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[bookmark: _GoBack]Analysis of the effect social media has had on marketing in tourism
Literature review 
Social media enables firms to communicate with their customers and also allows customers to communicate with each other. Mangold and Faulds (2009). Social media has developed the way we communicate and helps us to get to grips with what is going on in the world. According to Torres, 2010, he found that “recent research from Google has shown that 84% of leisure travellers used the Internet as a planning resource”. One might like to think that holidays may not be as popular if everything had to be done in store or over the phone should social media not exist as nobody would hear about holidays other than word of mouth or other forms of marketing which within this era may not be as popular a form of marketing as people are glued to their phones more than ever with the average person checking their phone 85 times a day according to the daily mail. Social media marketing is one that is so easy for companies to target clients, and they do this through means of people base marketing. People-Based Marketing is one of, if not the most targeting and powerful type of Behavioural Marketing, relying on the combination of behavioural data and user identification. As opposed to Behavioural Marketing, which takes a reactive approach to user behaviour, People-Based Marketing allows brands to become proactive creating a marketing strategy that’s ready to meet the user with whatever they chooses to engage with on the internet for instance if a customer was looking up flights to Venice on sky scanner, deals on flights to Venice would then pop up in advertisements on their social media. A successful strategy of this is usually down to three key elements which are Identification, Data, and Automation. In 2016 it was reported that a minimal 19% now book their holidays inside travel agents where the past figure was 57% in 2006, the reason for the huge drop is down to advancement in the internet  (express 2016) and due to this Thomas cook closed 195 stores impacting the jobs of over 2500 people within Britain 




Background 
The researcher will be conducting this research to show that social media marketing is fully alive and kicking as this assignment will provide readers how tourism operators in Britain and across the globe will be able to target customers and business, which in figure 1 the reader will be able to see the types of sites used to market from B2C and B2B when asking 111 companies.
 [image: ]
Figure 1
 The reader will also be able to find the extent of how much more money and business is generated through means of social media marketing in relation to tourism. The reason for this choice is that marketing is a huge part in the way tourism organisations are able to gets guests wanting to book holidays with them and it has been made simpler since the social media boom with sites like Facebook, twitter and Instagram being at the forefront of this charge. Social media has exploded since websites like Facebook, twitter and myspace were all created in the mid 2000’s, these websites act as a platform for many things but its holding and making connections with others through social means. Websites like Facebook provide ones friends, family and colleagues with the ability to see what said user is currently up to but the purpose doesn’t stop at that, social media can also act as a platform to put messages across to clients, buyers, and employers with websites like Instagram now being able to promote products such as holidays, hotels and other extras.

Aims 
Investigating the impacts from social media on the Marketing within the tourism sector.
Objectives 
To find statistics of how many people follow the social media accounts of tourism related companies
Find what methods of marketing is viewed most/exposed to a variety of people in the Swansea area 
Find what tourism organisations marketing is seen the most
Conclude the found evidence with critical analysis 

Research methodology 
What is research? According to Sharp et al “research is seeking through methodical processes to add to one’s own body of knowledge and to that of others, by the discovery of nontrivial facts and insights.” Whereas Saunders et al says that research is the systematic collection and interpretation of information with a clear purpose to find things out. There are many ways in that research can be carried out, firstly there is qualititve which looks at the quality of the answers given and quantitive research that looks at the numerical side of research. Underlying that there are many ways in which research can be carried out and these include, questionnaires, observations, interviews, focus groups, surveys, experiments and case studies but for the purpose of this research a questionnaire seems suitable enough.
 Both theories coincide and are virtually similar and for this assignment two questionnaires will be conducted for this research with one being for customers to answer and one for businesses so that readers will get an idea about the importance of social marketing through means of social media from both sides of the coin. The questionnaire will both take a quantative approach which is numerical data or data that has or will be quantified and will be producing primary research that has not yet been collected before. 
To collect this data the researcher will be using a quantative approach where the answers from the 2 questionnaires will be counted separately firstly into individual tables. 
Risks 
There are a variety of risks that could spoil the validity of the research found and in questionnaires, and when conducting them there is no say in whether somebody is being 100% truthful with their answers as they may not find the question relevant or the question may get too personal for them for example if one of the questions was to ask what types of social media one has the person being questioned may not want somebody to know the answer to that question as they may not want somebody knowing they have specific social media accounts. Another risk regards the number of companies who may not want to participate under legal restraints from head office as the company may not be allowed to partake in such a questionnaire that discusses any activity the company is currently in so for the sake of this around 20 companies will be questioned across south wales from Cardiff to Swansea.
Limitations
One may find that there could be certain limitations within this research first of all finding the amount of people who are willing to talk about their activity on social media as this is a personal question some people may not want to answer, not only for customers but businesses may also not want to give away any strategies that may help other businesses in the future. Other limitations include whether the questionnaire is well executed or whether it is poor, maybe for the people answering to understand or the people reading the research, to avoid this one could simply ask for a friend, college or lecturer to evaluate their questionnaire and see if it is at least understandable for them to know others will also understand the questions.



Ethical and legal issues
There are a variety of ethical procedures to consider when carrying out questionnaires and ethics are the norms that we would consider when carrying out research with people involved to distinguish what is right from what is wrong. For the sake of this research the questionnaires will be closed and completely anonymous. Questions will meet the aims and participants will be happy knowing any information they would give would be safe complying with any legal legislation that states all information must be kept private and not shared. 

Analysing questionnaires
When analysing questionnaires it is important that the numbers are correct so that the research is valid as one wrong turn could take a piece of research from being 100% correct to being 100% wrong. After collecting all of the questionnaires presumably about 20 from businesses and 100 from the general public the researcher will create a table per question which would be ten tables each for both sets of results with the question headlining the table and will then move on to showing a tally of these results to which for the business questionnaire every table should have 20 results and every general public table should obtain 100 results. In the last column of the table there will be a section designated to th total number for each question answered which will make viewing the results much easier as the reader will be able to see in figure 2.
	[bookmark: _Hlk507973208]Do you often see advertisements regarding anything in the form of tourism (e.g flights, holidays, hotels, resorts) in the form of a video on your social media accounts? (e.g. Facebook, Twitter, Youtube)
	Tally
	Total 

	Yes
	|||| |||| |||| |||| |||| |||| |||| |||| |||| |||| |||| |||| |||| ||||         
	70

	No
	|||| |||| |||| |||| |||| ||||   
	30

	Not aware
	
	0



Figure 2
The next step the researcher will take will be to create diagrams to show these results within diagrams like pie charts, bar charts and line graphs. Please see below for an example of a bar chart. 

Figure 3
In figure 3 the reader will see a bar chart which shows the findings from figure 2. In the bar chart going up the Y axis will be the number of people who answer the questionnaire and along the X axis will be the answer that is given. This is just one of the forms of diagrams that will be used to show the research found. 
The last stage of evaluating answers is to conclude any findings and write a short paragraph for each question minimum of four lines just to discus why the researcher believes this answer to be correct or wrong and this will help readers to get a better understanding of the research and why it is valid. Not only will the researcher be looking at the whys for why the answers that were given were given but will also be looking at the reasons why some answers may not have been given for some questions if any wasn’t answered. 
Example questions for general public
Question 1
Do you use social media?
Yes
No
Prefer not to say

Question 2 
Do you often see advertisements regarding anything in the form of tourism (e.g flights, holidays, hotels, resorts) in the form of a video on your social media accounts? (e.g. Facebook, Twitter, Youtube)
Yes
No

Question 3 
What sort of tourism related companies do you see the most?




Question 4 
How many times a day do you see social media marketing from tourism related companies?
Once a day
Twice a day 
Three+ times a day
Never

where else do you see marketing for tourism companies?



example questions for businesses 
question 1 
Is your company involved in any social media campaigns?
Yes
No 
Cannot say/unaware

Question 2 
Is your branch responsible for any social media marketing?
Yes 
No
Cannot say/unaware 

Question 3 
What social media platforms does your company/Branch operate with? (one words answers)



Question 4 
Are there any other forms of marketing your store participates in?



Question 5
How successful would you say social media marketing has been for your company on a scale of one to five? (one being the lowest, five being the highest?
1
2
3
4
5
Research onion
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Figure 4 The research ‘onion’ shows the steps of planning, collecting and analysing data.
Source: © Mark Saunders, Philip Lewis and Adrian Thornhill 2007
Gant Chart
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