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[bookmark: _Toc140401627]Background
Social media has completely changed how businesses run and interact with their target markets. Small and medium-sized businesses (SMEs) are being used to foster the development and transformation in the baking sector in the United Kingdom (UK) for many years. The popularity of social media sites has been rising in recent years. There are many platforms like Facebook, Instagram, Twitter and YouTube. They have opened up channels for SMEs to interact with customers (McCann and Barlow, 2015). These are used to advertise their goods and increase brand recognition also. Compared to conventional advertising approaches, these platforms provide cost-effective marketing solutions. Social media also enable firms to reach a larger audience within a small amount of time and effort. SME baking firms get the opportunity to interact directly with their clients, get feedback and build a strong customer base.
[bookmark: _Toc140401628]Significance of the Topic
In the current digital era, it is crucial to examine how social media has affected the baking sector, especially small and medium-sized businesses. Most of the small and medium baking firms are home-based business where the owners have little to no resource for traditional promotion. Social media is free to use. According to Ali Qalati et al. (2020), 60% small and medium businesses have been actively using social media platforms to promote their products in 2020. This research can offer useful insights into efficient marketing tactics, online consumer interaction and brand building for Baking SMEs. This is possible by revealing the influence of social media. Social media platforms have played a critical part in the baking industry's quick transition to the digital age. Examining how social media affects SMEs in the baking industry can help reveal how technology is used to their advantage. This can also show how companies adapt to new digital channels and profit from growing trends. Understanding how users interact with content about baking on social media may reveal useful information about their preferences needs, and buying habits.


[bookmark: _Toc140401629]Purpose of the Study
This study's main goal is to thoroughly analyse how social media has affected small and medium-sized businesses (SMEs) in the UK's baking sector. This study is going to comprehend the impact that social media platforms have had on the marketing and promotional tactics used by SMEs in the baking sector (Ainin et al., 2015). Additionally, the efficient procedures that support company expansion and brand awareness will be examined. Additionally, it will examine how social media affects customer behaviour and purchase choices in the baking sector. The study will look for trends, patterns, and preferences that might help SMEs customise their marketing strategies.
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The aim of the study is to investigate the Impact of Social Media on the Baking Industries in the UK focusing on the case of SME's
[bookmark: _Toc140401631]Research Objective
The objectives of this study are discussed here.
1. To assess how social media is used by SMEs in the baking industry and what purpose it serves to the owners
2. To find out the challenges that SME owners in the baking sector face while using social media platforms besides their regular business operations 
3. To evaluate how social media engagement of SMEs in baking sector impacts the behaviour and preferences of customers
4. To give recommendations on improving the use of social media in the SMEs in baking sector
[bookmark: _Toc140401632]Research Questions
The research questions are discussed here.
1. How is social media is used by SMEs in the baking industry and what purpose does it serves to the owners?
2. What are the challenges of using social media platforms besides regular business operations in the baking sector?
3. What are the effects of social media engagement of SMEs in baking sector in the behaviour and preferences of customers?
4. How can SMEs in baking sector enhance the use of social media for their benefit?


[bookmark: _Toc140401633]Chapter Two: Literature Review
Social media has become very popular in the last few decades and it is used by most people nowadays. Social media are internet-based platforms where people share their thoughts and perform different activities to stay up-to-date and also update people about their lives. Facebook, Twitter, YouTube, Tiktok and Instagram have become some of most famous social media, as believed by Carr and Hayes (2015). These platforms are also being used by companies to promote their business to target audiences.
Small and Medium Businesses indicate firms that are established with limited finds and workers. These types of firms usually have sole or only a few owners. They are operated in a small manner with a small number of target audiences. There are many SMEs in the baking sector. These firms are mainly operated for home and take limited number of orders, according to Love and Roper (2015). As these firms don’t have much funds to spend on marketing, they use social media vastly to promote their brands. 
In the UK, the baking industry has been a crucial part of the food and beverage sector. This industry is very diverse. Bread, pastries, cakes, cookies and biscuits are some of the main products of this industry in the UK. The industry is adopting innovation. It follows trends and apply them to make the service better for the customers. This industry is also very competitive with numerous players in the market. 
There are numerous benefits of using social media in the baking industry. It helps to reach a lot of people without any cost. Social media features also allow the firms to post photos or videos of the products in a trendy way which can attract a lot of customers, according to Ainin et al. (2015). Sometimes, it can enhance the popularity of the owners of SME baking firms which can lead to trust and loyalty of customers. However, there are also some barriers to using social media. As social media is available to everyone, the posts might reach a lot of people who are not the target customer of the firm. This can create fuss. Again, social media management for business requires skills and expertise, according to McCann and Barlow (2015). Moreover, to approach to the target customers, firms might have to pay money to the platforms. Finally, it might take a lot of time to cater the products and make them ready for social media. 
[bookmark: _Toc140401634]Impact of Social in Baking Sector
Baking industry have begun paying much more attention to social media use. The baking companies are also using them recently as they see the potential advantages it may have for customer engagement, brand development, and service delivery. 
Increased Client Engagement: Numerous studies have shown how social media platforms provide baking firms the chance to communicate with consumers in real-time. This helps the firms in developing deep connections and bonds with their clients. A survey by Barger, Peltier and Schultz (2016) shows that 76% of baking firms have reported to have greater customer engagement due to social media presence. Social media usage by baking firms resulted in improved levels of consumer involvement and satisfaction. This has enhanced client loyalty and advocacy. Additionally, social media helps baking firms to deliver individualised customer care, swiftly respond to questions and collect insightful feedback which helps to enhance their services.
Brand Reputation: Bakers can effectively manage their reputations and establish their brands with the help of social media. The brand awareness of baking firms that actively used social media grew. This has led to increased consumer trust and improved brand perception. Baking firms may become leaders in their markets and influence public opinion by using social media to publish their activities and promote brand value.
Promotion of Service and Goods: Small and Medium Baking firms may reach a large audience with their products and services by using social media. It also comes at a low cost. Baking firms who used social media for product promotions saw a rise in client interest and conversions. According to a study by Zhang et al. (2017), 70% of the baking firms use social media especially Instagram for marketing purposes. They can promote new designs and variations of their products through social media. Baking firms can more effectively express their value propositions and set themselves apart in a crowded market. It is done by being able to target particular demographics and make use of multiple content forms.
Understanding Marketing Trends: Social networking sites produce an enormous amount of information on consumer preferences, behaviour and market trends. Facebook, Instagram, Google and other sites offer beneficial insights on the events, posts and overall interaction of the firm in a given timeline. Baking firms may use this information to learn important information about client demands, attitude, and developing market trends. According to research by Moliner, Monferrer-Tirado and Estrada-Guillén (2018), social media analytics help baking firms identify market gaps and better target particular client categories with marketing efforts. This also results in better presence of the brand in front of the customers.
[bookmark: _Toc140401635]Theoretical Aspects
There are some theories that can be used in this study for better understanding the topic. The theories are discussed here.
Diffusion of Innovation Theory: This theory is introduced by Everett Rogers. It is used to comprehend how companies embrace and use innovative tools. Social media is one kind of innovative tool. This theory investigates how new ideas propagate and are embraced by people and organisations, according to Zanello et al. (2016). People go through different stages before embracing a technology and this theory analyses them. By using this theory, this study can analyse perceived advantages, usability and compatibility of using social media for SMEs in baking sector. 
Social Capital Theory: Social media platforms give SMEs the chance to develop their social capital. According this theory, social capital indicates the network of connections and relationships that may help businesses succeed. Social capital can make it easier to access opportunities, resources and knowledge that can be accessed through people. This eventually boosting their competitive edge, as believed by Rouxel et al. (2015). The theory can be applied to the to investigate how SMEs in the baking sector use social media to develop and strengthen connections with their clients, partners and other stakeholders.  
Resource-based View: This theory concentrates on examining the internal resources and competencies of a firm as they are the sources of competitive advantage. The RBV theory can be used in of this study to examine how SMEs in the baking sector use their resources to successfully use social media for company growth (Singh et al., 2020). The resources of such firms include financial, human and social ones. The idea focuses on the significance of the distinctive and priceless resources that SMEs have. It also analyses how they may be used to create and carry out effective social media campaigns.


[bookmark: _Toc140401636]Chapter Three: Methodology
Research Philosophy
In this study, the positivism philosophy will be used. This philosophy focuses on gaining objective knowledge based on systematic observation methods. This method will help this study with viewing the world through the use of numeric and objective processes. The outcome will be obtained after verifying the data.
Research Paradigm 
The research paradigm of this study will be realism. This philosophy asserts the use of objective reality that is not affected by the human perspectives. This method is effective as it would provide an outcome that are observed by individuals based on what is collected (Gupta and Gupta, 2022). The world is seen as it is and the personal opinion of the researcher does not interfere. This paradigm will allow this study to provide an effective outcome on how social media is used by baking firms and what challenged they face.
Research Approach 
In this study, the deductive approach will be used. This is top-to-bottom approach that allows the researcher to complete the study based on a set theory or hypothesis. This study will be benefited through this approach as it would be easier to follow a specific model to complete the study. This approach will allow this firm to get logical conclusion and precision.
Research Methods
This study will follow the primary research methods. Using this method, real and authentic data will be gathered from the small and medium baking firm owners (Davidavičienė, 2018). This method is effective as it would help to get some real data and give a more reliable outcome.
Research Strategy 
This study follows the quantitative research strategy. Using this strategy, numeric data will be gathered and they will be analysed. This complied with the philosophy and methods of this study. This will also help the users to understand the outcome more effectively.
Sampling Methods 
This study will follow the convenience sampling method. This method will allow to gather samples for the study based on the availability of the target population (Patel and Patel, 2019). In this study, a sample of 50 business owners of bakery firms would be used to collect primary data.
Data Collection Tools 
Using an online survey, data from the sample of this study will be collected. Using the help of Google Forms, data will be collected for this study. The gathered information will be stored in a spreadsheet. This will help to analyse data in a better way.
Data Analysis Method
In this study, collected primary data that is quantitative will be analysed through regression analysis, correlation analysis and descriptive statistics. This will help properly discuss the collected data for the attainment of effective outcome.
Time Prospects of the Research (Gantt chart)
[image: ]
The given Gantt Chart shows the study will take 11 weeks to complete. In this timeline, the study will sequentially complete different parts that would contribute to the completion of the study.
Ethical Consideration 
In this study, data gathered from the participants of the survey will be stored and protected using USB devices. The devices are password protected and they are only accessed by the researcher. All the participants will be adults and their personal data will not be collected. 
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This study will investigate on how social media affects small and medium-sized baking businesses in the UK. This study aims to provide useful insights to the baking sector by evaluating the efficacy and challenges of social media marketing methods. The results of this study can be used to promote industry growth and eventually aid in the sustained expansion of SMEs in the UK baking sector. The study will follow the primary research methods and will collect quantitative data through an online survey. A sample of 50 samples will be used to collect data. Data will be analysed through regression and other statistical analysis.
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