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[bookmark: _hltl3x5cm0ji][bookmark: _Toc129697945]Introduction
The following research has been constructed based on a comparative study to determine the effectiveness of social networks versus traditional word-of-mouth marketing specifically undertaking the case of Burberry. The most interesting aspect of this topic is that the context of social networks has been considered in comparison with traditional word-of-mouth, which is one of the most talked about topics among marketers (Donthu et al. 2021). It has been identified that social networking is increasing in today's business marketplace, which is allowing organisations to market their products effectively to a wide range of populations within no time. Through social media channels such as Instagram, Facebook, YouTube, Twitter, and significant others. However, traditional word-of-mouth refers to the performance of the organisational products that would take time majorly (Mihardjo et al. 2019).
Marketing efforts have a specific goal in mind. The procedure for developing marketing significantly allows an organisation to improve its prospect in the marketplace (Nam et al. 2021). On the other hand, it is a little more complicated. Connecting with the intended audience is far more complex compared to; however, due to the 21st century, due to the ever-evolving upsurge of apps as well as social media platforms has increased the prospect of an area for a business organisation to market their product. Thus, marketing can significantly gain a wide perspective on the market along with marketing their products (Athwal et al. 2019).
The motivation for taking this research topic is due to the fact, as marketing has become extensively important for a maximum of organisations. Moreover, social media marketing, as well as traditional marketing, are the two most important aspects that are considered by most organisations to improve their profitability as well as positioning in the marketplace. This can significantly increase revenue as well as brand value (Chatterjee and Kar, 2020). Therefore, the researcher has focused on considering the case of Burberry as an organisation along with determining social networks along with traditional word-of-mouth to be the main topic of concern for the study.
[bookmark: _xovumuhckskw][bookmark: _Toc129697946]Research questions 
1. What is the role of social media in effective marketing?
2. How are social networks different from traditional word-of-mouth?
3. What is the impact of social media marketing activities on Burberry’s profitability?
[bookmark: _4fp6451afwee][bookmark: _Toc129697947]Main body
[bookmark: _39obpbdn32sz][bookmark: _Toc129697948]Methodology
Research methodology is a methodological structure used to resolve the researchers conducting the research using the most viable methods while adhering to the purpose and goal of the study (Wohlin and Runeson, 2021). The research methodology addresses the context of why, what and how of the research topic. The methodology allowed the researcher to document the research accurately along with allowing the most viable methods to understand the approach and methods used in the research (Suen et al. 2020). Apart from this, with methodology, the researcher can explain the approach and reasoning about the research context along with an appropriate aspect of the research.
In order to construct a research methodology, it is essential that the researcher should focus on the most critical context of the research that researches strategies qualitative and qualitative that can instruct the entire research area. The gathering in analysing of spoken or written faces and text constitutes qualitative research (Archibald et al. 2019). While conducting data analysis such as studying the view of an event in a particular context, or brand, the researcher typically employs qualitative methods. The data is collected primarily through interview sessions, findings, and existing secondary sources. On the other hand, in the quantitative method, the researcher collects, quantifies, and analyses numerical information gathered from a variety of respondents (Donaires et al. 2023). 
This method is primarily used to validate anything using data and statistics, surveys, data sets, and records are used to collect information. In reference to the understanding about the entire research strategies, it can be stated that the researcher would significantly focus on qualitative research that helps in observing the true feelings of the research topic (Braun et al. 2021). Along with exploring the attitude and behaviour, the qualitative research would assist the researcher to have an encouraged discussion with flexibility that can lead to the accuracy of research interpretation and explanation.
Referring to the understanding of the entire methodology, research onion is one of the ways through which the researcher can lay out an appropriate structure of the methodology. In this connection, the research onion refers to significantly different layers that start from the outer layer towards the inward layer. Referring to that, the layer starts from the “research philosophy”, “research approach”, “research strategy”, “choices”, “time horizon” and “technique and procedures” (Alturki, 2021).
With the support of a qualitative research strategy researcher would focus on interpretivism research philosophy, inductive research approach, along with descriptive research design. All of these approaches would offer the researcher a wide range of prospects to gain data to answer the research questions and objectives efficiently.
[bookmark: _39mst9qql514][bookmark: _Toc129697949]Aims and objectives 
Aim
The aim of this research is to determine the effectiveness of social networks versus traditional word-of-mouth marketing in Burberry 
Objectives
· To determine the role of social media in effective marketing
· To analyse the differences between social networks and traditional word-of-mouth
· To identify the impact of social media marketing activities on Burberry’s profitability.
The main issue of this research is to develop a comparative study to determine the effectiveness of social networks versus the traditional word of mouth in marketing. This research proposal wants to achieve an increase in social consciousness and a clear picture regarding the use of social networks and traditional word of mouth while marketing. 
The main questions that the research wants to find are 
· What is the role of social media in effective marketing?
· How are social networks different from that traditional word-of-mouth?
· What is the impact of social media marketing activities on Burberry’s profitability?
This research will be able to develop a comparison between that social network versus the traditional word-of-mouth marketing and find out the effective one which is necessary for effective marketing. 
[bookmark: _i9pxbg38mx0n][bookmark: _Toc129697950]Literature review 
Impact of social media on effective marketing 
Social media marketing is a process of target marketing that includes advertising for enhancing business efficiency. It helps to develop maximum brand awareness to the target audience and thus, being a cost-effective strategy (Chen and Lin, 2019). This strategy also helps to reduce operating costs and enhance the profit margin of the business. Presently, social media marketing is one of the most essential aspects that helps to build a strong brand recognition in the global market. For developing any social media marketing, companies can choose a platform such as website, Facebook, Instagram, LinkedIn, Twitter for developing marketing in the global market (Aji et al. 2020). Social media marketing not only improves awareness but also promotes customer services, thus, it helps to understand the competitiveness in the global market, engages audiences and boosts website traffic. With the implementation of social media marketing, a company can connect easily with the customer and understand their needs. The feedback from the customer through this channel helps a company to minimise their mistakes that help to improve their performance (Ebrahim, 2020). Hence, it can be said that social media marketing has great power to regulate business effectiveness in an open platform. 
Differences between social networks and traditional word-of-mouth in marketing 
Every marketing strategy has a clear mission, vision and goal.  Social media marketing and the traditional marketing process both are focused on the target audience for developing their business on an international platform (Ajina, 2019). For understanding the differences between social media marketing and traditional word-of-mouth marketing, it is important to understand both the concepts clearly. Traditional marketing is mainly referred to as an offline marketing strategy, which was developed before the "advent of the Internet" (Sidharta et al. 2021). Traditional marketing has some specific practices and strategies that helps to build strong marketing with the help of newspapers, magazines, door-to-door fliers, television and radio advertisements. On the other hand, social media marketing is an aspect that is known as digital marketing which uses the internet for developing the marketing approach. In the strategy, a company can use their website and several social media platforms such as Facebook, Twitter, LinkedIn, Instagram for developing its business by engaging customers from the global market. These two concepts when used together, the company is able to build a comprehensive strategy that helps to reach maximum profit with the engagement of customers (Bartsch et al. 2022). However, it can be said that social media marketing is more fluid and engages a large number of customers; whereas, traditional marketing is usually more static that is able to connect with a small region of the audience. 
6Ps marketing theory for developing effective marketing style 
An effective marketing strategy can be understood with the implementation of 6Ps marketing theory. The 6Ps theory includes production, price, promotion, people, and presentation (Wathanakom and Juicharoen, 2023). The integration of this theory helps to understand the effective growth in marketing strategy with the help of social media and traditional marketing. 
Research limitations 
The following research has been constructed based on the impact of social media and effective marketing along with the different contexts of social networking and traditional word-of-mouth. However, the following literature has not focused on the possible benefits of an organisation that can gain social media marketing effectiveness. This context comes out to be a limitation of this study which would be further evaluated through this research topic.
[bookmark: _n4hq98bhsmm0][bookmark: _Toc129697951]Ethical consideration 
This research proposal will be developed by consideration of all the ethical factors. It is important to maintain ethical considerations for the relevancy of the research paper. This research proposal will maintain ethical measures while collecting the data from secondary sources. For the development of the research, this research will use secondary qualitative data for completing the research work. The study will collect authentic journal articles from Google Scholar, which are relevant to the specific topic. The websites that will be used in this research are also authentic and relevant. This research will also maintain the Data Privacy Act 2018 (GOV.UK, 2018). Moreover, this study will also maintain the guidelines of the university and the confidentiality of collected data from different sources. Furthermore, the issues of plagiarism will be maintained in this study. 
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From the above discussion, it can be concluded that this research proposal helps to understand that concept of social media marketing and the traditional word-of-mouth of marketing. This study is expected to analyse the differences between social networks and traditional word-of-mouth in the present days that helps to increase social consciousness. Moreover, the impact of social media marketing activities on Burberry’s profitability is also understood in this study. For developing research, this study will use the secondary qualitative data that are essential for conducting the research. 
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