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[bookmark: _Toc103849706]Abstract
In recent years, the growing use of social media (SM) has led to the accumulation of an enormous quantity of information. Businesses are increasingly relying on social media platforms, as well as the data generated on these networks, for a variety of purposes, including marketing, co-creation, and customer interaction. The function of strategic management throughout the framework of supply chain management (SCM) is, on the other hand, still up for debate. People's usage of SM is becoming more commonplace in the digital era, as they create material, communicate their preferences, and also have their purchase behaviour impacted by the information they see on social media. The information on social media is created by users, who express their preferences while also having their purchase behaviour impacted by the content. A large number of basic economic concepts are already being rethought as a consequence of the emergence of social media platforms. However, supply chain management is developing towards SCM 2.0, with the usage of social media in supply chains lagging behind the use of social media in other operational tasks. The purpose of this study, which will be carried out, is to evaluate the available literature on Social Media Marketing and its impact on the supply chain of enterprises. This research will be carried out in the field of supply chain management. Amazon has been chosen as the organisation to understand the link between social media marketing and social media. As a consequence, it is possible to provide insights to practitioners while also emphasising the need for SM in order to improve SCM effectiveness.
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Today's technology-driven world has made it possible for businesses to expand their marketing initiatives to a larger audience via social networking sites. Marketing through social media is a "link between companies and customers, by providing a personal conduit for user-centred networking." (Chi, 2011) With the rise of social media, consumers' communication methods have changed significantly, therefore companies must learn how to utilise social media effectively in accordance with their company strategy (Mangold and Faulds, 2009). Businesses looking to gain an edge should take note of this. This study reviews the existing research on the use of social media by retailers as an extension of their Supply Chain Management (SCM). 
There have been a number of academic studies looking at the last twenty years in logistics and supply chain management. As an instance, Bowersox et al. (2000) found that supply chain managers including logisticians face 10 major trends. There was a change from customer service towards relationship management, and from adversarial into collaborative arrangements. It's all about how you use your expertise and what you've learned to make the shift from "absolute value," "operational integration," or "virtual integration" towards "information hoarding" or "information sharing." "live data connection, channel power balance, susceptibility of global operations, or vulnerability deriving from strategic integration, exchange of information, and technological investment" are some of the hazards associated with these revolutionary changes, according to the authors (Bowersox et al., 2000). Skjoett-Larsen (2000) highlighted many trends influencing future logistics processes in the European context, so he anticipated that the commercialisation of the supply network, strategic alliances, and e-commerce would have an influence in the next five years, so the trends like virtual companies, green supply chains, or process-oriented administration will become common in the next five to 10 years, respectively. Continuing this discussion, Ballou (2007) discussed trends as well as the future of logistics and SCM. Some other themes that he mentioned included the need for collaborative efforts between companies, trust among channel members, the involvement of sharing information among channel members due to technological advancements and a supply chain feature merger of operations, purchasing, and logistics. For the change of supply chains in the future, Storey et al. (2006) argued that outsourcing is crucial and that this includes the requirement for cross-border workings. Global sourcing, consumer demand instability, and increasing rivalry are all examples of how globalisation is playing a role in today's supply chains. Since 2010, comparable studies from consulting firms, a few academic institutions, and large logistics businesses have followed and backed these articles. According to Gartner's recent forecasts, the supply chain of the future will be heavily influenced by technological advancements (Pettey, 2019).
A range of internet-based apps that build on the conceptual and technical roots of Web 2.0 and enable the production and sharing of user-created content are referred to as social media (Kaplan and Haenlein, 2010). Social media services, such as Twitter and Facebook, allow individuals to communicate ideas and information regardless of where they are physically located, and their popularity has skyrocketed in recent times. Social networking sites like Facebook and Twitter have grown in popularity over the last several years. In 2019, there were 3.4 billion active social media users (approximately 45% of the world population), an increase of 9.1% over the previous year (Hootsuite, 2019). These people have an average of 8.9 social media accounts, and they spend 2 hours and 16 minutes a day on them, which is a lot. Additionally, 24% of Internet users say they utilise social media for work-related activities. In light of the foregoing statistics, it is apparent that social media are mostly not vital for personal use, but also for professional use. When it comes to management issues, social media have been used to help with customer happiness and collaborative product creation, while enterprises are increasingly using them to stay in touch with their consumers by using them as a marketing device (Gamboa and Goncalves, 2014). The advantages of intra-organizational interactions, such as operational efficiency and innovation, are also highlighted by Lam et al. (2016) in their discussion of social networking in the workplace.
Social media is sometimes regarded as a double-edged sword, presenting both benefits and difficulties for businesses. It connects businesses connected to their clients, and when done correctly, it can help boost sales while also providing a considerable financial return (Hameri and Hintsa, 2009. Supply network management, as well as technology, are becoming more advanced, resulting in the establishment of highly specialised networks throughout the globe (Trainor et al., 2014). Because of the widespread availability of a dynamic technological network, social media have emerged as a critical idea in the majority of business strategies (Kaplan and Haenlein, 2010). Sociable media platforms are increasingly being used by businesses to increase profitability, detect issues, stimulate innovation, communicate with consumers, reply promptly when they need something, and enhance organisational performance (Gallaugher and Ransbotham, 2010). Social media also helps workers to effortlessly exchange information and expertise inside a company by improving consumer interactions with external businesses, as well as delivering job updates or best practices via increased business analysis (Wu, 2013).
In spite of the fact that social media has gained significant attention in a variety of academic groups, like marketing or information systems (Fader and Winer, 2012), business management study is still in its early stages (Melnyk, Flynn and Awaysheh, 2018). Further, it is said that there is still a lot of work to be done on social media, as well as the available studies doesn't give enough evidence about how social media affects the supply chain (Parveen, Jaafar, and Ainin, 2015). However, during the last few decades, the essence of rivalry between firms has evolved from product development to SCM (Croom, Romano, and Giannakis, 2000). Therefore, multiple past studies have demonstrated that supply chain interactions are amongst the top objectives that must be handled efficiently and methodically in order to avoid losing a competitive advantage over its competitors, respectively (Choi and Krause, 2006). As a result, the purpose of this research is to investigate the influence of social media in enhancing supply chain performance.
Engagement with customers is critical to the efficient use of social media and, by extension, and use of customer relationship management (CRM) in supply chain operations (Markova and Petkovska-Mirkovska, 2013). A significant study subject, CRM, which is driven by relational marketing concepts, has had highs and lows in interest over the years, with both successes and failures narratives on the technology and marketing ends (Payne and Frow, 2005). CRM, in such a similar vein, is a critical supply chain activity that is concerned with the connection that exists with an organisation and clients (Nguyen and Mutum, 2012). It is important for businesses, particularly those in the fast-moving consumer goods (FMCG) business, to seize the opportunities facilitated by social media engagement channels. FMCG retailers must remain adaptable in order to keep up with changes in technology, advancement and globalisation while also meeting the continuously shifting demands of their customers.
It wasn't that long ago that businesses implemented procedures to dissuade their workers from accessing social media while on the clock. These beliefs have shifted dramatically over the past several years, and the contrary is now being asserted. As opposed to before, businesses are increasingly embracing social media as a means of expanding their internet presence and generating more income. In many circumstances, social media posts by workers may serve as extra brand awareness-building strategies for the organisation.
Amazon is a gigantic corporation that dominated the world of e-commerce or e-fulfilment. As a result, what began as a simple online bookshop has grown into an advanced digital ecosystem with thousands of interconnected moving components, such as workers, suppliers, or shippers? While Amazon continues to develop and flourish, there is a need to develop and simplify its supply chain. In order to keep up with the times, Amazon uses technology such as mobile applications and social media to develop its SCM. Its more automated methods save expenses while also enhancing overall speed as well as productivity of the organisation. Amazon is well-known not just for its extensive catalogue with over 400 million things, as well as for the accuracy with which they handle their inventory. Customers on Amazon may pick from a choice of delivery options, and in certain places, their purchases can be delivered in as little as an hour. It is necessary for all components of the supply chain must operate in perfect synchronisation in order to meet such aggressive delivery deadlines (Trivedi and Madan, 2018).
[bookmark: _Toc94522637][bookmark: _Toc103849709]1.1.1. Supply chain opportunities from social media
Social media is all about developing connections, and it could be utilised in a supply chain to facilitate the development and growth of partnerships between trade partners and other stakeholders. Information and expertise obtained by supply chain partners via the usage of social media may give insight into a variety of problems pertaining to the supply chain, business, competitiveness, and other related topics. As well as for relationship building, it may be used to identify key performance metrics, such as the on-time delivery of a carrier or the tardy payments of a shipper. Some businesses utilise social media to seek information from their consumers and to serve as a forum for making improvements based on that information.
Participants in the supply chain may keep track of current events and transactions through social media, such as a delivery delay or a carrier failure to pick up a package. Twitter tweets may be used to notify customers of the arrival or departure of cargo from a certain warehouse location. Twitter may be used to express the requirement for a certain sort of cargo as well as to inform drivers of accidents and road restrictions that may occur. Companies may benefit from social media because it can give them more immediate and accurate information about risks and occurrences, allowing them to take remedial action sooner and so reducing the effect of a supply chain interruption.
It is possible for businesses to increase their social media presence as well as effectively enhance the views of their consumers in numerous ways (Kietzmann et al., 2011). Customers who are empowered are more likely to experience lower tolerance for bad service and quality, and they are more likely to report their complaints online (Cui et al., 2018). Customers now have access to new service channels through social media, allowing organisations to provide a more personal touch in comparison to conventional means of submitting complaints, such as over the phone or through email, which was previously available. 
The proper implementation of social media customer relationship management inside an organisation may have a beneficial impact on brand loyalty or image (Fernando et al., 2018). The use of social media may be integrated into an organization's operations at a minimal cost since there is hardly any expense connected with the adoption of the technology. In the case of Twitter, Facebook, and WhatsApp, there is no fee associated with establishing a profile, and organisations get the ability to develop social networks for their consumers and connect actively with their consumers via these social networks (Meixner et al., 2013). Moreover, the incorporation of social media into the supply chain may give organisations extra information and data from their customers and prospects.
It has been claimed that Facebook-like features may be developed to assist SCM in a variety of ways, according to a follow-up study paper by O'Leary (2016). Facebook provides the potential for the collecting of information about viewpoints, the establishment and keeping of connections, and the development of trust within social networks in general. It is possible for an organisation to create enterprise trust as well as a personal connection with its consumers via the use of social media platforms. Customers feel more connected to an organisation when they can readily reach the company (O'Leary, 2016). The implementation of social media techniques inside an organisation may be difficult to quantify in terms of money, but it offers organisations the chance to generate significant social capital via interactions in online communities. As social capital may also be exploited as a significant advantage, it has tremendous potential to give knowledge for enhancing supply chain performance in a variety of ways (Swain and Cao, 2013).
It's crucial to justify social media expenditures and to critically examine the financial benefit of social media for the organisation, should any be found (Deans, 2011). A number of businesses have gone to the lengths of adding social media apps into their demand forecasting in order to better predict real-time demand (Chae, 2015)
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The introduction of Information Technology (IT) into Supply Chain Management (SCM) has produced both possibilities and problems for businesses seeking to interact, manage, and communicate with consumers, which have been exacerbated by the widespread use of social media. Social media has also altered the way in which businesses behave themselves and also how organisations connect with their clients (Rapp et al., 2013). It is now common for consumers to seek online information, and their choices are influenced by what they read about other customers' views on social media sites. Customers' selections on their future buy are influenced by their previous purchasing experiences (Bronner and de Hoog, 2014). Organizations that don't have a social media presence face the danger and being out of contact with their consumers as social media continues to evolve (Kietzmann et al., 2011). Consumers' purchasing choices are affected by the information they find on review sites, personal profiles on social media platforms like Facebook or Twitter or on blogs written by others (Meixner et al., 2013).  As a consequence, organisations often lack control well over the narrative presented on these many websites and social media channels.
The usage of social media has also grown in importance as a tool for consumers in making purchase choices, and this is affecting the way customers act and view businesses (Gunarathne et al., 2017). Meixner et al. (2013) say that everyone who posts on social media is a "publisher." People who write reviews, write blogs, post to Facebook and Twitter all seem to be "publishers." People who write reviews, post to blogs, post to Facebook or Twitter are all "publishers" (Asur and Huberman, 2010). Therefore, organisations have almost no influence over the narrative that is presented on these many websites and social media platforms (Kietzmann et al., 2011).
The selection of the most suitable social media network to use for an organization's operations may be difficult, but it is critical (Campie, 2015). As a result, a company should avoid selecting a social media platform just for the goal of becoming active online and because a rival is already using the platform. A more appropriate approach is for the social media strategy to be aligned with the organization's overall objectives and goals (Kaplan and Haenlein, 2010). Various social media platforms are more appealing to different parts of the market than other platforms. As a result, a corporation may be confronted with the issue of managing various social media accounts in order to serve diverse market groups.
The organisation must also choose between developing a web-based application and using an existing social media platform. The use of social media facilitates open communication between the client and the business. Social media platforms are designed to help businesses connect with their consumers in a more personal way, but this may backfire if they don't react quickly enough to customer feedback (Bharucha, 2018). Is it possible that the issue of how much access the organisation should grant arises? Due to the volatility of information on social media, public relations professionals must set boundaries and develop well-considered measures in the event of an unfavourable online occurrence that might harm the organization's reputation (Valentini, 2015).
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The main aim of the research is to explore the available strengths and weaknesses in the Supply chain after the evolvement of social media marketing and digital evolution.
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To analyse the impact of digital world on supply chain.
To analyse the reliance of companies on social media for its supply chain.
To analyse the digital supply chain of amazon.
To analyse, if social media is necessary for the enhancement of supply chain.
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Internet-based apps that are built on the technological underpinnings of Web 2.0 and allow for the production and sharing of user-generated information are collectively referred to as "social media" (Whiting and Williams 2013). Consumers like using social media to share information about goods, services, or brands with others. Social media encompasses online information sources which have been created, disseminated, and utilised by consumers to share product information, facilities, and brands with others (Whiting, Williams and Hair, 2019). Furthermore, social media includes websites such as social media platforms, virtual communities, video-sharing webpages, review sites, dating services, and virtual gaming worlds (Gussenhoven, 2013). Internet-based social media has seen a massive expansion in recent years, with the advent of social media platforms like Twitter, Facebook, and Instagram among several other platforms (Meixner et al., 2013).
In this day and age, while social media is broad and ever-changing, in the same way that a consumer can recognise a physical business by its branding should also be the same way that a customer can discover an organization's online presence and also be able to easily access the appropriate accounts when required (Kapoor et al., 2018). FMCG merchants get a competitive advantage by being able to satisfy their consumers' expectations in full and on time (Vogt, Förster, and Kabst, 2014). When compared to paid marketing and advertising initiatives, social media communication techniques give FMCG merchants a mechanism for boosting their agility for consumer involvement, smoothing demands, and acquiring information about customer views on items being offered at a cheap cost (Kasemsap, 2018). Diffley and McCole (2019) argue that organisations with little or no presence on social media are falling behind their rivals. As a result, firms' use of social media has prompted them to reconsider how they see and govern their client relationships, necessitating a reform of old practices in order to satisfy the evolving expectations of consumers.
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Using social marketing, and particularly social area marketing, to drive sales in retail had been an area where there was a potential to capitalise on the trend early and frequently. Consumers' purchasing decision cycle may be influenced by social location marketing in all stages of the process - from awareness through elevation, evaluation, and purchase, among other things. Social location sharing was indeed limited to a specified geographic area. Customers, visitors, and users are all examples of people who have been or are in the approach of becoming a customer. Retailers, particularly those with brick-and-mortar locations, are fully cognizant of the importance of providing their visitors with such a positive experience in order to convert them into customers. More importantly, businesses want all visitors who become customers to return again and again. In order to communicate with their consumers, get feedback, and build client loyalty, they make use of internet forums.
Several online surveys conducted by the Pew Research Center's Internet and American Life Project (Hampton et al., 2011) revealed that Facebook is the leading social media platform (SMP) by a significant margin. Almost the majority of individuals who utilise a social networking site do so via Facebook (92 per cent). Among other social networking sites, Facebook is joined in prevalence by MySpace (29%), LinkedIn (18%), Twitter (13%) as well as other social networking services (10 per cent). The frequency with which people utilise social networking sites varies significantly. LinkedIn and MySpace are utilised far less regularly by their users, but Facebook and Twitter are used far more frequently. Only 7 percent of MySpace users and 6 percent of LinkedIn users connect with the site on a daily basis, compared to 52 percent of Facebook users as well as 33 percent of Twitter users who do the same. By contrast, just 62 percent of MySpace users, 40 percent of Twitter users, and 44 percent of LinkedIn users interact with their social networking sites more than once a month, respectively. Only 6% of Facebook users use the network less than once each month, according to data from the company (Markova and Petkovska-Mirčevska, 2013).
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Customers-centric supply chains have been more popular in recent years owing to a "perfect storm of circumstances," which include market movements, developments in the target customer, and technological developments (Melnyk and Stanton, 2017). It has become more necessary to break through "walls" in the supply chain and establish genuine connections with clients. When conventional SCM techniques are transformed via the use of digital tools or resources, this represents significant potential. However, while many people associate "modernization of the supply chain" with technological innovations like big data analytics, Artificial Intelligence (AI), self-driving cars, and drones, the notion of "digital supply chain" is actually much wider in scope. According to Buyukozkan and Gocer (2018), the digital innovation of a supply chain includes the way supply chain operations are controlled through the use of a wide range of innovative technology solutions. It also includes the application of different digital business models throughout relevant supply chain situations (Hofmann et al., 2019). Supplier digitalization allows businesses to make use of digital tools or sources to boost the speed for capturing, the total number of inputs, as well as the quality of information flow (Stank et al., 2019). Successful supply chain digitalization allows businesses to establish customer-centric skills to detect changing trends in consumer preferences and swiftly predict and react to customer demand adjustments (Min et al., 2019).
Social media is an example of a digital tool or supply that may be very beneficial in the development of customer-centric supply chain strategies. In order to digitalize the supply chain, social networking sites must be used since it is not only a digitized platform that may give large amounts of important data, however, it is a great tool for improving communication efficiency and productivity in order to increase internally and externally integrations (Sanders et al., 2019). Social media is defined as "a collection of Internet-based apps that are built on the conceptual and technical underpinnings of Web 2.0 and that enable the production and sharing of User Generated Content" (Kaplan and Haenlein, 2010). Using social media inside the supply chain is advantageous because it provides discussion forums and "behaves as an external site that allows SCM to effectively improve the productivity of the firm's total knowledge base and much more effectively exchange information in supply chain networks" (e.g., Facebook, LinkedIn, Twitter) (Cheng and Krumwiede, 2018). This approach to social media use differs significantly from traditional communication techniques, like email, fax, phone calls, or enterprise resource planning tools. Internally and internationally, social media has predominantly been employed in two ways in an organisational context: externally and internally (Leonardi et al., 2013). When it comes to external social media, contact with customers, suppliers, or the general public is easier than it is with workers inside the company's walls through internal social media. In this research, we look at how organisations utilise social media marketing in an SCM framework.
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Early adopters have the early lead. Although a vast majority of people reference only Facebook, Twitter, and LinkedIn are the three most popular social media platforms. When it comes to social media, the genuine social media experience for businesses is far greater than it is for individuals. They may involve consumers via smartphone apps, RFID, Internet of Things, Data Management, and corporate social media (for the purpose of exchanging information across partner groups) to assist in the rapid dissemination of information. There are several businesses that utilise social media implementations that are solely available to their own personnel. If you look at Home Depot, they have created their unique social media sharing webpage called The Warehouse to assist in the rapid transfer of information among management and the provision of a fast and effective method of reaching individuals who need to be kept informed as soon as possible (Johnson and Whang, 2002).
The usage of social media in SCM procedures is widespread across other major corporations. In the field of SCM, these organisations are at the leading edge of innovation. Social media is unavoidably going to play a pivotal role in the development, and this will be true across all sorts of media platforms. Employers and customers now have more methods than ever before to interact with one another, whether it's via 140-character text messages on Twitter or.mp3 uploads on Soundcloud. In today's extremely competitive economy, it is vital for businesses to think of imaginative new methods to simplify their processes, boost efficiency, and maximise productivity in order to remain one step ahead of their competitors (Markova and Petkovska-Mircevska, 2013).
Utilizing cutting-edge technology, like social media, may help your firm enhance the management of its supply chain. It may enhance visibility, improve communication, strengthen control, and minimise operational and personnel expenses, among other things. The ability to improve customer satisfaction is enhanced when a company has a more efficient and reliable supply chain. The ripple effect of adopting social media to optimize company SCM may spread outward throughout almost your whole organisation, which is beneficial to your company's bottom line and reputation. Social media is all about developing connections, and it can be utilised in a supply chain to facilitate the development and growth of partnerships between trade partners and other stakeholders. Information and expertise obtained by supply chain partners via the usage of social media may give insight into a variety of problems pertaining to the supply chain, business, competitiveness, and other related topics. As well as for relationship building, it may be used to identify key performance indicators, like the on-time delivery of a carrier or the tardy payment from a shipper. Some businesses utilise social media to seek information from their consumers and to serve as a forum for making improvements based on that information (Stank et al., 2019).
Social media helps supply chain players to keep track of supply chain events and transactions in real-time, keeping everyone up to know on current conditions such as a delivery delay or perhaps a carrier failing to pick up a package. Twitter tweets may be used to notify customers of the arrival or departure of cargo from a certain warehouse location. Twitter may be used to express the requirement for a certain sort of cargo as well as to inform drivers of vehicle collisions restrictions that may occur. Companies may benefit from social media because it can give them more immediate and accurate information about threats and occurrences, allowing them to take remedial action sooner and so reducing the effect of a supply chain interruption.
When it comes to supply chain experts, social media might be a significant resource for identifying new ideas, understanding commodity and price trends, capturing best practices, and collaborating with stakeholders, colleagues, and suppliers, among other things. It has the potential to enhance current processes, reduce risk, and boost efficiency. Businesses may promote innovation inside their supply networks by using the pooled ideas and expertise of supply chain players. This results in continual improvement and company development for all partners in the supply chain. More businesses are likely to use social media methods in the future. The goal of SCM is to determine the most efficient method of delivering information to customers. Social media, by its very nature, facilitates the dissemination of essential information, and it continued to be a popular and successful means for businesses to communicate such information as fast as possible. Organizations that neglect social media are passing up valuable business growth possibilities and putting themselves at risk of losing market share (Cheng and Krumwiede, 2018).
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Social media also had altered how businesses operate themselves and how companies connect with their clients (Rapp et al., 2013). It is now common for consumers to seek information on the web, and their choices are influenced by what they read about all other customers' experiences on social media sites. Customers' selections on their future buy are influenced by their previous purchasing experiences (Bronner and de Hoog, 2014). Businesses without a social media presence risk losing contact with their clients as the medium changes (Kietzmann et al., 2011)
The usage of social media has indeed grown in importance as a tool for consumers in making purchase choices, and this is affecting the way customers act and view businesses (Gunarathne et al., 2017). Everyone who uses social media platforms has been recognized as a publisher (Meixner et al., 2013), and research has demonstrated that material posted on review sites, on individual pages, blogs, Facebook, and Twitter has an impact on consumer choices. Therefore, organisations have almost no influence over the narrative that is presented on these many websites and social media platforms.
The selection of the most suitable social media platform to use for an organization's operations may be difficult, but it is critical (Campie, 2015). As a result, a company should avoid selecting a social media platform just for the goal of being visible online or because a rival is already using the platform. A more appropriate approach is for social media marketing to be aligned with the organization’s overall aims and objectives (Kaplan and Haenlein, 2010). Social media platforms are more appealing to different parts of the market than other platforms. As a result, an organisation might also be confronted with the issue of managing various social media accounts to serve diverse market groups.
The organisation must also choose between developing a web-based application and using an existing social networking site. The use of social media facilitates open communication between the client as well as the organisation. While that might be the goal of social media platforms, it might be implemented with a good intention, it may be detrimental to the company if it is unable to react appropriately to consumers' questions and concerns (Bharucha, 2018). Is it possible that the issue of how much access the organisation should grant arises? Due to the volatility of social media platforms, public relations professionals must set boundaries and develop well-considered measures in the event of an unfavourable online occurrence that might harm the organization's reputation (Valentini, 2015).
It's hard to stay interesting and important on social media since people get through a lot of information quickly. Users want organisations to be relevant and up to date with their needs to appeal to them, which presents a problem for them (Kaplan and Haenlein, 2010). One of the most important things to remember is to be upfront about what the organisation can provide to clients via the interactions that they engage in (Bronner and De Hoog, 2014). Organizations should use social media as a stage and be always honest with their consumers.
Furthermore, although organisations might well be able to control everything they publish, how postings and campaigns are understood is entirely up to users and consumers to choose. An organisation may find itself unable to manage the negative feedback that consumers have expressed online. Display of unfavourable customer reviews, for instance, is in the same part as the display of favourable customer evaluations. Furthermore, customers have been regarded as possessing several sorts of power that influence how businesses run and service those (Flynn et al., 2008). Customers' expert power is defined as the capacity to give criticism that is adverse to the organization's interests, while customers' coercive power is defined as the ability of customers to deliver critiques that are adverse to the organization's interests. These two sorts of power are exercised by consumers at any given time with a big audience that can be readily accessed via social media. Because of social media, the above-mentioned powers are brought to light more quickly and experienced more deeply. Quick reaction is a critical idea not just in the supply chain, but also in the world of social networking. Businesses need to consider how long it takes to reply to consumers online since the longer it takes, the more difficult it is to control the narrative that has been shared online (Ramanathan et al., 2017).
Whenever anything bad occurs, organisations are practically rendered useless, since, at that point, the power rests entirely in the hands of the individual customer (Shirky, 2011). The prospective reputational harm that might be suffered as a result of a consumer's unhappiness does not just affect the organisation in question; it may also influence supply chain partners at times. Harm to an organization's reputation may be significant, and it can take a long time to cure and heal the damage both inside the company and with supply chain partners that are involved (Canada, 2019).
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Utilizing cutting-edge technology, like social media, may help a firm to enhance the management of its supply chain. It may enhance visibility, facilitate communication, strengthen control, and minimise operational and personnel expenses, among other things. The ability to improve customer satisfaction is enhanced when a company has a more reliable and efficient supply chain. The ripple effect of adopting social media to better the SCM may spread outward throughout almost the whole organisation, which is beneficial to any company's bottom line and reputation (Orji, Kusi-Sarpong, and Gupta, 2020).
Better Communication with Customers
The enormous effect of social media has found its way into the business environment. However, although social media has taken the globe by storm in recent years, many businesses remain behind the trends and aren't making use of this newfound technological capability. Sites such as Twitter, Linkedin, Google+, and Facebook can assist firms in openly communicating with their consumers, which will aid them in increasing demand, improving customer service, and increasing exposure in the marketplace.
It is possible, for example, to produce automatic updates regarding company inventory and publish them on these websites. Customers may use these to report issues, such as inclement weather, that might because delivery plans to be disrupted. Instead, businesses may address issues or concerns that customers may have about company goods or services, delivery, or other aspects of the supply chain. Customers' happiness and retention rates may both be improved as a result of improved contact with them via social media (Valentini, 2015). 
Better Communication with Your Supply Chain
It may be tough to maintain effective contact with the many different entities that comprise the supply chain network. When everyone has various schedules and has been in different places, it might be difficult to keep everyone up to date on the latest developments.
It helps to communicate with the whole supply chain in real-time, allowing the company to manage it more effectively, save time, keep everyone up to date on the latest developments, and enhance productivity. It fosters greater cooperation among the parties and facilitates open and transparent group discussions. The company can keep track of logistical changes, exchange data and information, develop connections, and follow the progress of your whole network of suppliers all in one place (Fisher et al., 2014).
Additional benefits include the ability to reach everyone at any moment when the communication channels are improved. The fact that the suppliers aren't sitting around for all to check their email has the potential to dramatically cut their labour hours and increase production.
Increased Visibility
When it comes to enhancing the exposure of the supply network, social media platforms such as Sourcemap may be very beneficial. Individuals may view all of the supply chain information on a map with this sharing platform, allowing customers to locate the origins of any portion of a product as well as contact any source. It makes it possible to have more transparency, which promotes control (Fournier, 2015).
Sourcing
Using social media to find fresh talent for the supply chain may be a very effective strategy. The company will have access to millions of vendors. The usage of social media, particularly LinkedIn, as part of the procurement process may be quite advantageous. The talents and expertise they are seeking in a new partner may be pinpointed, and the perfect firm to partner with can also be identified and selected. The options aren't restricted by region or other variables (Fournier, 2015).
Improved contact with clients and the company supply chain may be achieved via the use of social media. You can also raise exposure and strengthen existing sourcing processes. SCM will become more efficient and cost-effective as a result of these improvements in efficiency and productivity.
Gebremikael et al. (2019) found that just a significant fraction of firms are successfully utilizing social media to boost supply chain intelligence collection, despite the significant development in social media's prevalence making such possibilities more practical and attractive. As an example, if sales account managers (SAMs) efficaciously use social media to maintain close interactions with people, suppliers as well as logistics service providers, among other pertinent supply chain members, the company will be able to gather useful data and improve valuable knowledge about their products and competitors.
[bookmark: _Toc94522651][bookmark: _Toc103849721]2.4. Amazon Case Study
As part of its efforts to better align its supply chain with its business goals, Amazon has built a customer-centric supply network (CCSN). When it comes to SCM, such a paradigm is opposed to the traditional method of starting with both the customer and working backwards. So Amazon tracks the whole supply chain, starting with the customer and ending with the producer. As a consequence of this method, Amazon is able to respond quickcanly to customer demands while also harmonising company objectives throughout supply chains around the globe (Gasser, 2019).
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So, what strategies does Amazon use to increase the efficiency of its supply chain?
1. Amazon Flex: Package delivery has been outsourced to Amazon via the use of social media platforms, including Facebook. Carriers for Amazon may log in onto an app, similarly to how Uber drivers do and be alerted when a shipment is ready for pickup. A Flex official Facebook page has been established, where drivers can make information in real-time about job opportunities in different locations. Aside from that, there are private social media groups for various areas where drivers can share images of their adventures with other operators, ask questions, or discuss common difficulties (Macrina et al., 2017).
2. Project Dragon Boat: Amazon is presently working with the codename "Dragon Boat". Amazon will transform into a shipping or brokerage firm as part of this strategy. One of the goals of the program is to simplify the supply chain to speed up package shipping and distribution. Sellers could book online with Amazon rather than through UPS or DHL, and the procedure would be completely automated. The elimination of delays associated with conventional procedures like document processing and freight booking would arise as a result of this automation (Xu, and Gao, 2021).
Merchants in China would be able to call Amazon trucks to pick up merchandise from their warehouses and factories with just a few fingers clicks on their cell phones, according to the company. According to Bloomberg News, merchants would be able to reserve cargo space digitally or through mobile devices, resulting in what Amazon termed as a "one-click-ship" for smooth international commerce and shipping, which will be available to everyone (Bloomberg, 2016).
3. RFID and Social Media Integration: Amazon has collaborated with the Auburn University Radio Frequency Identification (RFID) Lab to launch a project to tag things using RFID. The new system, according to Dave Clark, Senior VP of Worldwide Operations, "allows us to better trace shipments out to customers, and when integrated to our current software and robotics infrastructures, it should assist us to further accelerate delivery to consumers (Kasiri, 2021)." Amazon will be able to offer information in real-time across several platforms thanks to the integration of RFID and social networking sites.
Amazon has a large number of participants spread across several countries and time zones, making it difficult to interact with everyone involved in the game. Social media helps to lessen this challenge by making these messages more readily available to the public.  According to Ranjan Sinha, social networking enables businesses to remain in contact with the whole supply chain in real-time, allowing them to manage it more effectively, save time, keep everybody informed, and enhance productivity.
There are various advantages to using social media in supply chain management. These advantages include:
1. Building relationships: Successful supplier-retailer partnerships have many key indicators of success, which are as follows: A trusting relationship must be developed and founded on mutual respect to be successful. When social media is used to communicate within these connections, it makes communication easier, hence reducing communication barriers.
2. Data gathering and analysis: Identification of bottlenecks may be made simpler by using real-time data from social media platforms such as videos and images. Things such as smartphone applications, employee websites, as well as social media groups make issues more obvious and easier to rectify than they were before.
Information sharing: Notifications of shipping delays, weather concerns, and political upheavals provide merchants with the opportunity to rearrange their schedules or locate other lodgings.


[bookmark: _Toc94522652][bookmark: _Toc103849722]Chapter 3: Methodology
The effectiveness of selecting suitable methods in connection with the subject and handling the research issue is a process of research methodology (Pandey and Pandey, 2021). In addition, the researcher has selected acceptable methodologies and approaches sticking to the research issue of the study which is influence of social media marketing on the supply chain.
[bookmark: _Toc70089067][bookmark: _Toc91450950][bookmark: _Toc103849723]3.1 Research Methods
Philosophies come in many forms and sizes, and it's important to know what assumptions underlie each one before deciding on one for a project. Quantitative studies that collect and analyse participant answers are well suited to the interpretivism research philosophy. Positivism also fits well with study topics that haven't been studied previously and don't have a lot of previous research to draw on. The realism technique, on the other hand, tries to get an understanding of the human senses and their actuality. Because the research relied on quantitative data, positivism and realism are not even a good fit since the study had to analyse, present, or conclude the whole study using basic survey findings. As a result, interpretivism was the right choice.
Additionally, there are two types of research methods: deductive and inductive. While the inductive technique generates new hypotheses, the deductive approach relies on pre-existing theories for testing. Rather than testing a hypothesis in this study, the researcher wants to gather data from the participants and build a flexible study. At the same time, the researcher made the right decision to gather data by using inductive methods. In research designs, the descriptive approach is useful in explaining the topic matter and is compatible with the survey, observational and other methods. The exploratory study approach, on the other hand, is most suited for qualitative research, which is not adequate for assessing the precise impact of covid-19 on hospitality and tourism education. Explanatory methods, on the other hand, need an in-depth investigation of a little amount of data. The descriptive design is also appropriate for this research, which aims to get a deeper understanding of a specific occurrence (Ridder, 2017). A quantitative approach is also used to gather numerical data to collect replies through a survey, which is the greatest method for obtaining accurate information.
[bookmark: _Toc70089070][bookmark: _Toc91450951][bookmark: _Toc103849724]3.2 Data Collection
[bookmark: _Toc91450952][bookmark: _Toc103849725]3.2.1 Population, Sampling Technique and Sample
For the study, the population should include those products that have similar characteristics and lead to a better comprehension of the research idea and its topic (Etikan and Bala, 2017). Students, private-sector workers, and industrialists were all included in the study's population. Because of the difficulties they encountered during the covid-19 epidemic and the subsequent digital transformation, these participants were a good fit for this research. They also helped the firm deal with the problem and keep its supply chain running smoothly. Because the researcher couldn't conduct a comprehensive study of the whole population, a sampling approach was used to create a representative sample.
To avoid bias and ensure that everyone has an equal chance of being picked from the total population, the researcher used probability sampling rather than the non-probability sampling approach. It should also be noted that in this particular case the researcher is just doing a small-scale study, hence the probability approach is adequate for drawing volunteers from a random pool (Langer, 2018). Researchers have selected 30 participants to better understand the viewpoints and experiences of entrepreneurs, management members and others who were involved in crisis management and supply chain management.
[bookmark: _Toc91450953][bookmark: _Toc103849726]3.2.2 Research Design and Collection Process
Secondary and primary research strategies vary in that they gather data in various ways, according to Rahi (2017). To acquire data relevant to the subject of the study, the researcher employs both aforementioned data collecting approaches. For this project, the researcher has set forward four research goals. In this case, the researcher was required to accomplish the goals and answer the questions.
After that, the researcher wrote a literature review based on secondary data gathered from a variety of sources, including books, journals, articles, and websites, to better comprehend the research topic and arrive at a reliable conclusion (Snyder, 2019). There is a shortage of literature from the views of teachers, educational leaders, and other management members – whom all contributed to managing the crisis and ensuring that students' education was not disrupted – and this creates a conceptual foundation for further study.
As a result, primary research methods were used to gather replies and get a better knowledge of the participants' points of view. Consequently, the researcher has opted for the survey method to obtain data from participants in primary research (Wibneh, Singh, and Karmakar, 2021).
For obtaining the findings, the methods used were primary research in form of survey. For the primary data collection, Google Forms were created, which were circulated on the internet and the respondents were chosen at random.
[bookmark: _Toc91450955][bookmark: _Toc103849727]3.3 Data Analysis Method
For the quantitative data in this study, statistical and descriptive analysis is the most appropriate method of presentation. The researcher used a survey method to acquire quantitative data from the replies of participants in this study. Tables and charts are the best way to display quantitative data, as is the statistical analysis approach (Sidel, Bleibaum, and Tao, 2018).
This is further supported using descriptive analysis, which allows the researcher to explain the replies of participants in more depth. Descriptive analysis was used as a means of interpreting the data and survey findings (Kaur, Stoltzfus, and Yellapu, 2018).
The primary data that was analysed for this regard was the one collected from the Google Forms. Considering the ease of analysis and data collection presented by Google Forms, the reliance was put on this mode of data collection. For the analysis part, the graphical presentation put forth on Google Forms was used to present the data. This was helpful as the pie charts made clear the percentage of responses received for any given question
[bookmark: _Toc91450956][bookmark: _Toc103849728]3.4 Validity and Reliability
The researcher created a questionnaire and made all of the questions mandatory for participants to ensure that no data was lost in the process of gathering it. Furthermore, the validity of primary research is superior to that of secondary research; nevertheless, this study employs both approaches, which increases the validity of the research.
[bookmark: _Toc91450957][bookmark: _Toc103849729]3.5 Limitations
While conducting this research, the researcher has encountered a wide range of limits and obstacles in the selection of appropriate approaches and procedures. In addition, the researcher had difficulties in identifying and reaching out to prospective participants. First and foremost, the sample size was tiny enough that the researcher could not generalise since the sample was not demonstrative. Next comes primary research, which is more time-consuming, requires a lot of work, and costs a lot of money. When deciding on methodologies and approaches that were relevant to the subject of the study, the researcher was confronted with several restrictions. The difficulty in locating and enlisting study participants is another reason why doing the research in an online format is crucial (Saunders et al., 2019).
[bookmark: _Toc91450958][bookmark: _Toc103849730]3.6 Ethical issues and consideration
According to Brotherton's (2015) research, two key ethical considerations must be considered when it comes to ethical consideration. The first and most important ethical question is whether the volunteers will be harmed. To ensure that participants are not harmed in any way, whether physically or psychologically, this must be regarded as a top priority It is possible that the participants' feelings may be harmed if sensitive information about them or their organisation is revealed, such as their demographics and other personal data (Rani and Sharma, 2012). As a result, the researcher opted not to ask participants for their e-mail addresses, names, or any other personal information that may be used to identify them. As a result, the danger is minimal in this research.
The permission form is the second problem. Before beginning the research paper, it is vital to supply the participants with a permission form to ensure that appropriate information has been supplied to the respondents and to ensure that the data is protected (Gajjar, 2013). The researcher of this study made sure to provide participants with a link to a Google Form and a written permission form at the outset. Aside from that, all data was saved on a pen drive, and the participant agreed to erase the data after this dissertation was completed by the institution.


[bookmark: _Toc94522653][bookmark: _Toc103849731]Chapter 4: Discussion and Analysis
The fourth chapter is critical to the study's findings. An analysis is one of the components of the research project in which the researcher is responsible for presenting the material that has been selected for the study via a systematic literature review process (Snyder, 2019). Aside from that, the findings and discussion of results in this chapter, which have been gathered from the full research, are also included in the fourth chapter. The researcher will corroborate the findings of the analysis with facts and evidence gathered from the literature study in order to make the findings clearer.
[bookmark: _Toc103849732]4.1. Data Analysis
Table 1
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The very first question asked in the survey was to get a demographic profile of the people being surveyed. Here, majority participants were adults, with no candidate over the age of 50. This was significant as the questions were related to social media marketing, which is rarely used by older generation.





Table 2
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Figures from the second question show that both male and female participants were involved in the research, as seen above. The replies revealed that 73.3 percent of those who responded were female, with the remaining 26.7 percent also being female – who took part in the survey. There was not a single person who did not wish to disclose their gender since it did not damage their feelings or go against their ethical principles. More importantly, no demographic questions are included by the researcher, which has the potential to have an impact on this study and to enhance ethical hurdles that stand in the way of the researcher and this study.
Table 3
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The next question helped in understanding that the majority of individuals were employed, with a combination of students and business people.
Table 4
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In context of the usage of social media in a day, the majority participants stated that they used social media for nearly 1-4 hours. Hence, these people were likely to come across the social media tactics that formed the base of this discussion, making the respondents relevant to the discussion at hand.
Table 5
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The respondents covered 80% users of Instagram, followed by 43.3% Facebook and 26.7% users of Twitter. This was a multi-choice question so chances of overlapping of users for these platforms were present.

Table 6
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The questions now moved to the impact of interaction of brands on the decision making of the people. Majority of the respondents agreed that there was an impact, with 30% stating that this was true in certain instances. Only 26.7% were sure that there was no such impact.
Table 7
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This was a substantial question and helped in understanding that 50% people used social media for purchasing products, while 16.7% used it sometimes. This shows the power of social media and the reliance that is placed by different people to make their purchase. 
Table 8
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To get the answers relevant to this discussion, the next question asked about the use of Amazon for purchasing products. Almost three-fourths of the population stated that they did use Amazon for making purchases. 
Table 9
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The next question again showed the dominance of Amazon in comparison to social media, where it was found that around two third of the population relied on Amazon to make their purchases. 
Table 10
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Question 10 was related to the use of social media by the companies so as to bring an improvement to the hurdles faced in supply chain. The respondents were split on this discussion, where majority stated that they did not make such reliance. However, 33.33%, which was the highest percentage for this question showed that respondents were neutral towards this. This opens the possibility of a future use of social media in this regard. With the growing reliance on social media to make sales, the supply chain hurdles could likely be resolved by making use of this platform.
Table 11
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To show the integration of social media in daily lives of people, it was shown that 53.3% people agreed to the search results ending up in their social media apps as advertisement. This has been possible due to the tactics adopted by the social media companies to get more customers. This very mode can be used by the social media platforms to attract the suppliers to make their supply chain efficient. Thus, a shift could be made from consumers to the suppliers, in terms of targeted advertisements in the future. 
Table 12
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The 12th question was included to understand the future of supply chain partnerships on social media. Majority participants were in favour of this idea, showing an inclination towards social media in future. 
Table 13
[image: Chart, pie chart

Description automatically generated]
The last question on this survey was to understand the factors that one would consider enhancing the supply chain through the use of social media. In this regard, the majority of people responded by saying the social media could be used to build trust, while others stated that it could be used for getting in touch with a wider resource pool. There were also people who believed this would help in showing a consistent business presence. 
[bookmark: _Toc103849733]4.2. Synthesis
[bookmark: _Toc94522654]The survey results helped in understanding that the social media is majorly used by the young generation and Instagram is used by the majority. Although, at present, social media is not presently being used for supply chain but the prospects of it is quite big. This could possibly be due to the fact that the survey did not capture if the respondents were involved in supply chain process. This opens the channels for further study in this context, where the researchers could conduct a supply chain responded base survey to ascertain the integration and use of social media in supply chain. 
The survey essentially presented the viewpoints that were highlighted by different scholars and as were captured in the literature review segment. The use of social media is growing on daily basis, and it is time for the supply chain participants to use this platforms to resolve the issues being faced in the traditional supply chain markets. The survey showed the reliance of people on Amazon, and this was higher in comparison to social media. Yet, Amazon is already using the social media platforms to enhance its supply chain. This shows that a big company like Amazon has already started moving towards social media as it has identified this as the next platform of easing its supply chain issues. With the brands currently vying for social media as a customer pool, the supply chain participants too could make use of social media platforms to reach far off participants. The survey integrated the results of literature review to show that the participants too believed that social media could be used for building better relations. The best part about relying on social media is that it can be accessed from any place across the globe and could be relied on to bring further innovation in supply chain field. The companies could use this platform to tap in suppliers who use different social media platforms. Social media, as per the participants, presented an opportunity of building partnerships. It remains to be seen though how much reception social media would be able to get from the suppliers, as there will be a big shift from the traditional platforms. However, with the other areas being digitized and the world being on social media, this is a golden opportunity that is reflected in the survey conducted for this study.

[bookmark: _Toc103849734]4.3. Discussion
People from various walks of life have been able to operate their own businesses and enjoy the benefits of their labour attributable to the internet system. It has opened new business opportunities for development because of the internet's ability to disseminate information rapidly and effectively, as well as to encourage efficient and effective communication. Over time, the number of marketers using social media as a promotional tool has risen dramatically. As a result, traditional media including radio, television, and print publications are becoming less and less important to them. When it comes to spending their money, people in the digital age are more inclined to do it online than they are in conventional retail settings. According to the results, social media networking may be utilised as a marketing approach to improve the customer purchase intentions by raising customers' purchase intentions on social media platforms. Jack Ma has been criticised for a lack of social media contact with clients (owner of Chinese online retailer Ali Baba). Corporations may be forced to leave a market segment if they encounter competing business partners in the future.  
In business, different techniques are used in order to develop new commercial products; consequently, some digital approaches to the cognitive development of a market should be employed in order to preserve growth (Saberi et al., 2019). As a result, although the distribution channel makes it much easier to introduce new business products, SCM also has had a significant impact on the company's overall performance (Suryanto, Haseeb, and Hartani, 2018).  To guarantee a company's rapid development, SCM confirms all possible methods to distribute things using a range of distribution tactics (Kazancoglu, Kazancoglu, and Sagnak, 2018). The adoption of various methodologies has resulted in a significant increase in the number of enterprises, with supply chain management (SCM) placed high on the list of essential tools for accomplishing this goal. The importance of supply chain management (SCM) has increased dramatically in several countries, and as a consequence, various expenditures have been lowered as a result of the widespread use of SCM. SCM assists in several ways with the process of making new corporate goods accessible for distribution via a range of distribution channels. Meanwhile, several essential techniques of supply chain management (SCM) not only lead to cost savings but also facilitate the fast development of businesses and the launch of new commercial products (Kaur et al., 2018).
In today's technologically driven society, customers are actively turning to social networking sites as a method of broadening their marketing endeavours to a wider demographic. Chi (2011) defines social media marketing as a "connection between businesses and consumers, while also providing a personal channel and benefit for user-centred solutions to aid engagement" (Chi, 2011). Companies need to understand using social media in a way that is consistent with their company plan in light of the introduction of social media tools and methods (Mangold and Faulds, 2009). In particular, this would be true for firms that are trying to gain a competitive advantage. The goal of this study is to evaluate previous research that has focused on the development and use of social media by retailers to enhance their supply chain management (SCM) processes.
Even in supply chain management (SCM), the use of social media is increasing in order to improve communication and collaboration among trade partners of the distribution network. A well-executed social media marketing strategy may help businesses get closer to their customers, establish a stronger relationship with them, and provide a significant return on their investment in social media marketing. Enterprises that fail to make use of social media platforms miss out on these benefits as well as potentially profitable business development opportunities.
Supply chain professionals may find social media to be a valuable resource for a variety of reasons, including finding new ideas, tracking commodity and pricing trends, recording best practices, and engaging with investors, peers, and suppliers among others. It offers the ability to improve existing processes while also lowering risk and increasing efficiency. Organizations may encourage innovation within their supplier networks by using the collective ideas and experiences of those involved in the supply chain. All participants in the supply chain benefit from this as they strive for continuous improvement and corporate growth.
Due to the frequency with which material is consumed by consumers through social media, it is challenging to remain captivating and effective. User expectations are that organisations be current and relevant to their requirements in order to be effective in appealing to them, which provides a challenge for individuals (Kaplan and Haenlein, 2010). When it comes to interacting with customers, it's crucial to be clear about what the organisation can do for them (Bronner and De Hoog, 2014). It is possible to equate social media to a theatrical stage, and companies must always keep their authenticity towards their customers while using the platform. Furthermore, although organisations might well be able to regulate what they post, users and customers have complete power over how their posts and campaigns are interpreted. If a company receives bad criticism from customers on the internet, this might find itself unable to handle this feedback effectively. For example, the display of unfavourable customer assessments is located in the same section as the presentation of favourable customer evaluations. Furthermore, consumers have long been seen to be endowed with a variety of forms of power that affect how firms operate and provide services to them (Flynn et al., 2008). It is described as the ability of customers to provide criticism that harms the organization's interests, while it is defined as the ability of consumers to deliver criticism that harms the organization's interests as expert power. Consumers may exercise these two types of power at any moment via the use of social media, and they can do so with a large audience that can be reached fast through social media (Flynn et al., 2008). Not only is quick response vital in the supply chain, but it is also crucial in the realm of social networking. It is critical for companies to examine how long it takes to respond to customers online because the longer it takes; the more difficult it is to maintain control over the message that is being broadcast on the internet (Ramanathan et al., 2017). Whenever anything unpleasant happens, organisations are basically rendered ineffective since the power is fully in the hands of the individual client at that time (Shirky, 2011). The potential reputational damage that may emerge from a customer's dissatisfaction does not just affect the organisation in issue; it may also have an impact on supply chain partners in certain cases as well. The harm to a business's image may be serious, and it can take a long time to repair and restore it both inside the organisation and with the supply chain partners that were engaged in the occurrence (Canada, 2019).
The use of social marketing, and specifically social location marketing, to boost demand in retail was one area where there was an opportunity to capitalise on the trend quickly and often. Among other things, social location marketing has the potential to affect consumers' buying decision cycles at all phases of the process - from awareness to elevation to consideration or purchase, among other things. Sharing of social location information is restricted to a certain geographic region. Someone becomes or is in the process of becoming a customer, visitor, or user of a product or service when they purchase the item, visit the website, or utilise the service. It is necessary for them to utilise online forums in order to engage with their customers, get feedback, and establish client loyalty. 
Over the last few years, researchers in the SM-OSCM field have been studying integration and link construction in more depth. The researchers have looked at a range of levels of integration, as well as ways of creating relationships. Calefato et al. (2014), for instance, did a study on the connection between low-risk retail firms and their customers. Trust-building through the use of social media platforms, according to them, is vital in creating the relationship between the firm and its customers. When Toth et al. (2019) concentrated on developing the buyer-supplier relationship there at the senior managerial level; the results revealed that strategic management is becoming more important in boosting buyer-supplier collaboration. A rise in the number of studies on the issue has resulted in a higher total number of studies than the national average, notwithstanding the increase in research. We recommended that future research study the development of integration or relationships on a number of levels, such as the buyer-supplier level, the firm-bulk customer level, as well as the firm-individual consumer level. The impact of social media platforms on problem resolution and feedback gathering on customer quality might be investigated in the context of firm-individual client level integration or relationship development. This might be advantageous in terms of strengthening client relationships. A further possibility is the assessment of the effectiveness of the SM platform in learning customer needs and developing products/services to fulfil those requirements, thereby including consumers in the creation of new products and the improvement of existing services. It is possible to undertake buyer-supplier level research on the data in order to better understand the many causes and barriers that influence the deployment of SM. Scholars may also look at the impact of social media on the movement of knowledge and information between buyers and suppliers. Aside from that, future research might look at the consequences of SM on the firm-bulk consumer interaction at a later point in the relationship. The creation of additional external elements that negatively impact integration and linkage of company mass customer contacts, as well as whether social media (SM) may assist to minimise these unfavourable consequences, may be required at some point in the future. In light of these findings, policymakers and researchers will be able to better understand the positive outcomes that may occur from using SM.

Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc103849735]5.1. Conclusion 
A substantial body of literature had led to the creation of critical approaches for corporate growth, and this had been a significant contribution. Additionally, the SCM is regarded as a crucial instrument in the creation of a new commercial product, as well as in the growth of a firm. When utilised in combination with digital marketing approaches, SCM has had a significant influence on the effectiveness of various marketing tactics. Even though essential approaches discovered via diverse studies have been more widely available through time, the final rise in SCM for the launch of new firm goods has grown. In the literature, it could be said that supply chain management (SCM) is the most important mode of distribution. SCM, on the other hand, establishes several channels, with the necessity of sharing and supply being seen as a critical way of introducing new corporate goods into the market. Because of this, numerous studies discovered that the effectiveness of SCM could better assess the overall importance of the varied frequencies required to update with specific effects when compared to other methods. In order to achieve acceptable growth, SCM has taken significant steps to promote social marketing in the course of corporate development and the accomplishment of competitive advantage. With the huge increase in online sales, it is probable that companies will continue to develop in the future; as a consequence, the user-mode for acquiring such a product will need the construction of distribution channels. Businesses have the opportunity to benefit from SCM by achieving and eliminating a number of expenditures that are impeding their ability to gain a competitive advantage. When it comes to marketing, online marketing is an essential component of any strategy. The great majority of individuals acquire their things via the internet these days. Online marketing is a relatively affordable kind of advertising.
Due to the widespread use of social media, the method by which businesses and consumers engage with one another is evolving. Businesses must evaluate and participate in a wide range of communication vehicles, from television to print to the web or social media, in order to reach present and new customers in all of the ways in which they choose to interact with the company (Hugos, 2011). How can the supply chain make use of the feedback loop's potential to increase efficiency and reduce costs? The path to a solution is beginning to materialise. People that work for various firms begin to network with one another using always-on communication technologies in order to do business with one another. Because of this, user data is gathered as a by-product: electronic purchase orders, the state of orders they are currently working on, order receipts and invoicing, as well as payments made using credit cards. Customer service, internal efficiency, demanding flexibility, and product development are all areas where measuring performance on a regular basis is no longer a time-consuming administrative burden. Customers are using a new generation of the supply chain "progress reports" to monitor the performance of their providers, which is becoming more popular. In comparison to previous years, the report cards are far more detailed and are delivered on a more frequent basis. Customers and suppliers have the choice to cooperate in order to reach mutually beneficial performance targets by using this data. Choosing performance targets that will result in demonstrable benefits and profits allows businesses to be compensated for the effort necessary to achieve the objectives they have set.
The outcomes of this study also shed light on the benefits and drawbacks of using social media marketing in supply chain management (SCM). Organizations have identified many opportunities, and the study reveals that there are several of them, with the ability to communicate more effectively inside the organisation and the development of improved communication channels with customers being the two most prominent ones. Respondents verified that users are more willing to complain or make unfavourable comments than they are to commend organisations, indicating that empowered customers may voice their ideas at any time to a large audience that can be easily reached via social media. One of the most significant issues that most respondents experienced was the inability to monitor the content that customers posted on the social media sites of their organisations, according to their responses. In certain cases, the dissemination of false news has had a negative influence on organisations, and it is a problem to which every organisation that relies on social media is potentially vulnerable. According to the report, WhatsApp is exclusively used by providers, while Facebook is only utilised by consumers. According to the statistics, FMCG merchants are more likely than any other kind of business to utilise Twitter for promotional purposes.
As a new technology that might have an influence on supply chains in the future, the results of this study are expected to contribute to the body of academic knowledge about supply chain management. The impact that social media would have on the supply chain is widely recognised, and organisations wanting to be market leaders in the area of supply chain management (SCM) may benefit from the use of social media to identify themselves and help companies or brands to stand out. Following the publication of the study's results, academics will have a better understanding of how other organisations are currently using social media in supply chain management and how they might do the same. The opportunity exists for organisations that currently use social media to improve the effectiveness of their SCM's existing social media activities.
It is meant to serve as a starting point for future investigation into the core subjects in social media. Supply Chain Management 2.0 (SCM 2.0) defines the evolution of the supply chain's procedures, methodologies, and tools as well as the opportunities presented by this new time period for further research and investigation.
As a result of the widespread use of social media networks as a means of communicating about interests, jobs, and social relationships with others, it has been shown that they are related to the activities of the general public. It has been shown that people are getting more productive and efficient in their quest for information as a consequence of their use of social media platforms. In turn, this has a beneficial effect on the environment. The general public's awareness of healthy items at affordable prices is increasing, which is beneficial to both sellers and customers, who think they have benefited financially from the advent of social media websites and digital commerce. Keeping up with the newest news and trends via social media and e-commerce is now an essential aspect of everyday life. As a result of the internet and technology breakthroughs, human behaviour is rapidly changing in a multitude of aspects of life.
Despite the fact that social media has received substantial attention from a range of academic groups, such as marketing or information management, operations management research is still in its development. On the other hand, it should be emphasized that research on social media is still in its early stages, with the current literature failing to provide adequate empirical confirmation of the impact social media has on organisational performance. Furthermore, over the course of many decades, the core of the conflict between organisations has shifted from product development to supply chain management (SCM).
SMM is becoming more popular for connecting supply chain partners, exchanging information, maintaining constant contact, and producing and sharing knowledge in order to help supply chain operations for an organization's supply chain. Despite the fact that social media is time-consuming, it offers significant advantages over other traditional means of communication such as in-person meetings, phone talks, and emails, all of which might be advantageous in the stimulation of supply chain activities. Possibly, more importantly, social media not only assists in the establishment and maintenance of strong business relationships, but it also has the potential to help organisations in the acquisition of vital information that would otherwise be difficult to get via other methods.


[bookmark: _Toc103849736]5.2. Recommendations
[bookmark: _Toc94522655]Managers and leaders are now misusing social media platforms to interact with their suppliers and, more crucially, to engage with their customers, according to the study results. The fact that some firms have gone to the extent of incorporating social media applications into their market research in order to have reliable demand estimations demonstrates that there is a potential for organisations to use such social media networks to collect data. The need for professionals to educate organisations on the true potential of social media, as previously said, might help pave the way for businesses to fully realise the advantages of social media channels.
Furthermore, managers should not see social media as a non-essential part of their IT strategy, and it should not be a waste of time and resources. Particular insight into how social media as a technology is being used in other organisations, as well as the prospective influence that social media may have inside the supply chain management business, is provided by this study for supply chain managers. The advancement and expansion of technology may enable organisations to establish new and effective means of communicating with customers, as well as the potential to deliver customer care solutions at a cheaper cost than was previously feasible.
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To avoid bias and ensure that everyone has an equal chance of being picked from the total population, the researcher used probability sampling rather than the non-probability sampling approach. It should also be noted that in this particular case the researcher is just doing a small-scale study, hence the probability approach is adequate for drawing volunteers from a random pool (Langer, 2018). Researchers have selected 30 participants in order to better understand the viewpoints and experiences of entrepreneurs, management members and others who were involved in the crisis management and supply chain management.



(this box should expand as you type)








		10

		Location of research activity

Identify all locations where research activity will take place.



		11

		The research activity will be undertaken in the West Midlands area of England.



(this box should expand as you type)



		12

		Research activity outside of the UK

If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants.



		13

		Research was done only in the UK.





(this box should expand as you type)







		14

		Use of documentation not in the public domain: Are any documents NOT publicly available?   



		NO

		☒



		

		

		YES

		☐



		15

		If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with prevailing data protection law of the country in question and England and Wales.



N/A



(this box should expand as you type)







SECTION F: Scope of Research Activity

		1

		Will the research activity include:

		

YES

		

NO



		2

		Use of a questionnaire or similar research instrument?

		☒

		☐



		3

		Use of interviews?

		☐

		☒



		4

		Use of diaries?

		☐

		☒



		5

		Participant observation with their knowledge?

		☒

		☐



		6

		Participant observation without their knowledge?

		☐

		☒



		7

		Use of video or audio recording?

		☐

		☒



		8

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		9

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		10

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		11

		Investigation of participants involved in illegal activities?

		☐

		☒



		12

		Use of procedures that involve deception?

		☐

		☒



		13

		Administration of any substance, agent or placebo?

		☐

		☒



		14

		Working with live vertebrate animals?

		☐

		☒



		15

		Other primary data collection methods, please explain in this box

For example, ‘focus groups’. Please indicate the type of data collection method(s) in this box and tick the accompany box.

		☐

		☒



		16

		Details of any other primary data collection method:







(this box should expand as you type)

		

		





If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION G: Intended Participants

		1

		Who are the intended participants:

		

YES

		

NO



		2

		Students or staff at the University?

		☒

		☐



		3

		Adults (over the age of 18 and competent to give consent)?

		☒

		☐



		4

		Vulnerable adults?

		☐

		☒



		5

		Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)

		☐

		☒



		6

		Prisoners?

		☐

		☒



		7

		Young offenders?

		☐

		☒



		8

		Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?

		☐

		☒



		9

		People engaged in illegal activities?

		☐

		☒



		10

		Others (please identify specifically any group who may be unable to give consent) please indicate here and tick the appropriate box.



		☐

		☒



		11

		Other – please indicate here:







(this box should expand as you type)

		

		







		12

		Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 



		13

		How many participants are expected?



		About 30 participants are expected to be involved in the research.





(this box should expand as you type)



		14

		Who will the participants be?



		

Students, private-sector workers, and industrialists were all included in the study's population.



(this box should expand as you type)



		15

		How will you identify the participants?

		To avoid bias and ensure that everyone has an equal chance of being picked from the total population, the researcher used probability sampling rather than the non-probability sampling approach. It should also be noted that in this particular case the researcher is just doing a small-scale study, hence the probability approach is adequate for drawing volunteers from a random pool. Researchers have selected 30 participants in order to better understand the viewpoints and experiences of entrepreneurs, management members and others who were involved in the crisis management and supply chain management.

(this box should expand as you type)










		16

		Information for participants:

		

YES

		NO

		

N/A



		17

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☒

		☐

		☐



		18

		Will you tell participants that their participation is voluntary?

		☒

		☐

		☐



		19

		Will you obtain written consent for participation?

		☒

		☐

		☐



		20

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☐

		☐

		☒



		21

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☐

		☒



		22

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☐

		☐

		☒



		23

		With questionnaires, will you give participants the option of omitting questions they do not want to answer?

		☒

		☐

		☐



		24

		Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?

		☒

		☐

		☐



		25

		Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?

		☒

		☐

		☐



		26

		If NO to any of above questions, please give an explanation 



		27

		





(this box should expand as you type)







		28

		Information for participants:

		

YES

		NO

		

N/A



		29

		Will participants be paid?

		☐

		☒

		☐



		30

		Is specialist electrical or other equipment to be used with participants?

		☐

		☒

		☐



		31

		Are there any financial or other interests to the investigator or University arising from this study?

		☐

		☒

		☐



		32

		Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?

		☐

		☒

		☐



		33

		If YES to any question, please provide full details 



		34

		





(this box should expand as you type)







SECTION H: Anticipated Risks

		1

		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 



If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  



		2

		Full risk assessment completed and appended? 



		Yes 

		☐



		

		

		No

		☒



		3

		Risks to participants

For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information



		4

		Risk to Participant:

There are no anticipated risk to the participants of this study.



(this box should expand as you type)

		How will you mitigate the Risk to Participant

N/A





(this box should expand as you type)



		5

		If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities



		

		

N/A



(this box should expand as you type)



		6

		Risks to investigator

For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest



		

		Risk to Investigator: N/A







(this box should expand as you type)

		How will you mitigate the Risk to Investigator:







(this box should expand as you type)



		7

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to University: N/A







(this box should expand as you type)

		How will you mitigate the Risk to University:







(this box should expand as you type)







		8

		Disclosure and Barring Service



		9

		If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.

		YES



		NO



		N/A





		10

		Does your research require you to hold a current DBS Certificate?

		☐

		☐

		☒







SECTION I: Feedback, Consent and Confidentiality

		1

		Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when? 



		

		The findings from the research are to be shared with all participants as feedback. The participants will be able to see how and to what extent their information was used. The document will also be a public document.





(this box should expand as you type)



		2

		Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.



		

		The researcher will make arrangement to provide participants with a link to a Google Form and a written permission form at the outset.





(this box should expand as you type)



		3

		Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 



		

		All data on the questionnaire was saved on a pen drive, and the participant agreed to erase the data after this dissertation was completed by the institution. The researcher also opted not to ask participants for their e-mail addresses, names, or any other personal information that may be used to identify them. As a result, the danger is minimal in this research.





(this box should expand as you type)







SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).

		1

		Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?

		YES

		NO



		

		“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person.

		☐

		☐



		2

		If YES, provide a description of the data and explain why this data needs to be collected:



		

		





(this box should expand as you type)



		3

		Does it involve special category data (as defined by the GDPR)?

		YES

		NO



		

		“Special category data” means sensitive personal data consisting of information as to the data subjects’ –

(a) racial or ethnic origin,

(b) political opinions,

(c ) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

		

☐

		

☐



		4

		If YES, provide a description of the special category data and explain why this data needs to be collected:



		

		





(this box should expand as you type)







		5

		
Will the research activity involve storing personal data and/or special category data on one of the following:

		YES

		NO



		6

		Manual files (i.e. in paper form)?

		☐

		☒



		7

		University computers?

		☐

		☒



		8

		Private company computers?

		☐

		☒



		9

		Home or other personal computers?

		☐

		☒



		10

		Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

		☐

		☒



		11

		“Cloud” storage or websites?

		☐

		☒



		12

		Other – specify:



		☐

		☒



		13

		For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of password protection, encryption, anonymisation and pseudonymisation:



		

		



(this box should expand as you type)



		14

		All Data Storage



		15

		Will the research activity involve any of the following activities:

		YES

		NO



		16

		Electronic transfer of data in any form?

		☐

		☒



		17

		Sharing of data with others at the University?

		☐

		☒



		18

		Sharing of data with other organisations?

		☐

		☒



		19

		Export of data outside the European Union or importing of data from outside the UK?

		☐

		☒



		20

		Use of personal addresses, postcodes, faxes, emails or telephone numbers?

		☐

		☒



		21

		Publication of data that might allow identification of individuals?

		☐

		☒



		22

		Use of data management system?

		☐

		☒



		23

		Data archiving?

		☐

		☒



		24

		If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and DPA (and/or any international equivalent):



		

		





(this box should expand as you type)



		25

		List all who will have access to the data generated by the research activity:



		

		The researcher alone. No other person will have access.





(this box should expand as you type)



		26

		List who will have control of, and act as custodian(s) for, data generated by the research activity:



		

		The researcher alone.





(this box should expand as you type)



		27

		Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  



		

		All data on the questionnaire was saved on a pen drive, and the participant agreed to erase the data after this dissertation was completed by the institution.





(this box should expand as you type)



		28

		Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 



		

		

N/A



(this box should expand as you type)



		29

		Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)



		YES

		☒



		

		

		NO

		☐



		30

		Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding

		YES

		☒



		

		

		NO

		☐










SECTION K: Declaration

		31

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 



		

		Signature of applicant:

		SENENGE TERFA-TARHEMBAH

		Date: 16TH MAY 2022









For STUDENT Submissions:

		32

		Director of Studies/Supervisor:

		

		Date:



		33

		Signature:

		



		







For STAFF Submissions:

		34

		Academic Director/ Assistant Dean:

		

		Date:



		35

		Signature:

		



		







Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

		☒

		I have read the guidance notes supplied before completing the form.



		☒

		I have completed ALL RELEVANT sections of the form in full.



		☒

		I confirm that the research activity has received approval in principle



		☐

		I have attached a copy of final/interim approval from external organisation (where appropriate)



		☐

		I have attached a full risk assessment (and have NOT completed Section H of this form) (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT



		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.



		☒

		I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



		☒



		I have deleted the guidance notes before submitting the PG2 for consideration







		RESEARCH STUDENTS AND STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.



		STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit  this form (and receive the outcome) via systems explained to you by the supervisor/module leader.







This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/ 





Application Process



All staff research projects and all research students must submit the Ethical Approval Form to the University Research Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Institute procedures explained below.



Taught masters and taught undergraduate research Ethical Approval Forms are considered within Institutes.  Institutes will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Institute will refer these to the University Research Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   



Notes for guidance in completion of this form
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