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1. CHAPTER ONE: INTRODUCTION AND OVERWIEW
1.1 INTRODUCTION

This study aimed to identify the role of social media in supporting small business Nanny’s Plus Us to develop their business via social media. Nannies Plus Us is an all-encompassing childcare company. The business offers deals in London, UK and abroad. Tutor, for the whole year emergency care, nanny, evening nanny, maternal nurse, night nurse and problem solver, and more. Parenting guidance and international childcare education. Company take delight in the fact that parents and kids both adore them. Agency offer a personalized and professional service; they are a family-run business that has been in operation for over 20 years. They follow a strict nanny selection process. (https://nanniesplusus.co.uk/) 
The main reason why I have chosen Nanny’s Plus Us for my Dissertation is because I am currently working for that company. I have started my journey with the company at the begging of the Covid-19 outbreak and I have learnt a lot about working with children and their parents.
 
1.2 BACKGROUND TO THE STUDY

Social media plays a significant part in corporate growth because it makes it possible for knowledge to flow fast and exponentially at a low cost. However, business owners have difficulties in effectively utilizing the potential of social media. The usage of social media by small enterprises is examined in this case study. Entrepreneurs would benefit from the findings and conclusions in developing the dynamic capacities of their businesses. Social networks give businesses the chance to interact personally with customers, build their brand, and project a specific image. With the help of social media, small businesses can expand their current marketing techniques to strengthen client relationships, boost sales, and enhance their reputation. Social networking is particularly crucial for business owners with limited resources and expertise. Sadly, not all companies use social media to their benefit. Identified the primary obstacles to active social media use for company as a lack of talent, knowledge, time, and resources. This study aims to investigate how social networking sites are used by small businesses to boost sales. Although there is a wealth of prior study on the use of social media for business, particularly marketing purposes, that research has primarily focused on major corporations.
Internet-based programs known as "social media" enable users to make and share material online, create profiles on publicly available platforms, and choose how many connections they have with other users. The roles that marketers and customers play in a communication and value exchange process have changed as a result of social media platforms. Companies must create and implement online consumer activity-focused strategies as customers gain more clout in a global economy (Bauman, Antonina A. 2020). 

1.3 SOCIAL MEDIA AND THEIR IMPACTS ON MARKETING/BUSINESS

Blogging, microblogging, and other social media tools have altered the corporate landscape, benefiting users and customers alike. Businesses can market their goods, raise awareness, encourage consideration, and gain consumer support for approximately one-tenth the price of conventional advertising. Customers can express their gratitude and complaints, their individual opinions and thoughts, and short-term buying decisions. Both the opportunities and the risks are enormous in this situation. Social media can be used by businesses to mobilize sizable groups that can then become devoted clients. On the other hand, even one unhappy customer or a misstatement can have a domino effect, spread negativity, and undo all of a company's good efforts to build its reputational capital.
Companies can avoid reputation damage, which could have a bad effect on their business, by maintaining a constant state of alertness. Companies can retain a social media management team that works around the clock to monitor interaction because social media is not restricted by time, space, or geographical restrictions. Once something is published online, it can be challenging to remove it. Companies should continuously monitor, analyse, and aggregate stakeholder perceptions to clean up the social media ecosystem and maintain a positive reputation score (https://www-igi-global-com.ezproxy.uwtsd.ac.uk/gateway/chapter/full-text-html/152926).

Every company relies on marketing to build client relationships, increase brand recognition, and boost revenue. The emergence of social media has significantly altered the commercial environment and leveled the playing field. The development of social media marketing has given both large and small businesses alike marketing options. This new internet platform has broken down barriers to enable a more effective yet less expensive manner of engaging the clients, whereas it previously needed more work and money to establish and implement marketing campaigns. Additionally, the intermediary has been removed from the process, enabling companies to communicate with customers directly and independent of any physical constraints. Riders were used to contacting the customer service department; now, there is a lot more interaction with the communications department.
Social media is a new media platform that is defined as online tools used by people to share content, including video, photographs, images, text, ideas, entertainment, opinions, and news. Simply described, it includes of different web technologies that make content creation and delivery possible. However, social media marketing incorporates advertising campaigns that are run through online forums. It is defined as a method that enables people to advertise their websites, goods, or services through online social networks as well as to connect with and engage a far bigger community than would have been possible through conventional advertising channels.
A shift in marketing tactics over the past few years has been mostly ascribed to businesses' efforts to stray from conventional marketing methods and take advantage of the fresh chances provided by social media. Some of these projects, though, are more focused on following the crowd without giving social media marketing's impact on company expansion much thought. The study's central hypothesis is that social media marketing, by virtue of its very form and function, may help businesses expand. Understanding its core components will help you use this internet platform to its fullest potential to expand your organization. In light of this, this study suggests a causal model linking six variables that link social media marketing to company success (Alharbie, Abeer, 2015).


2.CHAPTER TWO: LITERATURE REVIEW

2.1 INTRODUCTION 

A survey of the literature on social media marketing is included in this chapter. The goal is to integrate existing knowledge and expertise of the subject by finding out what other studies and industry experts have to say about social media marketing. It includes research reports, articles, books, and journals on the subject of how small businesses can increase their sales through social networking. In order to comprehend the difficulties, importance, advantages, and widespread adoption of social media marketing by small firms in particular, literature is researched to find theories and knowledge that already exist in the field.

2.2 SMALL BUSINESSES DEFINITION 


There are two primary components that seem to specify a small firm based on the three criteria that are listed. A small business is one in which neither the common stock is publicly negotiable or one in which the proprietors are required to personally guarantee any planned or existing financing.

The marketability of the company's equity is defined in the definition's first component. There is a significant level of complexity required over a private firm when a company has public stock. A publicly traded firm is required to have audited financial statements and to comply with the reporting criteria set forth by the government and the listing market. Regulatory agencies frequently demand disclosure of the company's officers, revenues, and profits. Furthermore, it is very simple to determine the value of publicly traded shares (by reading the financial section of a newspaper), but quite challenging to determine the value of a privately held company.

The owner's personal guarantee on any financial obligation is regarded as the second component in this definition of a small firm (Osteryoung, Jerome S.; Newman, Derek, 1993).

2.3 SOCIAL MEDIA DEFINITION

Social media are websites and apps that facilitate communication, participation, information sharing, and teamwork. Social media is used by people to communicate with their friends, family, and neighbours.
What functions do social media perform?
Through online networks and communities, social media is a computer technology that enables people to share information, ideas, and opinions. To access social media, users use apps or web-based software on a computer, tablet, or phone. The Internet's social networking platforms make it simple to rapidly and easily exchange private information, files, videos, and images. Even though social media is widely used in the U.S. and Europe, Asia-based nations like Indonesia are among the top users.
Understanding of Social Media
Initially used to stay in touch with friends and family, social media was immediately discovered by businesses as a method to connect with clients through a preferred new communication style. Social media is effective because it enables connections and mass information sharing with everybody on Earth.
Around 3.8 billion people use social media worldwide. Social media is a field that is always evolving. New social media apps like TikTok and Clubhouse join established platforms like Facebook, YouTube, Twitter, and Instagram almost every year.
Social networking is the most essential requirement for a business. The platform is used by businesses to locate and communicate with customers, boost sales through advertising and marketing, monitor consumer trends, and assist or look after clients. Social media plays a significant role in assisting businesses. It facilitates client interaction and enables e-commerce companies to include social aspects. Because it can gather data, it makes it simpler to concentrate on marketing and market research. By making it simpler to offer specials and coupons to prospective customers at the appropriate time and location, it promotes the sale of goods and services. Building ties with clients can be made simpler through loyalty programs that include social media (https://economictimes.indiatimes.com/definition/social-media) 

2.4 WAYS TO INCREASE SALES VIA SOCIAL MEDIA
      FOR NANNIES PLUS US 


Social media has emerged as a crucial digital marketing approach for promoting corporate items, with the ultimate goal of maximizing profits, given the rapid spread of digital technology. However, actual research on the effectiveness of social media as a marketing tool is still lacking. This chapter studies the effect of daily social media activity on daily business outcomes, including website traffic, orders, and sales, using unique data collected over a 12-month period from a prominent online business. Key findings show that while social media increases web traffic, product orders and sale revenue are not significantly affected. However, larger social media efforts typically generate a noticeably higher volume of orders and revenue from sales, with Facebook emerging as the most successful platform. The efficiency of social media marketing for various items differs according to their complexity, price, and brand status, according to our findings as well. Overall, the findings provide a clearer picture of how social media campaigns affects companies and information on how to deploy resources to create marketing campaigns.
Our model's findings, which examine how much social media indicators influence business outcome variables on a broad scale, are complex. For one of the three trading factors, there is no straightforward significant effect; nonetheless, there are some meaningful connections. This indicates that, at least for this organization, social media marketing investment is yielding some results, indicating that, to some extent, a viable plan for handling the extremely complex nature of social media communication is in place (https://www.sciencedirect.com/science/article/abs/pii/S0969698921000679) 


A company must understand the value of a client in order to analyse efforts to improve customer service. How can a business determine how much to spend to keep a client happy if it doesn't know how much the customer is worth? The average or median annual revenue per customer, the average or median revenue for particular customer segments or product lines, or the customer lifetime value, which is defined as the amount a typical customer will spend during his or her tenure as a customer, can all be used to calculate this number.
(Goodman, John., 2019, p.12). DIRFT, or do it right the first time, is a shorthand for a model for proactively managing and increasing customer happiness and loyalty, and hence income. DIRFT is usually the stated purpose of every organisation. However, even having the greatest of intentions, resources, and training, firms actively don't get it right the first time. On this rests the responsibility of tactical service, which is divided into two parts: establishing the customer's expectations and preparing them to use the product, and, in the event that their experience is less than ideal, coordinating their interactions with the service process. The foundation of strategic customer service is establishing expectations and assisting customers in optimising the use of the product.
(Goodman, John., 2019, p.16).

2.5 THE SOCIAL MEDIA CONCEPT 


The information backed up a social media viewpoint since it showed that internet data must be used to enhance customer experiences, according to follow-up studies.

For brands looking to spread the word through an expanding community of followers and fans, word-of-mouth and the marketing extension of electronic word-of-mouth have emerged as crucial marketing concepts. Messages about the company and its products may activate so-called brand ambassadors. Brand community managers may gauge awareness, boost appeal, and even turn followers and fans into devoted patrons through discussion monitoring. They could be used into a plan for earned media that takes advantage of consumer enthusiasm for a good or service. Social media and customer evangelism, as some marketing experts have dubbed it, essentially amount to free advertising by real clients who interact with others as dependable spokespeople. Customers who rate things on websites like Amazon.com are somewhat linked. These ratings and the discussion that follows may demonstrate brand loyalty or even rival criticism. Community managers are compensated to keep an eye on the goings-on and participate as necessary. A firm person might need to interact and engage, for instance, if an online discussion on Twitter takes an unduly bad turn by adding more details or offering support. Competitor disadvantage may result from failure to respond when competitors do. Some clients might depend their purchasing decision, at least in part, on the volume of firm online interaction. Marketing, and advertising may all converge dependent on strategic objectives. A return on investment study may take into account the cost of online participation, while other experts contend that this does not apply to social media (J. LIPCHULTZ , 2018, p.27 )


2.6 SOCIAL MEDIA CHARACKTERISTICS 

We refer to social media as a class of web-based programs that support the production and dissemination of user-generated content. They are founded on the conceptual and technical underpinnings of the Web. Social media is a social network that has gathered a large base of users to present and has been able to draw Internet users faster than any other online medium in terms of engagement and customization. Each of its seven features—identity, conversations, sharing, presence, relationships, reputations, and groups—allows the user to reveal and investigate a particular aspect of the social media experience (Y,  Kamarulzaman , p.190) 


Understanding the factors that contribute to an advertisement's success is crucial, in addition to comprehending how overseas consumers respond to digital advertising. Strategies that may have worked in previous promotional contexts may not work online because of the many ways in which the capabilities of digital advertising differ from more traditional types of advertising. Since marketers need to reach consumers in a range of cultural contexts, it is crucial to identify which types of characteristics related to the advertisement translate across borders and which will not. Interactivity and entertainment value have come to be seen as two factors that are particularly crucial for successful international digital advertising in markets all over the world (S. RODGERS; E. THORSON, 2017, p.353-354). 


2.7 CLASSIFICATION OF SOCIAL MEDIA


Social media has generated a lot of attention globally during the past ten years. Social media contains so many different components that it can occasionally be very challenging to understand the overall context. 


1. Social networking sites serve as a platform for users to engage and manage their social networks. Facebook and LinkedIn are the two most well-known examples in this area.
2.  Blogging: This venue for conversation that centers on a single subject is growing in popularity recently. The following is further separated into two classes for easier understanding:

o Blogging: This online activity allows for the private exchange of comments from various people on in-depth articles. Forums or the blogosphere, where all blogs are connected, can be examples of this. Blogger and WordPress are well-known instances of this category.

o Microblogging: This kind of broadcasting uses brief blogs with the goal of expressing a complete thought in the fewest possible words. This idea was first offered by Twitter, which is currently in the lead. Although Facebook has a similar strategy whereby status updates are published to everyone, when you mention microblogging, TWEETS is the term that comes to mind first.

3. Media Sharing: When we discuss social media without addressing media sharing, our debate is incomplete. Recently, sharing media has become essential whenever people need to trade films, audio, or photographs. As a result, it is further divided into the following four classes according to their types:

o Video Sharing (also known as Video Hosting Service): Several websites accept user-submitted videos and provide free services to unicast them to users upon request. Vimeo and YouTube are two of the top participants in this industry.

o Audio Sharing: Use this service to distribute audio files to your friends, followers, or co-workers. This service is typically used by bands to connect with their fans. When discussing internet services for exchanging audio and sound, Sound cloud is the first name that springs to mind. Social networking websites can also incorporate these features.

o Photo Sharing: The saying "a picture is worth a thousand words" is somewhat true. You can share your photos with friends and family through photo-sharing websites, and Flickr is becoming well-known in this field.


o Podcast: Some people think that in the future, podcasts will displace the traditional electronic medium of television. This is a platform for broadcasting files, audio files, and video files. Livestream is one prominent example of this class, among many others.
3. Voice over IP Software Applications: This group is credited with starting the recent rise in social media's popularity. Since several decades ago, people have used these programs to communicate with their family members and co-workers. Although it is dwindling in popularity, social networking platforms now include all interactive and collaborative elements. Nevertheless, the key brands in the classification are programs like Skype and Yahoo Messenger.
Document Sharing: This is the platform from which you may share documents with other users, including spreadsheets, word processing documents, and presentations. Google Drive and Slide share are significant websites. Social News: This is the source for all news pertaining to social media. Digg is a significant reference website. Social bookmarking: One intriguing component of social   bookmarking is the management of bookmarks and subsequent voting for them (https://whatisdigitalmarketing.wordpress.com/2013/05/27/classification-of-social-media/) 

2.8 SOCIAL STRATEGIES FOR NANNIES’S PLUS US

As I started my investigation, it became evident that there are primarily two ways in which businesses have attempted to use social networks for their own strategic advantage. First, after realizing how many people use social media to communicate with friends and complete strangers, some businesses have decided to join the fight by acting as if they were friends with individuals they interact with online. That strategy frequently involved creating a company Facebook page, encouraging users to "Like" it, and then sending out broadcast messages to those followers in the hope of getting a reaction in the shape of feedback or more sales. The similar kind of action has been pursued by businesses on Twitter as well: they set up an account, solicit followers, and wait for a reciprocal response.
Such tactics have enabled businesses to carry out a routine task: disseminating material to consumers. And for many, the strategy has led to incredibly high levels of engagement in terms of likes, follows, responses, or the distribution of business messages to others. For instance, by the middle of 2013, Target had just under 22 million Facebook fans, Wal-Mart had 30 million, while Converse and Starbucks had approximately 35 million fans each.

Because the former capitalize on what people do by default on social platforms—interact with others in ways they would find challenging in the real world or on other social platforms—they are more likely to generate engagement than digital methods. In addition, social strategies help businesses by allowing them to offer jobs that would otherwise have to be done on their own and at a cost to them for free to persons for whom they have found solutions to social problems. Therefore, these tactics result in tangible effects that have an impact on both the top and bottom lines.
Since social strategies demand that businesses understand both unmet economic needs and societal issues, they are undoubtedly considerably more challenging than digital strategies. 
Taking care of financial demands is simple. Businesses can benefit from millennia of marketing experience to refine their comprehension of clients' financial demands (as they relate to security, housing, nourishment, clothes, education, or entertainment) and help them choose the most effective ways to address them. In contrast, most businesses have limited understanding of the costs of social engagement and unfulfilled social requirements of their clients. Even less is known about successful ways to address their demands. Because of this, it has been extremely challenging for the majority of businesses to date to pinpoint the specific social failure that they could be most suited to solve and match it with a suitable social solution that also layers in an interdependent economic answer.
Understanding how to incorporate a social solution into a procedure that aids in the achievement of commercial firms constitutes the remaining portion of the effort.
Social strategies are significantly riskier to deploy since they are naturally more complex than digital techniques. To implement a digital strategy, a company simply needs to transfer its marketing or customer acquisition activities to the social platform and carry out the same tasks as before. The business model doesn't need to be drastically altered, reducing the danger of failure. Social plans, on the other hand, call on the company to alter at least one link in its value chain and give that link to its clients or suppliers. Although this strategy increases willingness to pay or reduces costs, it also means that the company no longer has direct control over the procedure. For instance, the business must now hope that its customers will carry out customer acquisition because it can no longer afford to pay money to assure that it happens (M.Piskorski, 2022, p.142).

2.9 CONCLUSSION 

In order to increase customer happiness while keeping costs low, the company must:
Do it correctly the first time to reduce the number of issues. Make services easily accessible, which includes enticing clients to complain and offering handy channels of communication that are suited to their preferences.
Give excellent customer service by addressing issues and queries in a way that meets their expectations. Sell consumers extra helpful goods and services as necessary. By communicating information regarding inquiries and issues to the appropriate corporate departments and partners, all three facets of the customer journey may be heard and learned from, allowing issues to be avoided or handled proactively.

Customers who experience problems frequently don't voice their complaints, and their loyalty is 20–40% lower than that of customers who don't. This is particularly true for clients who worry that complaining may damage the connection. Problems tend to reduce loyalty by 20%, which means that for every five consumers that have a difficulty, one will discontinue using the product or service.
Customer pricing sensitivity typically increases by double when they encounter a difficulty. Customer service is largely in charge of handling contact, but it also needs to concentrate on giving customers simple access to and meaningful input into the listen-and-learn activities. To improve DIRFT and switch from a firefighting to a preventive customer service mode, input to listen and learn is essential.
Because marketing and sales typically build consumer expectations before customer care gets engaged, it is essential to comprehend the customer journey. Customer support must either participate in customer on boarding or assume control of it. Customers that experience proactive education or excellent problem solving are typically 10 to 30% more loyal than customers who don't experience issues. Failure to make an investment in the VOC permits issues to persist, raising servicing costs and reducing future earnings (Goodman, John, 2019 p.24)


3.CHAPTER THREE: RESEARCH METHODS
3.1 INTRODUCTION

The approach used to perform the study is the main topic of this chapter. It describes the study plan, strategy, and techniques that were employed to collect and analyse data. The chapter also explains why particular approaches were preferred over others.
A qualitative approach was conducted for data collection:
 A surveys were conducted with 30 participants, who had experience in the use of social media. 

3.2 RESEARCH PHILOSOPHY

Research philosophy is the conceptual framework within which research is conducted, and a research is considered valid when a result is accurate or truthful. A researcher will create an action plan for his study, which will include details on data collecting, measurement, and analysis. Research design is not linked to a certain method of data collecting or a specific kind of data. Recognizing the type of evidence needed to adequately address the research topic is essential when designing studies. The goal, significance, and various research design types have all been briefly discussed in this chapter (Akhtar, 2016).
It is obvious that the examination of the research objectives is essential to developing an effective research design; therefore, it is helpful to reiterate the study objectives at this point.
Which were:
· To know the ways to increase sales with the help of social media.
· To understand the five reasons behind small business development of social media.
· To identify the ways to grow Nannies Plus Us social media platform. 
· To recognize the factors to generate more engagement with their consumers.

3.3 RESEARCH PARADIGM
According to (Khaldi,2017)  qualitative research studies, research is a method for discovering and comprehending the significance that particular people or groups assign to social or human issues. Emerging issues and techniques are part of the research process. Data usually gathered in the participant's environment. Data analysis builds inductively from specifics to broad ideas. and the researcher interpreting the data's significance. This sort of research, which might be participatory or not, focuses mostly on gathering qualitative data. Since the researcher's position in educational research is primarily that of an observer, there is very little room for the researcher to become personally involved with or immersed in the study's participants. However, there can be circumstances where such study is possible.

3.4 RESEARCH APPROACH 

In order to clearly illustrate how and why small firms use social media marketing, this study used a qualitative approach.

[image: hat is qualitative research]
(Differences between Qualitative research and Quantitative research, https://blog.hubspot.com/service/qualitative-research-methods) 
 

Quantitative research documents empirical evidence that supports or contradicts subjective results, whereas qualitative research examines consumer opinions, attitudes, and trends. Quantitative data is quantifiable and depicts events that happened within the organization that cannot be disputed. Qualitative data, on the other hand, is descriptive and conveys what clients are saying or thinking about your company.
Additionally, whereas qualitative research typically uses larger sample populations, quantitative research generally generalizes findings from smaller sample populations. This is so because stronger numerical results can be obtained when using a bigger sample size.

Comparatively, when speaking with a smaller segment of your target audience, it is considerably simpler to analyse qualitative data. When a focus group can represent the opinions of your client base, it can be tiresome and time-consuming to manually read through hundreds of customer reviews
(https://blog.hubspot.com/service/qualitative-research-methods).



3.5 RESEARCH METHODOLOGY

Re and Search, the first two letters of the word "research," are synonyms for "search again," "search for new information," and "alter existing facts in a new field of study." The research's primary goal is to expand the body of existing knowledge. It can be summed up as any academic inquiry that looks for certainties, facts, and/or truths.
Research is a practical study area where a business gathers data and conducts analyses. It is a methodical investigation that advances managerial knowledge and aids in the resolution of business issues.
- Supervisory Control and data acquisition: To research the effectiveness of managers.
To introduce a new product or production method, conduct production research.
-Personnel Leadership: To research employee, staffing, or fatality rates.
-Financial Supervisors: To learn about the sources & uses of money.
Enhancing accounting and reporting is the goal of accounting management.
-Marketing Research: To address consumers' shifting needs
-Business Policy Research: To create rules for daily operation.
(https://books.google.bg/books?id=GgF6EAAAQBAJ&lpg=PP1&ots=v9CbzrLl9q&dq=RESEARCH%20METHODOLOGY&lr&hl=pl&pg=PA3#v=onepage&q=RESEARCH%20METHODOLOGY&f=false)

3.6 RESEARCH STRATEGY
-CONTEXT 
The area or setting where data is gathered is referred to as the research setting. In this study the setting is Nanny’s Plus Us. The company is located in London. London is the ideal place to conduct business if you have to make a decision. It has all the proper personnel, top-notch services, and a wide range of chances. London is even more than the sum of its parts when viewed as a whole. 

-TARGET POPULATION 

A portion of the population that has been chosen to be representative of the entire population is referred to as a "sample." We must select a sample because we are unable to examine the complete population. The two main categories of sampling methods are "Probability" and "Non-probability" samples. The investigator can extrapolate the sample's results to the target population using probability sampling. Simple random sampling, systematic random sampling, stratified random sampling, cluster sampling, etc. are all examples of probability sampling. In probability sampling, a sampling frame is essential because random sampling from that frame cannot solve the research problem if it is not suitably drawn from the population of interest. Only the real population as defined by the sample frame is the subject of assumptions. Convenience/purposeful sampling, quota sampling, and other non-probability sampling methods.
        ( Acharya, Prakash, Saxena , Nigam, 2013)

            
The study's target group consisted of all corporate clients, the majority of whom were from London.

-SAMPLE AND SIZE 

The population for this qualitative multiple case study consisted of small firms that have successfully used social media marketing methods to advance their brands. Researchers can employ deliberate sampling to choose volunteers who are relevant to the study's goals and who can provide useful information. Purposive sampling has the benefit of allowing the researcher to concentrate on cases that have a close relationship to the phenomenon of interest.

3.7 SAMPLING METHODS

This article's goal is to talk about sampling and its technicalities. Probability random sampling is preferred by statistical organizations. Marketers and business firms frequently rely on non-probability sampling for their research; this is because it allows the researcher to rely on the cooperation of his respondents, particularly for business sample surveys like the consumer price index. The government in New Zealand receives expert advice from the committee that oversees the consumer price index.

-Sampling without Probability
Non-probability sampling is a sampling method that does not provide a basis for any judgment regarding the likelihood that any particular universe-wide element will have a chance of being included in the research sample. We'll examine distinct sampling techniques using five different non-random sampling approaches. which include: rapid sampling, snowball sampling, expert sampling, accidental sampling, judgemental sampling, and quota sampling. The researcher must select carefully from the list.





-Snowball sampling
is a selection design procedure that is frequently carried out using networks. When the researcher has limited knowledge of the company or group he wants to investigate, speaking with a few people can point him in the direction of another group. The study sample's selection will be helpful for communicating, making decisions, and disseminating information to the public. The drawback is that selecting the entire sample depends on selecting individuals early on who belong to a particular clique or have a lot of prejudices. Usage will be challenging as the sample size increases
( Etikan I, Bala K.,2017).


4. CHAPTER FOUR: DATA COLLECTION AND ANALYSIS


Depending on how the data were collected, different methods will be used for data analysis. Examples of implicit assumptions in the interpretation of observational data include the idea that the interaction between the observer and the respondents won't change their behaviour. Verbatim transcripts of the debate are examined and analysed in focus group discussions and in-depth interviews utilizing a variety of analytical techniques. The analysis must be in line with the study's objectives (T. Kairuz ,K. Crump, A. O’Brien, 2007).



4.1 DATA COLLECTION METHODS

The survey method made it possible to determine the brand's influence among its target market, as well as how people use social networking sites and have access to these communication channels. And among the top three social networking sites, which are tabulated with results, the content analysis approach is another one utilized to analyse the communication strategy of various social networking sites using specific factors.
 Surveys are one of the most popular data gathering methods for qualitative research among the numerous data collection methods. I used these six procedures to effectively conduct my survey:
Figure out who will take part in the survey.
Select the survey's kind, create the survey's questions and structure, send out the questionnaire, Examine the comments, Report the findings. 30 Family’s will take part in the survey. This family’s are customers of the company. 
Conducting surveys online is secure and safe. They are very helpful during times of international crises because there is no direct source of communication or in-person engagement. For instance, during the pandemic, several organizations switched to contactless surveys. They were able to make sure the workers were free of COVID-19 symptoms before they arrived at work.

4.2 ANALYSIS OF SOCIAL MEDIA SITES

The researcher not only conducted surveys but also looked at specific company social media sites. The content that businesses and their customers put online, as well as the replies provided by customers, were specifically examined by the researcher. Analysis of customer content revealed their opinions of the goods or companies. The regularity of posts made by businesses to their clients on social media was examined. The idea behind doing this was that it might offer some rich and fascinating data to complement the survey results. 
A social networking website fosters user community network communication. Even while social networking sites are used for communication among niche communities, marketing strategies have also incorporated this medium due to its reach. Through this media, people are exposed to many forms of brand communication.

They have a propensity to interact with the brand and learn about it and its service in amusing ways. As a result, this research needs to examine the most successful means of communication for branding a product on social networking sites as well as its impact on consumers and their perceptions.
Various brand messages are commonly used in the current social networking site marketing trend to draw in targeted leads. Therefore, this study will be useful in determining the efficacy of communication and strategy used on social networking sites to engage the target population in this type of advertising. Facebook, Twitter, and Orkut are the three networking sites that have been the focus of the majority of the research (P. Jothi, M. Neelamalar and R. Shakthi, 2011).

4.3RESEARCH INSTRUMENTS

The survey schedule and the schedule for the analysis of social media sites were the two research instruments created for the study.


4.4 SURVEY SCHEDULE
By sending a questionnaire online, a survey was done at random among the Facebook, Twitter, and user communities in order to get the respondents' unique opinions.

4.5 SCHEDULE FOR ANALYSIS OF SOCIAL MEDIA SITES

Newspapers and magazines are examples of content platforms that regularly publish a number of items on their respective social media accounts and advertise some of them with tailored content. By publishing articles, content platforms can expand their social media followings and make money from impressions generated by clicks on links in social media posts. To maximize earnings, social media platforms must decide what to post, when to post it, and if, when, and how much to spend. This is known as optimal scheduling. This intricacy is lamented by social media managers, and the academic literature provides little help. In order to create a fresh theoretical framework on social media content scheduling and explain how scheduling attributes (Kanuri VK, Chen Y, Sridhar S, 2018)



4.6 CONTENT ANALYSIS



To find the most effective brand communication among its users, the following three well-known social networking sites were chosen for content analysis (Face book, Twitter).
parameters and analytical units. 
1. The audience type that frequents these sites is the target demographic.
2. Advertisement types: what forms of brand communication do they use?
3. How do these websites display their advertisements on their pages?
4. Communication strategy: the various brand-promotion techniques they employ.
5. Attractive visual aspects of these sites' look.
6. User Interaction: forms of participation with the brand.
7. Accessibility: How well things are laid out.
8. User interest: The kinds of things users expect from these sites.
9. Capabilities: The variables that consumers can design by them.

4.7 FINDINGS FROM SURVEYS/INTERVIEWS

According to research, 19% of respondents use the internet two to three days a week, compared to 12% of the audience.
39% of respondents utilize the internet for more than 3 hours daily, compared to 30% of respondents who use 1 or 2 hours daily. If a person has knowledge of computers, it is generally accepted that new media and its technology represent an emerging trend in communication. As a result, internet use is increasing as a crucial component of communication among students and professionals using digital media.

This finding indicates that only 2% of internet users are unaware of social networking sites, whereas roughly 98% are. Online social networks have only recently begun to merge public and commercial interests, despite the fact that the idea of computer-based communities has roots in the early days of computer networks. Online social networks are essentially online communities where users connect, frequently through profiles that serve as an online representation of the users. Since their launch, social networks have expanded quickly, and some, like Facebook, have reached the mainstream market and gained widespread use. Because of this, these programs have interfered with their users' ability to engage with additional people. 
The study discovered that all respondents, or 100% of respondents, have Facebook profiles.
37% of users have accounts on other social networking sites, while 62% of respondents have connected to Twitter. Users are able to open several accounts on various social networking sites. Facebook is helpful for connecting with others, promoting oneself, learning about friends' communities, and tracking down lost high school and college buddies. For the same purposes of information sharing and communication, peers utilize Facebook and Twitter.
Due to these factors, Twitter and Facebook had more popularity among young people who used the internet compared to other social networking sites.

4.8 EVALUATION AND RECOMMENDATIONS

As was previously mentioned, numerous brand communication variables are incorporated into these types of social media advertising, and brand competition is growing daily. Therefore, in order for brands to survive, communicators are coming up with more and more creative, interactive, and compelling brand communication messages. These messages encourage users to access them and form bonds with the various brand communication strategies that have catchy names and their services.

1. According to the study's main finding, interactive marketing gets viewers to react more favorably than standard ads used for online advertising.
2. Social networking websites are used almost universally to communicate.
3. About 70% of the audience is impacted by social networking site advertisements, and 50% of them click on them to access ads for games, quizzes, events, etc.
4. The manner the brand is advertised helps consumers remember it.
They respond to new forms of advertising that catch their attention.
5. Social media platforms will overtake traditional media as the main platform for highly focused marketing and advertising. Social media platforms offer an unrivaled opportunity to develop a brand.
6. Users of Facebook and Orkut belong to the same age and demographic groups. Twitter users are not very active.
7. Display banner ads on Facebook and encourage more interaction.

4.9 CONCLUSSION 

Communication should take precedence over
advertising: consumers do not typically purchase goods through
social media platforms. Consequently, if the trademark is shared
It is a good presentation if the audience remembers it.
best wishes for the business's advancement
via way of social media.
The best form of advertising is promotion: the conventional
Users avoid banner and pop-up advertisements
them. Advertising therefore needs to be interactive, promotional, and
in creative form to keep the audience interested. It should aim for
the people rather than the crowd. If an advertisement for a
group, in which case there would be no benefit to delivering
specified details. Expanding the use of multimedia.
A significant part of brand rivalry in the market is communication about the good or service. It encourages inventive creativity in addition to providing details about a good or service. In addition to advertising, it also promotes customer pleasure. The unspoken truth is that without a strong communication plan to draw in users or consumers, no brand can advance. Today's large and small range of companies rely on social network communication to gain recognition in the target market.
In the current digital era, Facebook, Twitter users have transformed into a centre for individual, business, and product branding. Each brand would benefit from additional interactive features in fan pages and groups.
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