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Topic: Social media marketing as effective alternative for conventional marketing practices for the success of SMEs in UK: A Case Study of Emilia’s Crafted Pasta
1 [bookmark: _Toc144405952]Introduction
Marketing has become important aspect of the business organizations as letting the customers know about the products and services is the only way to have influence on their buying behaviour along with having sustainable sales for the long run (Atherton, 2019). Change in the marketing practices has been consistent in recent years as the focus of the business organizations in past was on conventional marketing tools such as TV, Newspaper and radio but the associated cost was high for the broadcasting mediums for the small and medium enterprises to manage while having financial constraints (Brink, 2017). Below the line marketing was more relevant option based on the use of referrals, positive word of mouth and email marketing but there was always a need to have two-way communication and targeted marketing practices to have more effective use of financial resources that are limited for the SMEs as compared to larger business organizations (Lal, Ismagilova, Dwivedi, & Kwayu, 2020). 	
Before the advent of the internet, small startups and SMEs faced many challenges. Some of the challenges were to maximise profits without investing in brand marketing. If customers do not know the entrepreneur's products or goods, then SME business cannot grow (Brink, 2017). This research has been an attempt to identify the patterns associated with the development of social media marketing and how they impact the growth of a business by comparing it with conventional marketing practice (Lal, Ismagilova, Dwivedi, & Kwayu, 2020). The research has been oriented to explore the crux of social media marketing and how it influenced small businesses and start-ups. As stated by Tidd and Bessant (2020) indicate that business-to-business marketing campaigns do not show positive results in revenue growth, while business-consumer marketing campaigns show positive results in revenue growth.
[bookmark: _Toc144405953]Background of the Research
Social media became a relevant option during 2004 as Facebook was the relevant application that provided required base for the marketing practices followed by other social media tools (Bartnik, 2019). Two-way communication between buyers and sellers became relevant as the result of social media platforms and targeted marketing practices also became relevant at the start of 21st century as the result of advancement of technology (Atherton, 2019). The use of social media is vital regarding the personal, commercial and every other, which requires one to connect with other people. The use of social media marketing is vital in expanding the business as it is not too costly and time taking rather, it is easy to use, and the people feel their ease in this way to execute their strategy (Razak and Latip, 2016). Social media marketing surged in 2020 as a response to the pandemic outbreak because the social distancing and the lockdowns were imposed. In such circumstances, commercial activities can be the only operative through the internet (Hajli, 2014). That was the main reason behind the surge of social media platforms. Almost 54% of the global population is connected with social media, and 71% of the global businesses use social media platforms for their marketing, and 52% post daily on their social media platforms to remain active among the customers (Owen, 2021). 
[bookmark: _Toc144405954]Significance of the Topic
In the era of digitalisation and technological advancement, accurate usage of technologies becomes an effective way to accelerate business, individual, and economic growth. The increased marketing channels and technological development has made a positive impact on the economy and revenue generation. With the best utilisation of technological and social media channels, the ordinal people play a significant role to promote products and services and in return they are earning and generating revenue. Current topic is significant not only to add value to literature but also for the academic purpose. 
[bookmark: _Toc144405955]Problem Statement
Conventional marketing which is also known as traditional marketing, is all about using familiar approaches to reach consumers through mass media and direct communication. Think billboards, TV ads, and radio jingles. The idea was to make a big impression on a lot of people, helping brands become more recognizable and influencing consumers' choices (Tuten, 2020). The basic problem in hand is to evaluate whether social media is an alternative for the SMEs or it is a value addition for the business organization to rely on. 
[bookmark: _Toc144405956]Aim and Objectives
The basic aim of the research is to evaluate whether social media is effective alternative for traditional marketing platforms or not. 
Relevant objectives for the research are:
· To evaluate the differences between social media and conventional marketing tools
· To evaluate the benefits that SMEs can get as the result of the use of social media as compared to conventional marketing platforms
· To recommend Emilia’s management about the value that social media can still add to current practices to gain more success
[bookmark: _Toc144405957]Importance of the Research
Focus of current research is to add value for the academic purpose as the research topic is not only interesting for the academic learning but to add value to current literature as well by identifying the research gap. 
[bookmark: _Toc144405958]Structure of the Research
There are five different phases of current research. Each phase is important to provide input for the next phase. First phase is to provide introduction and background information to set aim and objectives of the research and it is followed by critical review of literature to understanding relevant key terms associated with the research topic. Research methodology is the next important phase of the research that has provided a good idea about the methods that have been used for data collection and analysis. Analysis and findings are important to make sense of the data before writing conclusion to meet the set aim and objectives for current research. 


[bookmark: _Toc144405959]CHAPTER: LITERATURE REVIEW
[bookmark: _Toc144405960]Introduction
The basic purpose of the literature review is to have a good idea of the relevant key terms associated with the research topic in hand along with evaluating the relevant theories and models that are based on the findings of the researchers and scholars on related topic. Social media platform for marketing is essential and plays a vital role in enhancing the business and the revenue. However, it is applicable subject to effective policies for social media marketing (Tuten, 2020; Valos et al., 2016; Voorveld et al., 2018). There is a need to explore more about the use of social media marketing in revenue generation and the benefit an ordinary person is accruing from it. It has become the need of the hour to exploit the opportunity that shows an indication of profit and more business development. Similarly, social media for marketing is the opportunity having great potential to ripe the monetary benefits in terms of revenue. But, 
[bookmark: _Toc144405961]Conventional Marketing and Conventional Tools
Above the line (ATL) and below the line (BTL) marketing are two crucial tools for conventional marketing. ATL marketing is about going big. It involves using mass media channels like TV, radio, and print to connect with a broad audience (Pahwa, 2017). The goal is to make the brand widely known and remembered. The good thing about ATL marketing is that it can get a lot of eyeballs, but here's the catch: people are finding more ways to skip or block these ads. With DVRs, streaming services, and ad-blockers on the rise, ATL strategies might not be as effective as they used to be. 
While BTL strategies can be more engaging and measurable, some experts worry that they might not have the same impact on a larger scale. The emergence of digital marketing has stirred up debates about how well conventional tools really work. ATL marketing used to be a big deal, but now, with people finding ways to skip ads, its power is fading. On the other hand, BTL strategies, which are more personal and engaging, might not work so well when it comes to reaching a lot of people (Pahwa, 2017). Social media and online advertising have created new strategies that blend the best of both worlds, like influencer marketing. This makes things more complicated and challenges our traditional ways of thinking about marketing tools.
[bookmark: _Toc144405962]Importance of Social Media Marketing
The primary goal of social media is to curtail geographical distances and establish a close connection between the two persons separated geographically. The rationale behind this is to communicate with the social networks and the relatives of one another. It may sometimes be for the sake of business and organisational matters (Valos et al., 2016). Nevertheless, social media connects one person with another to make them able to interact with each other. Different channels of social media were launched at different times, but now almost every person can use them according to his own will. First of all, Wikipedia was launched in 2001, then LinkedIn was launched in 2003. After this, YouTube was released in 2005, and Facebook was sighted in 2006 before the public. In the same era, Twitter was also launched. Finally, in 2010 Instagram was launched (McFadden, 2021). All of these platforms are a source of connecting people with one another. Also, these platforms help generate revenue for the company as well as ordinary people. 
[image: ]Figure 1: Social Media Marketing Trends (Ref: Owen, 2021)
Social media marketing trends are heavily penetrating in the market because of their ease in dealing and executing business. Everybody is linked with the social media platform, and due to this, the companies are targeting the social media platforms to generate more revenue and profit. Almost 90% of social media marketers state that investing in social media is the best strategy to earn and generate handsome revenue (Williams, 2021). The branches of social media are further divided, and each has its share in the marketing of the businesses as follows:
	Social Media Platform
	Share in Marketing

	Facebook
	89%

	Instagram
	65%

	Twitter
	50%

	YouTube
	49%

	Messenger
	44%

	LinkedIn
	38%

	Pinterest
	28%

	Snapchat
	28%


(Williams, 2021)
This is the division of the shares secured by the different social media platforms regarding their marketing through the internet. Facebook holds the largest share because 2.38 billion persons are associated with this platform for communication and social networks or marketing purposes. 
[bookmark: _Toc144405963]Basic differences between conventional and social media marketing
A fundamental difference between these approaches lies in audience engagement. Conventional marketing primarily operates through passive consumption, with limited avenues for direct engagement. In contrast, social media marketing transforms consumers from passive recipients into active participants, fostering a sense of community and interaction (Katrodia, 2022). The real-time nature of social media analytics empowers marketers to promptly adjust strategies based on emerging trends and audience responses, a capability rarely found in conventional marketing. 
The pace of change in the modern business world demands marketing strategies that can swiftly adapt to evolving circumstances. Conventional marketing campaigns typically require significant lead time for planning and execution, making adjustments challenging. Conversely, social media marketing excels in agility. Marketers can quickly modify content, targeting, and messaging in response to immediate feedback, ensuring campaigns remain relevant and impactful. While conventional marketing offers widespread exposure, it is constrained by limited interactivity and imprecise measurement (Appel et al., 2020). In contrast, social media marketing capitalizes on digital platforms to facilitate personalized engagement, real-time analytics, and adaptability. Both approaches have their strengths and limitations, and the choice between them hinges on the goals, resources, and audience of a given marketing campaign (Katrodia, 2022). The study underscores the need for a nuanced understanding of these approaches and their implications in crafting effective marketing strategies for contemporary business challenges.
[bookmark: _Toc144405964]Targeted Marketing Practices on Social Media
In other words, social media marketing is the process that empowers individuals to promote their talents, websites and products and services through online platforms by communicating with a large and wide community which may not be addressed through traditional advertisement channels. Social media platforms like Facebook, Instagram, Twitter, and LinkedIn are effective platforms through which ordinary people make money by investing their talents in making and selling advertisements (Voorveld et al., 2018). Social media marketing has become a method for common people to earn revenue. The businesses are turned into micro-influencers for advertisements and promotions, and considered trusted individuals have a micro fee for becoming brand and campaign ambassadors. 
SMEs use different types of social media. Common people consist of various online ranges divided into networking, blogging, microblogging, social news, media sharing, and social bookmarking (Manzoor, 2018). Each of these is a unique feature used by individuals in social media and earn revenue. Communication with the community through social channels that may not become under the traditional advertisement channels, and the ordinary people emphasised making crucial discussions through community marketing with the adoption of different arrays of online resources. It helps both the businesses and the consumer market achieve their target sales by reaching their target audience similarly; it is helpful for consumers because of the increased brand awareness and provides chances to know about their desired products and services (Katrodia, 2022). Thus, it works for both the existing consumer market and to reach the new ones by promoting the desired culture and informing the brands about how much the consumer's value on getting the addressed needs. 
[bookmark: _Toc144405965]Social Media as low Budget Platform for SMEs
	Blogging is most relevant to managing the right content at the right time, making the content easier and simplified as well as low budget platform for SMEs. The most popular platforms for blogging the content writers are using include world press, Google blogger and many others, which provide a list of links for other recommended blogs that helps a person to know about the thing deeply within summaries manners. People are making money from blogging through a direct advertisement, affiliate marketing. Paid reviews and affiliate marketing. Blogging also helps keep the audience more interested in the multimedia representation of the brand and company products and services (Sani et al., 2022).
Microblogging is also a type of blogging which have a limited length, and it is published at social networking sites such as Facebook, Instagram, Twitter and LinkedIn. The consumer market uses these blogs to share the links about the interesting sites to others to up to date others with recent events and announcements (Liu et al., 2018). Similarly, the content producers, people writing those blogs, earn money for sharing, advertisement of a brand, product, and services according to blog reach. The influencers, YouTube stars and entrepreneurs make money through ads, affiliations, sponsorships, posts and the sale of products and services, respectively.  The social news sites are based on visitors' views and reviews, where the visitors vote on the content.  In other words, social news sites work as a filter that separates raw content from the quality content on websites. 
The interesting content got more votes than others from the online community, mostly in arrival, images and videos (Kaur, 2016). Similarly, the media sharing sites also empowers the users to know about the things their images, videos, media and podcast which are sharing through different channels such as the YouTube, photo sharing sites and flickers. The quality information also shares on other presentation sites, such as the slide share, which helps the people know about the fact deeply. Consumers use that content and share it with others by tagging the content creators and relevant active community to make things more effective. Although it helps the consumers and client, but also allow generating revenue. The much a person rewarded, much the views, actions and sharing (Liu et al., 2018). 
[bookmark: _Toc144405966]Effective Customer Engagement practices on social media
There are many challenges that small businesses face in engaging customers. For example, they are developing advertisement campaigns that cater to the needs of multi-lingual customers across the borders. In the context of small businesses and startups, social media can be seen as a powerful source of maximising profits and customer engagement. Customers want engagement for effective collaboration regarding the quality of product or service, customers' experience and willingness to buy in future (Sani et al., 2022).
Data analysis of various online customers suggests that businesses must maintain their social media presence to continue their B2C operations across the globe (Singh and Ajmani, 2016). The study further added that from the list of top fifty chief executive officers, nearly eighty-four per cent of them have stated they rely on social media to make a purchase-related decision, particularly platforms like Facebook and Twitter. Customers' functional activities are highly influenced once they integrate social media marketing into their operations. If a business cannot cater to a customer's request or does not assist them in a short period, it will reflect the business's bad customer care service (Riley, 2020). A brand can also be delegitimised by using social media platforms. If a company fails to update their content on social media or stops posting relevant content about products, goods, or services, it has been dysfunctional on social media for a longer period. 
[bookmark: _Toc112847977][bookmark: _Toc144405967]Risk and opportunities of Social media marketing 
[bookmark: _Hlk106708421]SMEs are making revenues by generating interesting and creative content related to the demands and needs of the people (Langley and Leyshon, 2017). People are advertising products and services by making ads in different themes. Social networking tools are the best approach to directly interacting with each other rather than making cold calls. The bookmarks and tagging also boost the post in a wide range to reach the target audience (Khan and Mahmood, 2018). Apart from that, information management is the best opportunity for social media marketers, content producers, including influencers celebrities, and, to convert the wide information more precisely. Regulations also impact the quality and value of the specific brand and product, which is commonly happened because social networking consists of the content generated by the user, which is minimised when the problems and perceptions about the brands are openly discussed on public platforms or online. 
In this way, the success factor is achieved by investing with the consumer market and self-encouragement to listen to the participants' desires and needs through social news sites, reviews, and open online discussion. According to Newman (2020), there is a clear opportunity for policymakers to develop policies targeting the customers roaming online about the products of their requirement. The potential of generating revenue is very high in social media, which is needed to be explored as it is assumed that social media has become a virtual market. Such conditions cannot influence rather social media. Therefore, the potential of continuity lies in social media, which cannot disrupt operations, and revenue will also be continued. 
[bookmark: _Toc144405968]Framework- TTM and TAM
The Technology Transfer Model (TTM) and Technology Acceptance Model (TAM) are two crucial theoretical approaches for this research. McArthur et al. (2015) provide an overview of six major factors and assumptions that explain changes in marketing practices and related to literature concerning change (Jaakonmäki et al., 2017). TTM is based on six themes that cover 'economic efficiency, nature patterns, power imbalances, innovative behaviour, environmental impacts and the interlinked features of the system'. Changes here are supposed to occur in the SMEs relating to marketing approaches. The Technology Acceptance Model (TAM) was examined extensively with various information systems in several scenarios (Verma et al., 2018). Perceived usefulness and perceived ease of use are two significant factors showing users' acceptance of data analytics technology. TAM has, therefore, received support over the years as an approach to testing the social media marketing strategies for SMEs. TAM has been verified across many systems and has proved dependable and valid cognitive dimensions for perceived utility and ease of use. The model may explain 30% and 40% of system use (Sani et al., 2022). Furthermore, the most important criteria for the model are generally seen as helpfulness. 
[bookmark: _Toc112847978][bookmark: _Toc144405969]Literature Gap
After a critical examination of this literature, certain literature gaps that can strengthen the efficacy of this research is addressed. A quantitative investigation is required to analyse fundamental principles of copyright infringement policies, and important parameters violated when a social media page or presence is banned. As the research indicated in the literature review that social media marketing integration does not lead to increased revenues for companies with a business nature, it requires another research. There is a literature gap on privacy concerns that should be addressed before mining customers’ data. Apart from that, there is not enough research on the transparency of the methods companies collect a customer's data to accelerate their social media marketing campaigns.


[bookmark: _Toc144405970]Research Methodology
[bookmark: _Toc144405971]Introduction
Research method played important role for current research as it provided the required guideline for the researcher to follow to have better management of the primary data. The basic purpose of the research methodology was to have a good idea of the research approach, research philosophy, data collection and analysis methods to conduct research with efficiency and effectiveness. 
[bookmark: _Toc144405972]Research Approach
There are two basic types of research approaches that any researcher could focus to have relevant data. Inductive is the approach that is exploratory in nature to answer the research question by formulating new theories rather than relying on existing theories. The other relevant approach is to explain existing theories using deductive approach. It is more effective if the research topic is common and there is enough literature available to answer the research question. Current research is exploratory in nature as the focus is on looking for the answers of the research question in hand so inductive is the approach. (Abutabenjeh & Jaradat, 2018) 
[bookmark: _Toc144405973]Research Philosophy
Research philosophy gives a good idea whether the focus of the research should be on qualitative or quantitative data. Interpretivism is the research philosophy used to provide social meaning of the dynamics around social world using in-depth qualitative data. Positivism is the research philosophy more objective in nature. Current research is more focused towards interpretivism research philosophy as there is a need to have in-depth research to answer the research question in hand (Saunders, 2003). 
[bookmark: _Toc144405974]Data Collection Method and Sampling
There are different ways to collect data. Data can be primary in nature or it can be secondary in nature. Primary data is the firs-hand information collected from the relevant sample population based on structured on semi-structured questionnaire using relevant data collection techniques. Interview is the selected method as the focus is on having qualitative data from the sample population for the selected case study. Sample is based on 5 managers working in the SME known as Emilia’s crafted pasta working in London to provide a good idea about the effectiveness of the social media marketing as effective alternative for conventional marketing tools. 
[bookmark: _Toc144405975]Data Analysis Method
The data is qualitative in nature so the relevant method to analyse data to make sense is based on thematic analysis. The relevant process is based on having codes and themes generated from the data collected from the managers to have a good idea about the research topic in hand. 
[bookmark: _Toc144405976]Ethical Consideration
Providing managers with information sheet and consent form is important and relevant practice to fulfil the ethical requirement during the data collection method. Other relevant way is to show no biasness towards a specific side of the research topic as the focus should be on evaluating the response of the sample population rather than adding value based on own perception of the researcher (Abutabenjeh & Jaradat, 2018). 





[bookmark: _Toc144405977]Data Analysis and Findings
[bookmark: _Toc144405978]Introduction
Primary data collection and analysis is the main focus of this phase of the research. The focus is on data collected from five of the managers using structured questionnaire. Questionnaire has been formulated using the critical review of literature and the relevant method used for analysis is thematic analysis. 
[bookmark: _Toc144405979]Generation of Codes
Questionnaire asked from the managers working in Emilia’s crafted pasta has been added in the Appendix. Based on the response of the managers, codes have been generated. 
One of the relevant examples is of the response of one of the managers about initial question is:
“Role of marketing is essential as its one of the ways to keep customers updated about the products and services along with the competitive advantage of the firm in term of providing 360-degree food preparation”.  Manager 2
	One other relevant response is based on another question from one of the managers about the basic difference of traditional and social media marketing in the business organization:
“Combination of traditional as well as social media marketing is the key for the success of Emilia’s in the intense competitive business environment such as email marketing is conventional marketing while posting discount promotions on social media is the effective use of social media marketing” Manager 1
	Response about the effectiveness of the social media marketing platforms as compared to conventional platform helped in outlining:
“Social media has helped in providing better control on budget as well as easy access to the targeted marketing practices as it was not much effective for the conventional marketing channels used by Emilia’s in past”. Manger 4
Codes have been generated using the response of the managers.
Role of marketing: Improving awareness, better visibility, improved sales, positive influence on buying power of customers, Visibility of competitive advantage
Preferred marketing channels: Below the line marketing, email marketing, combination of conventional and social media marketing, promotional activities
Effectiveness of social media marketing: Targeted marketing practices, two-way communication, better management of customers
Customer engagement: Targeted marketing, Base of existing customers, positive influence on buying behaviour
Value addition: Cost effective, controlled budget, targeted marketing, Online sales
[bookmark: _Toc144405980]Generation of Themes from Codes
Difference of social media and conventional marketing channels: social media is not a broadcasting media channel as compared to conventional marketing channels as the focus is on having targeted marketing practices along with two-way communication to keep the customers engaged.
Value addition to marketing: Targeted marketing practices along with controlled budget for the SMEs are the value addition as compared to traditional marketing channels. Two-way communication has become possible to learn about the feedback of customers to make required improvements in products and services.
Customer engagement: Buying is not one time process and social media has provided required options for the business organization to keep the existing customers engaged and updated on social media platform as it was not a preferred option on electronic or print media platforms in past. 
Positive influence on the buying behaviour: Having feedback system along with review system well integrated with the social media platforms are the major features of social media platforms for Emilia’s that has helped in having positive influence on the buying behaviour of customers. 
[bookmark: _Toc144405981]Findings
Evaluation of the primary data has helped in outlining that social media has been the preferred choice for the SMEs as it is cost effective option as compared to above the line marketing channels as it is cost effective. Critical review of literature also outlined that social media provides information related to the product and services to the consumer market in the form of posts. Technology and the internet have access; people can know about things virtually through blogs and form different tools with low associated cost (Jaakonmäki et al., 2017).  It has provided base for the targeted marketing practices as it was not much possible while having broadcasting marketing channels as the preferred marketing tools for SMEs in past. On the other hand literature outlined that, BTL marketing takes a different approach. It is about getting up close and personal with specific groups of people. This could mean things like sending out direct mail, sponsoring events, or being part of trade shows. BTL tactics aim to create deeper connections and interactions with consumers (Voorveld et al., 2018). Having two-way communication has become effective on the social media as it is not only effective to have positive influence on the buying behaviour of customers but also important to have better visibility of the brand for long run interaction with customers. Literature also outlined that social media platforms are an important catalyst in the growth process of small businesses and increasing their revenues by engaging customers effectively (Langley and Leyshon, 2017). Buying is not one time process and social media has provided required options for the business organization to keep the existing customers engaged and updated on social media platform as it was not a preferred option on electronic or print media platforms in past. Basri and Siam (2017) suggest that every small organisation has realised the necessity of reaching out to their customers through a network due to globalisation. Brands need to be aware of various ways to engage customers because customers are the key stakeholders for the business as they bring money. Through social media, brands can initiate conversations, respond to customer inquiries, and build authentic relationships, leading to heightened brand loyalty and advocacy. Measuring the efficacy of marketing efforts is a cornerstone of campaign optimization. Conventional marketing metrics, often based on estimates of reach and frequency, lack the granularity of data available through social media marketing. The latter offers precise measurement tools, allowing marketers to monitor user interactions, track click-through rates, and quantify conversion rates. Literature review outlined that in the context of small businesses and startups, social media can be seen as a powerful source of maximising profits and customer engagement. Customers want engagement for effective collaboration regarding the quality of product or service, customers' experience and willingness to buy in future (Sani et al., 2022). So, overall evaluation of the primary and secondary data has helped in giving a good idea that social media is the value addition for the SMEs because of its low cost, better engagement of customers and targeted marketing practices using two-way communication channel.

[bookmark: _Toc144405982]Conclusion
Overall evaluation of the primary data along with critical review of literature has outlined that there are wide range of differences between conventional marketing platform and social media platform. Social media is more effective in term of providing value added features including targeted marketing practices, two-way communication, feedback system, customer engagement and low-cost marketing campaigns as compared to conventional marketing but it is not an alternative but value additional to conventional marketing platform. Purpose of ATL, BTL and social media marketing is different as ATL use as broadcasting medium while other two are more focused towards targeting specific segments while having limited financial resources for the SMEs to rely on. 
Next important objective of the research was to evaluate the benefits that social media has provided as compared to conventional marketing. Customer engagement has improved as being outlined in the critical review of literature and from the response of the managers working in Emilia’s crafted pasta as it is the SME that has effective social media presence as well. Two-way communication and effective feedback system has become possible using social media as it was not much effective while relying on conventional marketing channels. Buying is not one time process and social media has provided required options for the business organization to keep the existing customers engaged and updated on social media platform as it was not a preferred option on electronic or print media platforms in past.
[bookmark: _Toc144405983]Recommendations
Based on the response of managers, here are some of the recommendations for Emilia’s and SMEs working in the relevant industry such as:
· It is important to have effective presence on social media but it is not recommended to use it as a stand-alone marketing channel as there are differentiated features of ATL and BTL marketing platforms as well so integration of the current social media practices with conventional marketing channel can add more value for Emilia’s and other SMEs working in the industry. 
· Social media is a two-way communication channel so it is always important to focus on the feedback received from customers to make required changes to current products and services as change is the only stable element in the intense competitive business environment. 
· There is always need to improve current marketing practices based on the effective evaluation of existing marketing platforms including social media, ATL and BTL as findings gaps is important to have better control on future marketing practices for SMEs while having limited marketing budget to rely on. 
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[bookmark: _Toc144405985]Appendix: Questionnaire
Q1: What is the basic role of marketing in Emilia’s crafted pasta?
Q2: Which is the preferred marketing channel for Emilia’s crafted pasta? Conventional or Social Media Marketing?
Q3: Social Media platforms are well integrated with the official website of Emilia’s. How much effective these social media platforms are as compared to conventional marketing channels?
Q4: Do you agree that two-way communication is the value addition to the marketing practices of Emilia’s using social media marketing?
Q5: How customer engagement and retention is different using social media marketing for Emilia’s as compared to conventional marketing channels?
Q6: Do you believe that social media is cost effective option as compared to conventional marketing platforms? If yes then explain how?
Q7: Do you believe that social media has helped in expanding using Ecommerce platform for Emilia’s as compared to conventional marketing channels?
Q8: Do you believe that targeted marketing on social media is effective in influencing the buying behaviour of customers as compared to conventional platforms?
Q9: What is the value-added benefits of using social media marketing as compared to conventional marketing channels for Emilia’s?
Q10: Do you believe that there is still enough opportunities for Emilia’s to add value to current social media marketing practices? If yes then explain how?
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