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Topic: Impact of Social Media Marketing on a Business’s Success: A Case of Dior
[bookmark: _Toc134527574][bookmark: _Toc142915104]Chapter 1: Introduction
[bookmark: _Toc142915105]1.1 Background of the study
Social media marketing (SMM) is the use of social media as a platform for information sharing, building social networks, promoting a company's brand, increasing sales, and directing visitors to websites (Li et al., 2021). Social media marketing describes the use of websites and social media platforms to promote goods and services. Social media marketing is becoming more well-known among practitioners and scholars alike, despite the fact that e-marketing and digital marketing are still the terms of choice in academia. Social media marketing helps businesses establish their authority. This is the vital element of effectively positioning the brand as the leader in the marketplace. The higher valuable content brand is exchanging on social media, the higher the opportunities brands use to have to explain their expertise to leads and customers. In addition to giving the firms the manner to participate with the prevailing customer as well as attain the new one, social media marketing (SMM) holds the goal-built data analytic that allows brands to understand and supervise the success of the effort also use to figure out even more manners to participate. The impact of social media marketing (SMM) is led by the supreme volume of social media in 3 main marketing areas like connections, interactions, also customer data (Mason et al., 2021). Social media, in this case, aids companies in increasing their visibility and also results in a boost in brand awareness. The business's social media account offers a new way to publish material and exhibits the voice and personality of the brand. Brands make their target audiences more accessible as well as familiar for the newer lead and the recent consumer by producing persuasive material that delivers value for them. A social network presence offers another way to drive highly relevant visitors to the website. Due of this, social media marketing is the preferable approach to use in conjunction with search engine optimisation. 
[bookmark: _Toc142915106][bookmark: _Toc134527576]Every piece of content that brands use to post to the social media profile is another chance to bring the new visitor to the site. Another impact involve is that brands can deliberately target varied audiences relying upon the mediums that the brand is active on. Instead of only putting the marketing messages out there for users to see, brands could reach the target market and also works to lead more qualified lead back to the site (Wibowo et al., 2020). Social media advertisements might significantly support the organic campaign that firms are conducting on the social media platforms, but they do demand a little initial expenditure. With sophisticated targeting capabilities, social networking sites like Facebook help brands target the perfect customer, enabling them to drive more relevant traffic to their websites. This is regarded as the greatest way to maximise marketing budgets.
1.2 Problem statement
The problem is to understand the impact of social media marketing on the firm’s success. The problem should be taken care of carefully as it makes the brand succeed. The impact of social media makes the brand have a deep impact on its functioning in the market that makes the brand to be ahead of the competition. The problem can make the firm fall behind. This problem will be solved by the research to be done. This makes Dior know the impact social media marketing has on the firm. 
[bookmark: _Toc142915107]1.3 Research rationale
The research is being done to figure out the impact of social media marketing on the firm's success. Research is being done to make an effective solution to the problem (Jamieson et al., 2023). The research helps to figure out the manners to resolve the issue by way of effectiveness and efficiency. The research makes the researcher get informed about the action, procures the evidence for the theory, as well as contributes to growing the knowledge in the field of study. Research is being done also as it is taken as the systematic inquiry to explain, discuss, forecast, and control the seen phenomenon. The research is important as it makes Dior know about the impact of social media marketing. This research will make Dior understand the effectiveness and efficiency of social media marketing and its business practices. Research would lead to motivate the business to figure out the latest information present on the social media marketing that aid Dior at large. In a certain field, certainly scientific ones, there is always new information also discoveries being made. Staying updated restricts the brand from falling behind and also gives info that is inaccurate or does not paint the whole image. Research makes Dior know the strength and weaknesses of the practices of social media marketing and make the brand face the effectiveness in the market (Nylund, 2020). 
[bookmark: _Toc142915108]1.4 Aim
The study aims to evaluate the impact of social media marketing on the organisational performance of Dior.
[bookmark: _Toc134527577][bookmark: _Toc142915109]1.5 Objectives 
· To analyse the concept and significance of social media marketing 
· To evaluate the impact of social media marketing on the business success and organisational performance of Dior 
· To identify the mitigation strategies through which challenges faced by Dior can be addressed 
[bookmark: _Toc134527578][bookmark: _Toc142915110]1.6 Questions 
1. What is social media marketing?
2. What is the impact of social media marketing on the business success and organisational performance of Dior?
3. What are the mitigation strategies that can be applied to address the issues faced by Dior?


[bookmark: _Toc142915111]Chapter 2: Literature Review
[bookmark: _Toc142915112]2.1 Introduction
The literature review surveys books, scholarly articles, the other source which can be seen as associated with specific problems, areas of research, or theory, also by so functioning, give explanations, summary, too the critical evaluations of the works about the research issues to be seen. The literature review allows the researchers to get associate with the latest understanding in the selected domain, and the border with the limitations of that field (Linnenluecke et al., 2020). The literature review also led to support to meet the understanding of the theory driving the field, enabling placing the research question in context. The literature review supports the development of theoretical structures. The literature review will involve meaning and a deeper about social media marketing. 
[bookmark: _Toc142915113]2.2 Concept and Significance of social media marketing 
Social media marketing, according to Evans et al. (2021), is the practise of promoting goods and services using websites and social media platforms. Even if the terms "e-marketing" and "digital marketing" are still popular in academia, social media marketing is becoming increasingly well-known among both practitioners and scholars. Brands may use social media marketing (SMM) to understand and monitor the performance of the endeavour as well as utilise it to determine additional ways to engage thanks to the goal-built data analytics that are a part of SMM. In addition to providing a new platform for content sharing, the brand's social media profiles also allow for the presentation of the brand's personality and voice (Syaifullah et al., 2021). Social media advertising requires a little up-front investment; social ads could do a lot to accompany the organic campaign that brands are running on social media platforms. There involves several significance of social media marketing, involving brand recognition, audience engagement, as well as enhanced website traffic. Brands failing to make use of social media marketing effectively are losing out on what could be an integral part of the whole marketing strategy. Social media is vital in marketing as consumer often uses the platform to look for information on the brand as well as shop for the product or service (Nylund, 2020). The use of social media strategy for marketing campaigns could make sure the brand is spreading the message to every area where the target audience is there. The brand could too find new manners to make as well as flourish lead by publishing participating content on varied online mediums. Social media marketing is seen as a very cost-effective manner. 
[bookmark: _Toc142915114]2.3 Impact of social media marketing on the business success and organisational performance of Dior 
According to Putri (2022), Dior's social media profile appeals to the specific of the niche. Commencing from the celebrity influencers to the classy campaigns, Dior lead to doing the conversion of the offline plans to internet channels. The Instagram handle of Dior are full of the aesthetic image of a model decorating Dior. On every of Dior's Instagram, it includes a quote by the founder, Christian Dior, to bring the brand's crucial concept to the customer. Also, by posting the backstage story, related social events as well as insights for the brand, Dior's Instagram effectively features the brand as stylish with love. Dior's social media profile appeals to a certain niche. From celebrity influencers to classy campaigns, Dior is converting offline plans to online mediums. The Instagram handles of the brand is full of aesthetic images of model decorating Dior. The impact of social media marketing (SMM) at Dior is led by the supreme volume of social media in 3 main marketing areas like connections, interactions, also customer data. By the way of social media by Dior, it helps Dior to level up its visibility, also drive to enhance recognition of the brand (Nylund, 2020). 
Dior can purposely target several audiences depending upon the channels that Dior is active on. Social media marketing lead to a very effective manner of advertisements also communication at Dior also every firm shall take merit of it. This also makes Dior repeat exposure to the mass, and the competitive merit over the competitor also make Dior level up brand awareness. Social media had entered lives directly as well as spread into virtually every environment in which Dior could communicate also cooperate. To have served mainly as the means of personal communication for several decades, social media has come into existence in the realm of Dior relations and also be an inseparable component of the mainstream of contemporary firms. 
[bookmark: _Toc142915115]2.4 Strategies to mitigate business issues at Dior
Gárgoles and Garcia Hiljding (2023), state that various issues have been faced by Dior that should be addressed. This involves various strategies to be taken care of Dior. The strategies involve the hiring of social media experts. This also involves the use of analytical tools. The other strategy can be effective communication among varied departments. The social media specialist can be seen as the skilled professional accountable to develop as well as execute the social media strategy. They make the interacting content, optimize Dior’s page, and strengthen community interactions. The social media expert will aid Dior in being the thought leader in the industry and also will help to attain a favourable online reputation. This could, in turn, lead to real-world brand recognition. Social Media Specialist includes two develop also to execute the social media strategy, making as well as exchanging the interacting the content, optimising the firm's page, curbing user-generated content, analysing social data, also coordinating with another department to manage reputations coordinates action. 
Díaz Soloaga et al. (2023), state that analytic tools will help Dior to understand a larger amount of data on a broad topic like the recent market trend or the preference of customer's segment. Business Analytic make Dior predict future trends as well as outcomes, assisting in proactive decision-making also risk management. Business analytics is considered as a crucial tool for Dior which wants to prosper in the recent data-driven, quick-paced firm environment. Effective communication is vital to manage the relationship with the personnel, customer and stakeholder. Ineffective communication could destroy the relationship, with lead to lost sales with an ineffective reputation. Effective business communication makes able Dior to explain the product's merits and respond to customers' objections to persuade prospects to take the next stage, leading to increased sales for Dior (TIAN, 2022). 
[bookmark: _Toc142915116]2.5 Conclusion
The literature review has helped at large. The literature review made the researcher develop a significant amount of understanding. The literature review also led to support to meet the understanding of the theory driving the field, enabling placing the research question in context. The literature review supports the development of theoretical structures. A literature review has explained that Social media marketing (SMM) holds the goal-built data analytics that allows brands to understand and supervise the success of the effort and also use to figure out even more manners to participate. The impact of social media marketing (SMM) at Dior is led by the supreme volume of social media in 3 main marketing areas like connections, interactions, also customer data. The strategies involve the hiring of social media experts. This also involves the use of analytical tools. The other strategy can be effective communication among varied departments. The literature review has involved meaning and a deeper about social media marketing. The literature review has also explained the impact of social media marketing on the business success and organisational performance of Dior. The literature review has also explained mitigation strategies that can be applied to address the issues faced by Dior. 
[bookmark: _Toc142915117]2.6 Literature gap
The literature review involves the summary of the findings of the scholars and the philosophers that make the Dior function effectively (TIAN, 2022). The research makes the effective finding of several of the questions which involve the deeper meaning and the concept of social media marketing. This also involves knowing the influence social Media marketing has on a brand like Dior with their strategies. The research also makes the brand know the strategies that use to lower the issues they use to face in business. Further, the primary research conducted will support in getting specific research results. 



[bookmark: _Toc142915118]Chapter 3: Research Methodology
[bookmark: _Toc142915119]3.1 Research Philosophy 
Research philosophy deals with sources, natures as well as the development of understanding (Newman and Gough, 2020). The research philosophy is too considered as the belief in the way where the data on the phenomenon had been gathered also being analysed. This can also be explained that research philosophy refers to the belief in the way the data on the phenomenon shall be procured, analysed also being used. The research philosophy that is being used in the research is positivism. This requires the aspect that only factual understanding can be attained by the manner of observation seen as credible and authentic. It has been used in the study as it aids to make the authentic forecast as well as prediction quantitatively. Positivism use to follow the insight that only “factual” understanding has been attained by the observation (sense), involving the measurement, is dependable. In a positivist study, the role of the researcher is seen limited to the data collection also the interpretations in an objective manner. 
[bookmark: _Toc142915120]3.2 Research approach
The research approach can be taken as the combination of procedures also the plan that decides the whole process of research. The research approach makes the decisions of the method that involves the process to procure the data, analysing the data, and interpreting the data (Pandey and Pandey, 2021). The elements of the approach of research are taken in the overall research processes. There are varied impacts on the selection of research approaches, such as the research’s goals, the experience of research, and the audiences of the research study. A deductive research approach has been involved in the research as it includes the making of hypotheses relying upon the prevailing concepts also thereby making the strategy by which it could be appropriately tested.
[bookmark: _Toc142915121]3.3 Research Strategy
It can be explained as the strategy by which the activity to look for along with that takes care of the data being taken is carried out is known as the research strategy. The research strategy includes a series of steps. This involves the first step which involves analysing most of the concepts of the topic. The second one involves discussing the related keywords with the synonyms. The research strategy supported the researcher to make the appropriate level of selection of the right data collection for the analysis procedures. Hence, it is of largest importance to choose the right strategy while conducting the study. Primary research has been used in the research. Primary research involved getting the response for the first time (Ball-Damerow et al., 2019). This involves the researcher making use of the survey to get the required data from a sample. The survey strategy had been used to procure the required information. The survey method involves the researcher asking questions from the sample which aids the researcher to get the appropriate level of solution for the question.
[bookmark: _Toc142915122]3.4 Data collection 
This refers to the process to gather and to make an estimate of the data on the variable of interest, in setting the right level of fashion that enables the solutions they understand and make the research problem, try the hypothesis, to lead to evaluating the outcome. Data analysis is also considered the process to collect data for use in business decision-making, planning strategically, also research other aims (Lester et al., 2020). The appropriate level of data collection is required to have an informed business decision, ensured the researcher the quality assurances, to keep the research’s integrities. During the time of process gathering the data, the researcher has to understand the data kind, sources of data, and also what method is to be used. Primary and Secondary methods are being used in research. This involved Questionnaire. There also involve articles, books, and reputed websites in the research. 

3.4.1 Sampling Methods and Types 
The research included the probability-based simple random sampling method. The sample size was 20. Simple random sampling involved the kind of probability sampling where there involved the random selection of the subsection of participants from the population.
[bookmark: _Toc142915123]3.5 Data analysis
It makes sense to think of data analysis as a process that helps reduce huge data chunks to smaller bits. The organisation of data may be considered the primary event which uses to takes place during the data analysis process. The second strategy used for data lowering that is called is the combination of summarisation with classification (Popenoe et al., 2021). Data analysis can also be seen as a method to be utilised to create an important discovery, explains the findings, assist in decision-making, as well as to support or refute earlier research. There involved the use of Excel as well as MS Word. The frequency distribution table as well as the pie chart had been taken care of in the research as it helps to explain the results effectively and efficiently. The thematic analysis has also been used in the research. This has aided to procure the varied viewpoints of several scholars and philosophers who have given the finding of their research on social media and its impacts on brands. Thematic analysis has made the researcher look out the themes like the pattern in data that are vital or engaging, also the use of the theme to take care of the research or says for the issue. This involved the researches to be simply summarising the information so that better thematic analysis interpretation also makes sense of it. 

[bookmark: _Toc142915124]3.6 Ethical consideration
This can be considered as the process of collection of principles that drive study design as well as procedures that might be thought of as ethical considerations in research (Hasan et al., 2021). The guiding principle involves communication, informed permission, anonymity, secrecy, and the possibility of damage. The ethical consideration for the research involved that the respondents of the research were not harmed and were protected with the information that had been taken from the respondents while making sure that every of the provision of the Data Protection Act 2018. The information from the secondary sources has also been ethically treated. These involve the latest and updated data taken and also the data which have open access. This makes transparency and openness to the research.



[bookmark: _Toc142915125]Chapter 4: Analysis and Discussion
[bookmark: _Toc142915126]4.1 Data findings and analysis 
1. What is your gender?
	Particular 
	Amount
	Percentage

	·         Male 
	10
	50

	·         Female
	10
	50

	·         Prefer not to say
	0
	0

	Total
	20
	




Result: The pie chart shows the result that there are 50% of males and 50% of females who are the customers of the firm from the sample. The chart depicts the male and female in a particular colour. 
The pie chart depicts that there is an equal number of males and females as the customers of the firm that make the customer base. Both genders make the firm profitable with the purchase of theirs. 
2. What is your age?
	Particular
	Pf 
	RF

	18 – 25ys
	6
	30

	25- 35yrs
	8
	40

	35yrs and above
	6
	30

	Total
	20
	




Result: The pie chart shows the result that there 40% of the sample the aged between 25-35 yrs., and 30% - 30% of the sample the research are of 18-25yrs and 35yrs and above. 
The pie chart depicts that there involves the varied age group of customers of the firm. This age group hold varied needs and preference which the firm use to tackle and make them satisfied.

3. What is the impact of the concept and significance of social media marketing on businesses affecting Dior?
	Particular
	PF
	RF

	·         Increased sales
	4
	20

	·         Enhanced brand awareness
	4
	20

	·         Improved brand identity
	4
	20

	·         All of the above
	8
	40

	Total
	20
	




Result: The pie chart shows the result that there are customers who believe that the impact of the concept and significance of social media marketing of businesses affecting Dior involves improved brand identity, enhanced brand awareness and increased sales 20% particular and 40% all of the above.
The pie chart depicts that customers believe that the impact of the concept and significance of social media marketing of businesses affecting the Dior influence firm at large. 
4. What are the strategies used by Dior in social media marketing?
	Particular
	PF
	RF

	·         Influencer marketing
	5
	25

	·         Instagram posts and stories
	5
	25

	·         Both
	10
	50

	Total
	20
	




Result: The pie chart shows the result that strategies used by Dior in social media marketing involve 25% of each influencer marketing and Instagram post and stories. The pie chart also depicts 50% of both. 
The pie chart depicts that Dior has an effective level of influence on the customers by the way of influencer marketing and Instagram post and stories. This makes the customers have an attraction towards the firm at large. 
5. Do you agree that an effective social media marketing strategy leads to business success? 
 
	Particular 
	PF
	RF

	·         Strongly agree 
	10
	50

	·         Agree 
	6
	27

	·         Neutral 
	3
	6

	·         Disagree
	1
	2

	·         Strongly disagree 
	0
	0

	Total
	20
	




Result: The pie chart shows the result that 50% of customers at Dior strongly agree that effective social media marketing strategy lead to business success whereas 30% agree, 15% are neutral, 5% disagree and none strongly disagree.
The pie chart depicts that half of the sample believe that an effective social media marketing strategy leads to business success which means Dior should remain an effective social media marketing strategy. This makes the firm an increased customer base. The firm should be wit effective strategies for social media marketing.
6. How well there are the strategies of social media marketing at Dior?
	Particular 
	Pf 
	Rf

	·         Effective
	10
	50

	·         Moderate
	5
	25

	·         Ineffective
	5
	25

	Total
	20
	




Result: The pie chart shows the result that 50% of customers believe that strategies of social media marketing at Dior are effective, and 25% each belong to moderate and ineffective.
The pie chart discusses that strategies of social media marketing are effective if the firm should remain with the effective strategies of social media marketing in the market to attain the appropriate market share and size. 
7. Are you satisfied with Dior's social media marketing?

	Particular
	PF
	RF

	·         Yes
	6
	30

	·         No
	4
	20

	·         Maybe
	10
	50

	Total
	20
	





Result: The pie chart shows the result that 50% of the customers are saying maybe with Dior’s social media marketing and 20% are not and 30% yes.
Dior should enhance its social media marketing strategy to make the firm effective. This makes Dior increase customer satisfaction at large. 
8. How is the social media marketing at Dior can be improved?

	Particular 
	PF 
	RF

	·         Effective communication between every department
	5
	25

	·         Social media experts
	5
	25

	·         Both
	10
	50

	Total
	20
	




Result: The pie chart shows the result that 25% of customers of Dior believe that effective communication among the varied departments can improve social media marketing, 25% of customers of Dior believe that social media experts can improve it and 50% depicts both.
Based on the results drawn, Dior should include both the strategy to level up the effectiveness of social media marketing i.e. Effective communication among the varied departments and social media experts. 
9. How likely are you to recommend Dior’s social media marketing as a strategy to implement to others?
	Particular
	PF
	RF

	·         Most likely
	6
	30

	·         Likely
	10
	50

	·         Unlikely
	4
	20

	Total
	20
	




Result: The pie chart shows the result that 50% of the customers would likely recommend Dior’s social media marketing as a strategy to implement to others whereas 30% would likely and 20% unlikely to recommend. 
The pie chart leads to the discussion that Dior should make the appropriate level of changes that lead to effectiveness in the social media marketing strategy that makes the increased level of confidence among the customers. This can be done by the recommended strategies. 
10. On a scale of 1-5, how excited are you usually to see the social media marketing campaigns at Dior?
	Particular
	PF
	RF

	·         5
	7
	35

	·         4
	5
	25

	·         3
	4
	20

	·         2
	4
	20

	·         1
	0
	0

	·         0
	0
	0

	Total
	20
	




Result: The pie chart shows the result that 35% of the respondents rated 5 on the scale, 25% 4 on the scale, 20% 3, 20% 2 with 0% respondents with 0 and 1.
This can be discussed that there involves the appropriate level of social media marketing strategy at Dior. Dior should try to increase the effectiveness of the strategy that makes the customers a positive and effective level of brand image and identity of the Dior brand.
[bookmark: _Toc142915127]4.2 Discussion 
· To analyse the concept and significance of social media marketing 
Based on the secondary research, this can be analysed that Social media marketing (SMM) holds the goal-built data analytic that allows brands to understand and supervise the success of the effort and also use to figure out even more manners to participate. Brands failing to make use of social media marketing effectively are losing out on what could be an integral part of the whole marketing strategy (Syaifullah et al., 2021). Social media is vital in marketing as consumer often uses the platform to look for information on the brand as well as shop for the product or service. On the bias so the primary research, customers believe that the impact of the concept and significance of social media marketing of businesses affects the Dior influence firm at large. Firms should have an effective level of indolence on the customers by the way of their influencer marketing and Instagram post and stories. This makes the customers have an attraction towards the firm at large.

· To evaluate the impact of social media marketing on the business success and organisational performance of Dior 
Based on the secondary research, it can be analysed that every Dior Instagram, includes a quote by the founder, Christian Dior, to bring the brand's crucial concept to the customer. Also, by posting the backstage story, related social events as well as insights for the brand, Dior's Instagram effectively features the brand as stylish with love. Dior can purposely target several audiences depending on the channels that Dior is active on (Nylund, 2020). Social media marketing lead to a very effective manner of advertisements also communication at Dior also every firm shall take merit of it. On the bias, so the primary research is done, it can be analysed that customers believe that the impact of concept and significance of social media marketing of businesses affects the Dior influence firm at large. Customers believe that an effective social media marketing strategy leads to business success which means Dior should remain an effective social media marketing strategy. This makes the firm an increased customer base. The firm should be with effective strategies for social media marketing.

· To identify the mitigation strategies through which challenges faced by Dior can be addressed 
Based on the secondary research, it can be said that the strategies involve the hiring of social media experts. This also involves the use of analytical tools. The other strategy can be effective communication among varied departments. The social media expert will aid Dior in being the thought leader in the industry and also will help to attain a favourable online reputation. Business Analytic make Dior predict future trends as well as outcomes, assisting in proactive decision-making also risk management. Effective business communication makes able Dior to explain the product's merits and respond to customers’ objections to persuade prospects to take the next stage, leading to increased sales for Dior (Díaz Soloaga et al., 2023). Based on the primary research, it can be analysed that Dior should include both the strategy to level up the effectiveness of tehsils media marketing i.e. Effective communication among the varied departments and social media experts. 


[bookmark: _Toc142915128]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc142915129]5.1 Conclusion
The research study concludes that Marketing through social media aids brands to build authority for the brands. This is the vital element of effectively positioning the brand as the leader in the marketplace. The higher the valuable content brand is exchanging on social media, the higher the opportunities brands use to have to explain their expertise to leads and customers.  Instead of only putting the marketing messages out there for users to see, brands could reach the target market and also works to lead more qualified leads back to the site. Social media advertising requires a little up-front investment; social ads could do a lot to accompany the organic campaign that brands are running on the social media platforms. Social media marketing (SMM) holds the goal-built data analytics that allows brands to understand and supervise the success of the effort also use to figure out even more manners to participate. The research made the researcher get informed about the action, procures the evidence for the theory, as well as contributes to growing the knowledge in the field of study. Research made Dior know the strength and weaknesses of the practices of social media marketing and make the brand face the effectiveness in the market. A literature review has led to assistance to attain an understanding of the theory driving the field and enabled the placing of the research question in context. The literature review supported the development of theoretical structures. Dior's social media profile appeals to a certain niche. From the celebrity influencer to the classy campaign, Dior is converting offline plans to online mediums. By way of social media by Dior, it helps Dior to level up its visibility and also drives to enhance recognition of the brand. Dior can purposely target several audiences depending upon the channels that Dior is active on. The strategies involved hiring social media experts. This also involves the use of analytical tools. The other strategy can be effective communication among varied departments. 
The research philosophy that is being used in the research is positivism. A deductive research approach has been involved in the research. Primary research has been used in the research. The survey strategy had been used to procure the required information. Primary and Secondary methods are being used in research. This involved Questionnaire. There also involve articles, books, and reputed websites in the research. Simple random sampling involved a kind of probability sampling where there involved the random selection of the subsection of participants from the population. There involved the use of Excel as well as MS Word. The thematic analysis has also been used in the research.
[bookmark: _Toc142915130]5.2 Recommendations
It is recommended to Dior that it should level up the effectiveness of the social media marketing strategy by way of an effective content strategy in place. It should also make effective use of Business Analytics at work. Dior can also showcase the power of employee advocacy. The content strategy refers to the uniform activity to plan to create, deliver, as well as governance of important, usable, as well as appropriate content on a certain topic or combination of topics. The content strategy makes sure that every element of content in the experiences serve that sustains the genuine drive. The content strategy refers to the completion of the firm's document that explains the way the content Dior creates would influence every surface of the firm. Dior's strategy shall give provide an overall view of where Dior wants to be as well as the way the content would aid Dior get there. This aids Dior to get to know the customer more exactly. 
Dior can make use of data visualization to give the projection for future results. The insight helps in decision-making and also to plan for the future. By attaching the power of employee advocacy, Dior could extend its reach far beyond traditional marketing efforts. Social media platforms become avenues for workers to reflect on their work, exchange the firm’s achievements, also use to express honest eagerness for the firm.
[bookmark: _Toc142915131]
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Questionnaire
1 What is your gender?
· Male 
· Female
· Prefer not to say
2 What is your age?
· 18 – 25ys
· 25- 35yrs
· 35yrs and above
3 What is the impact of the concept and significance of social media marketing on businesses affecting Dior?
· Increased sales
· Enhanced brand awareness
· Improved brand identity
· All of the above
4 what are the strategies used by Dior in social media marketing?
· Influencer marketing
· Instagram posts and stories
· Both
5 Do you agree that an effective social media marketing strategy leads to business success? 
· Strongly agree 
· Agree 
· Neutral 
· Disagree
· Strongly disagree 
6. How well there are the strategies of social media marketing at Dior?
· Effective
· Moderate
· Ineffective
7 Are you satisfied with Dior's social media marketing?
· Yes
· No
· Maybe
8 How is the social media marketing at Dior can be improved?
· Effective communication between every department
· Social media experts
· Both
9. How likely are you to recommend Dior’s social media marketing as a strategy to implement to others?
· Most likely
· Likely
· Unlikely
10 On a scale of 1-5, how excited are you usually to see the social media marketing campaigns at Dior?
· 5
· 4
· 3
· 2
· 1
· 0

18 – 25ys	25- 35yrs	35yrs and above	6	8	6	·         Increased sales	·         Enhanced brand awareness	·         Improved brand identity	·         All of the above	4	4	4	8	·         Influencer marketing	·         Instagram posts and stories	·         Both	5	5	10	·         Strongly agree 	·         Agree 	·         Neutral 	·         Disagree	·         Strongly disagree 	10	6	3	1	0	·         Effective	·         Moderate	·         Ineffective	10	5	5	PF	·         Yes	·         No	·         Maybe	6	4	10	·         Effective communication between every department	·         Social media experts	·         Both	5	5	10	·         Most likely	·         Likely	·         Unlikely	6	10	4	·         5	·         4	·         3	·         2	·         1	·         0	7	5	4	4	0	0	·         Male 	·         Female	·         Prefer not to say	10	10	0	7

image1.png
UNIVERSITY OF WALES

Trinity Saint David
LONDON




