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[bookmark: _Toc511393933]Introduction: 
The study is put forth in the case study of ZARA. It is a key fashion retail company operating in the UK and another part of the World. The study will put forth an analysis of the degree of social media using as a research and marketing tool (Zara, 2018). ZARA uses the social media to promote its products and services. However, the interactive aspects of social media also allow it to conduct market research based on various data gathered from the social media channel. The study will also address the effectiveness and ethical norms of data analysis and interpretation. In the end, the study will be concluded by providing a brief summary.
[bookmark: _Toc511393934]Discussion: 
[bookmark: _Toc511393935]Research Methodology:
The fashion retail industry is conducting many types of research with the help of various technologies to enhance its competitiveness. In this context, ZARA is also taking help of Big Data analysis to outperform its customers with the help of effective market research. Various researches are conducted to understand the market effectively (Magrath and McCormick, 2013). These researches can be categorized as quantitative and qualitative research methodology. The company use its social media profile to assess the feedback of its customers for various ranges of products. This way market research plays a key role in ensuring success of the company. In that context, technology helps the company to achieve its goals of market research (Pookulangara and Shephard, 2013). The effectiveness of the use of modern technology to conduct an effective research is highly needed. In that context, effectiveness of the use of modern technologies is discussed as below.
Effectiveness of the use of modern technologies: Various technologies such as Big Data, Artificial intelligence and internet operative matrices help to assess the responses of the customers in online media. The impact of technology made the company to use digital channel to sell its products (Kant Hvass, 2014). In this context the Social Media Analytics is highly helpful for the company to assess its market demand.
Through the social media analytics it collects the feedback on various products and services offered through its digital and online store. The three key steps help in addressing an effective research process with the help of social media as a tool. These three key steps are as discussed below.
Data Collection: The flexibility of Boolean search strings used in searching for a product, helps to assess the number of times the product is searched by people. It helps to assess the popularity of a search string. Thus it helps the company which of its products has high popularity and developed more brand loyalty (Piotrowicz and Cuthbertson, 2014). It helps to assess the company to collect data based ohm various degree of popularity of various datasets. However, it is required to analyse the data effectively to reduce its potential biasedness. 
Data Segmentation: based on various matrices available for data segmentation such as positive index, negative index and neutrality index, the data gathered from social media can be segmented. The Big Data analysis and Social Media Analytic helps to segment the collected data based on many customized graphical formats (Perry and Towers, 2013). The graphical format helps to get a clear picture of data analysis. Thus, it helps to better assessment of data.
Interpretation of Biases: Based on various segmentation the data gathered from different social media an effective analysis is presented. However, this analysed data provide considerate biasedness based on the collection of data. However, with the technological interventions and statistical calculations, the biasedness can be reduced considerably (Caniato, et al., 2014). Thus, these analytical tools help to make more informed decisions based on effective analysis. It enables the company to reduce the cost of research significantly. The company becomes also able to identify and analyse the market trend (Turker and Altuntas, 2014). It helps to develop strategies, which are more customer-centric. Thus the competitiveness of the company increases by effective use of technology in research methods.
Use of social media as marketing tool:
As the company is successfully operating in the online platform, it effectively promotes its products and services in various social media such as Facebook, Pinterest, WhatsApp and others. The Web 2.0 framework of these social media makes it highly interactive (Zara, 2018). Thus the company engages in direct communication with various consumers through its social media channels. The company promotes its products by following various social media strategies as discussed below.
Blog Promotion: It develops many blogs based on the successful woman, information on fashion shows and review of various artists. The company makes the blog highly interactive by engaging in the feedback options offered by the interactive blogs. Thus, it enhances its brand position by developing high brand value among consumer mind (Zara, 2018). This makes the consumers purchase its products at relatively high cost.
Running contest: The company also run various contests on social media. This helps to enhance vibe for its key products and services offered. Based on many seasonal and ceremonial causes, it runs online campaign to attract more and more customers (Zara, 2018). This way the social media and technology play an active role in the development of the brand of ZARA.
Offering gift coupon: Based on many market trends and strategies implemented by competing companies, ZARA offers online gift coupon to increase its product sales. These advertising and marketing strategies play an additional role to encourage customers to visit ZARA stores and purchase products (Zara, 2018). This way the company uses social media as its key marketing tool to promote its products and services.
However, the company uses social media to develop cohesiveness among its team members. The retail organizations run various retail stores across UK and another country. Thus they fail to know each other face-to-face. Thus, social media helps the team members of global team to engage in effective communication while staying at far places (Yu, et al., 2014). The companies use social media to promote its value among its internal team also. Since it helps to reduce the high degree of turnover as employees of the company associate high value to work in the company.
Apart from that, the use of social media also helps to enhance the communication within a team. It helps to develop a social bonding. The team members engage in communication outside of the retail premises (Zara, 2018). The interactive aspects of this social media also help to provide necessary information to other team members while working in the company. This way the technical and qualitative aspect of social media helps ZARA to promote its brand to customers and employees of the company.
[bookmark: _Toc511393936]Effective and Ethical Data Collection and Interpretation:
The company uses many social media tools for conducting research for the products and services offered. However, it requires to focus on the effective and ethical process of data collection and interpretation. While collecting data from online media tools, it comes across much personal information of consumers. This information can be considered as the bank details, other account details, password of social media accounts and others. Broadcasting and using those data can put negative impact on the individual person (Blázquez, 2014). Therefore, the company refrain from using those data for any other operations. However, selling those data to other organisation also create a valuable business source. It could prove lucrative to the company. However, as it performs its own corporate social responsibility, it consider utmost value of customers. Thus the company refrain from any unethical use of the data.
While conducting data collection process, the company come across many crucial data of its competitors. This data can be identified as the business secrets of competing companies. Accessing those data provide the company competitive advantage to offer better strategies than its competing companies (Turker and Altuntas, 2014). Broadcasting those business secrets also puts negative impact on the operations of various other firms. This also questions the data security of social media. This same aspect can also make the operations of ZARA vulnerable to various degree of risk. Thus, the company refrains from using those data. 
The interactive nature of social media also offers the facility to conduct online survey. The survey allows the company to ask any questions they want to know in a single survey. However, the company refrains from asking any personal questions to the customers (Piotrowicz and Cuthbertson, 2014). The questions in relation to racism, cultural diversity and other crucial factors are not asked in the survey process. This way the organisation maintains ethical norms while conducting its research process.
As the social media offers various degree of biasedness for one preferred company due to the social influence, it results in high degree of biasedness in collected data. Thus, the company requires to addresses those biasedness to make an effective analysis. Due to lack of technological intervene many times, researchers fail to reduce the biasedness in research (Turker and Altuntas, 2014). This provides incorrect analysis. Thus, the company fails to make effective judgment. To reduce this negative impact, the organisation takes large data for data analysis. It conducts many types of research in various online and offline media. The data gathered from offline survey processes are compared to the data gathered from online sources (Blázquez, 2014). This helps the company to make more effective analysis and judgment. Thus the company becomes successful to make effective strategies in the competitive retail industry of UK.
[bookmark: _Toc511393937]Conclusion: 
The discussion puts forth the methodology of research conducted using the social media. The study underpins that with the help of technical interventions such as Big Data and Social Media Analytics the company can effectively conduct data analysis and interpretation. The social media also helps the company to enhance its brand value as a key marketing tool. Thus, the research conducted based on the data gathered from online media helps the company to develop better online promotional strategies. This enhances its competitive advantages. The company also successfully follow ethical norms while collecting and interpreting the data. It refrains from the misuse of any crucial data of consumers or competing companies. This way the company uses social media as its key market research tool.
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