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[bookmark: _2smoxqkdxpd8]Chapter 1: Introduction 
[bookmark: _ey43t9qy6pg8]Background context
Social media has emerged as a great platform for advertising businesses. With the passage of time, more and more people are getting engaged with social media platforms, therefore, a large audience can be reached by businesses through such sites. Statistical reports state that the expenditure on social media advertisement increased to approximately $132 billion in 2020 and the expenditure is projected to grow up to $200 billion by 2024 (Statista, 2022). The proposed research is going to explore how small and medium-sized businesses (SMEs) have been influenced by social media.
[bookmark: _nhdj5h6dq42i]Significance
Promotional activity is an integral part of marketing. However, conventional avenues for advertisements, such as billboards, banners, television and newspaper advertisements might impose high costs on businesses. According to Samuel (2017), a billboard for advertising a business to merely 700 people a day might cost as high as $1000. Furthermore, with such a traditional method, advertisers have little or no control over demographics. In contrast, social media marketing provides businesses with large exposure to potentially billions of active users in exchange for minimal costs (Statista, 2022). Figure 1 shows the perceived benefits of using social media as a marketing tool.
[image: ]
Figure 1: “Leading benefits of using social media for marketing purposes worldwide”
(Source: Statista, 2022)
Therefore, the proposed study is significant as it would explore how SMEs can benefit from cost-effective social media marketing methods. In addition, other impacts of social media on SMEs will also be investigated. 
[bookmark: _onzegw99k2gx]Purpose of the research
The purpose of the research is to explore how social media has impacted SMEs across the world. It will demonstrate the benefits of using social media as a marketing tool and other potential benefits that an SME can derive from social media sites. 
[bookmark: _bosxaqikz74e]Proposed aim and objectives
The aim of the research is to explore the impact of social media on SMEs.
The proposed research objectives are as follows
· To explore the current stance of social media marketing
· To analyse the benefits of social media marketing for businesses
· To understand the potential impact of social media on SMEs
[bookmark: _1pnzs8djx391]Proposed research questions
· What are the benefits of using social media as a marketing tool?
· What are the current trends in social media marketing?
· What is the potential impact of social media marketing on SMEs?
[bookmark: _d23qb1gkv5h3]

[bookmark: _e9ohc9rctupd]Chapter 2: Literature review 
The current stance of social media marketing
Social media marketing can be defined as an e-Marketing tool that uses different social media networks to achieve marketing objectives. Social media is becoming an increasingly popular way of reaching target customers. A recent survey conducted across 29 countries discovered that 83% of marketers in these countries are using social media as a marketing tool (Statista, 2022). As per recent trends, Facebook is the most used platform used for advertising businesses. Perhaps the humongous number of active users made Facebook the most popular social media advertisement platform (Statista, 2022). As per the reports by Lal (2022), the investment in paid social media ad campaigns has increased by 19% in the fourth quarter of 2022. However, the author highlighted that the ‘click-through rate (CTR)’ has declined by 0.93% in the running year. Nevertheless, businesses have maintained their social media ad spending as the overall engagement of the audience with paid social media campaigns has remained fairly stable over time. 
Benefits of social media for business
There are multiple benefits of using social media for businesses. The benefit most spoken about is the reach businesses can get from using social media. According to Dixon (2022), there are nearly 4.26 billion active social media users as of now. It implies that a business can potentially reach billions of users through social media ad campaigns, even beyond international borders. The second most important factor is cost-effectiveness. Olenski (2016) maintains that content marketing on social media can generate nearly 3 times as many leads while it costs nearly 62% less compared to traditional outbound marketing. Large exposure and cost-effectiveness are the two most important factors to consider when speaking about the benefits of social media marketing.
The potential impact of social media on SMEs
As mentioned in the previous sector, social media marketing has greatly reduced the cost of marketing while increasing the reach of businesses. Considering the limited amount of resources available to SMEs, social media marketing can help them get a larger reach while enabling them to channelise their saved resources to other operational activities. In addition, Fong and Yazdanifard (2014) state that SMEs can benefit from “electronic world-of-mouth” (eWOM) generated by social media advertising. As per the authors, eWOM creates a potential for exponential growth in the market by creating peer-to-peer influence. Consequently, SMEs, especially those who are new to the market can easily obtain consumer trust and propagate their businesses. Another key advantage of social media marketing is the ease of doing market research. The digital footprint left by consumers greatly enhances the chances for successful target marketing (Family lives, 2022). 
[bookmark: _tl8hxl8zo01b]

[bookmark: _hper8bunud1o]Chapter 3: Research methods and methodology 
[bookmark: _xvbt9rlfzbzf]Research Philosophy 
As per the formal definitions, research philosophy is a belief regarding how data should be collected for a study. Three categories of research philosophy are positivism, interpretivism, pragmatism, and realism (Research methodology, 2022). In the proposed research, a pragmatism research philosophy is going to be used.  Pragmatism research philosophy argues that experience is required in order to ascribe meaning to an event. In the case of the proposed research, pragmatism research philosophy would allow the integration of multiple methods, such as qualitative and quantitative methods (Dudoviskiy, 2022). 
[bookmark: _xbgvxsaovpry]Research paradigm 
By definition, a research paradigm is an approach or a pattern that should be followed to conduct research. Some examples of research paradigms are the “positivist paradigm, interpretivism paradigm, constructivist paradigm, pragmatist paradigm” and so on. In the case of the proposed pragmatist research paradigm will be used. A pragmatism research paradigm will be used in this case to help incorporate mixed methodology in the study. 
[bookmark: _3resg8m2g5hu]Research approach 
As per the definitions, the research approach is a general plan regarding how a study should be conducted. There are three distinct categories of research approach, such as deductive, inductive, and abductive approach (Research methodology, 2022). In the case of the proposed research, the researcher will use a deductive approach. The adoption of a deductive approach will allow the researcher to establish a causal link between the concepts and variables. A limitation of the deductive approach is that it limits the scope of the researcher’s creativity.
[bookmark: _bvl48utgjmd]Research Methodology 
The anticipated research will use a mixed methodology. In other words, the researcher will conduct both qualitative and quantitative data collection. Qualitative data includes non-numeric information while quantitative data includes numeric data. In this case, the use of a mixed methodology would allow the researcher to fully explore the research topic from different perspectives (Regnault et al., 2018).  
[bookmark: _g472x2ydrqrw]Research strategy 
The research will use both primary and secondary research strategies. In the case of the primary research, an online survey will be accomplished. An advantage of a survey is that it allows the collection of data from a comparatively larger population compared to the qualitative method (Jones et al., 2013). On the other hand, the secondary data will be collected using a Boolean search strategy. The boolean search strategy is a technique that involves the usage of Boolean operators to combine two or more key phrases and terms to retrieve relevant search results. It will help curtail the time required to sort the most useful data for the research. 
[bookmark: _q738m6q7gca8]Sampling methods and tools
For the survey, a random sampling technique will be employed. The use of a random sampling technique will allow the researcher to eliminate the risk of the incorporation of personal bias while choosing subjects for the study. On the other hand, the articles for the secondary research will be selected based on certain inclusion-exclusion criteria. According to Patino and Ferreira (2018), the use of inclusion-exclusion criteria will help in filtering out the most relevant sources of information for secondary research. 
[bookmark: _9wjfxlu9ckza]Data interpretation and analysis
The primary data will be analysed using a frequency calculation technique. On the other hand, thematic analysis will be recruited for analysing the secondary information. The thematic analysis would help in identifying patterns within the secondary data, thereby facilitating the process of reaching a conclusion. 
[bookmark: _w4egk4rcv3e4]Timeline
[image: ]
Figure 2: Research timeline
(Source: Created by the learner)
[bookmark: _gbwsqhdt9dj6]Ethical consideration 
As the research will involve human participants, it is imperative to highlight the ethical considerations. In the case of the primary research, the participants will be thoroughly informed about the research objectives and the steps in the research. Informed consent will be obtained from each of the participants. The researcher will comply with the “Data Protection Act 2018” which regulates the use of personal information. After the completion of the research, personal information will be disposed of. The data will be solely accessible to the researcher. 
[bookmark: _yw5nq3iyp9fd]

[bookmark: _ri6ufqumx9qw]Chapter 4: Conclusion
The report has included a plan for research. The purpose of the proposed research ins to investigate the impact of social media marketing on SMEs. Upon successful completion, the research will act as an important source of information for small-scale business owners and scholars who want to carry out research on a similar topic. 
[bookmark: _76xeutil5yb9]
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