation. On the other hand, close to 97% respondent feels that the social is an effective tool for the brand name promotion for Trailfinders Ltd. The literature review shows that the potential consumer can be connected through the social media (Minazzi, 2015). Therefore, the banding, product and services promotion through the social media route would be an important approach for Trailfinders Ltd to reach to the potential customers. Another research in the literature section shows that close to half customer uses the internet and internet based different tools for the purchase decision making (Hudson and Thal, 2013). Considering this the higher exposure by the Trailfinders Ltd in the social media is highly useful for customer influencing process. On the other hand, the response shows that close to 96% of the respondents stated that the customer feedback or the response in the form of like or share is regularly used for the marketing performance assessment. Earlier it has been found that the customer insight gathered from the social media would be highly useful for the marketing or advertising decision making process (Ashley and Tuten, 2015). Therefore, the Trailfinders Ltd use of social media customer reaction and feedback information for better insight developed for the performance analysis of the marketing process is highly useful approach. The respondent in this part of investigation also expressed that Trailfinders Ltd uses social media specific language or the trend setting approach for the customer communication and better competitive advantage development. This approach can also prove to be highly useful for the organisation as the social media and its tool can be effectively utilised for the customer conversion and convincing process (Ashley and Tuten, 2015). In this customer convincing and conversion process the language and trend setting approach could be one of the important approaches for influencing. Therefore, it can be stated that the social media current use in Trailfinders Ltd is actually helping the business to develop in the existing market. The customer reach, influences and conversion are the processes that are subtly done in the current activity.

In the current research the next section of data is dedicated to the customer relation and customer service-related aspect assessment. One of the important approaches that came out from the staff’s response is the regular basis product and service feedback generation. Most of these feedbacks are like customer grievance or suggestions or their lining and disliking. This information is respondent appropriately through the means of social media can help the customer in theirs purchase process. The approach is also useful to improve relationship with the customers. On the other hand, the staff’s responses show that a regular communication is another approach that the organisation follows for better relationship maintenance. In the social media platform, a regular update from the business would help the organisation to keep in touch with the organisation that helps in the relation building as well as maintenance process (Ashley and Tuten, 2015). The respondent also collectively expressed that the consumer servicing and improvement in the products or services are done through using the social media tools. This approach is found to be highly use as the faster reply from the business side to the customer after actively listening their remakes is considered as a route for customer service deliver (Saravanakumar and SuganthaLakshmi, 2012). On the other hand, taking some proactive steps for the product and service improvement from the feedbacks are also important approach of customer suggestion respecting. The customer service and relationship building approach of the organisation have an implication on the prospective customer reaching.  The staffs of Trailfinders Ltd responded that the organisation uses this approach reach to prospective new customer. Therefore, the customer relationship development and servicing would be important in terms of social media utilisation and possible better business performance development (Chaffey, 2016).

Another important investigative approach is the investigation of the accessibility of information about the customer. in the earlier time the customer information gathering is done through the regular market research approach (Ashley and Tuten, 2015). The digital or the internet world provides some other approaches to collect some important information about the customer and a better analysis helps in delivering important insights about those customers. Based on these information and insight, target customers cab ne reached though the social media in more specific way (Saravanakumar and SuganthaLakshmi, 2012). Close to 94% of respondent expressed that Trailfinders Ltd uses these social media tool for accessing and processing customer information. The competitor information is also collected through use of social media by the Trailfinders Ltd. The staffs stated that the use of social media has also an important use for the new product or services information delivery. Therefore, a two-way communication can be found from the Trailfinders Ltd’s side (Saravanakumar and SuganthaLakshmi, 2012). Trailfinders Ltd has been able to develop a customer database through the use of social media and the organisation also updates that database information. In recent times the customer data gather through the digital media route has become one of the important assets for the businesses (Lipsman et al., 2012). The customer data can be used for the better targeting, product or service personalisation, promotion customisation, product feedbacks development, new product development, improvement of customer service, risk reduction and better content marketing (Tuten and Solomon, 2017).   From all of these prospective it can be said that the current information accessibility related approach by Trailfinders Ltd is highly effective for these processes driven performance improvement as well as scope for the business development. 

The respondent also expressed that the social media provides better opportunity for the better product or business positioning process. Among them around 82% of the respondent also expressed that the social media use improved the brand loyalty, visibility, development of business in Trailfinders Ltd. The sale and revenue generation also have been positively impacted by the use of social media tool. These experiences of the staffs can be validated through the existing literate. One of the important benefits of social media is the lead generation for the business and approaches to converts those leads (Evans, 2010). On the other hand the customer can be positively influenced though right messaging delver to improve the traffic to the business website. This aspect can be potential sources of revenue. The trust can be developed among the customer and that can be better utilised for the business development (Lipsman et al., 2012). Another important benefit of social media application is the lower cost associated with this media. This aspect improves the return on investment and that improves the performance of the business (Hoffman and Fodor, 2010). Therefore, the social media has positive implication in terms of business performance and business development process. 

In the current project the hypothesis is that the social media has positive impact for the organisational performance and business development.  The analysis through regression analysis shows that social media marketing is impacted the business by 45.2% and 54.8% by other factors. Thereby the discussion and analysis shows that in present world, social media is not only the effective and reliable methods for business to enhance their performance. Studies conducted by the............said that in present, the business needs to implement several marketing approaches and among them traditional marketing seems to be benefited for Trailfinders Ltd. Therefore, from the findings and analysis it can be said that business needs not only depended on social media marketing approach, but they need to also used other marketing elements or channels including television, radio etc. As the observation indicates that 54.8% other factors impacted the business performance therefore in such a manner that business Trailfinders Ltd needs to implement offline marketing channels to promote their goods and products. The testing of the hypothesis also expressed that the alternative hypothesis has been accepted in the current research. This positive impact of the social media marketing on the organisational performance and development of business validate other similar research in this regard (Evans, 2010). But there is some research that also have expressed that the social media marketing can be an added advantage that the organisation now can use with the traditional adverting approaches (Trusov et al., 2009). Therefore, the use of social media marketing in combination with the traditional marketing promotion as an integrated promotional mix, provide better scope to the organisation to succeed.  
Chapter-6 conclusion and recommendation

The conclusion of the research would be done through reviewing the objectives of the research in the context of the findings. The preliminary section of the data analysis shows that social media promotional approach, customer feedback and response, language and trend are positively used by Trailfinders Ltd in their social media marketing process. All of these approaches are the significant influences for the social media marketing of Trailfinders Ltd. Then the customer service and relational aspect is also explored in the current research. There the staffs responded that the organisation actively used the social media for the customer service, customer listening, and product and service improvement though feedback, and new customer persuasion. These are also some of the important aspect that are shaping the social media marketing approach of Trailfinders Ltd. The literature support also validates these findings. Customer relationship development and the role of social media application are found in the literature review (Stephen, 2016). This better customer connection and relationship development approach therefore has been considered as one of the influencing factors for the social media marketing decision making. the customer purchase decision making is influences by the social and the online media reviews and other information (Hudson and Thal, 2013). The managers have also validated these findings and stated that for a travel company like Trailfinders Ltd the customer purchase decision making point of view, the social media marketing is one of the important tools. Therefore, the change to influence the customer in the decision-making process is also influencing the managers in their social media related decision-making process. the access to information through the social media route is also investigated in the current research and there it has been found that customer data development, data updating, target market data gathering, competitor data access, product quality assessment, new product information dissemination are some of the influencing factor for the social media information action point of view.  Therefore, the first objective of the current research has been widely investigated and reaches to a conclusion that these factors are highly influential for the social media marketing.

The next objective of the business is focused to find out the appropriate business development and performance implication from the social media perspective. The staffs’ survey revealed that the better positioning opportunity utilisation, brand loyalty improvement, greater organisational visibility and scope for business development, improvement in revenue, new customer acquisition, and better reach to world’s customers are some of the important impact that the social media has on the business performance and developmental aspect. The managers’ interview also showed that the similar impact is also passed by them. The managers considered the role of the traditional media for the overall business development process but the role of online information to influence the customer decision making is also given similar emphasis by them. The current trend in the travel and tourism industry is the customer experience sharing during their travel and leisure activity, and this has been stated one of the important impacts making factor by the managers. Therefore, the managers’ accounts also support different aspect of business developmental influence from the social media marketing (Tuten and Solomon, 2017). The second objective of the current research thus is fulfilled. 

Recommendation

The recommendation for Trailfinders Ltd is developed by following the insights of the research and the general conclusion drawn from it. 

· As a travel business Trailfinders Ltd must follow the social media marketing process for development of leads. This would also improve the quality of lead generation. 

· Improve social media presence by continuously providing stories of the customer. in this process motivate of incentivise the customer to actively share their experience and stores. 

· Create a social media centric brand community which have better customer service capability.

· Create better strategy for the viral campaign development for new services promotion.

· Develop better strategies to improve traffic to the business website of Trailfinders Ltd.

· Monitor customer conversion ratio and way to improve that.

· Use social media marketing processes along with the traditional marketing promotional approach in an integrated approach to bring best result to the business.

· Plan for long term relation and trust development

· Training the staffs in the organisation to manage the negative promotion in the social media

· Create high quality content that engages the customers. 
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Appendices

Quantitative questions 
Respondents demographic characteristics

What is your employment position at Trailfinders Ltd, UK?

Employees 

Team leaders 

Decision makers 

Others 
What is your age group?

18 up to 25 years
26 up to 34 years
35up to 49 years
50 and above 
What is your gender?

Male 

Female 
What is your educational qualification? 

High school 

Diploma 

Degree/bachelors 

Master degree
How many years of experience do you have at Trailfinders Ltd, UK?

 Less than 2 years

2 to 4 years

5 to 8 years  

 8 years and more 
Are you using social networking sites?

Yes 

No
If yes, please select the social media site for which you have made a personal profile?

Facebook 

Twitter 

YouTube 

Others (Instagram, LinkedIn, WhatsApp etc)
How long have you been utilizing social media sites?

Less than 1 year

1-2 years

3-4 years

5 years and more 
How does social media site impact your social life?

Highly impacted 

Somewhat 

Does not impacted 

How far you agreed the Facebook is ultimate option for the advertisement??

Strongly agreed

Agreed

Fair 

Disagree 

Strongly disagreed 
Qualitative question
What is your opinion for social media marketing use in the business development and business performance delivery?
H1





Organizational performance and business development





Social media marketing Usages





Social media for marketing


Social media for customer service and relation


Social media for information Accessibility
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