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[bookmark: _Toc481582367][bookmark: _Toc513627661]iii)  Abstract

The overall aim of this study was to; Identify how SMEs use Social Media, analyse how SMEs utilise Social media to generate organisational success and to what extent do SMEs use Facebook to raise brand awareness.

The researcher has chosen this region of research due to having an interest in the social media activities of SMEs and how firms can utilise developing technological platforms to raise brand awareness to generate organisational success. Due to working in a variety of SMEs, the researcher has experience of the area of study and has access to various SME owner/mangers in the local area. The researcher also has an interest in the importance of SMEs, their contributions to the economy, job creation and developing innovative ideas and new ways of thinking to deliver products and services. Therefore, research into how SMEs can utilise social media to raise brand awareness and organisational success is of vital importance to SMEs. 

The research was undertaken using the methodology of interview. The sample consisted of five participants, all of which are SME owner/mangers, as these participants would have the knowledge and experience required to complete the interview questions. The results of this study identified that Social media is significantly used by SMEs through the means suggested by data collect through interviews and academic literature. If managed correctly, SMEs can utilise a variety of social media platforms to cost effectively rise brand awareness that engages with online communities and builds strong customer relationships to create business opportunities.  

Finally, issues are identified, and the study concludes with recommendations for further investigation into SMEs Social Media marketing strategies 
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[bookmark: _Toc481582368][bookmark: _Toc513627663]1.0 Introduction

The following research investigates how SMEs can utilise social media to raise brand awareness and organisational success.  Despite the many different classifications of SMEs there is no uniformly accepted definition, as alternatives exists between countries, sectors and different governmental agencies within the same country (Yusof & Apsinwall, 200).

The European Commission (1996) identifies SMEs to have a net turnover of less than 50 million Euros and a balance sheet fewer than 43 million Euros. Other definitions argue that SMEs could have up to 200 employees (The Bolton Report, 1971). Further definitions describe small enterprises to have an annual turnover under £2.8 million, a balance sheet total of no more than £1.4 million or have an employment count of fewer than 50 (The Companies Act, 1985). Although other definitions of SMEs exist, these businesses are not often restricted within the parameters of these definitions. The diversity and differing ideologies of the small business sector means it is necessary for these definitions to be modified depending on geographical location, sector or the context in which SMEs find themselves (Storey, 1994).         

SMEs in the UK have an and symbiotic relationship with the economy and their contributions are vital to economic health and job creation (McAllister, 2016). Small businesses accounted for 99.3% of all private sector businesses at the start of 2016, of which 99.9% of them were SMEs with a total employment of 15.7 million, 60% of all private sector employment in the UK. Additionally, SMEs are a vital component in the creation and generation of innovative ideas and new ways of thinking. Regarding the development of products or services, small firms can offer something marginally different that distinguishes themselves from the more standardised product or service provided by larger businesses or chain suppliers. Therefore, the success and growth of SMEs play an important role in economic growth, job creation and innovation that are all vital for sustaining economic stability (FSB, 2017).   

Characteristics of SMEs suggest that not all small firms have the finances or man power to implement expansive traditional marketing strategies to raise awareness and generate business leads. As a result, more SMEs are engaging in smart social media strategies on various platforms of digital communications to negotiate the barriers put in place by the traditional marketing methods of advertisement and engagement. The ever-growing numbers of active social media users results in networking platforms such as Facebook, Twitter and Instagram becoming highly influential and an essential part of everyday life. The advancement in mobile technology and portable devices results in users accessing social media at any time. Therefore, SMEs must not ignore the popularity and influence that social media can have on cost efficiency, targeting and engaging with potential customers to raise awareness of their brand and create business opportunities (Mccan & Barlow, 2015).   

Research conducted by The Business Network International (BNI) found that 75% of online audiences will not engage with a firm if they display a poor social media presence. With over 1.2 billion Facebook users and millions of other users on alternative networking platforms, there is good evidence that if utilised correctly, SMEs can use social media as a powerful digital marketing tool to raise brand awareness and generate business leads (Business Matters, 2017). 

The use of Social media and other networking platforms can be a valuable tool to a business’s marketing activities. Web pages such as Facebook, Twitter and Instagram allow SMEs the capability to produce cost efficient viral marketing and mouth to mouth promotion that allows firms to engage with consumers, building the customer relationship and improving brand perception. (Taneja & Toombs, 2014).

[bookmark: _Hlk512863800]The researcher has chosen this region of research due to having an interest in the social media activities of SMEs and how firms can utilise developing technological platforms to raise brand awareness to generate organisational success. Due to working in a variety of SMEs, the researcher has experience of the area of study and has access to various SME owner/managers in the local area. The researcher also has an interest in the importance of SMEs, their importance to the economy, job creation and developing innovation ideas and new ways of thinking to deliver innovative products and services. Therefore, research into how SMEs can utilise social media to raise brand awareness and organisational success is of vital importance to SMEs in the South Wales area.  

The approach to this research will be to compare academic literature to the data collected in five semi structed interviews. Participants of these interviews will be chosen based on their knowledge and experience of using social media within the organisational setting of an SME. Participants will either be owners of their own SME or in a head management position where the role is to engage with social media marketing.     
[bookmark: _Toc481582369]




[bookmark: _Toc513627664]1.1 Objectives

To accomplish the aim of this research, certain objectives have been put in place whilst investigating the topic in question. It is important that the objectives are categorical to the aim of the research. 

· Identify How SME’s use social media. 
· Analyse How SME’s utilise social media  
· Evaluate the extent to which SME’s use Facebook for brand awareness.
· Make appropriate recommendations to Small Businesses on how they can best use social media to raise brand awareness.  
























[bookmark: _Toc481582370][bookmark: _Toc513627665]2.0 Literature Review 

This literature review will analyse how Small and Medium-Sized Enterprises (SMEs) can utilise social media to raise brand awareness and organisational success. The first section examines literature that discusses definitions, the importance and characteristics of SMEs. The second critically reviews literature that identifies and analyses how businesses can use social media through various online platforms and its importance to achieve organisational success.    

[bookmark: _Toc481582371][bookmark: _Toc513627666]2.1 What is an SME?

Small and Medium-Sized Enterprises (SMEs) can be defined in several ways with a certain set of characteristics. Despite the many different classifications of SMEs there is no uniformly accepted definition. Definitions of SMEs of can be characterised with different approaches that vary regionally and organisationally with Ahmad et al (2017) stating that these definitions can be put in place by three sources, international institutions, national laws and industries using a qualitative or quantitative approach. The European Commission’s definition is underpinned by the idea that the existence of different definitions at community or a national level may create inconsistencies (Berisha & Pula, 2015). Therefore, the European Commission used quantitative criteria for defining SMEs, considering number of employees, annual turnover and balance sheet. 

The Bolton Committee Report (1971) formulated what they call an economic definition and a statistical definition. The economic definition identifies businesses as being small if they meet three criteria: they had a relatively small share of their market place; they were managed by owners or part owners in a personalised way, and not through the medium of a formalised management structure; they were independent, in the sense of not forming part of a large enterprise. The statistical definition was created to address three main issues. Firstly, to measure the current size of the small firm sector and its contribution to economic aggregates such as employment, exports and innovation etc. Secondly, to compare the extent to which the small firm sector has changed its contribution to the economy over time. Finally, this statistical definition enables comparison between the contributions of small businesses in different countries (Storey, 1994).   

The statistical definition of the Bolton report recognises the size of an organisation to be relevant to a sector. The report states that an organisation may be considered small in relation to a market that is large with lots of competitors, where as if a market is small with few competitors, an organisation may be considered large. Therefore, the Bolton report suggests that it is more fitting to define organisational size by not just the number of employees in certain sectors but also by the annual turnover in others (The Bolton Report, 1971). 

However, these economic and statistical definitions have been criticised. Storey (1994) suggests that the report contradicts itself. The claim that ‘they were managed by owners or part owners in a personalised way, and not through the medium of a formalised management structure’ is incompatible with the statistical definition of SMEs could have up to 200 employees. Whilst the Bolton report recognises small firms may have organisational management layers, its suggests that owner managers make all the decisions and exercise principal management functions in a personal way. Furthermore, the Bolton report suggests that SMEs have little influence over the business environment, most notable its inability to influence product price. However, it is important to consider the SMEs ability to create niche markets and specialised services which may have great influence in different geographical locations with no clear competitors. This allows SMEs to maintain higher prices than in the general industry standard.   

To overcome several issues raised by the criticism of the Bolton report, the European Commission identifies a small business as an organisation with between 10 and 99 employees and medium sized firms between 100 and 499 employees. Furthermore, the EC definition defines SMEs to have a net turnover of fewer than 50 million euros and a balance sheet fewer than 43 million Euros. The advantage of the EC definition is that, unlike the Bolton report is that it does not use any criteria other than employment and does not vary its definition according to the sector of the enterprise. Additionally, the use of 100 employees as limit for small firms is more appropriate due to the rise of productivity. However, this definition has been criticised and labelled too ‘all-embracing’ within the context of different sectors in different geographical locations (Storey, 1994). 

Therefore, another definition has been created. Section 248 of the Companies Act (1985) describes a small enterprise to have an annual turnover under £2.8 million, a balance sheet total of no more than £1.4 million or have an employment count of fewer than 50. The Companies Act states that a small business must have at least two of the mentioned criteria (Ahmad et al 2017).

Whilst broadly accepted, consistent definitions are needed. SMEs are not often restricted by the parameters of these definitions. Storey (1994) states that the diversity of the small firm sector means it is often necessary for these definitions to be modified depending on the sector, geographical location or other contexts in which SMEs found themselves in. 

[bookmark: _Toc481582376][bookmark: _Toc513627667]2.2 Importance of SME’s

Throughout the 1980’s and 1990’s, governments sought to develop ways to increase the number of small businesses. Scase and Goffee (1987) suggest that developing entrepreneurship would be a cure for a variety of issues such as employment and low economic growth. Therefore, it has been suggested that SMEs are vital as a source of long term economic growth.    

[bookmark: _Toc481582377][bookmark: _Toc513627668]2.2.1 Job Creation

Although many small businesses are not employers, such as sole traders who work individually, SMEs still make an important contribution to employment (McAllister, 2016). An essential attribute of the SME is that it is a source of job creation and for some individuals SMEs often represent their first job and a first career step with Savlovschi and Robu (2011) stating that small and medium sized businesses make up two thirds of newly created jobs. Furthermore, the costs associated with job creation within a small organisation are considerably less than those within a large firm. Gough (2016) states that SMEs have driven more than 70 per cent of private sector employment growth since 2011 and employ 15.7 million people nationally. This represents almost half of the entire working population in the UK. 

‘The UK’s entrepreneurial spirit is clearly flourishing. There are now almost 5.6 million SMEs in the country. These innovative, industrious businesses have created jobs for 1.8 million people in the past five years alone.’
(Longbottom, Cited in Gough, 2016, p.2) 
[bookmark: _Toc513627669]2.2.2 Innovation 

Another important aspect of SMEs is that they generate and drive innovation.  Alemedia (2004) states that SMEs play a unique, active and critical role in the innovation process by their ability to invent in the new technologies space and to improve the high technology information networks. Social networks are vital to the innovation process within SMEs with small companies being able to establish regional networks easier than large firms can. Savlovshci and Robu (2011) state that the innovation and creativity of SMEs are fuel for entrepreneurial spirit and economic growth. 

In terms of products or services, SMEs can provide something marginally different that distinguishes them from the more standardised product or service provided by larger firms. The smaller firm however is also much less likely to undertake research and development than a large organisation and is less likely to have a high proportion of its employees focusing exclusively on research. Despite this, SMEs are more likely to introduce new ideas and innovation because small firms have less commitment to existing practices and products (Storey, 1994).  

‘Small businesses are a substantial source of innovation and technical change, and they make their contribution more efficiently and at a lower cost than larger businesses.’ 
(Barrow, 1998, p.27)

[bookmark: _Toc513627670]2.2.3 The Economy and Industry 

In the UK, SMEs are at the core of the largest industries in the economy, retail, manufacturing and vehicle repair. McAllister (2016) states that 46 per cent of all SME revenue comes from businesses in one of these sectors with three out of every twenty SMEs falling into one of these categories. With small and medium sized firms playing an important part of the UK core industries, it becomes clear how vital they are to the nation’s overall economy. SMEs in the UK have beneficial and symbiotic relationship with the UK economy and their contributions are vital to economic health with the UK current financial climate being a good facilitator for start-up business growth (McAllister, 2016). 
 
‘It’s true to say that there has never been a better time to be a small business in Britain, and arguably, never before have Britain’s existing small business been such an important part of the country’s well-being.’
(McAllister, 2016, p.3)
[bookmark: _Toc513627671] 2.3 Characteristics of SMEs 
[bookmark: _Toc513627672]2.3.1 Owner Manager with Few Employees  

SME owners generally participate in all aspects of management and business decision making with little delegation or devolution of authority. Often, the owner manager has an overwhelming amount of influence on the firm with their views and values influencing all aspects of its activities. This means that organisational decisions may become influenced by the ideologies of the decision maker. Typically, SMEs are quite small and have few employees; therefore, with limited staff, there can be a high risk regarding the dependency upon one person for wellbeing (Burns & Dewhurst, 1989). 

Therefore, employees are required to complete all necessary tasks across the organizational board including innovation, production, marketing, sales and accounting for the entire businesses. This may be a disadvantage if employees do not have the required set of skills to perform a variety of tasks well. Despite this, having employees perform different organisational tasks promotes long term stability rather than focusing on short term results (Carpenter, 2017). 

[bookmark: _Toc513627673]2.3.2 Finance 

Small firms are not public companies which mean they may have difficulties raising capital and this can affect their choice of strategy. SMEs revenue is generally lower than large scale organisations. However, lower revenue may not necessarily translate to lower profitability. Established SMEs often have lower costs than more leveraged businesses due to owning their own facilities and equipment outright (Ingram, 2017). The size of an SME can be an advantage when it comes to specializing and filling a niche market. However, size may be a disadvantage when it comes to gaining financing for the company. Many SMEs rely on personal assets of owners or management to finance the business. Furthermore, limited funds may also affect marketing and the ability to reach new markets and attracting clients or customers due to financial limitations (Carpenter, 2017).    

Burns & Dewhurst (1989) state that for small companies to grow and become successful, raising finance can become a major strategic issue and relationships with financing institutions such as banks can become a major resource issue. Developing close relationships between SMEs and financers has the potential to provide them with a better view of the operating environment for a particular business, the qualities of the management team and a clear overall picture of the prospects for the firm. In addition, a close relationship should allow the business with a better understanding of the limitations under financers such as banks operate within and therefore a more realistic view in which an SME can expect in terms of finance. 
[bookmark: _Toc513627674]2.2.3 Operates in a Single Market with Few Customers

SMEs are likely to operate in a single market or a limited range of markets, most likely offering a small range of products or services. This limits the scope of business operations and is less of a strategic issue than large corporations. However, unlike large businesses, SMEs find it more difficult to diversify their business risk. Additionally, small firms may become too over reliant on a small number of customers. Therefore, SMEs are particularly vulnerable if they lose any one customer and will influence the business (Burns & Dewhurst, 1989). However, having few customers and offering a niche product or service can be an advantage. It allows SMEs to be closer to the customer. Small firms can interact with their customers more frequently and build a strong customer relationship. A large company has many layers and departments and generally has procedures that prevent close contact with customers. However, SMEs can handle customer complaints or queries faster and on a personal level making the long-term customer relationship easier and more profitable (Burley, 2017).  
Most SMEs are unlikely to be able to have much influence in their market. Furthermore, Burns and Dewhurst (1989) state that in a classic economic sense, SMEs are price takers. This makes the risk of failure for small firms high; meaning the choice of strategy is of paramount importance. Small firms avoid this issue by effectively differentiating their product or service segmenting their market and developing a market niche for themselves.  

[bookmark: _Toc513627675] 2.4 Social Media 

Social media has a range of sites and usages as well as platforms thats main purpose is for users to view and share user generated content without enduring interactions between other users (such as YouTube or Instagram), to applications that emphasise on continuous interactions between users such as social networking platforms (for example Facebook or WhatsApp). Successful social networking sites do not function primarily as a networking tool to initiate relationships amongst strangers but to communicate with users who are already part of their extended social network (Dahl, 2015). 

[bookmark: _Toc513627676]2.4.1 Definitions of Social Media 

Kaplan and Haenlein (2010) define social media as a collection of internet-based applications that build upon the ideological and technological foundations of web 2.0. Web 2.0 refers to internet websites that emphasizes user generated content, usability, compatibility on a range of products, systems and devices (DiNucci, 1999). 
[bookmark: _Toc513627677]2.5 Types of Social Media 

Chitwood (2014) suggests that for businesses to increase their brand presence, firms must be active on a variety of social media platforms. Whilst that may be true, unless firms are dedicated and effectively implement online strategies with management platforms, finding the time to maintain a range of sites may be a distraction and very time consuming.  

[bookmark: _Toc513627678]2.5.1 Facebook 

[bookmark: _Hlk512862384]Considered synonymous with social media, Facebook is the most popular social networking platform with more than one billion registered users. This site allows members to interact with others via a user’s page or private messaging as well as sharing user generated content. This platform allows users to create and promote public pages built around generated content as well as allowing members to publicise events, inviting users and tracking who plans to attend. Page administrators may also use paid ads for higher post engagements or target an audience, with a variety of search options such as age and location (Milanovic, 2015).      
[bookmark: _Toc513627679]2.5.2 LinkedIn 

This platform is a social network for business professionals designed for users to find new opportunities and connect with other professionals. LinkedIn features a user’s profile with experience and professional achievements on display as well as the option to private message and publish blog posts. As of 2015, LinkedIn has 467 million members (Rouse, 2015). 
[bookmark: _Toc513627680]2.5.3 YouTube 

This social media site has catalogued billions of videos available for users to comment, rate or share. Users may also subscribe to a channel for notifications on new uploads. User can also share videos on other web platforms by using the link or embedding the HTML code (Milanovic, 2015). 

[bookmark: _Toc513627681]2.5.4 Twitter 

Twitter is a micro blogging social networking site with over 940 million active twitter accounts. This platform allows users to broadcast posts with 280 characters; users can incorporate posts into a conversation thread or a general topic by using hashtags of a keyword (Rouse, 2015).
[bookmark: _Toc513627682] 2.5.5 Instagram 

Instagram is a photograph/video sharing application and social networking site that was bought by Facebook in 2012 and unlike other platforms, this site is exclusive to smart phone devices and can link uploads to Twitter and Facebook. Users can add captions, use hashtags and location-based geo tags to make the posts searchable by other users as well as like and comment on content (Rouse, 2015). 

[bookmark: _Toc513627683]2.5.6 Snapchat 

With over 100 million users and 400 million snaps per day, Snapchat is one of the fastest growing social media platforms that have a high percentage of users between the ages of 18-34. Brands and content creators are utilising this platform to create daily content that engages with audiences and personalised branded filters that last 24 hours to create a video narrative. This platform allows brands to provide audiences with live video at events, deliver private content, offer content promotions or perks and allow an audience to view content that takes them behind the scenes (Talbot, 2015).  
   
[bookmark: _Toc513627684]2.6 Why SMEs use Social Media 

Cook (2008) describes social media as the way in which content, particularly news and opinions, has become democratised by the internet and the role people now play not only in consuming information and conveying it to others, but also creating and sharing content with them. Social media has brought a new way of interacting and collaborating that involves user generated content to connect with people through ‘many-to-many’, rather than the traditional ‘one-to-many’ communication approach (McCan & Barlow, 2014).   

[bookmark: _Hlk512861573]Social media has become an integral part of everyday life with the number of active users on social media growing year by year. The popularity of social media indicates the enormous influence of platforms such as Facebook, Twitter and LinkedIn. The development of mobile technology means users can access social media at any time. Therefore, businesses must not ignore the growing numbers of people who frequently use social media and the potential value it holds to create business opportunities (Mccan & Barlow, 2015).  

Social media has brought a change in the way society communicates. Due to the advancements in technology, more people are engaging with businesses through social media. This results in a firm’s online presence and digital marketing strategies to be a vital component in achieving sustained success. SMEs can engage with many different social media opportunities at zero cost and are beginning to implement social media strategies more than ever before (Neti 2011).

[bookmark: _Hlk512862129]However, it is not enough to simply introduce social media by creating a page and expecting instant results. To utilise social media effectively, companies must consider the role they want social media to play and have a strategy that supports business objectives. Furthermore, businesses must consider the resources needed to implement and measure the use of various social media platforms (McCan & Barlow, 2014). 

Furthermore, where as traditional marketing techniques involve the creation and dissemination of marketing messages, social media marketing is co-created. Customers can comment about brands social media and networking sites, as well as video blog or tweet their experiences. Companies no longer have complete control over what is being said about them and negative social media activity may influence brand perception effecting overall organisational success. Additionally, Fahy and Jobber (2012) state that social media engagement with the customer is vital, promotional ideas need to be created on the consumer’s terms and should be engaging to obtain consumer participation. Trust and authenticity are important to convey when participating in social media communications to ensure this consumer participation (Fahy and Jobber, 2012).

[bookmark: _Toc513627685] 2.6.1 Cost Efficient

Social media marketing can be an effective   strategy partly because it is cost and time efficient. If an SME is aware of where its target audience interacts within the social media landscape, a small investment is enough to engage a social media strategy and the potential returns can be very beneficial. Cost efficiency is important for small firms because they do not have the same financial power to implement expensive marketing strategies through traditional media as large corporations do (Prenaj, 2015). 

‘The benefit is of a great importance especially for SMEs and SME start-ups in because it helps them create a marketing presence and promote their brand, while saving a lot of money and time’.
(Prenaj, 2015, p.94).

Over time, social media has had a significant impact on traditional forms of marketing techniques. To achieve organisational goals and see results, traditional marketing methods take time and can be very costly. Social media has helped small businesses have a choice using e- marketing tools as opposed to more traditional methods. Social media is now at the core of e- marketing and it helps small organisations easily access the global market and connect to a worldwide audience at minimum cost.  Social media gives small businesses the ability to create viral marketing and mouth to mouth promotion with a prominent level of consumer engagement, building the customer relationship and improving brand perception at the same time (Taneja & Toombs, 2014). 

[bookmark: _Toc513627686]2.6.2 Builds Customer Relationships

Safko (2010) describes social media as an expansion of traditional media that uses a more sophisticated set of tools, techniques and technologies for organisations to connect, build relationships and socially interact with the customer. Furthermore, Edosomwan et al (2011) states that conversations and social interaction is not a new concept however it has evolved to incorporate itself within enhanced digital technologies. As consumers rely more on social media to gain information and interact with the marketplace, organisation’s can improve relations by interacting with different audiences on a variety of technology platforms. When used correctly, social media can be an effective tool to interact with customers and build strong relationships. 

The popularity of social media means that companies have little control over what is being said about them. To remain competitive, businesses must adapt to the changing behaviors of customers and engage effectively with them in this new environment. Companies can leverage social media to engage with their customers and build strong relationships that may lead to organisational success (Clarabridge, 2013). 

Social media allows organisations to reach consumers at every stage of their decision-making journey and allows a company to have consumer connectivity that builds relationships and improves productivity. From when a customer is deciding on a product or service to the period after the purchase, companies can use this information as their experiences can be used as a potential advocacy. Conducting in social listening through conversation trend tools such as hashtags and comments sections, businesses can monitor what is being said about their brand by consumers. Even without directly interacting with the customer, companies can gain useful insights into the perception of every organisational aspect and respond to any negativity. Valuable though it is to learn how you are performing and what to improve, broad and passive monitoring is only a start. Pinpointing conversations for responding on a personal level is another form of social media engagement (Divol, et al, 2012).  

Improving the customer relationship and increasing customer interaction has a huge benefit for both SMEs and the customer. It helps firms improve their brand image and may have a potential increase in sales and it allows consumers to have a more personal and qualitative treatment for the product or service they paid for. This customer interaction can help with difficulties, guidelines of usage or allows the consumer to leave negative comments if their demands or expectations are not met that will ultimately lead to a better product or service (Prenaj, 2015).   

Once a customer has made a purchase or bought a service, companies can then use social media to amplify the engagement of the customer. By creating communities of customers around a brand, belief of the consumers will be reinforced by the idea that they made the right decision as well as providing guidance for getting the most from their purchase. Social media can be used to lead customers toward a long term behavioural change, the early stages of the customer relationship focuses on boosting brand awareness and informing the customer of existing products and services. Social media can create buzz on up and coming products with sponsored posts and targeting different demographics. In addition, when the customers are ready to buy, companies can use social media to create time sensitive deals to generate online traffic (Divol et al, 2012).  

However, Zhu and Chen (2015) argue that one negative aspect of social media as a tool to build the customer relationship is the incongruence between social media and marketing. Users go onto social media to connect with people, whereas marketers go on social media to sell a product or service. Regarding traditional media such as newspapers and television, the model of free content with business advertisement has been accepted by the public. However, this idea is poorly received regarding social media and people may ignore or disregard adverts on social media by simply turning a blind eye to them that may have a negative impact on brand perception and weaken the customer relationship if the consumer feels alienated or pestered by a company. 
[bookmark: _Toc513627687]2.6.3 Improves Customer Engagement

‘Engagement’ has been portrayed as central to the online experience, especially in the context of social media. Engagement can take a range of different forms, from reacting to brand generated messages, to liking, commenting or sharing brand owned social networking sites and recommending these pages to others. Before the rise of social media, these activities of engagement were impossible. Traditional forms of marketing had to rely on advertising with the disadvantage of this method being often disconnected from the buying experience and the customer (Dahl, 2015). 

[bookmark: _Hlk511745964]With more communication opportunities such as constantly connected individuals and technology platforms to do so; a range of engagement actions allows SMEs to promote commercial messages and purchasing opportunities by relying on a communication process that engages with potential customers. The goal is that following the exposure to advertisements, consumers will engage in a journey, such as viewing a brand page on a social network, liking a brand or seeking to read reviews with the intention of making a purchase (Dahl, 2015). 

‘Implicit in the notion of customer engagement is that the engagement actions are intermediate steps towards customer’s performing a desired behaviour, such as purchasing, repurchasing or recommending a brand.’  
(Dahl, 2015, p.165)

Interactive media, particularly social media, has offered a variety of possibilities for engagement that were previously impossible, and it has removed significant barriers for more traditional behavioral engagements. It is now easier to contact a business via email or social networking than it would have been before the rise of the internet. In addition, potential customers can interact directly with online advertising. This can be achieved by customers liking or sharing adverts or brand generated content posted on social networking sites, an engagement that is only possible because of the technical possibilities offered by social networking sights. Different engagement types that can be found via social media can be broadly categorized as either behavioral, where individuals actively interact with brand related messages such as liking, commenting or sharing brand messages. Furthermore, engagement can be emotional through exposure to messages without actual physical interaction (Dahl, 2015).   
 
When conducting a social media marketing campaign, companies must consider that they will have less control; companies are no longer entirely in control of what is being said about them. Whereas traditional marketing strategies involved creating and informing potential customers about the company, social media co-creates content with customers through blogs, tweets and video reviews to talk about their experiences. It also relies on customer engagement; Promotional tools need to be created on the terms of the consumer and need to be attractive to the wants of the client. (Fahy and Jobber, 2012, p. 267) 

Dahl (2015) argues that few technological developments have created a split the opinions of marketing communication professionals more than social media. Whilst some have stated that the use of social media will have a positive impact on organisational success, others have been wary of the effects of constant connectivity, the potential of customer intrusion and concerns with the potential backlash when engaging with new media. 

A greatly feared element of social media engagement is negative engagement. This can be found in the form of negative comments on social networking sites regarding frustrations towards a product or service. Furthermore, it can be found in the form of social activism called ‘social jamming’. These are linked to campaigns trying to elicit engagement actions by taking over social media marketing campaigns for their causes. For example, a brand using twitter hashtags for a marketing campaign (#I shop at … because…) may find a response of ridicule by twitter users that may have the possibility to trend, therefore having a negative impact on the business (Dahl, 2015).     

[bookmark: _Toc513627688]2.6.4 A Platform for Brand Building 

The American Marketing Association defines a brand as a name, symbol or any other feature that identifies one seller’s product or service as distinct from those of others (Odhiambo, 2012). Though branding is about managing the brands, nonetheless, Healey (2008) suggests that branding is the process of continuous struggle between producers and customers to define that promise and meaning.  

For customers to differentiate between products and services, branding is important on and offline. Furthermore, branding is how businesses set themselves apart from their competitors. Jobber (2010) states that branding affects perceptions since it is well known that in blind product testing consumers fail to distinguish between brands. Therefore, how a brand is developed and presented online through social media and social networking sites is important because online visitors have limited physical cues to help form an opinion about a business or its services. A brand is dependent on a customer’s psychological affinity for a product or service and is much more than the physical name or symbol elements of brand identity (Chaffey & Ellis-Chadwick, 2012). 

Harris and De Chernatony (2001) evaluates the relevance of brand concepts on internet platforms and states that the main elements of brand values and brand strategy are the same in the online environment. Despite this, he suggests that the classic branding models, where the customers passively receive value are challenged online. Customers on the internet can become active co producers of value by contributing feedback through discussion groups and message boards to add to a brand.
Social media has allowed businesses rich, unmediated insights much faster than before. This has allowed firms to utilise social media to raise brand perception and awareness which might eventually lead to more sales returns. Odhiambo (2012) argues that good branding is not being about being chosen over a competitor, but rather, it should offer a solution to a problem. Martensen et al (2004) suggest that it is for this reason; good branding for both on and offline should be in place to support all channels to create a mutual synergetic effect. Ashley and Tuten (2015) suggests that developing a good brand involves branded social activities. These activities rely on social networks partaking in activities such as business to customer dialogue, socially branded content, engagement experiences and the social presence and participation of a brand persona. Despite this, Sheehan and Morrison (2009) identified four creativity challenges that brand marketers face:

 ‘(1) the challenge to effectively use social media, (2) the challenge to grow marketers with creative vision, (3) the challenge to involve consumers in telling their own stories, and (4) the challenge to reinvent the mass media model’.

The internet presents a ‘double edged sword’ to existing brands. Consumers who already have knowledge of a brand are more likely to trust it. However, loyalty can be decreased because it encourages consumers to trail other brands.  As a central feature in a business’s digital strategy, social media allows SMEs to leapfrog traditional media and forge relationships with customers by building brands with quality content for your customers to view and share (Chaffey & Ellis Chadwick, 2012). However, Holt (2016) suggests that consumers may have little interest in the content that brands share.  

‘Very few people want it in their feed. Most view it as clutter—as brand spam. When Facebook realized this, it began charging companies to get “sponsored” content into the feeds of people who were supposed to be their fans.’
(Holt, 2016, p.8)

Therefore, it important that a business creatively develops brand messages that can be effectively delivered in social as well as traditional media while encouraging consumer engagement to produce desired organisational outcomes (Sheehan and Morrison 2009).  
Barwise and Meehan (2010) state that brand content on a variety of social media platforms should convey the same message and the brand promise should be relevant and understood, delivering on that promise and expectations of the consumer. Furthermore, it is important to create a brand with a message that customers will trust overtime.  The biggest social media opportunity can be achieved by gathering insights to drive improvement that can be realized through customer response from an online community. 



[bookmark: _Toc513627689]2.6.5 A Brand Community Via Word of Mouth 

Once a business has developed a brand and identity, advancements in technology allows communities to form via word of mouth on and offline, advocating brands to associates or friends and family. Historically, cultural innovation stemmed from the margins of society that challenged mainstream norms with companies and traditional media acting as barriers that diffused innovative ideas into the mass market. However, social media has changed the way people communicate and has allowed communities that were once geographically isolated to increase the collaboration process. Social media has expanded and democratized communities, with a few clicks, consumers can immerse themselves within brand communities and move seamlessly within the web (Holt, 2015).  

These communities are based on a structured set of social relationships among admirers and advocates of a brand. Whilst interaction is important, these communities can cross geographical boundaries and face to face interactions are not a necessity. Therefore, interactions within a brand community exist online, mainly via social media and social networking. This can be achieved through instant networking sites, forums and consumer messaging boards where organisations can interact with their consumers and build on the customer relationship (Eaton, 2017).              

However, businesses hope that customers share their positive experiences with others, but it is not realistic to assume that every consumer will be satisfied with a service or product every time. People are far more likely to share their experiences if their expectations have not been met. In addition, organisations have no control on what is being said about them therefore, negative word of mouth can snowball more quickly than positive messages and ultimately have a negative effect on brand perception and productivity (Eaton, 2017).             
 
To manage their social media presence, SMEs need to engage human and time resources. SMEs need to be ready to be able to communicate with customers or communities and respond to their feedbacks and complaints swiftly and professionally. Therefore, individuals within a firm who engage in social media communications should be skilled and equipped to effectively respond to every issue a consumer may have to maintain brand perception. If an issue or negative comment is effectively dealt with in a professional manner, this may further develop word of mouth and a positive perception may be upheld (Penja, 2015). 

A benefit of social media within digital marketing is its capability to micro-target potential customers. Due to the unique needs and behaviours of customers who operate online, small businesses can cost-efficiently use data collected by analysing the client’s online presence, focusing on demographics, value-based or behavioural personalisation to segment customers. The use of social media profiles can target information like age, gender, education, location, and interests to create big data as well as offering detailed insights into current trends and what is popular (Chaffey & Ellis-Chadwick, 2012).       

With the influence of social media platforms, the importance of word of mouth marketing and recommendations are becoming more important for businesses that are immersing themselves in online conversation with customer communities. Social media provides a platform for consumers to evaluate their experiences through reviews and recommendations of products and services on their social networks. These actions of posting information on websites may reinforce or destroy the reputation of a business. Therefore, companies must use appropriate communication channels to develop trust to help clarify consumer expectations in the relationship between companies and their customers (Gligorijevic & Leong, 2011).


‘Because the main target is to create online brand reputation; another term, e-word of mouth marketing, gives an opportunity for SMEs. The more people talk and write online about the brand in a positive way, the more effective marketing strategies work.’ 
(Oztamur & Karakadilar, 2014, p.513)

The internet has changed the way businesses approach marketing strategies. The way consumers gain knowledge and purchase products and services is highly influenced using the internet as the main source of information. Communication tools like  social media are creating a new network economy where customers can gain both objective and subjective information on a product, service or business at a click of a button. Consumers frequently rely on close relationships from acquaintances or family when making purchasing decisions. This personal informal exchange of communication often takes the form of product information in addition to subjective firsthand experiences and opinions (Eaton, 2017).      

However, Myler (2016) argues that SMEs cannot just rely on social media as their main brand awareness tool. Whilst digital marketers can leverage social media marketing strategies and pay per click models, SMEs should not forget the advantages of using offline marketing strategies that coincide with online messages delivered through social media. Whilst it is more difficult to measure offline marketing methods such as flyers and paper ads, incorporating traditional techniques alongside a social media marketing strategy that conveys a consistent message can help boost brand visibility and help stand out amongst competitors who may be busy flooding the digital space.  

‘If the offline and online campaigns don’t complement one another, marketers miss the opportunity to educate their customers and create a cohesive experience’.
(Myler, 2016, p.2)

[bookmark: _Toc513627690]3.0 Research Methodology 

[bookmark: _Toc513627691]3.1 Research Paradigm 

The focus of this research is on how SMEs can utilise Social Media to raise brand awareness and achieve organisational success. In other words, this study is focused on analysing how SMEs view the world through the perspective of the consumer, constantly seeking ways to create more value through different social media platforms to achieve organisational success (Hitt et al, 2013). To gain an understanding of how SME owner-managers utilise these platforms, a constraint must be used that is consistent with a study regarding individual and personal issues. In addition, a study must take place that captures the essence of lived experiences and conveys the individual’s voice. Therefore, a paradigm that understands the unique ideologies of different SME owner-managers should be used to collect rich and effective data. 

Accordingly, because of the unique characteristics and circumstances that will be reflected in this study, there is the need for a sensitive approach. Furthermore, there must be a perceptive orientation to research into the SME sector to fully understand issues that SME owners face. As answers will be drawn from individuals’ subjective perceptions and experiences, there will be no correct answer to any of the questions within this study. Consequently, the researcher does not expect a universally correct answer. Therefore, this study seeks to document, analyse and interpret the different experiences and perspectives of several SME owner-managers. 

Additionally, because of involvement with various SMEs and their social media strategies, the researcher has personal experience with an interest in the topic under investigation. The research has some experience and insight into how SMEs can utilise social media to raise brand awareness and achieve organisational success. Therefore, the research will have some shared experiences with the participants and will bring his own experience and perceptions to this study.   

Gilmore et al (2001) state that small firm researchers are urged to conduct studies that are sensitive to the unique characteristics of small firms. Therefore, taking into consideration that the research will be drawing from participants subjective ideologies with different experiences, the subjective nature of this research suggests that it would be beneficial to the researcher to adopt an interpretive or phenomenological approach rather than a traditional positivist approach.   

Collins & Hussey (2009) states that social reality is not objective but highly subjective as it is shaped by our perceptions, therefore, this research will use an Interpretive Paradigm. While different SMEs owners will have different experiences and influences, the study needs to be in place that allows the research to collect data that represents the different ideologies of these SME owners. Smith (1983) & Creswell (1994) state that the interpretivism paradigm approach allows the researcher to interact with what is being researched because it is impossible to separate what exists in the social world from what is in the researcher’s mind. Therefore, the act of investigating social reality influences it. Whereas the alternative approach, Positivism, focuses on exploring the complexity of social phenomena, Interpretivism emphasises on understanding the complexity of social phenomena, with a view to gaining an interpretive understanding. Therefore, Van Maanen (1983) states that the interpretive approach adopts a range of methods that seek to describe, translate and otherwise come to terms with the meaning, not the frequency of certain naturally occurring phenomena in the social world. 

The most definitive argument the interpretive approach could state is the need to discover what Remenyi et al (1998) calls the details of the situation to understand the reality or perhaps a reality working behind them. This follows from the interpretive position that it is vital to capture the subjective meanings that motivate an individual’s actions to be able to better understand the data collected. Saunders et al (2003) state that the interpretive approach understands that people may place different interpretations on the situations in which they find themselves in. It is these different interpretations that are likely to affect their actions and the nature of their social interactions with others. It is, therefore, the role of the interpretive to look and make sense of the subjective reality of the individuals who are participating in this study and to be able to make sense of and understand their motivations and purpose in a way that is meaningful for these research participants.    

Unlike the interpretive approach, positivism is underpinned by the idea that reality is independent of us and the aim is to discover theories based on empirical research such as observational and experimental research. The research in this approach assumes the position of an objective analyst, making detached interpretations about collected data in a value-free manner. This highly structured methodology emphasises repetition with quantifiable observations that lend themselves to statistical analysis by using a large sample size, generally through questionnaires (Saunders et al, 2003). Collis & Hussey (2003) argue that a highly structured research design imposes constraints on the results and may ignore other relevant findings.    

Additionally, (Collins & Hussey) state that Positivism is a paradigm that is underpinned by the assumption that social reality is singular and objective and is not affected by the act of investigating it. The research involves a deductive process with a view to providing an explanatory theory to provide a social phenomenon. Saunders et al (2003) argue that the social world of business and management is far too complex to lend itself to theorising by definite laws in the same way as the physical sciences. Furthermore, rich insights into this complex world are lost if such complexity is reduced entirely to a series of law like generalisations. 

Remenyi et al (1998) argue that the positivist method must be contrasted with the phenomenological paradigm. This approach has an emphasis on understanding human behaviour from the participants' own frame of reference (Collis & Hussey, 2009). Cohen et al (1996) state that Phenomenology is a theoretical point of view that advocates the study of direct experience taken at face value; and one which sees behaviour as determined by the phenomena of experience rather than by external, object and physically described reality.  


‘Unlike the Positivist, the phenomenologist does not consider the world to consist of an objective reality but instead focuses on the primacy of subjective consciousness’
(Remenyi et al, 1998, p.34)

Furthermore, each situation is viewed as unique and its meaning is a function of the circumstance of the individuals involved with the phenomenological approach understanding that the world is made up of multiple realities rather than a single objective reality. Non-positivist approaches to research are underpinned by the researcher being concerned with an in-depth understanding of phenomena, asking tentative questions such as ‘how and ‘why’ unlike the assumptions of positivism that ultimately asks questions such as ‘how many’ or ‘how much’ (Remenyi et al, 1998) Despite different approaches being more suitable to different questions, the Phenomenological approach is better suited to the questions being asked throughout this study. This approach relies on qualitative methods that provide an insight into human behaviour and capture a complete picture of individual lived experiences as appose to narrow perspectives of generalisations (Miles & Huberman, 1994). Consequently, through phenomenology, the researcher can better understand and cope with the complexities and differing ideologies of business and management. 

The features associated with the discussed paradigms suggest that an interpretivism/phenomenological approach with being better suited during this research. This study will comprise a small sample size, which is not compatible with a positivist approach but rather an aspect of  phenomenology. The results of contacts with SME owner-managers and the researchers own experiences will be qualitative and subjective with a high validity but low reliability. Therefore, adopting an interpretivism/phenomenological approach as opposed to a positivist approach would allow the research to involve an inductive process with a view to providing an interpretive understanding of social phenomena within an organisational context (Collis & Hussey, 2009).  

[bookmark: _Toc513627692] 3.2 Sample Size 

This research will collect data using a qualitative method which employs semi-structured interviews with a sample size of four people. Individuals who are selected are most likely to be interested in the topic that is being researched and may be interested in receiving feedback and the final conclusions of the study. In the context of a phenomenological study, the selection of participants for this research will not be made scientifically as the priority of phenomenological study is to engage with individuals who will give rich qualitative feedback to the study (Lincoln & Guba, 1985). 
Consequently, this research will have a small sample size of four participants. The advantages of a small sample size in a phenomenological context is that the data collected will be high in validity. Collis & Hussey (2009) state that Validity is the extent to which the research findings accurately reflect the phenomena under the study. Furthermore, selecting a smaller number of interviews allow the research to gain rich and detailed insights with the complexity of social phenomena with interviews going into depth, focusing on quality, not quantity with a high validity but low reliability. The research method will focus on four individuals with knowledge and experience of working or owning a small or micro business, exploring how social media can be utilised to raise brand awareness and organisational success. 

 Therefore, qualitative research of this type will use purposive samples as opposed to random selections. (Miles and Huberman 1994). Collis and Hussey (2009) state that individuals in a purposive sample are selected by the researcher based on their experience, knowledge and inside information of what is being studied. Under a purposive study, it is typical that a small sample size is selected and due to the nature of this, small samples cannot be representative of a larger population. Despite this, the aim of a purposive study is not to statistically represent a large population but to gain knowledge of the phenomenon in this study. By using purposive sampling, subjects will be selected based on the knowledge and experience of the individuals and the objectives of the study. This type of sampling can be effective when a targeted sample needs to be reached quickly and when sampling for proportionality is not the main concern (Crossman, 2017).  

[bookmark: _Toc513627693]3.3 Research Method 

The use of interpretivism/phenomenological paradigms in this research means it would be suitable for the researcher to implement the use of a qualitative methodology to collect data. There are a variety of data collecting methods within the qualitative process which include, interviews, questionnaires, observations, diaries, critical incident technique and focus groups (Collis & Hussey, 2009). Given the need for an insight into unique behaviours, perspectives, and experiences of how SME owner-managers utilise Social Media to raise brand awareness and achieve organisational success, it is vital for this study to gain personal accounts with rich data. Therefore, the use of in-depth semi-structured interviews seems most appropriate for this research.      

Semi-structured in-depth interviews are a method used for collecting data from selected participants. Arksey & Knight (1999) state that under an interpretive paradigm, this approach is concerned with exploring data on understanding, opinions, what people remember doing, attitudes, feelings and what people have in common. 
The use of semi-structured interviews is an effective approach to collecting data as it is well suited for exploring the beliefs, motivations, and ideologies of the interviewee and may be effective when discussing sensitive areas because of its flexibility. Semi-structured interviews allow the researcher to omit questions. Additionally, the order of the questions may be varied depending on the flow of the conversation with additional questions being added if research objectives require doing so (Saunders et al, 2003). Furthermore, non-verbal indicators such as body language may assist in evaluating truthfulness and ensure that every question is answered and answered by the interviewee themselves.

‘Semi-structured interviews and in-depth interviews are used in qualitative research to conduct discussions not only to reveal and understand ‘what’ and ‘how’ but also to place more emphasis on exploring why’    
(Saunders et al, 2003, p.248)

Kvale (1996) states that qualitative research interviews seek to cover both a factual and meaningful level, though it is usually more difficult to interview on a meaningful level. Using semi-structured interviews incorporate predetermined interviews but can be changed based on what the interview perceives to be most appropriate. Unlike more rigid methods of interviewing such as ‘structured’, the semi-structured approach allows the researcher to modify the wording of a question.  This allows the interviewer to take out inappropriate questions for an interviewee or adding additional questions if need be. 

Semi-structured interviews provide the researcher the opportunity to probe answers with the interviewee building on their responses. Saunders et al (2003) suggests that interviewees using words or ideas in a certain way allows the opportunity to probe these meanings that will add significance and depth to the data collected. Additionally, further discussion may lead to different topics that the researcher had not previously considered. This, in turn, may contribute to a deeper understanding of the question or develop new objectives. Not allowing the opportunity to elaborate or even introduce interviewees questions is a huge disadvantage of more structured methods as it may mean interesting and useful data may not be collected (Wilson, 2012). 


However, despite the many advantages of the semi-structured in-depth interview, it is important for the researcher to understand that this method is time-consuming and can be very expensive. Furthermore, analysing data collected via interviews can be difficult due to its subjective nature with participants questions differing as they are based on different experiences and ideologies (Collis & Hussey, 2003). Remenyi et al (1998) argue that research that is conducted through in-depth interviews may be receptive to being bias. Furthermore, this approach lacks anonymity and could result in participants not giving honest interviews, which they consider acceptable to the researcher, therefore contributing to any researcher biases.   
Using a semi-structured interview approach may cause more difficulties as it does not consider prejudices, stereotypes or the unique characteristics of the interviewer or the researcher. Furthermore, due to the nature of an interview, interviewees may answer with a preferred social response, especially if the interview takes place in an uncomfortable or unfamiliar environment (Teijlingen, 2014). Finally, it is important to consider the preparation of the questions as not to use leading or prescriptive questioning, therefore, this method is time consuming and resource intensive with good interview skills and enough interviewees to make general comparisons (Laforest, 2009).  
Other research methods were considered but were rejected for several reasons. There would be a number issues if questionnaires were used to collect data from this study. Collis & Hussey (2009) defines questionnaires as an approach that collects data in which a sample of respondents are asked carefully structured questions with a range of different answers. Remenyi et al (1998) state that questionnaires are underpinned by the idea that there is an existing generalisable public opinion with Marsh (1989) pointing out that this assumes that there is a general social will which is open to empirical study. Consequently, questionnaires would be an ineffective research tool if a lot of information or a variety of different experiences are required from participants about the subjectivity of their lives as participants and are not expected to give lengthy answers (Remenyi et al, 1998). 

The nature of research seeks to gain rich insights into the thoughts of experienced SME owner-managers. Therefore, this highly structured approach would have major concerns about the validity of the data collected as it does not concern itself with life experiences and differing ideologies (Collis & Hussey, 2009).  Furthermore, the distribution of questionnaires would cause concern regarding the response. Collis & Hussey (2009) state that response rates, especially in methods such as by post-delivery, are very low and would introduce the problem of sample bias as respondents would not represent the population. Furthermore, questionnaires that are conducted face to face can be very time consuming and can be expensive if the researcher must travel to each participants location.    

Despite being widely used to generate data during in-depth interviews, there would also be issues if this research implemented a critical incident technique method.  This approach is based on participants recollections of key facts and can be used to collect data about a specific activity or event. However, this technique runs the risk of individuals not remembering important facts and may subconsciously change information to meet the demands of the research through bias (Collis & Hussey, 2009).        

There would also be issues if this study used focus groups to collect data. Despite being inexpensive to set up, the nature of a group situation may lead to some participants not getting the opportunity to voice their own experiences and all issues regarding a topic may not be covered (Remenyi et al, 1998). Additionally, the use of diaries may be problematic as it requires participants to be capable in writing and have the motivation over the record keeping period. Furthermore, setting up a diary study involves considerable time and effort and has issues regarding confidentiality and if a participant is not invested in the research, they may not complete the diary or rarely provide usable data (Collis & Hussey, 2009). Furthermore, bias may occur if participants are concerned with filling up the diary, modifying or changing their entries to meet the needs of the researcher (Johnson, 1994). 

[bookmark: _Toc513627694]3.4 Interview Design  

 The in-depth interviews that will be carried out for this research will be semi-structured. This method is particularly useful in interviewing different SME owner-managers as they allow participants to fully discuss the subjectivity of their life experiences and has little constraints on the interview structure. However, the interview will be guided by a framework that has been developed from topics discussed in the literature review. Certain key questions will be asked but individuals will have the freedom to discuss their own perspectives and ideologies in their own time with no restrictions on a questionnaire or a checklist. The interview guide will begin with a list of issues to be addressed by each participant and because of the nature of the semi-structured interview, this will allow other topics to emerge that are specific to each interviewee. Participants will be told that the purpose of this discussion is to understand how SMEs can utilise Social Media to raise brand awareness and achieve organisational success and at no point will the researcher ask participants personal or informal questions. Avoiding personal questions will reduce the risk of participants answering questions they feel the researcher wants to hear (Gilmore et al, 2001). 

The Researcher will ask the interviewees permission to record the interview using an audio recorder. The researcher will begin with opening comments, stating the name of the participant and the enterprise along with the time and date of the interview. The researcher will then state the purpose of the discussion and reaffirm to participants that all information will remain confidential. During interviews, the researcher will show common sense and good manners, introducing themselves and stating how long the discussion is likely to last. (Remenyi et al 1998).  

The interview questions will be asked in an open-ended fashion, this will allow participants to focus on what information they feel is most relevant to the discussion. The researcher will conduct a relaxed yet professional conversational style that will be used to encourage participants to speak freely and comfortably. The interviewees will be asked to give personal background information and a history and current situation of their enterprise.  A flexible interview style will be used with appropriate language that may vary depending on the personality or circumstance of participants being interviewed (Collis & Hussey, 2009).  

Although the purposes of the research dictate the questions to be asked, the researcher may vary the content, sequence, and wording if deemed appropriate to do so. This will allow the researcher to remain free to word questions spontaneously and establish a style of conversation, which will complement the nature of the interaction between the interviewer and the participants, whilst maintaining an emphasis on the topics of the research (Cohen et al, 1985). Additionally, probing questions will be used to explore responses that are significant to the research topic and will allow participants to further explore a topic in greater detail (Remenyi et 1998).    

At the end of the interview, the researcher will state that he has asked all the questions that he wanted to ask and will ask the participants if they had any further comments they would like to make. The discussion will be concluded by the researcher thanking participants and will reassure them that all information that has been discussed will remain confidential. Transcripts will be produced and thoroughly checked against the audio file from the interview. Participants will then be sent a copy of the transcriptions for verification and revision (Collis & Hussey, 2009).            
[bookmark: _Toc513627695]3.5 Research Quality 

This research will adopt an interpretive/phenomenological approach to the qualitative research of four semi-structured interviews, therefore it is important that quality checks are imposed. Reliability is concerned with the absence of differences in the results if the research was repeated and due to the nature of the interpretive paradigm and the subjectivity of a small sample size, the reliability of the researcher’s study will be low. However, under a phenomenological approach, qualitative measures do not need to be reliable in a positivist sense and reliability may be interpreted in a different way. As the interpretive approach believes that the activities of the researcher influence the research, the replication to gain reliability in a positivist sense, would be difficult to achieve. Therefore, the emphasis is on establishing protocols and procedures that establish authenticity within the findings of the research (Collis & Hussey, 2009).

As such, to maintain reliability in this research, good practice guidelines will be upheld. Marshall & Rossman (1999) suggests that researchers using qualitative data should make and retain notes relating to the design of the study, the reasons underpinning the choice of strategy and methods, and the data obtained. These records can be referred to by other researchers to understand the process that the researcher used and to enable them to reuse data that was collected (Remenyi, 1998).      

Despite reliability being low in a traditional sense, the validity of the research will be high. Validity is concerned with the extent to which the research findings in the study accurately reflect social phenomena. Sykes (1991) states that the main reason for the potential superiority of the qualitative approach as a way for obtaining data is the flexible and responsive interaction between participants and the researcher with questions being probed and topics being covered from a variety of angles. Consequently, the nature of the semi-structured interview suggests the validity of the collected data will be generally high. The concern under this paradigm is whether the researcher can gain full access to the knowledge of the participants and whether their experiences and ideologies are correctly interpreted (Remenyi et al, 1998). 

Therefore, the researcher will contact participants with experience in the topics being discussed and the study will be conducted at their workplace during their working hours as to uphold a professional behaviour within a natural setting. The researcher will use a voice recorder, so interviews can be transcribed later, participants will then receive a transcribed copy of the interview for verification and revision to ensure that they reflect their understanding of events. This will ensure the researcher gains access to the knowledge of the participants and that their experiences and ideologies are correctly interpreted. 

Additionally, Credibility may also be encouraged through the supply of relevant information to participants before the interview. This can be achieved by providing individuals with appropriate information regarding the future discussion before the event. Remenyi et al (1998) states that this provision should also promote validity and reliability by enabling the interviewee to consider the information being requested and allowing them the opportunity to assemble supporting organisational documentation from their files (Remenyi et al, 1998)    
  
[bookmark: _Toc513627696]3.6 Analysis 

After each interview, a completed transcript of the discussion will be completed by the researcher (see Appendix). The narrative of the transcribes will be thoroughly examined against the focus of this study, searching data for major recurring themes and emerging patterns. Once a recurring theme and a pattern have been located, the researcher will code the data. Collis & Hussey (2009) states that this refers to the process of locating issues, themes or concepts throughout collected data, so they can be compared.  Developed from the objects of the study and from the topics of the literature review, the framework of the interview guide will basis of the coding frame with each question being colour coded. 

Wilson (2012) states that highlighting codes using different colours is a clear and effective way to break down and analyse data. The different transcribe will be reviewed for mistakes and once the researcher is satisfied that the information is accurate, topics and subheadings will be categorised into separate files. These files will then be thoroughly examined to identify comparisons between narratives to identify recurring themes in each section of the interview schedule.       






















[bookmark: _Toc513627697]4.0 Analysis of Results 


The research methodology chosen for this study allows participants the freedom to describe a range of situations that demonstrates how SMEs can utilise social media to raise brand awareness. The interview transcripts were analysed with a view to uncovering recurring themes, significant patterns and trends. The findings in relation to how SMEs can utilise social media to raise brand awareness are described and illustrated in this section. Key issues are identified using simple content analysis and are illustrated with quotations from interview participants. The findings are divided into two main sections. The first section includes a profile of the sample with a summary of the main characteristics of the SMEs owner/managers and a brief background on the enterprise. The next section summarises the main findings with respect to how SMEs can utilise social media to raise brand awareness focusing on their use of social media, the variety of social media platforms and the challenges SME owner/managers face when using social media as a brand awareness tool. 

[bookmark: _Toc513627698]4.1 The Main Findings 
[bookmark: _Toc513627699]4.1.1 Profile of the Sample and Characteristics of the Owner/Manager

Male owner managers dominated the sample of SMEs. Four of the five businesses were owned and managed by males with the fifth being a female in a head management role. The House of Common Business statistics Survey conducted by Rhodes (2017) states that 88% of SMEs with no employees and 80% of SMEs with employees were led by men, in total, around 4.5 million SMEs are led by men.
 Two of the participants co-owned their business and all respondents in the sample were in the age group of twenty-five to thirty-two. All the owner/managers running the businesses in this sample were young working age adults. This indicates that there are a high number of young working-age adults running the affairs of SMEs in Swansea. Despite this, O’Connor (2015) states that the average age for entrepreneur in the UK is 47, arguing that the twenties are characterised by career uncertainty and debt, while the lack of experience working for other companies could make starting your own business risky whereas, forties represent an attractive combination of finical security and business experience. However, a survey conducted by UnLtd (2018) finds that despite a tough economic climate and lack of business experience, nearly twice as many people aged between eighteen and thirty are now in the process of starting up their own business compared to the previous year, with a rise form eight percent to fourteen percent. 
 
The owner/managers of the SMEs in the sample all had high levels of educational attainment. The participants in the sample were well educated, with all but one reaching bachelor’s degree level and the other reaching a Higher National Diploma from full-time university in South Wales. Amesi (2011) suggests that educated individuals have usually started a business in areas related to their education. Regarding the sample in this study, all participants studied in similar areas as their future businesses. Altinay et al (2011) state that educational attainment equips business owners with the skills and reflective mindset of understanding customers to respond to their needs. In terms of business expansion Clercq and Arenius (2006) state that educational attainment can influence positive entrepreneurial opportunities and risk-taking. Furthermore, Casson (1982) argues that those who obtain high levels of education are better equipped to engage with customers, gather insights and develop strategies which lead to higher growth. 
However, although literature suggesting that higher education obtainment is important for business success, the Federation of Small Business survey (2012) states that based on a sample size of around ten thousand, only 36% of UK small business owners obtained a bachelor’s degree or higher. This is supported by Tice (2011) who states that on average, business owners tend to be in their late forties to fifties which means education would have taken place during an era where there were more opportunities for workers to pursue career paths without a four-year degree. However, Tice (2011) expects the percentage of business owners with degrees to rise due to the increase of people attending University and the variety of courses available to them that supports business growth and innovation.        

In terms of reasons for business start-up, three of the four owner-managers who responded in the sample were employed prior to starting up. They left their employment to set up businesses because they had identified an opportunity in the marketplace and had a passion and talent for the services they provided. Three of the four owner-managers in this study started up a business in the same sector in which they had previously worked in full-time employment. One participant set up their business on graduation from University and the other is currently working in a top management position in the same sector as their previous employment role.       

[bookmark: _Toc513627700]4.1.2 Characteristics of the SMEs 

The sample firms were drawn from a variety of activities and although four of the five works in the creative sector their business activities and experiences varied greatly. The sample included a range of businesses including a sole trader and a multi-award-winning business that both specialise in brand and identity design, graphic design for print and digital, web design and video production. The samples also included another sole trader who specialises in music and sound production; another is a digital communications specialist manager for the UK's largest cybersecurity company and a new start-up, co-owned events and promotion management company. 

In terms of size, four of the five firms were micro businesses employing zero to nine people, the other being a small business. In sample two of the five businesses were made up of just the owner-manager, the other two being co-owned with one of the co-owned businesses sub-contracting between three to four people. The fifth company employs between fifteen to twenty people and is based in branches across the country. The participant from this SME is based in Swansea. The House of Common Business statistics Survey by Rhodes (2017) shows that in 2017, there was an increase of private sector business, with the figure of 5.7 million, up by 197,000, up four percent since 2016. Of these 5.7 million, 96% are micro businesses that employ between 0 – 9 people with 33% of micros businesses employing individuals. A small business that employs between 10 – 49 people make up 4% of the number of private sector businesses whilst medium-sized enterprises only make up 1%.    

The employment figures of the sample size, however, do not include the casual, paid or unpaid family or friends of the business owners/managers. At the time of this research, only two of the five firms had grown in terms of employment since start-up, although one of the other firms had previously credited additional employment since their start-up. In relation to age, four of the five businesses in the sample has been in operation for up to five years, the other being established in 1998 however, this participant was not the owner of the organisation but employed in a head management role for almost four years. This participant was chosen to partake in the study due to their wealth of knowledge and experience of the topic whilst operating within an established SME. 
[bookmark: _Toc513627701]4.2 SMES Use of Social Media 

[bookmark: _Toc513627702]4.2.1 What SME Owner/Managers Use Social Media For

All respondents in the sample had experience and relied heavily on a variety of social media platforms with respondents seeing various levels of success on different platforms. Businesses in the creative sector relied heavily on sites such as Instagram, Facebook, and YouTube as it allowed them to easily display their work, tagging clients to increase their reach, engage with current followers and to build relationships and brand awareness. Respondents also agreed that platforms such as Twitter and LinkedIn are more useful for engaging industry professionals using hashtags to monitor and engage with current events in different sectors. All respondents use a variety of platforms to engage with their audience to improve customer engagement and build relationships, allowing businesses stay in contact with previous clients or get in touch with new ones. Furthermore, all respondents use social media platforms as a way for potential clients to learn more about the business with companies uploading content displaying their work or engaging in online conversation with potential customers. 

“Currently, we use two main platforms, Facebook and Instagram. I use social media to raise awareness for my business by posting samples of work and using content that demonstrates the skills I can provide to raise brand awareness and improve customer engagement online….. Instagram is more of an opportunity for me to reach out to a wider community and raise brand awareness by uploading visual content using hashtags to people that might happen to be based in other parts of the country or even abroad.”

“We use a range of social media platforms with varying amounts of success, our largest audience in terms of online reach is Instagram. On this Platform we don’t necessarily get any client work from it, we get a lot of engagement points from fellow creatives and whilst that is good, it doesn’t necessarily lead to paid work. We use Facebook for sharing content we create, and we have over a thousand followers now on our facebook page which is pretty much a targeted audience. We use YouTube as our main video sharing platform simply because it’s the largest video sharing platform available, it works well with our SEO and we also tag quite extensively when it comes to sharing our videos. We have a twitter account but don’t use it because it doesn’t convert to any kinds of sales, our twitter account is barren and is something we neglect as we haven’t found it to be a platform that works well for in raising brand awareness. However, one thing we do strive to do on our social media platforms is when we receive any comments from anybody we reply quickly to maintain good engagement with our audience.”

“I use a variety of platforms to promote my business including Facebook, Instagram, YouTube, Soundcloud. I often create Facebook adverts and use specific targeting to reach people who may be interested in hearing my work, or who may be interested in booking a session with me in my studio. I upload a lot of photos to my Instagram Page. Mostly photos of my studio and artists that I’m currently working with. I use hashtags on the Instagram posts to help other artists who are interested discover my photos. I upload videos of music I have produced to YouTube and Soundcloud. This is great for showing examples of my work to attract new clients.” 

“We find that Twitter is the most successful in targeting industry people and professionals, its activity with people from afar who won’t necessarily come to the events but will have an interest in the industry. Instagram has worked the best with the younger demographic, in the last year, most people under the age of 21 in our community won’t use Twitter or Facebook so Instagram is great for those sorts of engagements but not great for sharing information as it’s just a photo or video. Facebook, great for promoting events but we find it difficult in engagement and gaining likes and people sharing things. For example, we shared an artist the other week and on Facebook, we had 8 likes but on Instagram, the same post had 60. The nature Instagram means it’s easy for people to like a post whereas Facebook's organic reach cap means it’s not so easy for your followers to see your posts.” 


Similarly, Dahl (2015) states that Interactive media, particularly social media, has offered a variety of possibilities for engagement that were previously impossible. Furthermore, social networking platforms have removed significant barriers from more traditional behavioural engagements. It is now easier to contact a business via social networking than it would have been before the rise of the internet. In addition, potential customers can interact directly with online advertising. This can be achieved by customers liking or sharing adverts or brand generated content posted on social networking sites, an engagement that is only possible because of the technical possibilities offered by social networking sights.   
Additionally, Mccan & Barlow (2015) state that social media has become an integral part of everyday life with the number of active users on social media growing year by year. The popularity of social media indicates the enormous influence platforms such as Facebook, Twitter and LinkedIn carry. The development of mobile technology means users can access social media at any time. Therefore, Businesses must not ignore the growing numbers of people who frequently use social media and the potential value to create business opportunities (Mccan & Barlow, 2015).  

Taneja & Toombs (2014) argue that Social media has helped small businesses have a choice using E-marketing tools as opposed to more traditional methods. Social media is now at the core of e-marketing and it helps small organisations easily access the global market and connect with a worldwide audience at minimum cost.  Social media gives small businesses the ability to create viral marketing and mouth to mouth promotion with a prominent level of consumer engagement, building the customer relationship and improving brand perception and awareness at the same time.

[bookmark: _Toc513627703]4.2.2 Social Media as a Tool for Brand Awareness

All the participants in this sample made use of social media as a tool to raise brand awareness for their businesses. The use a variety of platforms allows owner/managers to engage with their audience to improve customer engagement and build relationships, allowing businesses stay in contact with previous clients or get in touch with new ones to raise awareness. Furthermore, all respondents use social media platforms as a way for potential clients to learn more about the business with companies uploading content displaying their work or engaging in online conversation with potential customers. 
“Social media has allowed us to get in contact and gain work from people who maybe would not have found us locally. It also always us to stay in touch with previous clients through messaging and email. A large amount of our client base, especially over the last 12 months has been London based and obviously, we are based in Swansea, they are travelling to this area because it’s a place of incredible wedding industry growth. We are quite fortunate that we have gained these clients using social media. Social media has helped us network with larger audiences, we have fortunate enough to develop relationships with clients to friends and create repeat business through word of mouth. I would say at least 30 to 40 percent of our yearly business comes from word of mouth and people referring us to social media. By planting the seed of social media, business has grown massively, to the point where the wedding side the business runs itself really.”          

“I would say social media has pushed out the brand and more people have heard of the name, it has also increased my followers online and content getting more reach and likes on both social media platforms. Personally, I have found what works best is consistently producing good content instead of investing in paid promotions on social media platforms and sharing my content with existing and relevant social media groups. I have found that is the best way for me to gaining obtaining new followers and generating new business leads.” 

“I would say I rely quite heavily on social media for the promotion of my business. A lot of my current clients are very active on social media, so it makes sense to communicate with them on there. It’s also a great place to find new clients because most Music Artists today have their own music pages scattered across different social media platforms which makes it easy to direct message them about the services I can provide them.”


Therefore, a major contribution of this research, in respect to how SMEs can utilise social media to raise brand awareness was a clear determination of its extensive use by the SME owner/managers in this sample. There was a strong tendency among the participants in this study that by using social media, owner/managers can cost-efficiently engage with potential and current clients across a variety of platforms that will improve customer relationships and increase brand awareness. 

Academic authors agree that one key attribute of social media as a marketing tool is its ability to raise brand awareness on a variety of platforms. Gregorio (2014) states that the success of SME owners goes beyond having a product or service to sell. Organisational success is also reliant on how effective a business is in creating greater visibility and awareness of your brand to targeted customers. In a rapidly evolving digital age, SMEs can utilise digital marketing channels such as social media to obtain better visibility and greater exposure to raise brand awareness. 

Additionally, Safko (2010) describes social media as an expansion of traditional media that uses a more sophisticated set of tools, techniques, and technologies for organisations to connect, build relationships and raise brand awareness. Furthermore, Edosomwan et al (2011) state that conversation and social interaction is not a new concept, however, it has evolved to incorporate itself within enhanced digital technologies. As consumers rely more on social media to gain information and interact with the marketplace, organisations have the ability to improve brand awareness by interacting with different audiences on a variety of technology platforms. 

However, all participants stated that the use of social media as a marketing platform did come with difficulties. Respondents stated that because of the nature of running a micro/small business, owner/managers simply didn’t have the time or finances to employ someone to upkeep multiple social media platforms which could have a negative impact on a SMEs online brand awareness.    
‘Running social media is incredibly time consuming, especially for micro and small business where it’s down the owners to update the pages whilst having loads of other things to do. Not every small business has the capacity to employ someone to run these pages so I guess it’s easy to just not really think about it but I think it is very important, if done correctly you can really see a difference in raising awareness for your brand.’ 
‘The main challenge we have found is dealing with complaints on Twitter, we had a situation where something wasn’t properly represented, and we were told ignore it until an official post was uploaded to apologise. Now, it is difficult with the number of businesses that operate on social media to stand out. Currently, I’m the only one that runs the social media side of the business and it can be a challenge to stay updated and constantly run our different online platforms.’


Furthermore, one respondent found that it allowed a platform for consumer negativity to potential disrupts organisational activity. Similarly, Fahy and Jobber (2012) state that Companies no longer have complete control over what is being said about them and negative social media activity may influence brand perception and may affect overall organisational success.     

[bookmark: _Toc513627704]4.2.3 Using Social Media Tools to Target Customers 

Another common characteristic of SMEs owner/managers use of social media is the use of online tools such as analytics to monitor online activity, allowing users to target certain demographics based on their online activity, location or age to build their audience. This allows firms to increase online reach which will ultimately leads to an improvement of their online brand awareness. 

“I use analytics for monitoring purposes, Facebook and Instagram both have pretty good analytic platforms that provide insights into online activities, what content is working effectively and when people are engaging with my social media pages. Another one of the services that my company provides is social media management for clients as well, through doing that and using analytics as well, I have identified a few different ways of providing quality content, improving engagement and driving brand awareness.”

“We track our analytics quite regularly if we have posted on Facebook, just to see who our demographic is, we also use the Facebook boosting tools to boost our content directly to certain demographics as well. We will often boost to engaged couples between the age of 18 – 55 across the UK so we are narrowing in on people who could potentially book us for the wedding side of the business.” 
  
“We can create and monitor sponsored ads through their ad builder and it is very streamlined and easy to use. It also helps us target our audience and see you are engaging with posts and at what times. We haven’t really had to use Facebook analytics as we don’t use that platforms because that’s isn’t where our audience is.”

Another common characteristic of SMEs owner/managers use of social media is the use of online tools such as analytics to monitor online activity, allowing users to target certain. Chaffey & Ellis-Chadwick (2012) state that one of the biggest benefits of social media within digital marketing is its capability to micro-target customers. Due to online customers having unique needs and behaviors to those who operate offline, companies can use data collected by analysing the client’s online presence, focusing on demographics, value-based or behavioral personalization to specifically segment the customer. The use of social media profiles can narrowly target information such as age, gender, education, location and interests that creates big data as well as giving an insight to what is the current topic of conversation and what is popular. 

“I use analytics for monitoring purposes, Facebook and Instagram both have pretty good analytic platforms that provide insights into online activities, what content is working effectively and when people are engaging with my social media pages. Another one of the services that my company provides is social media management for clients as well, through doing that and using analytics as well, I have identified a few different ways of providing quality content, improving engagement and driving brand awareness.”

“We track our analytics quite regularly if we have posted on Facebook, just to see who our demographic is, we also use the Facebook boosting tools to boost our content directly to certain demographics as well. We will often boost to engaged couples between the age of 18 – 55 across the UK so we are narrowing in on people who could potentially book us for the wedding side of the business.” 
“We can create and monitor sponsored ads through their ad builder and it is very streamlined and easy to use. It also helps us target our audience and see you are engaging with posts and at what times. We haven’t really had to use Facebook analytics as we don’t use that platforms because that’s isn’t where our audience is.”

Similarly, Prenaj (2015) states that If an SME is aware of where its target audience interacts within the social media landscape, a small investment is enough to get a social media strategy and the potential returns can be very beneficial.         

[bookmark: _Toc513627705]4.2.4 Online and Offline Word of Mouth Recommendations

All respondents relied on online and offline word of mouth marketing to raise brand awareness with previous customers referring their social media pages to family, friends or acquaintances. Respondents found that word of mouth was just as important to generate business leads and create revenue, with social media being a tool that allows SMEs to advertise their work or services, communicate with clients and build brand awareness online. Online word of mouth recommendations could be obtained by acquaintances sharing a business page through messaging tools, tagging the pages in posts or using hashtags. Respondents agreed that offline word of mouth recommendations was just as important, building face to face personal connections through networking would allow social media pages to be referred and introduced as a good start gain insights to businesses activities.     

Divol et al (2012) suggest that once a customer has made a purchase or bought a service, companies can then use social media to amplify the engagement of the customer. By creating communities of customers around a brand, belief of the consumers will be reinforced by the idea that they made the right decision as well as providing guidance for getting the most of their purchase. Social media can be used to lead customers toward a long-term behavioural change, the early stages of the customer relationship focus on boosting brand awareness and informing the customer of existing products and services. Social media can create buzz on up and coming products with sponsored posts and targeting different demographics. In addition, when the customers are ready to buy, companies can use social media to create time-sensitive deals to generate online traffic  

Although social media is a vital component of brand awareness, some respondents also relied on traditional forms of marketing such as flyers and face to face networking in addition to using social media. All respondents included information about their social media pages during physical promotion which would lead to potential customers searching for them online, following their pages and engaging with them on their social network sites. 

“Our social media relies on word of mouth; our pages are a good introduction for new audiences to find out what we are doing. We rely on people having a really good experience from our training events and then hopefully they will post something on social media for us to retweet and potentially people will refer our pages. We use print as a display at our events, if we do a trade event or an exhibition showing everything we do, the print goes down well there. People like something that’s tangible and can take home but we would also include our social media links on things we hand out. But in general, we are reaching out to a lot more people and different online communities through social media. We have found sometimes people in our line of would prefer not to speak face to face so, in that way, social media has been helpful in reaching out to people that we wouldn’t usually get to engage with.”  


“We gain our commercial clients through word of mouth, maybe through past clients, we have worked with or a referral through someone who knows that we also do commercial work will just refer our social media pages. We grew our Facebook following largely by word of mouth and from our personal pages. We invited people we knew to like our page and as time went on, people could see the work we were doing and then would refer us to potential clients even though we hadn’t worked with them before. We found that people would tag our Facebook page directly and then potential clients could see snippets of our work.” 
“I have produced a few different flyers and I have business cards. What I usually do is leave the flyers at venues and I have found clients have got in contact with me because of this. I have found that the best form of marketing is word of mouth, a recent example of this when I work with artists, they then referred me to their network of contacts and other musicians and I got business from that then. What leads me to gain clients are previous customers referring me and sharing my social media platforms and then potential clients would message me and we would go from there. I have an estimated client list of forty to fifty clients and I would say the majority of those who spoke to me through my social media pages beforehand and it allowed them to sample my work. Recently, I set up a stall at a music festival. I set up a banner with business cards and it allowed me to engage with people face to face and network, I could then refer them to visit my social media sights for more information and to refer me to their community of friends. After the event, I saw an increase in activity on my pages and it leads to a few projects that went successfully because of it.”    


The respondents also stressed the importance of word of mouth and developing personal relationships with their clients, using social media as a tool to showcase the work or services they can provide. Furthermore, participants also relied on the combination of more traditional forms of promotion as well as social media that would hand in hand lead to generating more sales and raising brand awareness.  This correlates to the research of Myler (2016) who argues that by incorporating traditional marketing techniques alongside social media, SMEs can boost brand awareness and help stand out amongst business competitors in a highly competitive digital space. 

Participants also agreed that by using a set of online tools, owner/managers can target potential clients and engage with them online, building strong relationships that in turn, may lead to advocates of their brand by referring or sharing their pages to their own online community.     Gligorijevic & Leong (2011) both suggest that with the influence of social media platforms, the importance of word of mouth marketing and recommendations are becoming more important for businesses that are immersing themselves in the online conversation with customer communities. Social media provides a platform for consumers to evaluate their experiences through reviews and recommendations of products and services on their social networks. These actions of posting information on websites may reinforce or destroy the reputation of a business. Therefore, companies must use appropriate communication channels to develop trust to help clarify consumer expectations in the relationship between companies and their customers. 

“Yes, it is difficult to completely rely on social media to create business leads as my business might not stand out because there are a lot more others also trying to get noticed so I guess there is a need for a combination of word of mouth and promotion on social media to generate business leads.” 

[bookmark: _Toc513627706]4.3 The Use of Facebook as a Brand Awareness Tool 

Four out of the five respondent found that Facebook was an important platform to raise brand awareness. The other respondents stated that Facebook would be an ineffective way of engaging with their community as their target audience are industry professionals and Facebook is too informal for business engagement. Therefore, this respondent relies heavily on platforms such as LinkedIn and Twitter. However, the other respondents stated that Facebook was an effective way to raise awareness as it is useful for engaging with existing communities, using tools such as tagging to engage with potential or current clients was particularly effective.

“An example would be off when I made a film on surfers at local beaches that lead to new business leads from an already existing community. This was made possible by Facebook, people began tagging friends on the comments section of both of my social media platforms (Facebook & Instagram) and a natural online conversation started which ultimately lead to my content having a large reach and making new contacts.”   

“Facebook is more useful for engagement with current customers, engaging with clients that are close, so perhaps friends or clients I have worked with before who are already aware of the brand”

“Seeing our company in print doesn’t mean anything if you can’t show it to the client, so it’s just that extra step that they are going to take to find out what we do and if we are any good. Whereas a showreel, for example, or an advert directly placed on Facebook will be 100 times more successful and cost-effective as it shows what you do and it’s in front of their eyes.”

“For sponsored ads on my Facebook page, what I would usually do is boost most posts which enables me to target certain locations, choose an age range of who I want to promote my page too, I can also target people with interests which is useful. I have a specific example of when I used social media to raise awareness of my brand. About a year ago I started talking to an established singer based in London through Facebook. We collaborated on a project together and uploaded a video to YouTube and now has around 100,000 likes and over 450,000 views on the video as of today, which is a great advert for my business. A lot of people saw that video and it wouldn’t have been possible with the use of social media and networking with other musicians. My engagement and activity on my pages went uploads and it leads to more business.”


Respondents that used Facebook as a platform for brand awareness agreed that Facebook was a vital tool as it allowed owner/managers the ability to promote their brand cost-effectively. Furthermore, Facebook allows companies to build relationships with current or potential clients that may not be based locally, allowing an increase in their potential target audience by engaging in online conversations through messaging and targeting tools.   

Similarly, Eaton (2017) suggests that these communities are based on a structured set of social relationships among admirers and advocates of a brand. Whilst interaction is important, these communities can cross geographical boundaries and face to face interactions are not a necessity. Therefore, interactions within a brand community exist online, mainly via social media and social networking such as Facebook. This can be achieved through instant networking sites, forums and consumer messaging boards where organisations can interact with their consumers and build on the customer relationship.              

Additionally, Prenaj (2015) argues that using Facebook as a social media marketing tool can be an effective marketing strategy partly because it is cost and time efficient. If an SME is aware of where its target audience interacts with the social media landscape, a small investment is enough to get a social media strategy and the potential returns can be very beneficial. Cost efficiency is important for small firms because they do not have the same financial power to implement expensive marketing strategies through traditional media as large corporations.

However, respondents agreed that Facebook had made it more difficult for small businesses to promote themselves on this platform because of how Facebook's business policy had changed regarding how much organic reach a page can obtained. Facebook has changed their set up for business pages and respondents found it increasingly difficult to reach the people who follow their page. Some respondents stated that because of these changes, they then had to rely on paying for more reach which added to their business expenses. Although promoted posts lead to more likes and traffic, respondents didn’t rely on this tool as it often didn’t generate business leads.    

“As far as paid page reach goes, I’m happy to use it if I can target directly to the people who I want to see it. It raises brand awareness as it improves traffic to our pages, but it doesn’t always convert leads, it’s very hit and miss and that’s largely down to how social media has changed over the past couple of years. Initially, when we were starting the business we were using boosted posts to gain new followers and gain a larger reach. We were seeing much more success whereas these days you must pay a lot larger amount to just achieve minimal amounts of what you would previously get.”
“Facebook has capped the number of people that see your posts even though they like your page which is disappointing. We have 1300 followers on our Facebook page so when you post something, you would expect all those 1300 followers to see it, but now you would see maybe 200 or 300 people organically reached and you would have to pay for the rest. It’s a smart move from Facebook as a business decision as they obviously make a lot of money off what is essentially them doing nothing. From a business side of view, it has made things more difficult especially for a small business when basically you must do everything yourself. You’re the behind the scenes, you’re the front of house, you must do everything yourself as essentially a one-man or two-man team.”

“I don’t tend to rely on paid posts to reach a wider audience and promote content, personally I have found that they engage more likes but there hasn’t been much follow through from that. When I have promoted a post, although you get a larger reach I have found that it rarely follows through with any new customers or business leads.”


Holt (2016) suggests that very few people want promotion posts in their news feed. Most social networking users view it as clutter or brand spam. When Facebook realised the negative effect it was having, they began charging companies to get “sponsored” content into the feeds of people who were supposed to be their fans. Additionally, Zhu and Chen (2015) agree that this idea is poorly received regarding social media and people may ignore or disregard adverts on social media by simply turning a blind eye to them. In turn that may have a negative impact on brand perception and weaken the customer relationship if the consumer feels alienated or pestered by a company. 

Therefore, Sheehan and Morrison (2009) and Barwise and Meehan (2010) state that it is important that a business creatively develops brand messages that can be effectively delivered on social media platforms such as Facebook as well as traditional media while encouraging consumer engagement in order to produce desired organisational outcomes. Additionally, brand content on a variety of social media platforms should convey the same message and the brand promise should be relevant and understood, delivering on that promise and the expectations of the consumer. Furthermore, it is important to create a brand with a message that customers will trust over time.  The biggest social media opportunity can be achieved by gathering insights to drive improvement that can be realized through customer response from an online community.
McCan and Barlow (2014) suggest that it is not enough to simply introduce social media by creating a page and expecting instant results. To utilise social media effectively, companies must consider the role they want social media to play and have a strategy that supports business objectives. Furthermore, businesses must consider the resources needed to implement and use various social media platforms, and how companies will be able to measure whether the implementation of social media allows them to achieve their intended business goals. 

[bookmark: _Toc513627707]5.0 Conclusion 

This chapter evaluates the conclusions and the recommendations which can be recognised in the literature review and the research findings. The purpose of this research was to understand how SMEs can utilise social media to raise brand awareness and achieve organisational success. 

The organisational success of SMEs is vital to the economy and its role in developing innovation and job creation. The literature suggests that part of this success can be achieved by SME owner/managers utilising social media as a digital marketing tool. SMEs that integrate social media marketing strategies allow companies to build clear brands with a strong identity on platforms that allow brand communities to grow through word of mouth, on and offline. These brand communities can act as advocates and contribute to new ways of thinking, allowing SMEs to develop new products and improve services that ultimately lead to improving brand awareness.   

Both academic literature and participants of the study stated that SMEs use social media as a brand awareness tool, utilising networking pages such as Facebook, Twitter, Instagram, Snapchat YouTube and LinkedIn, taking advantage of the influence and popularity these sites possess. The conclusion of this research study suggests that social media allows SME owner/managers to leapfrog traditional barriers to small business marketing to increase customer engagement and build strong customer relationships. Social media is a cost-efficient way for small firms to exist on a variety of platforms that allow customers to have a voice and feel part of a business community. The use of comment sections, messaging boards, and online subscriptions means companies are closer to the customer more than ever before, therefore, it is important that SMEs use appropriate communication channels to develop a strong customer relationship, raise awareness and help SMEs meet the consumers expectations. Despite the negatives associated with social media, such as the lack of control over brand perception and the potential implications of negative social media activity, SMEs can use effective social media strategies to influence the business environment and achieve organisational success to increase brand awareness. 

[bookmark: _Toc513627708]5.1 Identify How SMEs Use Social Media 

All the SME owner/managers in the sample expressed how important social media is for the promotion of their brand, using a variety of social media platforms to varying levels of success. Respondents from SMEs in the creative sector utilised social media and networking sights such as Instagram, Facebook, and YouTube. These respondents agree that these platforms were vital as it allowed them to display their work, using tools such as profile tagging and hashtags to increase their online reach and engage with potential and current clients and to build relationships and raise brand awareness to a variety of online communities. Participants of the sample also agreed that platforms such as LinkedIn and Twitter were more useful for SME owner/managers to engage with business professionals and industry elites, using platform tools such as hashtags to monitor currents events in their sector.   
This correlates with the literature of Neti (2011) who states that due to the advancements of technology, more people are interacting with businesses online through social media; this results in a company’s online presence and digital marketing strategies to be a vital component in achieving sustained success.  Additionally, Mccan & Barlow (2015) confirm that Social media has become an essential part of everyday life, therefore the popularity and influence of sites such as Facebook, Twitter, and Instagram to raise awareness and create business opportunities cannot be ignored by SMEs. Therefore, SMEs must consider the role they want social media to play within their business actives and whether they have the resources to implement an effective social media marketing strategy across a variety of platforms.  

[bookmark: _Toc513627709]5.2 Analyse How SMEs Utilise Social Media 

The SME owner/managers in the sample stated that the use of social media allowed them to cost-efficiently engage with various online communities, improving customer engagement and build relationships. Respondents used social media as a brand awareness tool by engaging in online conversations with previous or potential clients, allowing online audiences to learn more about the company by viewing uploaded content. This correlates with the research conducted by Dahl (2015) who affirms that with more communication opportunities such as social media and networking platforms available, a variety of engagement actions allow SMEs to raise awareness of commercial messages and purchasing opportunities for potential customers.    

 Respondents stated the importance of online word of mouth and recommendations. Social media allows communities to refer company’s pages to their own online network of family, friends, and acquaintances and that leads to improving brand awareness and creates potential business opportunities. The SME owner-managers relied on offline and online word of mouth as a promotion tool for their brand This corresponds with the literature of Gligorijevic & Leong (2011) who state that with the influence of social media platforms, the importance of word of mouth and recommendations is becoming important to SMEs who are immersing themselves in online and offline conversations with customer communities. Both Gligorijevic & Leong (2011) and respondents in the sample agreed that social media provides a platform for consumers to engage with businesses, evaluating their experiences through online messaging boards and comment sections, recommending their products or services on their own social networking sights.  

Despite the importance of social media as a digital marketing tool, the results of this study suggest that respondents did not exclusively rely on social media to generate business leads. Participants stated that although social media was used as a tool to engage with online communities to display their products or services and raise awareness of their brand, the use of physical offline promotions such as leaflets and face to face social interactions were just as important.  Additionally, Myler (2016) confers that by incorporating offline techniques that coincide with a social media marketing strategy, SMEs can boost brand visibility and help stand out amongst competitors who may be busy flooding the digital space. Therefore, if SMEs online and offline campaigns do not complement each other, firms miss the chance to educate their customers and create a cohesive experience. 

[bookmark: _Toc513627710]5.3 To What Extent Do SMEs Use Facebook to Raise Brand Awareness

This objective was met as it was found that respondents who used Facebook found it to be an important platform to raise brand awareness and to connect with online audiences. Literature suggests that Facebook is synonymous with Social media, with more than one billion active users. Milanovic (2015) states that businesses can take advantage of the various tools that exist within this platform to raise awareness such as publicised events, instant messaging and promoted content to reach a wider audience.     

One participant commented that Facebook would be an ineffective engagement tool as their target audience is directed at industry professionals. Therefore, Facebook was considered too informal for business engagement and consequently would not be an effective platform to improve brand awareness. As a result, this participant utilises platforms such as LinkedIn and Twitter to engage with their target audience. Despite this, the results from the study suggest that other respondents state that Facebook was vital in raising awareness to engage with existing communities, using analytic tools such as profile tagging and cost-efficiently micro-targeting potential or current client. This correlates with Eaton (2017) who concludes that Facebook allows SMEs to interact with online brand communities through instant networking sites, forums and consumer messaging boards, allowing small firms to cost-efficiently build relationships and raise awareness of their brand. 

However, respondents expressed their concerns regarding the changes to Facebook business policy, making it harder for small businesses to promote themselves on this platform by capping the amount of organic reach a business page can obtain on a single post. Therefore, business pages may be reliant on paid posts to achieve the desired reach of the content they upload. All participants concluded that although promoted posts lead to more likes and traffic, respondents didn’t rely on this tool as it often didn’t generate business leads.
These results parallel Holt’s (2016) research who states that very few people want business posts on their news feed and consider it to be ‘clutter’. Consequently, Facebook began charging companies for sponsored content to appear in the news feeds of an audience’s business page who actively subscribed to follow their online actively.  
 
[bookmark: _Toc513627711]6.0 Recommendations

Further research should be conducted on a larger scale. This could be achieved by organising more interviews with a range of SME owner/managers with an additional time frame to conduct more primary and secondary research. A larger time frame to conduct further research would be ideal as the subject of social media marketing is ever changing due to rapid modifications in technological developments and social trends. Additionally, more time would allow this research to explore the negative impact of social media and how this may affect business operations. 

Research could also be conducted on a larger scale as the participants in the sample were all based in the same area. SMEs marketing activities on social media may produce different results in different geographical locations. As well as national scale, participants from different sectors may also alter results as four of the five participants in the sample are in the creative sector and produced significantly different results to the other participant who was not. Additionally, the use of quantitative as well as qualitative data could be used to gain a more in-depth insight into the operations of social media marketing within SMEs. Quantitative research may investigate the trends and ideologies of consumers viewing business operations via social media to gain a deeper understanding of the subject in this study. 

All participants in this study expressed the importance of social media as a brand awareness tool. These online networking platforms allow businesses to cost-efficiently utilise a variety of platforms and the tools that they provide to engage with customers, building strong relationships that may generate business leads. However, participants in this research stated that they were also reliant on word of mouth recommendations, utilising more traditional methods such as flyers and business cards to spread awareness of their brand. Therefore, a further recommendation to the study is to investigate how SMEs can utilise both online and offline methods of promotion that may mutually complement each other to deliver a consistent brand message that raises awareness, generating business leads and contacts.  
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Key:
I = Interviewer
R= Respondent

   
I: We will begin with a brief background of the participant and the enterprise 

R: I would say I have always been a creative person, for my university degree I studied Multimedia. The course covered a broad range of topics that allowed me to sample a variety of multimedia platforms from Graphic Design, web design and film editing. Following from that, because of how broad the course was, anything I was particularly interested in, I would have to get more involved with it myself which followed onto developing further skills in web and graphic design. 
Following on from that, I started my first job working for a marketing agency based in Swansea for three years as their in-house graphic and web designer. 

I: Could I have some background information on your business please? 

R: I set up my business in 2015, my company specialises in brand and identity design, graphic design for print and digital, web design and video production and editing as well. My current business situation is that I’m a sole trader working from a home office with a client list of up to 30 plus.   

I: Can I have some information on the current situation in the marketplace? 

R: From my personal point of view, there has been quite a big increase in sole traders with people setting up their own businesses, proof of that would be an increase in the amount of collaborative working spaces that are now available. There is also less overheads with less pressure of bills and additional staff plus the amount of development in technology in this sector means that people can set up affordable studios with equipment that allows them to produce quality professional content. The increase of the sole trader is a big trend at the moment. 

I: Could you tell me about your companies use of social media? 

R: Currently, we use two main platforms, Facebook and Instagram. I use social media to raise awareness for my business by posting samples of work and using content that demonstrates the skills I can provide to raise brand awareness and improve customer engagement online. Facebook is more useful for engagement with current customers, engaging with clients that are close, so perhaps friends or clients I have worked with before who are already aware of the brand. Instagram is more of an opportunity for me to reach out to a wider community and raise brand awareness by uploading visual content using hashtags to people that might happen to be based in other parts of the country or even abroad. 
I: Could you expand on how social media allows you to reach out to a wider audience?       

R: I don’t tend to rely on paid posts to reach a wider audience and promote content, personally I have found that they engage more likes but there hasn’t been much follow through from that. When I have promoted a post, although you get a larger reach I have found that it rarely follows through with any new customers or business leads. The posts on social media that I find are most effective is when I would sample good content and share it with existing online communities and other social media groups, this provides good reach and allows the opportunity for further engagement and conversation. 

I: Could I have any examples of when this was effective?     

R: An example would be of when I made a film on surfers at local beaches that lead to new business leads from an already existing community. This was made possible by social media, people began tagging friends on the comments section of both of my social media platforms and a natural online conversation started which ultimately lead to my content having a large reach and making new contacts.  

Instagram has worked particularly well for me in terms of showing people what kind of work I can produce even if they don’t know me or have never heard of us before. It’s a great opportunity to display my content and shows people how I work, it also gives them an insight of my personality. It reassures them of my professionality and allows potential customers to learn a bit about me before approaching me for potential work. I would also say 
Instagram has worked well regarding building a brand community, especially within the local surfing community as I have been making short films whilst they surf, editing and uploading videos on my social media pages on the same day. I would tag the people involved even if I didn’t know them personally and that encourages people tag their friends on the video and tell other people word of mouth. I found that meeting new people at local beaches, they have already heard of us because of the videos I have been uploading onto my social media pages quite quickly and quite consistently as well.  

I: So, you would say it has been effective in raising awareness? 

R: I would say it has pushed out the brand and more people have heard of the name, it has also increased my followers online and content getting more reach and likes on both social media platforms. Personally, I have found what works best is consistently producing good content instead of investing in paid promotions on social media platforms and sharing my content with existing and relevant social media groups. I have found that is the best way for me to gaining obtaining new followers and generating new business leads. 

I use high impact video from around thirty seconds to a minute that fits within the restraints of platforms such as Instagram, but I can also link it to Facebook. The content is adopted so that it makes for better viewing on mobile devices not just laptops which helps with increasing traffic on a video. That content has provided me with business leads and it has put my name out there with companies have been in touch asking if I would like to collaborate on various projects. It’s a different to client as such but is something that can contribute to brand building and increase my contacts and network.
Regarding establishing my brand within my social media platforms, I make sure all content and online platforms are consistent with my logo so when people view my videos or images they immediately know it’s my business and reassures brand awareness.      

I: Have you found any challenges using social media to raise brand awareness? 

R: Initially, it can be overwhelming, and it does take time to build a brand and an online community. There are so many different platforms to choose from and I think it is important to identify with the platforms that works best for you and it can come down to a trail and error process. I have never really used Twitter to promote my business as it doesn’t really accommodate the content that I want to present. I think Instagram works better for me because its very visual especially now that it can include longer length videos. Again, it’s all trial and error in terms of finding out what content to push, best times to post and on what platform to promote on. Facebook is effective as it tends to have more engagement, with people commenting and tagging friends with videos being shared regularly, something that is more challenging with platforms such as Instagram.   

Once you start pushing yourself through social media platforms you must stay on top of it, personally I haven’t had any negative experiences regarding customer feedback online however I can how that could be an issue. Also, I’ve found that I’m constantly checking and monitoring online activity through analytics to make sure that doesn’t happen or its dealt with quickly in a professional way. So, I would say one of the biggest challenges is monitoring activity and stay consistent in response to negativity. 
I: You mentioned the use of analytics, could expand on that a bit more please?  
  
R: I use analytics for monitoring purposes, Facebook and Instagram both have pretty good analytic platforms that provide insights into online activities, what content is working effectively and when people are engaging with my social media pages. Another one of the services that we provide is social media management for clients as well, through doing that and using analytics as well, I have identified a few different ways of providing quality content, improving engagement and driving brand awareness. Some of the things that has worked quite well for previous clients using popular hashtags such as ‘Throwback Thursday’, posting old or historical pictures that are relevant to the company. I have found this type of content produces good engagement as people seem to be interested in this kind of content. I also keep client’s social media pages up to date with relevant information of goings on and I have found it is important to maintain a balance between engaging content and updates of relative information on the company. 

I: How successful has the use of popular hashtags been to generate traffic?

R: It is probably one of our most popular posts, ‘Throwback Thursday’ tends to get around fifty likes that then generates interest in the page itself. There are always lots of comments and people then tend to tag their friends and family, it has been quite successful. 
I: The Researcher has asked all the questions that he wanted to ask, does the participants have any further comments they would like to make?

R: I would just say that in regards social media, it is very important to say up to date with certain trends and avoid things that have been overdone. Its key to been innovate and think outside the box when it comes to presenting yourself on social media using all the tools that these platforms provide that will drive brand awareness and contribute to organisational success.    

I: The researcher would like to thank the participant for their detailed insights and will be reassured that all information that has been discussed will remain confidential. Thank you for your time. 
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I: We will begin with a brief background of the participant and the organisation.

R: I am 29 years old and I studied for a degree in photography. It was half way through my 2nd year of my course in which I decided I was going to become self-employed after my degree. During my 3rd year of study I contacted my now business partner Taylor if it was something he would be interested in and we co wounded our business and we just went from there. Once we had both graduated, give it a couple of months, we started in January 2014. 

We are a multimedia company that offers photography, videography, graphic design and web design for businesses of all sizes. One of our main areas is wedding films, for which we are multi award winning for the last two years. 

I: How is your current business situation?

R: We’ve grown quite a bit in the last couple of years, to the point where we’ve just moved into a studio- which is a dedicated workspace and meeting place for our clients. We’ve also expanded the team from just two co-partners into multiple wedding teams, we can take on work on the same dates certain week dates through the year, as well as employing editors on a regular basis.

I: Are there any new events in the current market place?

R: Especially in the wedding side of our business, its constantly evolving to the point where everyone is diversifying into other areas of the business. So, for us its where we were primarily working as videography business we are expanding into areas like photography and this expansion is happening a lot throughout the market and vice versa photography into video. 
I: Can you tell me about your use of social media? 

R: We use a range of social media platforms with varying amounts of success, our largest audience in terms of online reach is Instagram. On this Platform we don’t necessarily get any client work from it, we get a lot of engagement points from fellow creatives and whilst that is good, it doesn’t necessarily lead to payed work. We use Facebook for sharing content we create, and we have over a thousand followers now on our face book page which is pretty much a targeted audience. Unfortunately, as Facebook have changed their set up for business pages it is becoming increasingly difficult to reach those people who follow your page. 

However, we can still see some success from tagging and word of mouth recommendations from previous clients and referrals from other suppliers. We use YouTube as our main video sharing platform simply because it’s the largest video sharing platform available, it works well with our SEO and we also tag quite extensively when it comes to sharing our videos. We have a twitter account but don’t use it because it doesn’t convert to any kinds of sales, our twitter account is barren and is something we neglect as we haven’t found it to be a platform that works well for in raising brand awareness. However, one thing we do strive to do across our social media platforms is when we receive any comments from anybody we reply quickly to maintain good engagement with our audience. 

I: You mentioned the lack of activity on your Twitter page, can you explain more about the issues you have had with that platform?

R: We very rarely post anything on Twitter now, it’s one of those things where we remember to post something every few months, but we get follows on that page from commercial clients, but our main wedding clients are just not on Twitter at all. Our wedding clients mainly come from Facebook and mainly our website, so if people search for ‘wedding film Swansea’ or a certain venue into Google for YouTube, if we have worked there previously we will have tagged it in the hashtags and potential clients will find us that way. 

I: How about your commercial clients? 

R:  We gain our commercial clients through word of mouth, maybe through past clients we have worked with or a referral through someone who knows that we also do commercial work will just refer our social media pages. We grew our Facebook following largely by word of mouth and from our personal pages. We invited people we knew to like our page and as time went on, people could see the work we were doing and then would refer us to potential clients even though we hadn’t worked with them before. We found that people would tag our Facebook page directly and then potential clients could see snippets of our work. 

We often speak to our clients about a brief social media strategy when it comes to them posting content we have created for them on their own social media pages. With commercial clients and often with small enterprises we have found they often don’t have much knowledge on social media, how to share things or what they should be sharing. So, we often advise on the duration of videos, when to post and just the general style of video. 

I: Any examples of how this has been successful?       

R: We do see a large conversation rate of people contacting us if we have been tagged in a post by a previous client and we can monitor this through analytics. For example, two days ago we had the same thing happened, someone was looking for a wedding film and four people tagged our page in the comments section as a referral and we received a message enquiring on potential work.

I: Can you expand on your use of analytics?

R: We track our analytics quite regularly if we have posted on Facebook, just to see who our demographic is, we also use the Facebook boosting tools to boost our content directly to certain demographics as well. We will often boost to engaged couples between the age of 18 – 55 across the UK so we are narrowing in on people who could potential book us for the wedding side of the business. 
	
I: Do you only advertise online? 

R: Yes, we do all our advertising online, this is due to experience really. We initially tried to work with other businesses where we were given some advertisement space in exchange for a series of videos. Unfortunately, we didn’t see any gain from there end of the deal, its very difficult to sell what we do in print form because we do video so the best way to sell video is with video. Seeing our business in print doesn’t mean anything if you can’t so it to the client, so it’s just that extra step that they are going to take to find out what we do and if we are any good. 
Whereas a show reel for example or an advert directly placed in Facebook will be 100 times more successful as it shows what you do and it’s in front of their eyes. We have had a similar experience with radio advertising, again in an exchange of business offer, were we were promoted 4 or 5 on the radio but again, without the product it is a lot more difficult to sell it to any potential clients, commercial or wedding. These traditional ways of promotion would cost more and would be less effective if we didn’t use social media to promote what we do.
    
I: Can you expand on the cost-efficient element of social media? 

R: As we can target our audience through online advertising, it just makes sense to spend that money on going directly to your tagged audience then say spending £1000 on radio or print advertising when it could be going to the wrong people. As far as page reach goes, I’m happy to use it if I can target directly to the people who I want to see. It raises brand awareness as it improves traffic to our pages, but it doesn’t always convert leads, its very hit and miss and that’s largely down to how social media has changed over the past couple of years. Initially, when we were starting the business we were using boosted posts to gain new followers and gain a larger reach. We were seeing much more success where as these days you must pay a lot larger amount to just achieve minimal amounts of what you would previously get.
Facebook have capped the amount of people that see your posts even though they like your page which is disappointing. We have 1300 followers on our Facebook page so when you post something, you would expect all those 1300 followers to see it, but now you would see maybe 200 or 300 hundred people organically reached and you would have to pay for the rest. It’s a smart move from Facebook as a business decision as they obviously make a lot of money off what is essentially them doing nothing. From a business side of view, it has made things more difficult especially as a small business when basically you must do everything yourself. You’re the behind the scenes, you’re the front of house, you must do everything yourself as essentially a one man or two-man team.   

I: How has Social media improved customer relationship? 

R: Social media has allowed us to get in contact and gain work from people who maybe would have not found us locally. It also always us to stay in touch with previous clients through messaging and email. A large amount of our client base, especially over the last 12 months has been London based and obviously we are based in Swansea, they are travelling to this area because it’s a place of incredible wedding industry growth. 
We are quite fortunate that we have gained these clients using social media. Social media has helped us network into larger audiences, we have fortunate enough to develop relationships from clients to friends and create repeat business through word of mouth. I would say at least 30 to 40 percent of our yearly business comes from word of mouth and people referring us through social media. By planting the seed of social media, business has grown massively, to the point where the wedding side the business runs itself really.          
 
I:  The Researcher has asked all the questions that he wanted to ask, does the participants have any further comments they would like to make?

R: Regarding the future, I think it would be difficult for a new social media platform to come along and overtake from sites such as Facebook and Instagram as they are so cemented in what people already have and what they expect from social media. I have just seen a platform called Vero which is for creatives, but I can’t see were we would fit into that and it would take a lot of time to start from scratch and build a new community. You would have to basically start again, building a new audience on these new platforms and again, as a small business owner I can’t see where you could find the time to do that as you have to do everything yourself.   

I: The researcher would like to thank the participant for their detailed insights and will be reassured that all information that has been discussed will remain confidential. Thank you for your time. 
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I: We will begin with a brief background of the participant and the enterprise 

R: I’m 26, I studied events management. Part of my degree included marketing management and that’s where I gained an interest in the subject. After I graduated, I was head hunted for an App company that was based in Wales, but I worked across the UK as well. I gained the job through Jobs growth wales and it was a 6-month contract, my job titled was Marketing Co-ordinator and my role was to teach local business’ on how to use social media. After that, I began working where I am now, working as in customer services but later moved to a marketing executive role where I have worked for 3 and a half years now. 

I: Could I have some background information on the business please? 
 
R:: We are the number one Cyber security company in the UK and have been running since 1998, the company is based in the US, but the CEO is from Wales and the decision was made to have a branch in Swansea. We train companies in cyber security and the teaching curriculum now is very vast with around 80 courses. I work as a digital communications specialist now, but a part of my job includes marketing.

I: Can I have some information on the current business’ situation 

R: We are currently setting up training events in all the major cities, we also have a programme with the government that teaches people from ages 11-16 doing cyber security in schools which is a new market for us.

I: Could you tell me about your companies use of social media? 

R: We use Twitter mainly, we found that Facebook doesn’t really fit in with our customer community, our clients don’t usually have Facebook as that platform is very hackable. We have started an Instagram recently which is doing ok, we weren’t sure whether it would fit in with our business but it’s going well. We are using Reddit, which is huge for any tech companies as there is a vast community that use that platform talking about a range of subjects. However, its hard to advertise on as it’s a platform that doesn’t really support brand awareness, just communities talking about specialist subjects so it’s best to engage with them through messaging and building a relationship first. 

We mainly use Twitter, Facebook hasn’t really worked for us in the past and we use google plus. Google plus is good for improving your SEO, which is handy for search engines. Not many people like to use it but the number of users that have profiles are huge and its handy just to have it. We considered Snapchat, but it isn’t really our target market. 
I: You say you mainly use Twitter, can you go into a bit more detail? 

R: We prefer to use Twitter instead of Facebook, we have found that people are a lot more hesitant to engage with Facebook posts. I think with twitter, its so fast pace, there is so much going on, people like to jump in and talk about what is trending and current events. Facebook can be difficult, if you don’t engage with a post they get cut of from viewing page activity within about 3 months, so you won’t see a page on your timeline at all. Facebook are also restricting business page activity and making it more family friendly focusing, making it more personalised and cutting out business quite a lot.   

For local business’, Facebook can be useful to engage with their community because of word of mouth and knowing their audience personally but for a company like ourselves we haven’t found it very effective. With twitter, we have a lot of engagement which is better than just liking and retweeting our posts. Twitter has been good for raising our brand awareness, if someone has had a good experience at one of our training events, we will look in our hashtags and retweet or comment on their post as it looks good on us. 

I: Is social media the only form of brand awareness you use? 

R: We use print as a display at our events, if we do a trade event or an exhibition showing everything we do, print goes down well there. People like something that’s tangible and can take home but we would also include our social media links on things we hand out. But in general, we are reaching out to a lot more people and different online communities through social media. We have found sometimes people in our line of would prefer not to speak face to face so in that way, social media has been helpful in reaching out to people that we wouldn’t usually get to engage with.  

I: Can you go into more detail on way prefer to not use Facebook? 

R: Facebook have capped business pages audience reach so to get a high engagement on posts we have to rely on sponsored posts and on Facebook that can be expensive. With Twitter we use sponsored adds and a lot of LinkedIn adds, we use LinkedIn a lot because most of our clients we send their staff to training events use that platform as its for business professionals. We also use google remarketing and Ad words, when potential customers go on our website, our advert will appear whenever they use certain search engines however it can get expensive.

I: Can you go into more detail about your use on LinkedIn

R: We have closed groups on this platform for past students to stay in touch and discuss their training with us, it’s a good way to engage with our clients. We can also use it as a general page to push our events and training, our LinkedIn community are business professionals and its prevalent with our clients in the middle east and that’s where we have a high engagement as that is their preferred platform to talk to us. From the UK, they will use it but rather than engage with us on LinkedIn they will past it on to their colleagues, but I don’t think they will engage with us as much as on Twitter. With Twitter, if we attached a picture we usually get more reach with a higher engagement but usually we post to raise awareness of our events or something that is quite niche to our market. We retweet people a lot, focusing on currents events in the market and what has a buzz, a lot of the time I post or retweet things that the community can use for free or that offers advise because that gets engaged quite a lot.            
 
I: Can you go into more detail with customer engagement on social media?

R: Last week we did our first cyber threat summit which we did with the UK government, we did a lot of live streaming to our audience through Instagram which went down well. We haven’t got the largest following on Instagram, but we saw some positive engagement with followers and we saved all the videos and posted them on our Twitter page. It went well, so it’s something we are going to do at our next events because its something a bit different and we think people will be drawn to that. We also did live tweeting to accompany the videos over those few days and it was an interesting mixture between face to face and social media promotion as we were engaging with our followers in real time. 
I: have you found any challenges with using Social media? 

R: The main challenge we have found is dealing with complaints on Twitter, we had a situation where something wasn’t properly represented, and we were told ignore it until an official post was uploaded to apologise. Now, it is difficult with the amount of businesses that operate on social media to stand out. Currently, I’m the only one that runs the social media side of the business and it can be a challenge to stay update and constantly run our different online platforms. When I first started, I used a tool called Crowd Fire, it lets you follow people on a mass scale that are interested in the same subject matter as you, however there has been rules changes regarding mass following. I think they stopped companies from using the tool because of spam and bot accounts. I have seen companies buying followers so they have a certain perception online especially on Instagram so that is something to be careful of. 

Another way of raising brand awareness for the company is the use of email marketing. We get people to sign up to our newsletters at events and social media links will be attached to the emails, so people can refer us through sharing our pages to colleagues. We can monitor engagement using google analytics to see if people have opened our emails, but it restricts us onto whether they follow us or refer our social media pages. We use twitter analytics and I think it’s good compared to Facebook. 

I: Why do you prefer Twitter analytics    

R: Just its usability, we can create and monitor sponsored ads through their ad builder and its very streamline and easy to use. It also helps us target our audience and see you is engaging with posts and at what times. We haven’t really had to use Facebook analytics as we don’t use that platforms because that’s isn’t were our audience is.        

I:  The Researcher has asked all the questions that he wanted to ask, does the participants have any further comments they would like to make?

R: Our social media relays on word of mouth, our pages are a good introduction for new audiences to find out what we are doing. We rely on people having a really good experience from our training events and then then hopefully they will post something on social media for us to retweet and potentially people will refer our pages

I: The researcher would like to thank the participant for their detailed insights and will be reassured that all information that has been discussed will remain confidential. Thank you for your time.  
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I: We will begin with a brief background of the participant and the enterprise 

R: I am 26 years old. I am a self-employed Music Producer and Video Editor from Swansea, South Wales. I studied music technology at Swansea Metropolitan University and received a higher education diploma. I have been working in all areas of music production, and sound engineering for the past 8 years, moving between studio recording and live stage environments. I have worked as the head sound technician at a 300-capacity venue in Swansea doing live work for some internationally famous bands. I now own my own home Studio where I Record & Produce music for clients. In the last 3 years I have been expanding my skillset in video and photography capture and editing, working with local and international businesses.

I: Could I have some background information on your business please? 

R: I have been actively working with clients for the past 5 years. I specialise in the Recording, Mixing, Mastering, and Editing of audio. I work closely with Bands, Acoustic Acts, and Solo artists and help them to create their artistic musical visions. Some of the clients I work with are based in the local area, and some travel to my studio from locations like Cardiff, London, Liverpool ect. Alongside audio, I also edit video to a high standard, working alongside award winning companies.

I: What is your current business situation? 

R: I am working with a variety of different artists over the next month ranging from Hard Rock bands to Alternative Pop singers. I have recently invested in a new equipment for the company which has increased the quality of my work to a greater standard. I run the company entirely myself, I don’t rely on other people to control my marketing or bookings  

I: Tell me about your use of social media? 
R: I would say I rely quite heavily on social media for the promotion of my business. A lot of my current clients are very active on social media, so it makes sense to communicate with them on there. It’s also a great place to find new clients because most Music Artists today have their own music pages scattered across different social media platforms which makes it easy to directly message them about the services I can provide them. 

I use a variety of platforms to promote my business including Facebook, Instagram, YouTube, Soundcloud. I often create Facebook adverts and use specific targeting to reach people who may be interested in hearing my work, or who may be interested in booking a session with me in my studio. I upload a lot of photos to my Instagram Page. Mostly photos of my studio and artists that I’m currently working with. I use hashtags on the Instagram posts to help other artists who are interested discover my photos. I upload videos of music I have produced to YouTube and Soundcloud. This is great for showing examples of my work to attract new clients. I have leads on Linked in, but I don’t use it very much as that isn’t much activity within the community I want to engage with. I have a twitter account, but I have found it to be challenging and I don’t see much engagement, so I link my Facebook page to my twitter to get that page up to date. 

I: Can you tell me more about your use of Facebook? 

R: I have found recently that my Facebook page doesn’t reach all the people that have liked the page. What I must do now is put on a three to ten pound promoted post to reach more people, either who have like the page or targeting specific people who are from the area or further about to get more reach. 

For sponsored ads on my Facebook page, what I would usually do is boost most posts which enables me to target certain locations, choose an age range of who I want to promote my page to, I can also target people with interests which is useful. I do believe the more likes you have on a page or a post does affect how you are perceived by a potential customer and they will be more likely to be a customer if you have a large following. People will think I do a good job if I have lots of activity an engagement on my pages, if you have not activity or likes of posts I think there can be a perception that the company are just starting out or aren’t getting a lot of business. It is a bit of a shame that the perception of your business is determined by how many people click a button, its not a direct correlation on how good you are at your job but it does show professionalism when a page is properly run with lots of engagement and may lead to business leads. 

I have about 1000 Facebook followers and I am friends with about half of them on my personal account and the other half are people who I follow or are trying to reach out to from the extend community. I don’t really chase to gain followers on social media, I upload my work for people to see and network with the community to gain business and let my followers on social media happen naturally. I will put up a post with the hope of reaching new people, but I don’t really rely on it to make money. Social media is good tool to have but at this moment in time I could live without it, I would say 80 percent of my business leads come from talking to people face to face, but I understand social media allows me to network with people a lot easier.  

[bookmark: _Hlk509663380]I: Do you only use social media to raise brand awareness? 

R: I have produced a few different flyers and I have business cards. What I usually do is leave the flyers at venues and I have found clients have got in contact with me because of this. I have found that the best form of marketing is word of mouth, a recent example of this when I work with artists, they then referred me to their network of contacts and other musicians and I got business from that then. What leads me to gaining clients are previous customers referring me and sharing my social media platforms and then potential clients would message me and we would go from there. I have an estimated client list of forty to fifty clients and I would say the majority of those spoke to me through my social media pages beforehand and it allowed them to sample my work. 

Recently, I set up a stall at a music festival. I set up a banner with business cards and it allowed me to engage with people face to face and network, I could then refer them to visit my social media sights for more information and to refer me to their community of friends. After the event I saw an increase in activity on my pages and it lead to a few projects that went successful because of it.    

I: Have you found any challenges on using social media to raise awareness of your brand? 

R: Yes, it is difficult to completely rely on social media to create business as my business might not stand out because there is a lot more others also trying to get noticed so I guess there is a need for a combination on word of mouth and promotion on social media to generate business leads.     
[bookmark: _Hlk509668731]
I:  The Researcher has asked all the questions that he wanted to ask, does the participants have any further comments they would like to make?

R: Yes, I have a specific example of when I used social media to raise awareness of my brand. About a year ago I started talking to an established singer based in London through Facebook. We collaborated in a project together and uploaded a video to YouTube and now has around 100,000 likes and over 450,000 views on the video as of today, which is a great advert for my business. A lot of people saw that video and it wouldn’t have been possible with the use of social media and networking with other musicians. My engagement and activity on my pages went up loads and it lead to more business. 

[bookmark: _Hlk509668787]I: The researcher would like to thank the participant for their detailed insights and will be reassured that all information that has been discussed will remain confidential. Thank you for your time. 
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I: We will begin with a brief background of the participant and the enterprise

R: I’m 25 and I studied Popular Music. Once graduated, I then went onto work for a musical education company based in Swansea conducting workshops and educational resource management where I worked for 4 years. Last September I decided to go self-employed, setting up a festival and then off the back off that went on to start up my business with my business partner in conjunction with running music festivals.

I: What is your current business situation? 

R: As this is a relatively new business I currently work from home with my main source of income coming from providing workshops and teaching music. With the my business now we are using it as a platform for venues, promoters, musicians, anyone interested in music to share and promote themselves under one central hub. The view is to expand so we eventually have a physical space which could up being a studio or event space for example. Now it’s being done to just show that there is a need and a desire for live music in Swansea before we put capital behind our expansion. So now, our current goal is to raise awareness of our brand and the community that we represent.     

I: Can you tell me about your use of social media? 

R: It’s a massive part of everyday in my life, it all started when we started our first festival and just by me falling into it, I ended up managing the pages for the entire three-day event. I primarily used Facebook, Twitter and Instagram to engage our audience in a view of selling tickets and getting people to the festival. We found that the more we used social media, promoting certain things at the festival, the better attended they were, the ones that weren’t as pushed on social media had a lower attendance. A key thing we encouraged people to do was if there was a venue or an artist, anyone to do with the festival, they had to do their part in sharing and promoting the event to their community of followers on social media as much as us to maximize reach. 

We announced the dates for our next festival with a video on our social media pages, we have about 1000 followers on each of our pages, but the video got shared 200 times and has overall around 5000 views but again that is through encouraging people involved to share the video to their pages.  

I: Do you only use social media to raise brand awareness? 

R: Yes, in the past we have handed out flyers to promote the business and events but also for my teaching. Regarding teaching, I have found I had a better response from the flyers than on social media, I presume it’s probably because I’m handing out flyers in areas that I’m teaching therefore its more localised which has been successful. On the flip side, the business we are relying on a different audience which demand a higher reach. If we did one or the other, there will always be questions on why we have promoted more on social media or why haven’t we handed out any flyers, so we always try to get a balance between online and more traditional methods of promotion. 

With handing out any physical promotion, we always include our social media links, but we haven’t seen a massive increase in followers on our pages after a full day of handing out flyers however that is not to say that they would be engaging with us in the future or attend an event. We do find that our likes go up when we target people online, tagging artists or venues and then they share our posts to their following, we would usually see an increase in activity. I try to make sure that most of our posts involve tags and are aimed at someone with a picture as we have found this improves engagement.
I: What platform have you found the most successful regarding raising brand awareness?         

R: We find that twitter is the most successful in targeting industry people and professionals, its activity with people from afar who won’t necessarily come to the events but will have an interest in the industry. Instagram has worked the best with the younger demographic, in the last year, most people under the age of 21 in our community won’t use Twitter or Facebook so Instagram is great for those sorts of engagements but not great for sharing information as it’s just a photo or video. Facebook, great for promoting events but we find it difficult in engagement and gaining likes and people sharing things. For example, we shared an artist the other week and on Facebook we had 8 likes but on Instagram, the same post had 60. The nature Instagram means it’s easy for people to like a post whereas Facebooks organic reach cap means it’s not so easy for your followers to see your posts. 
With Facebook, we find that people we don’t know will engage with a post if we tag them in the post, so without those tools, the people that generally like posts are people that you know which can be limiting. Therefore, part of our social media strategies relay on word of mouth and people referring our pages to others. We have used paid posts, we have never done it with a huge amount of many, maybe £50 at most but to be honest I didn’t see any increase in business. I think Facebook are very clever to say ‘you’ve reached 500% more people’ but you haven’t necessarily converted that into more likes or made more revenue. It gets your posts on more peoples feeds I suppose, more people know we exists, but we haven’t seen any benefits from that as they are not engaging any more than usual so we don’t value it as a must need tool.  

When it comes down to it, there is a strange perception between how many likes you have and business success. Its ridiculous that it adds weight to what you do, I hate that companies buy followers, we have come across frequently but, all the followers that you have payed for are not going to engage or contribute to your business. It’s a mentality we don’t have, especially in our sector where. 

I: Can you talk more about the disadvantages of social media to raise brand awareness?

R: I have found that a lot of small businesses have social media pages just to have one, because everyone else has one. In my experience I have seen a lot of small businesses that use social media wrong. I think a lot of SMEs haven’t got the time and training to properly use social media. Plus, the amount information people see on social media it might give them fatigue and find things not so interesting but there is so much around. In ten years’ time I’m not so sure Facebook will be as big as it has been in the past and we might see its decline. To train your business the ethics of social media and what not to say is a difficult thing to do. People can really mislead their audience with poor content or wrong information. It is also important to keep everything consistent as well, when it’s comes to URLs, layout and branding across all platforms which helps ranking and SEO. 

I:  The Researcher has asked all the questions that he wanted to ask, does the participants have any further comments they would like to make?

R: Running social media is incredibly time consuming, especially for micro and small business where its down the owners to update the pages whilst having loads of other things to do. Not every small business has the capacity to employ someone to run these pages so I guess it’s easy to just not really think about it but I think it is very important, if done correctly you can really see a differences in raining awareness for your brand. 

I: The researcher would like to thank the participant for their detailed insights and will be reassured that all information that has been discussed will remain confidential. Thank you for your time. 
[bookmark: _Toc513627719]8.6 Interview Topics 

· Introduction 

· Personal background of participant 
· Company Background 
· Current business situation 
· New events in your sector  

· Main discussion 
· Tell me about your use of social media 
· Tell me about the use of a variety of platforms (fb, Twitter, Instagram etc) 

· Topics raised in literature review to be follow up Questions
· More cost-efficient vs traditional marketing techniques 
· Improves customer relationship 
· Increases customer engagement 
· A platform for brand building 
· Builds brand community via word of mouth 
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