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ABSTRACT
Social media marketing is an exploitation of different digital platforms where companies share the product or service details to the target customers so that they can know current and upcoming offers from the brand. It is playing a major role for the SMEs because using social media marketing helps in promoting the business in market and improving customer base as well. Also, it is important to analyse the benefits of social media marketing on the business so that enhanced results can be attained.
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CHAPTER 1: INTRODUCTION

Background of the organisation

Social media marketing is the use of social media platforms to share information and build social networks for increasing the sales and building the brand image of the company. It also provides firm a mode to engage with the existing customers and also to reach the new customers. In today's world social media plays an important role in marketing as it assist company in building relationships with the consumers(Evans, Bratton and McKee, 2021). Along with limited barriers to enter in the market small businesses are at beginning stage of using social media platforms for the purpose of marketing. But there are many small business who struggles in using social media and they don't have any strategy for going into social media marketing. Without having a proper knowledge of social media marketing the companies will not able to engage the consumers(Chatterjee and Kar, 2020). The main objective of conductive this research is to find out the impacts of social media marketing on Odontorium Products Inc.(OPI) an American nail polish Company. OPI is a small nail polish company which was established in the year 1981 as a small dental supply company by George Schaeffer. But later the company closed dental sales and focused properly on nail products. The company's headquarters are situated in Calabasas, California.     

Problem Statement

Social media marketing helps the company to take use of social media platforms to attract the consumers and attract consumers. But along there are many positive as well as negative impacts of social media marketing which can effect company's business negatively which can make it difficult for the small companies to meet the goals of the company. So it is important for the company to determine the strategies which will help them to use social media to interact with the consumers and to deal with the negative impacts caused by social media marketing

Research Aims and Objectives
Aims:
The aim of the research is to analysis of the impact of social media marketing on SMEs. A case study on Odontorium Products Inc.(OPI)
Objectives:
· To analyse the impact of social media marketing on SMEs.
· To identify various strategies used by the managers of O.P.I to get competitive advantage in the marketplace.

· To evaluate the problems that faced by the leaders of O.P.I while utilising social media marketing strategy on small businesses.

Research Questions
· What are the impact of social media marketing on SMEs?
· What are the competitive benefits in marketplace used by the leaders of O.P.I?

· What are the problems faced by the O.P.I at the time of using social media marketing strategies on SMEs?
Rationale of the research 

The main purpose to conduct the current research is ton identify the the impacts of social media marketing on SMEs. While preparing this research two perspectives would be fulfilled one is personal and other one is professional perspective. In personal perspective this investigation will help in building critical and analytical skills which will help the researcher in doing future projects. Whereas in professional perspective the research will help in gaining the sufficient knowledge related to social media marketing. 

Methodology of the research 

For conducting the current investigation research is using Onion framework to collect the information. The research is based on both primary and secondary information and quantitative data collection method is used in which questionnaire will be made to collect data the sample size of the research is 30.

Scope of the research

The scope of this research is wider as this will help the companies to make aware about the impacts of social media marketing and will suggest some strategies which can be used to overcome the negative impacts of the social media marketing which will help in the future projects. 

Structure of the Dissertation
Introduction: This section dissertation is based on the important parts of the research it defines the selected topic in a systematic manner. In this investigation the introduction includes the background of the research, problem statement, aim and objectives, research questions, rationale of the research, scope of the research, methodology and structure of the research.
Literature Review: This chapter of the research involves collection of second hand information on the research topic this section the knowledge of the reader related to the selected topic.
Research Methodology: this chapter of research methodology provides the information related to the different methods used in the current investigation which used for collecting the data in the current study.
Data Analysis and Findings: this section of the investigation focuses on the findings of the research. In the present research researcher is using questionnaire to collect the information. 
Conclusion and Recommendation: this section of the research gives the short summary about the research  and recommendation part provides strategy to the readers related to the research topic. 

Summary 

Introduction helps in catching the readers attention towards the research as it contains complete overview of the research. This chapter of introduction demonstrates the researcher authority on the topic they are writing on. This parts helps the readers to get the overview of the overall research on what aims and objectives the research is based upon. 

CHAPTER 2: LITERATURE REVIEW
Literature review is a summary of previous research on the related topic the literature review surveys books, scholar articles and many other sources which are related to the area of research. Literature review helps readers to understand the topic more clearly and also assist them to determine the nature of the research. 

impact of social media marketing on SMEs.
As per the view point of (Tajvidi and Karami, 2021)Social media marketing changed the traditional techniques of marketing. It changed print media into electronic media as the search engine algorithms evolved owners of the websites constantly updates their website to keep it updated with the current and relevant information in today's world social media platforms like Instagram, Facebook, twitter, Snapchat etc. social media marketing helps the business to make their consumer loyal towards their work(Ebrahim, 2020). It also make the communication between consumer and company easier as now on social media platforms consumers can reach out to their company easily and can also provide real-time feedback about the product or service they are using of that particular company. Social media platforms give small business a mode to interact with the consumers and increase brand awareness of their products in the market. Social media marketing assists the SMEs to promote their products or services to their target audience. Social media platforms allows SMEs to promote their brand across the world by crossing their national boundaries(Eid, Abdelmoety and Agag, 2019). It heps the small business to serve their products services all over the world and diversify their customer base. For small businesses social media marketing is coming as cost effective and efficient marketing mode. 


As per the view point of (Chen and Lin, 2019)in today's world social media marketing is very essential for the small businesses by taking help of social media platforms small companies can expand their business. But there are many small business which do not have proper strategy to begin social media marketing. Use of social media marketing can help small business in many ways such as it will assist in increasing the brand awareness of the company as nicely executed social media strategy can lead in enhancing the viability of the company among consumers. With the help of social media marketing small companies can better understand their consumers as it will help the firm in knowing the needs, desires and behaviours of the customers(Aji, Nadhila and Sanny, 2020). This marketing technique will also help the small business in knowing their competitors better by knowing that what's working for them and what isn't working for them. As the competitors data can be helpful in creating a good social media marketing strategy. 

Various strategies used by the managers of O.P.I to get competitive advantage in the marketplace


According to the view point of (Macready, 2022) there are many strategies that are used by O.P.I. to gain the competitive advantage in the marketplace such as By defining the goal and objectives. As shaping goal and objectives can help the marketers to improve success in social media marketing. Having proper goals in social media marketing will help in measuring the success of the marketing efforts. The another strategy is identifying the target audience. It is important for the organisation to identify the target audience as once the marketers identified their target audience(Ceyhan, 2019). The can easily know what the audience wants and what types of promoting medium will work to attract the target audience. Selecting the right platform is also necessary to gain competitive advantage as different consumers use different social media platforms so it is necessary for the company to identify what social media platform will be better to attract target audience. Major social media platforms includes Instagram, Facebook, LinkedIn and Snapchat and these are the platforms which are used by majority of the audience. But Pinterest and YouTube are also very popular when its coming about promoting offerings and advertising. The company need to be active on their social media page and publish content consistently to to strengthen the brand and build customer loyalty. 


As per the view point of (Malesev and Cherry, 2021) to gain the competitive advantage in the m,market the company adopted various strategies such as selected the relevant and realistic goal for social media marketing as setting strategic goal will help in the progress of the business. This is one of the major problem which is faced by the many small businesses who are using social media platform. Setting relevant goal is important for small business for increasing their sales. Another strategy is to make smart goals, the company need to assure that there goals are smart. Audience likes company's goal which have some meaning as the business goals are set to attract more and more consumers towards the brand so the company need to ensure that the goal is measurable, relevant, specific, time-bound and attainable.  The company need to decide who they want as there social media audience. That is of no point having the followers who don't take interest in the content company share(Eze, Chinedu-Eze and Bello, 2020). That is a big problem for company having fake followers. These follower don't engage with firms account and many of them are not even real and they are not even invest money in company's products. So the company need to target the right audience to gain competitor advantage in marketplace.

Problem that faced by the leaders of O.P.I while utilising social media marketing strategy on small businesses

According to the views of (Frost, 2022) there are many problems that are faced by the company in utilising social media marketing. As signing up in social media accounts make the business introduce thousands of people but this not simple, creating an account doesn't means that the sales would be increased. These problems tempt the businesses to delete their account and focus on tradition promotion techniques(Ali Qalati and et.al, 2020). The problem that firm face in social media marketing strategy are: establishing a budget is a big problem for firms as small businesses does not have any idea that how much money they should invest in social media marketing. Some small businesses spend half of there profits in promoting their brand online so this is a big problem for the organisations. 


As per the views of (Qalati and et.al, 2021)growing technology creates problems in social media marketing for companies there are many problems that a company faces in social media marketing such as creating content. Creation of high quality content on daily basis will assist the company to reduce many challenges  that small business is facing. This is one of the biggest challenge that company faces as not having quality content will not attract the audience towards the firm(Basri, 2020). The another problem that company faces is creating quality content. As when the firm establish their social media profile the company start getting some known followers but for attracting the consumer from all over the world they need to post relevant contents through informative blog posts, entertain videos and branded photo content. 

Summary 

It has been summarised from the above given information that there are many impacts which are caused by social marketing. This marketing techniques help the company in attracting the target audience not only in the established country but all over the world. There are many strategies which company adopted such as identifying right audience, selecting right social media platforms and these strategies help the company in for there growth and to achieve competitive advantage. 
CHAPTER 3: RESEARCH METHODS & METHODOLOGIES

3.1: Introduction 
Research methodology is the process of identifying, analysing and interpreting data of the study. This chapter in the methodology plays a vital role as it helps in gathering and analysing the data as per the chosen topic (Gupta and Gupta, 2022). The readers of the study are also interested in this section as it helps them to recognise the overall validity and reliability of the investigation. 
3.2: Philosophical position of the research 
Research philosophy is that technique in the research methodology that helps in knowing the phenomenon of the study. With the use of the phenomenon data for the study is gathered and analysed. There are three types of research philosophy that are positivism, interpretivism and realism (Bruce, Pope and Stanistreet, 2018). As per the current investigation, investigator has opted positivism research philosophy. This is because through this objective data about the impact pf social media marketing is gathered in effective manner. This section also helps in knowing the pattern and trend of the subject in accurate way. 
3.3: Paradigm position of the research 
Research paradigm is the strategy that provide an understanding about the way through which research for the study is to be conducted. There are three types of research paradigm that are ontology, Epistemology and axiology. According to the current research, investigator has selected Epistemology research (Blaikie, 2018). The main reason for this is help to study acquiring factual knowledge about the impact of social media on organisation. With the use of this paradigm researcher gather to know the actual reality of the study. 
3.4: Position of Research Approach 
Research approach is the strategy that assist in analysing the solution of the research problem. There are two types of research approaches that are inductive and deductive. In the present investigation, investigator has chosen deductive research approach (Alpi and Evans, 2019). This is because it helps in acquiring the solution with the use of numerical information. This method also helps in analysing the relationship between social media marketing and organisational performance of SME.

3.5: Methodological stance of the Research 
Research method is the process of selecting right tool and method for the collecting and measuring information. Research methods are of three types that are quantitative, qualitative and mixed method. In the current study, researcher has selected quantitative research method for carrying the research (Bloomfield and Fisher, 2019). This is because it is the process of acquiring numerical data that helps in maintaining the validity of the research. Quantitative research method is also one of the effective technique of maintaining the reliability of the investigation. 
3.6: Stance of the Research Strategy and Design
In the current study survey research strategy is used for gathering data for the study. This is because with the help of this large numerical data is gathered from wider population. It is also one of the cost effective and time consuming method (Grove and Gray, 2018).
3.7: Research Sample and Population
In the present research, the sampling method that is used is probability sampling. Further, in that investigator has opted for simple random sampling (Ledford and Gast, 2018). The main reason for this is it take out the sample in fair and equivalent manner. The sample size for the study was 30 employees from O.P.I.
3.8: Data Collection and Data Analysis Tools/Techniques 
There are two data collection technique that are primary and secondary. As per the study, investigator has chosen primary data collection method for the investigation. The main reason for this is it gather fresh hand information for the study (Dreyer, Macedo and Velentgas, 2019). The tool that is used for collecting primary data was Questionnaire. A list of question is being framed to collect appropriate information. 

The data analysis technique for the present research was frequency distribution analysis. The main reason for this is it inspect numerical data in easier manner (Twenge and Joiner, 2020).
3.9: Ethical Consideration of the Research
A set of ethics that are followed in the current research was transparency, openness, voluntarily participants and credibility. With the use of this principle the current investigation is done in valuable manner (Williams and Anderson, 2018).
3.10: Summary of research methods 
In the present research quantitative research is used for achieving the aim and objective. To gather numerical data, the data collection method used by the investigator was primary and the instrument for collecting fresh information were questionnaire. In the study, with the use of frequency distribution method data is analysed to obtain useful information. The sampling method was probability sampling and the sample size was 30 employees. 

CHAPTER 4: DATA ANALYSIS AND FINDINGS

Data analysis is the most important part of any research. As it summarises the collected. This chapter of data analysis consist of interpretation of gathered data with the use of logical and analytical reasoning for determining the patterns.

Frequency Distribution
	Q1) Are you aware with the concept of social media marketing?
	 Frequency 

	a) Yes
	26

	b) No
	4

	Q2) Do you think that social media marketing is important for SMEs?
	Frequency

	a) Yes
	23

	b) No
	7

	Q3) According to you in what way social media marketing affect Odontorium Products Inc.(OPI) growth ?
	Frequency

	a) Positive
	16

	b) Negative
	3

	c) Neutral 
	11

	Q4 what are the role of social media marketing on consumer satisfaction of SMEs?
	Frequency

	a) Use of social media tool to resolve customers questions
	7

	b) 24/7 access
	13

	c) flexible communication
	6

	d) Building and maintaining trust and loyalty 
	4

	Q5) As per your view point, what are the positive impacts of social media marketing on Odontorium Products Inc.(OPI) productivity and performance?
	Frequency

	a) Increase in Sales 
	15

	b) Build Brand Awareness 
	8

	c) Increase customer engagement 
	3

	d) enhances website traffic
	4

	Q6)  What are the challenges faced by the leaders of O.P.I in implementing social media strategies?
	Frequency

	a) Lack of understanding 
	3

	b) identifying right platform  
	14

	c) small audience market 
	5

	d) Content Creation
	8

	Q7)What are the various social media marketing strategies used by the managers of O.P.I to get competitive advantage in the marketplace?

	Frequency

	a) identifying right audience 
	12

	b) using market trends 
	6

	c) creating smart goals  
	7

	d) using social media tools 
	5

	Q8) what are the benefits of social media marketing for SMEs in increasing their market performance?
	Frequency

	a) cut down market cost 
	3

	b) delivers improved customer service
	8

	c) increase target market knowledge 
	5

	d) build firms Brand image
	14

	Q9) What issues O.P.I. Faces due to ineffective social media marketing?
	Frequency

	a) lack of engagement with followers 
	6

	b) negative feedback
	16

	c) need to heavily rely on advertisements 
	5

	d)  decrease in sales 
	3


Findings

Table 1:
	Q1) Are you aware with the concept of social media marketing?
	 Frequency 

	a) Yes
	26

	b) No
	4


[image: image1.emf]6

16

5

3

a) lack of engagement with fol-

lowers 

b) negative feedback

c) need to heavily rely on 

advertisements 

d)  decrease in sales 


Interpretation – from the above information it has been seen that from 30 respondents 26 are aware about social media marketing(Prasad and Saigal, 2019). As per their responses social media is a p[art of digital marketing which uses social media platform as marketing tool and it also helps the audience to connect with brands whereas 4 respondents are unaware about the concept of social media marketing. 

Table 2:
	Q2) Do you think that social media marketing is important for SMEs?
	Frequency

	a) Yes
	23

	b) No
	7
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Interpretation – as per the above table from the 30 respondents 23 participants thinks that social media marketing is important for SMEs as social media marketing helps the SMEs in connecting with the potential consumers who are interested in the firms product and services(Infante and Mardikaningsih, 2022). 7 respondents don't think that social media marketing  is important for the small and medium enterprises. 

Table 3:
	Q3) According to you in what way social media marketing affect Odontorium Products Inc.(OPI) growth ?
	Frequency

	a) Positive
	16

	b) Negative
	3

	c) Neutral 
	11
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Interpretation -  as per the above table from 30 selected participants 16 people thinks that social media marketing affects the growth of O.P.I. In positive manner as it assist the consumers to get more power on the brand, 3 people thinks that it affects company's growth in negative whereas 11 respondents have there neutral decision on this(Voramontri and Klieb, 2019). 

Table 4:
	Q4 what are the role of social media marketing on consumer satisfaction of SMEs?
	Frequency

	a) Use of social media tool to resolve customers questions
	7

	b) 24/7 access
	13

	c) flexible communication
	6

	d) Building and maintaining trust and loyalty 
	4
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Interpretation – from that above table it has been seen that from selected participants 7 respondents thinks that using social media tool to resolve the customer question helps the company improving customer satisfaction among the audience(Man and Rahman, 2019). 13 people thinks 24/7 access to social media platforms make it easy for them to look at the products and services anytime whenever they want helps the SMEs in improving the customer satisfaction, 6 respondents says that flexible communication between organisation and consumers helps in improving the customer satisfaction and 4 respondents says that building and maintaining trust and loyalty with the customers helps the SMEs in improving the customers satisfaction(Lou and Yuan, 2019). 

Table 5:
	Q5) As per your view point, what are the positive impacts of social media marketing on Odontorium Products Inc.(OPI) productivity and performance?
	Frequency

	a) Increase in Sales 
	15

	b) Build Brand Awareness 
	8

	c) Increase customer engagement 
	3

	d) enhances website traffic
	4
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Interpretation -  the above data shows that from the 30 participants, 15 people says that the positive impact of social media marketing on O.P.I. On there performance and productivity is that it increases the sales of the company, 8 respondents thinks that social media marketing assists in building brand awareness among the audience(Pop, Săplăcan and Alt, 2020). 3 participants tells that that it increases customer engagement within the firm and 4 people says that social media marketing helps the company in increasing traffic on the company's websites(Suryani and Margery, 2020). 

Table 6:
	Q6)  What are the challenges faced by the leaders of O.P.I in implementing social media strategies?
	Frequency

	a) Lack of understanding 
	3

	b) identifying right platform  
	14

	c) small audience market 
	5

	d) Content Creation
	8
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Interpretation – as per the above table form the 30 respondents, 3 people thinks that lack of understanding about the use of social media platforms is the main challenge that leaders of O.P.I. Face at the time of implementing social media strategies(Nurhandayani, Syarief and Najib, 2019). 14 people says that identifying the right social media platform is the biggest challenge that company faces while implementing social media strategies, 5 participants says that small audiences market in the industry of the company is a challenge for the company. Whereas 8 people thinks that creating relevant content is the challenge that company faces at the time of implementing social media strategies(Chivandi, Samuel and Muchie, 2019).

Table 7:
	Q7)What are the various social media marketing strategies used by the managers of O.P.I to get competitive advantage in the marketplace?

	Frequency

	a) identifying right audience 
	12

	b) using market trends 
	6

	c) creating smart goals  
	7

	d) using social media tools 
	5
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Interpretation – From the above table it has been seen that from the 30 respondents, 12 respondents says that identifying the right audience for the promotion of company's product and services is the best strategies that can be used by O.P.I. For gaining competitive advantage in the marketplace(Choedon and Lee, 2020). 6 people says that using market trends is a good social media marketing strategies which can help the company in gaining competitive advantage. 7 respondents thinks that creating smart goals in social media marketing is a good strategy which assist the company in gaining advantage whereas 5 participants thinks that using social media tools can help the company in gaining the competitive advantage in the market. 

Table 8:
	Q8) what are the benefits of social media marketing for SMEs in increasing their market performance?
	Frequency

	a) cut down market cost 
	3

	b) delivers improved customer service
	8

	c) increase target market knowledge 
	5

	d) build firms Brand image
	14


[image: image8.emf]23

7

a) Yes

b) No


Interpretation -  the above table shows that form the 30 respondents, 3 people thinks that cutting down marketing is the benefit of social media marketing for small and medium enterprises in increasing their performance in the market. 8 participants says that social media marketing helps in delivering improved customer services to the customers which help in enhancing their market performance(Leban and Voyer, 2020). 5 respondents says that social media marketing increases that target market knowledge of the companies which can help the companies in improving their performance in the market whereas 14 respondents among the 30 participants says that it helps the SMEs in building the brand images of the company as increased brand image will help the company in generating more sales which will help them to better their performance in the market 

Table 9:
	Q9) What issues O.P.I. Faces due to ineffective social media marketing?
	Frequency

	a) lack of engagement with followers 
	6

	b) negative feedback
	16

	c) need to heavily rely on advertisements 
	5

	d)  decrease in sales 
	3
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Interpretation -  as per the above table from the 30 respondents, 6 people says that ineffective social marketing leads to lack of company engagement with the followers. 16 respondents among the overall respondents says that ineffective social media marketing cause negative feedbacks of the consumers on the companies social media page. 5 among the all the respondents thinks that O.P.I. need to heavily rely on the their advertisement other than that, they don't have any option other than advertising in ineffective social media marketing. 3 participants says that ineffective social media marketing leads to decrease in the sales of company as ineffective marketing techniques can cause heavy loss to the company. 

Summary 

From the above interpretation it has been seen that mos of the respondents knows about the concept of social media marketing as this marketing tools helps the companies to promote their product through social media platforms most of the respondents says that social media marketing is important for the SMEs. Most of the respondents thinks that social media marketing affects the growth of O.P.I. in positive ways. From the above information it has also seen that most consumers are satisfied by social media marketing as it provides 24/7 access to them. The many respondents thinks that social media marketing helps the company in increasing their sales but as per their view point most of the respondents at the time of implementing social media marketing the major challenge faced by the company is identifying the right social media platform where they should promote their product and services but it has been seen from the interpretation that selecting the right audience is a good strategies that the company should opt in social media marketing. As per most of the respondents social media benefits the company in building their brand image which assist in increasing their performance in marketplace.
 CHAPTER: 5 RECOMMENDATION AND CONCLUSION 

Recommendation

From the above information it has been recommended that to over come the negative impacts of social media marketing in SMEs are:

· falling engagement rates and less post interactions – this problem can be resolved by accessing to the top performing posts to understand that what is important for more interactions. Company need to try to find the ordinary threads between these posts(Quesenberry, 2020). The company should focus on the content which help in trapping the followers, community and customers. They should include content based on questions, user generated content. The company should consider the influencers and collaborators to reach more audience.

· Standing against the established social competitors -  company should build promotional strategy for engaging customers(Li, Larimo and Leonidou, 2021). By establishing distinct brand voice and active employees to enhance the brand content of the company and reach beyond the social media account. 

· Losing time while movie to different social platforms -  the company should first define their priority and focus on that network by putting most of their effort there they should select the social platform as per where d they have the most meaningful interaction?which social platform is tied with most of the business goal of the company? Where would they have most meaningful interactions. They should adopt a social media tool to consolidate company's social presence and assets(Ampountolas, Shaw and James, 2019). Doing this will help the company to streamline the workflow. They should share responsibilities across company's marketing team as needed. 

· Key stakeholders don't understand social media – the company's social media team should document the impacts of social presence on business goals along with brand awareness, lead generation, customer nurturing and sales for understanding importance of social media marketing. They should highlight the relevant metrics that helped the company in last few years to reach the business goals. The team should conduct competitive analysis and market investigation to know the importance of having social presence for respective industry

· creative content ideas – they should take use of social media tools to open their conversations and by creating content that companies target audience. They ca also try trend spotting to provide head start on social media movements(Drummond, O'Toole and McGrath, 2020). Creating with creators who are performing good in their field can help in creating good content

· lack of growth, strategy and direction – social media teams should discuss their goals and expectation with the managers to make it clear that everyone is on the same page. They double-check on that they are focusing on appropriate metrics. They  should figure out publishing frequency and schedule(Song, Park and Park, 2021). Doing this will help the company in avoiding random posting.  The company should see what working and what is not working in terms of content and engagement rates. 

Conclusion

From the above investigation it has been concluded that social media makreting means use of social media tools to promote the product and services of the company. This marketing practice helps the company in enhancing their brand awareness and loyalty. This marketing tools is helpful as this tool provide companies to reach the consumers all over the world. Social media marketing is beneficial for Small and Medium enterprises as it helps them to reach large audience and to find out the right audience for their business. Social media marketing impacts the SMEs it make the consumers more loyal towards the company and makes the communication between company and customers easier. Social media marketing made it easier for the consumers to directly connect with the company. This marketing techniques assist the company in getting real time feedback about the product and service of firm. Use of social media platforms for marketing assist the business in increasing their brand awareness of their product or service in the marketplace. Social tools allows companies in promoting their product not only in the representative country but also all over the world which helps in increasing the sales of the company.

There are many challenges that firm faces in social media marketing which effects companies performance in the market. Creating an social media account doesn't means that the sales would increase automatically. Establishing budget in social media is also a big problem for the firm, creating quality content is also important in social media marketing and providing high quality content is not possible for every business on daily basis. Form the above information it has been concluded that to deal with such challenges companies adapt many strategies such as the company should define their goals and objectives before stating social media marketing. Preparing smart goals will assist the company to create quality content for the promotion of their products. Identifying the target audience is also important for an organisation so that they get returns on their posted content the company should select the right social media platform for the promotion they should select the platform where they will find maximum number of audience they are searching for. These all strategies will help them to deal with negative impacts of social media marketing.  
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Appendix:
	Q1) Are you aware with the concept of social media marketing?
a) Yes

b) No
Q2) Do you think that social media marketing is important for SMEs?
a) Yes

b) No
Q3) According to you in what way social media marketing affect Odontorium Products Inc.(OPI) growth ?
a) Positive

b) Negative

c) Neutral 
Q4 what are the role of social media marketing on consumer satisfaction of SMEs?
a) Use of social media tool to resolve customers questions

b) 24/7 access

c) flexible communication

d) Building and maintaining trust and loyalty 
Q5) As per your view point, what are the positive impacts of social media marketing on Odontorium Products Inc.(OPI) productivity and performance?
a) Increase in Sales 

b) Build Brand Awareness 

c) Increase customer engagement 

d) enhances website traffic
Q6)  What are the challenges faced by the leaders of O.P.I in implementing social media strategies?
a) Lack of understanding 

b) identifying right platform  

c) small audience market 

d) Content Creation
Q7)What are the various social media marketing strategies used by the managers of O.P.I to get competitive advantage in the marketplace?
a) identifying right audience 

b) using market trends 

c) creating smart goals  

d) using social media tools 
Q8) what are the benefits of social media marketing for SMEs in increasing their market performance?
a) cut down market cost 

b) delivers improved customer service

c) increase target market knowledge 

d) build firms Brand image
Q9) What issues O.P.I. Faces due to ineffective social media marketing?
a) lack of engagement with followers 

b) negative feedback

c) need to heavily rely on advertisements 

d)  decrease in sales 
Q10) What are your recommendations regarding impacts of social media marketing on SMEs? 
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