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Introduction
The companies have successfully adopted the method of social media communication to perform communication appropriately. There are numbers of social media plat form is available that the companies could successfully implement the business strategies to gain success like, Facebook, YouTube, Twitter etc. The right implementation of social media marketing strategy would benefit companies.


















1.1 Research Question: 
The implication for digital technology makes Marks and Spencer gain benefit in business environment
2.1 Secondary Data:
According to Saunder et al., (2011), the secondary data is such type of data which already has gathered and applied for any research work. There are several sources of secondary data like, books, journals, etc. This data collection is very easy for researcher but chances of biasness are high compared to the primary data. Secondary collected on digital technology and its contribution for the organizational development.
Internet Marketing: 
According to Woodford (2006), the invent of internet marketing has boos up the speed of the communication strategies as all traditional method of communication is being neglected for use and businesses increase the application of internet marketing tools. The companies try to gain benefit over internet by making the marketing message viral and make the consumers to get interested to perform world of mouth promotional activity. The cost of applying digital marketing technology is comparatively very little than traditional marketing processes and success rate is also very high.
Digital Marketing: 
The technological advancement is increasing the use of digital technology like use of Smartphone, Digital TV etc. The right use of digital marketing technology has enhanced the application of organizational managerial activities. Phillips (2016) claimed that it benefits the company by performing both end communication and effectively able to exchange information. Due to its high effectiveness and easy implication marketers has successfully implemented the digital marketing techniques to its business environment. The use of social media has gained enough popularity in business to make the company gain benefits.
The impact of Smartphone on brand communication:
The use of Smartphone has also increased the effectiveness of the organizational implementation of the marketing messages. According to the Smartphone has gain success to deliver marketing message instantly to the customers and make them generate their purchasing intention. This use of digital marketing strategies effectively enhanced the performance level of the company.
The impact of social media on brand communication: 
The companies have successfully adopted the method of social media communication to perform communication appropriately. There are numbers of social media plat form is available that the companies could successfully implement the business strategies to gain success like, Facebook, YouTube, Twitter etc. Oldknow (2011) stated that the numbers of social media users is increasing very rapidly due to its wide technological facility. It makes the companies to get able to understand the needs to demand of the customers appropriately and develop strategies. Organizational brand communication over social media website make the companies get able to enhance the organizational brand equity. The company gain high level of advantage in business environment for getting able to increase its brand communication within the market.
Consumer Based Brand Equity:
Due to the successful implementation of the digital marketing technologies companies get able to develop the brand equity of the organization. According to Aaker (1999), there are mainly four key elements of organizational brand equity these are brand awareness, brand loyalty, customer’s perception and brand association.
Brand Awareness: According to Damjanovski (2005), the brand awareness has two key processes that find in customers to get able to recall and recognize the product. The brand recognition is it makes the brand established within the market and customers get able to find out the brand. Again recall is the attributes that make the customers able to recognize the brand as soon as they take decisions for product purchasing. The use of digital marketing technology is effectively able to enhance the brand awareness level of the customers.
Brand Association: the brand association is the elements that benefit the companies by creating a positive impact on the consumers mind and customers take decision for product purchasing. The implication of social media marketing message directly impact on the customer’s life style and positively impact on them and make them interested to purchase products. The brand association could bring significant benefit for the company. 
Customers Perception: according to Hazas(2017), the satisfaction level of the customers strongly impact by the perception after using the product and services. The product perception of the customers makes them able to achieve satisfaction in customers. The social media has very strong impact on customer’s perception level as it perform communication with customers and instantly identify their dissatisfaction and make then able to achieve the satisfaction for using the product and services.
Brand loyalty: According to Bartscherer and Coove (2011), all companies are highly interested to achieve their customer’s satisfaction level and make them loyal to the organization. The digital marketing technologies have gain enormous benefit for making the customers to enhance the loyalty level for the company. The loyal customers contribute for enhancing the organizational profit making.
The company gets able to achieve enormous benefit for the right implementation of the digital marketing tools. There are various other digital marketing tools that make the company elevate its performance level and gain advantage within the business environment.












3.1 Primary Data Collection
There are several processes of primary data collection and this data make the researcher to get able to find out accurate data. In this section survey method of data collection applied to collect primary data and achieve the ultimate goal appropriately. 10 customers of Marks and Spencer selected to find out the implication of the company’s digital marketing technologies. Customers were selected randomly.
Question 01: Do you agreed Marks and Spencer has strong presence of social media platform
Graph 01: Marks and Spencer’s presence of social media

Findings and Analysis
It evaluated that 70% of the consumers believe that Marks and Spencer has well presence over social media websites. 10% was confused and 20% did not agreed. Large numbers of customers agreed that Marks and Spencer has good presence and it could be further improved by make the strategy implementation process more effective.


Questions 02: Do you recall the Marks and Spencer when event you think for purchasing product form the market
Graph 02: Customers Recall for Marks and Spencer Products

Findings and Analysis
It evaluated that 40% of the consumers believe that they could recall for Marks and Spencer Products when they want to buy some product relevant with Marks and Spencer. 20% were confused and 50% did not agree. The use of digital marketing technology is effectively able to enhance the brand awareness level of the customers. It found that customer’s awareness level is not satisfactory which needs to improve.





Question 03: Do you agree that Marks and Spencer product generated purchasing intention in you.
Graph 03: Marks and Spencer product generated purchasing intention

Findings and Analysis
It evaluated that 70% of the consumers believe that Marks and Spencer Products able to enhance purchase intention. 10% were confused and 20% did not agreed. The brand association could bring significant benefit for the company. So Marks and Spencer’s products could create positive impression in customers mind.





Question 04: Do you always satisfied after having the product of Marks and Spencer
Graph 04: Marks and Spencer product perception

Findings and Analysis
It evaluated that 80% of the consumers agreed that they always get satisfaction after having the products. 10% were confused and 10% did not agreed. According to Hazas(2017), the satisfaction level of the customers strongly impact by the perception after using the product and services. It evaluated large percentage of customers agreed that they get satisfied after having the product.






Question 05: do you consider yourself as loyal customers of Marks and Spencer
Graph 05: Marks and Spencer customer’s loyalty

Findings and Analysis
It evaluated that 50% of the consumers agreed as loyal customers. 30% were confused and 20% did not agree. According to Bartscherer and Coove (2011), all companies are highly interested to achieve their customer’s satisfaction level and make them loyal to the organization. Marks and Spencer has gain 50% loyal customers which is good and there are more 305 could be turn as loyal with development of marketing strategies.






4.1 Analysis of Collected Data
	Number of Observation (N)
	Maximum Respondent
	(X – i)
	(X – i)2

	1
	4
	.2
	.04

	2
	3
	1.2
	1.44

	3
	5
	-.8
	.64

	4
	6
	-1.8
	3.24

	5
	3
	1.2
	1.44

	Total N = 5
	21
	
	6.8



Mean X: 21 / 5 = 4.2
Median: 3 3 4 5 6 = 4
Mode: 3
Standard Deviation: 6.8 / 5 = 1.36

It find that the maximum chance of data evaluation is 4 and the central tendency of data is high. 
6.1 Recommendation
It is important for Marks and Spencer to work for the enhancement of the customer’s awareness level. The implementation of social media marketing strategies needs to be implement in a way that customers queried would be properly answered.
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