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Abstract 
Marketing strategies have been implemented in all organisations over the years, with marketing developing in multiple ways such as newspapers to television advertisements. However, in recent times we have seen an innovation development which has changed the way we interact in the world, social media. The digital media era has inspired the rise of social media. Social media is now being implemented as a strategy of organisations, this presents new opportunities for many industries especially within football as a business.  Which brings about the investigation in to social media marketing’s impact within the football industry. 
Research has been gathered from primary and secondary sources to give a better understanding of the question being asked of this study. The data was used to investigate social media marketing and determine its effectiveness which has been beneficial as a result of its impact on the football industry. The study analysed strategies used by football clubs on social media through marketing to give a better understanding of the impact social media marketing has had within the elite European football clubs from England, Germany, Spain, France, and Italy. Implementing the primary data alongside the secondary gave the understanding into the investigation that social media marketing has had an enormous impact on the football industry with many professional football teams benefitting from the new strategies to use on the social media platforms. It is evident that Social media marketing has changed the industry indefinitely and will only continue to grow.
The study will provide recommendations for these football organisations in regards to them implementing better strategies and development of utilising social media to prove as beneficial for their business as possible. 
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Chapter 1: Introduction 
Social media has become a platform for many businesses to build upon and reach out to a wider audience with their brand and market in new schemes. 
In recent times, we have seen a wide range of organisations implementing social media marketing as a strategy for their business. One industry that has welcomed this introduction of social media marketing is the sports industry, more specifically the football industry. It interests many how they have managed to promote so much through the form of social media. 
The development of technology over the last two decades has expanded greatly. It has become the forefront of how we now live our lives with the introduction of the internet being the biggest influencer to multiple platforms such as home computers, laptops, mobile phones, and even televisions. Growth on these platforms was reported at …
The purpose of social media is to serve as a platform for people to voice their opinion, express and share their interests with friends or new people and connect with other users all over the world local or many miles away at an instant. It presents a new path to connect people, one in which we haven’t seen before. 
“football has invested heavily on the successfully catalyst that is social media and from initial perspective, you would come to think that social media is extremely beneficial for both football related businesses and clubs as well as being important to the fans of the sport.” (Smith, 2016)
The researcher feels strongly there is not enough study in this area of social media and the football industry thus resulting in this subject being carried out in the study. This will be an investigation of how social media marketing has impacted the football industry.
From a study carried out by Kuzma et al. (2014)  (A Study of the Use of Social Media Marketing in the Football Industry, 2014) explores the use of social media reviewing the social media sites used by football clubs and looks the determine the social media presence in football as an industry provided the researcher with the incentive to explore the industry of football and how it is using social media marketing to investigate the impact from the new form of marketing. 
The term social media marketing has been described in a journal ‘SOCIAL MEDIA AND ITS ROLE IN MARKETING’ (2011) from the International Journal of Enterprise Computing and Business Systems with the author of the journal Sisira Neti emphasising the role of social media marketing as “Social media marketing is not merely about hitting the frontpage of Digg or any other social news website. It is a strategic and methodical process to establish the company’s influence, reputation and brand within communities of potential customers, readers or supporters.” (Neti, 2011)
The researcher has considered multiple cases to examine the emergence of social media and how it has impacted the football industry from football clubs to sports brands in the football industry. 
The area in the study focuses primarily on marketing for organisations and how it has emerged into social media to become social media marketing. This study will apply the social media marketing to the football industry in how it is being used in that area with investigating the impact social media marketing has had on football clubs and sports brands in promoting their products.
Below are the aims and objectives that form the basis of this study into the dissertation topic area.




 Aims
· How has the rapid growth in social media forced clubs to change their place to market?

· Do clubs have to move with the social media presence in order to be successful business?

· What is the reason for the growth of social media marketing for football clubs?

· What are the impacts social media marketing brings to the football industry?

Objectives
· Analyse the impact from digital and social media being introduced to football clubs

· Explore relevant literature from academic and non-academic sources. 

· Investigate the effectiveness of social media marketing for football clubs.

A literature review has been produced in the study to gather secondary research that will allow the researcher to gain an understanding of the areas that have been previously studied around social media marketing and football. 



Chapter 2: Literature review 
2.1 Introduction
“Social media are increasingly being viewed as an additional marketing channel through which businesses can communicate or interact with their customers and prospective customers” (Gummerus et al., 2012). 
The emergence of social media sites has risen astonishingly in recent times due to the embrace of the digital era in modern day life over the last decade or more, introducing growth for academic discussion. Bowler (2018) expresses that the creation of our social media accounts (the public) has been the main contribution to teams moving to social media for marketing “The creation of your Social Media accounts have allowed teams to advertise upcoming games, online stores and special events that take place at their venues, all from the use of a laptop or handheld device. The practicality of social media has been a huge benefit towards football clubs marketing their brands and has saved them a lot of money.” (Bowler, 2018) This provides insight into the role that social media is playing within the football industry, how it has impacted the teams to carry out business, highlighting the significant role that social media marketing plays to football teams as a business. 
The aspiration of this review is to carry out a comprehensive investigation into the impact social media marketing within the professional football industry, aiming to demonstrate the changes that football clubs as a business have had to embrace, analysing what impact it has had on them. With the current digital era that we are embracing in modern day life is the driving factor of this research paper, aiming to investigate the vital role that social media marketing plays in football organisations. 



2.2  Rise Digital Marketing
Before social media existed and became a platform to market there was digital marketing. The internet came into our lives in the 90’s but really revolutionised our society in the early 2000’s with google forming just before this time in 1998. This brought the digital era, with the launch of the internet companies started to focus their sales to an online base as well, bringing ‘digital marketing’ which is defined as "Achieving marketing objectives through applying digital technologies and media.” (Chaffey, 2018). This is not seen as just advertising products but can be seen as much more as it provides an insight to the activity of products bought through the different marketing schemes, assessing the trends and making real time changes “In simplistic terms, digital marketing is the promotion of products or brands via one or more forms of electronic media. Digital marketing differs from traditional marketing in that it involves the use of channels and methods that enable an organization to analyze marketing campaigns” (SAS.com, 2017) The introduction of social media in 2004 from Facebook changed the way digital marketing was used, when the smartphones released in 2007 it changed the way we went about life and how we reached our favourite products in digital marketing “You cannot think of being successful in digital marketing without using social media. It helps to strengthen your marketing strategies and maintain relations with existing clients as well as to acquire new clients.” (graspskills, 2017) In the modern-day marketing it is now thought as a must to include social media within your digital marketing strategies focuses on the impact of social media marketing within the digital and e-commerce roles of a product. 




2.3   Social media
Social media which has rapidly risen into our daily lives for personal and business use, being at the heart of connecting users around the world at an instant. Daniel Nations an expert writer for ‘lifewire’ website broke down the two terms of social and media, determining the outcome to be defined as “Social media are web-based communication tools that enable people to interact with each other by both sharing and consuming information.” (Nations, 2018) 
The graph below (Smartinsights.com, 2017) demonstrates the fastest growing social media platforms in 2 year 2015-2017. The statistics show that Facebook gained over 500 million active users, with Instagram in third with 400 million gained and Snapchat gaining 87 million. Instagram and Snapchat are becoming the biggest social media platforms, Marketers can gain advantage of promoting within these applications right away to see (ROI) return of investment.
[image: ]
(Smartsights.com, 2017)





The figure shows the results of a survey conducted to marketers on social media and 84% at top spot stated they use Facebook ads, 41% in second place said they used Google ads with 18% using LinkedIn and Twitter in fourth place with 17% using that platform. 
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(Top Rank Marketing, 2018)
[image: ]Mangold and Faulds (2009) argued that in the 21st century we are witnessing an eruption within the internet of messages through media. Becoming a key factor influencing various aspects of the consumer behaviour such as awareness, information acquisition, opinions, attitudes, purchase behaviour and post-purchase communication and evaluation. Stressing that social media is a tool that is majorly impacting consumer buying behaviour due to the word of mouth context from one another, it is a powerful tool that can determine your businesses success on the platform from your target market’s public opinions as there are multiple platforms of social media.





(wearesocial.com, 2017)
From the 2017 marketing charts analysis, we can examine the findings below. This shows that 80% of social media brand increase are accountable for customers uncovering unfair treatment, 75% of social media exposure is due to customers being given power. Managing customer service on social media is key to attaining a good brand image, ignoring the problem is very unlikely to help as four in 10 customers would contact a brand on another channel and a third of customers would boycott the brand due to the unfair or false evidence proclaimed (Marketingcharts.com, 2017) 
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(Marketingcharts.com, 2017)








2.4  Social media marketing 
With the introduction of social media in 2004, it changed the way that companies would market forever. Businesses faced a challenge to adapt and either embrace the digital era and social media in their marketing schemes “By using social media, companies now can create strategies after they analyze the analytics to understand the target consumer’s demands and likes/dislikes.” (Popali, 2017)
With social media accounting for 30% of our time spent online it is vital that organisations embraced the social media market for their business as this would be a goldmine for any advertisement if organisations heard this for physical location (Wertz, 2018) Jia wertz is a successful CEO of studio 15 which is a socially responsible fashion brand, so the source is of much value.
The value of social media within business is vital for success in any organisation these days, especially highly customer based organisations; professional football clubs. As football teams will know leverage on social media is important to achieving the reach aimed. Football is currently at a point where it is the most watched sport in the world, with the reach each club can make in social media it is vital they allow to grow through leverage and social media channels are the heart of that. 
Their target audience is within the social media platform, allowing the company to grow from their audience sharing marketing schemes from the club to friends and others in the world, allowing the target market to directly engage with their football clubs and favourite brands of football clothing just like their role models on the pitch wear “By giving your business brand the social media touch, you not only generate more business but also connect with your customers better and serve them on a higher level. It actually makes your online marketing easier.” (Smith, 2017) Smith (2017) of Lyfe marketing also suggests that companies must use two key strategies to ensure they utilise the target market reach with social media: 
1. Leverage Social advertising:
· Lower ad costs 
· Targeted reach
· Real-time performance analysis 

2. Boost Brand Awareness:
· Find your audience
· Use visuals
· Create the content conversations
· Measure your efforts
· Build authority
The image below shows that CMO’s of organisations agree 82.3% that brand awareness is impacted positively with the engagement of social media marketing, as well as 81.5% agree there is more loyalty towards a brand and 76.2% agreeing to the fact that social media overall impact sales positively. Professor Andrew Stephen of marketing at L’Oreal confirms the effectiveness social media has on increasing brand awareness by stating “Social media can drive long-term brand impact, particularly in salience (brand awareness, ad awareness), and most campaigns have a positive impact on brand KPIs.” (Stephen, 2017)
[image: ]
(Lyfemarketing, 2017)
Before Digital marketing and social media, football clubs would have to market through the match days through strategies such as advertising boards, club shops, television advertisements (which are very costly). Since the introduction of social media marketing and digital marketing it increases the volume of traffic a club can reach, bringing in multiple targeted customers due to the ease of sharing digitally. 
The comparison in the figure (Smith, 2017) shows the direction of traffic to the original content put out there, it reaches and generates far less paths to the original content, social media allows the content to be shared multiple times to new users allowing the content to stay fresh without carrying out editing constantly. 

[image: ]
(Lyfemarketing, 2017)






2.5  Social media engagement in football
Cyr (2016) emphasises on the role that football clubs are now taking with social media, describing the movement to promote business on the platform as a must as part of their business programme to succeed “For football clubs using social media it is vitally important they embrace some of its characteristics in order to become successful; Consistent, visual, audience-focused, engaging and part of an integrated marketing programme” (Cyr, 2016) 
Culnan, McHugh and Zubillaga (2010) emphasised that adopting the right characteristics especially for a football club within social media is pivotal in generating customer use as social media for consumers is voluntary, with communities resulting from interactions among fellow members, organisations must follow these steps to build a trusted and valuable community allowing them to learn for future marketing strategies. Social media allows for a reach much greater than any marketplace in the world due to the instant connection and availability as Alex Fenton a digital marketing lecturer  of the University of Salford emphasises on the status and reach an elite football player, Cristiano Ronaldo who himself is a brand and one of the biggest celebrities in the world can impact the football fans in the industry due to his amount of followers being more than two countries populations combined “Individual players also have colossal followings. Cristiano Ronaldo, for example, has 122m likes on Facebook which is more than double the combined populations of Spain and Portugal.” (Fenton, 2018). 





The table below shows the reach that the top 10 most followed footballers on Instagram can impact in the world, some of these figures are astonishing. Instagram is a platform for these players to market their brand they are signed to with pictures of the latest products, impacting the fans to desire them and be like their footballer stars. 
[bookmark: _Toc513567650]THE MOST-FOLLOWED FOOTBALLERS ON INSTAGRAM

	Player
	Team
	Username
	Followers

	Cristiano Ronaldo 
	Real Madrid
	cristiano 
	121m

	Neymar 
	PSG
	neymarjr 
	90m

	Lionel Messi 
	Barcelona
	leomessi 
	88m

	David Beckham 
	Retired
	davidbeckham 
	43m

	James Rodriguez 
	Bayern Munich
	jamesrodriguez10 
	35m

	Gareth Bale 
	Real Madrid
	garethbale11 
	33m

	Zlatan Ibrahimovic 
	Manchester United
	iamzlatanibrahimovic 
	30m

	Ronaldinho 
	Retired
	ronaldinho 
	30m

	Luis Suarez 
	Barcelona
	luissuarez9 
	26m

	Marcelo 
	Real Madrid
	marcelotwelve 
	23m


(Goal.com, 2018) 
From this table, it demonstrates that football players are now having the ability to reach new audiences that clubs or sports brands couldn’t before social media. This is a relatively new experience for players and football clubs using footballers to capture the eye of the audience who are fans of the players but also will buy into their image as a celebrity star, these figures are astronomical and show that footballers will continue to grow on social media making them an asset to marketing tools as Bashford of campaign live emphasises that younger fans are highly influenced to purchase products from marketing strategies that include the celebrity status players “The fan experience has successfully managed to appeal to younger audience due to its deeply social, participative nature, as well as its highly influential and inspiring ‘celebrity’ player culture.” (Bashford, 2017)
A case study by McCarthy, J, Rowley, J, Ashworth (2014) of the Business school Manchester Metropolitan university and Elke, P. of the University of Gloucestershire on ‘Managing brand presence through social media: the case of UK football clubs.’ The study explores how clubs identified that there was a chance of commercial gain from moving to social media to market their brand. Also, it focuses on how the clubs would manage their brand presence and how to deliver short term revenue and build a long-term brand loyalty. This proves very specific and current to the dissertation proposal question that there are certain ways to manage the brand through social media marketing. From the evidence of this study it provides insight further into the researched area from a reliable source, proving evidence there is a current theme with social media marketing becoming the biggest marketing platform for organisations, especially football clubs. 
The study explores and opens new questions to be expanded upon to compliment this study being conducted. As the global head of digital Rafael de los Santos of the most followed football club Real Madrid, described how social media marketing is being implemented within their club “We are a football team, but we are also a brand and a company, not to mention a content provider. Being able to share things is important to our fans. And, always, the core thing is knowing our fans better and getting as much information about them as we can. Having this information benefits how we communicate with them, but also what we offer them, how we present our sponsors to them, and how we bring value to them.” (Santos, 2017)
Also a study that focuses on football clubs using social media to market their brand is shown in Paul Sutton’s article ‘What a football club can teach you about social media marketing’ (Sutton, 2017) shows how Tottenham Hotspur used Twitter to influence their brand of the club to be marketed by engaging the fans but feeding them with their interests so knowing what people like and looking deeper into the market “On Twitter, numerous members of the Spurs squad for that final joined in as if they were building up to the game in the same way that current players do. It spread news of the Facebook Live event far and wide, amplifying and adding value to it far more than the Club could have done alone. It was a great example of micro-influencer marketing done well,” (Sutton, 2017). 
Social media has managed to break down boundaries that were prevalent before the digital era in regards to fans/customers of football clubs being able to engage and connect on a more personal level, see into the lives of their favourite player, even contacting them and the supported clubs. “This is especially targeted at 16-29 year olds where 63% were found to have liked a sporting brand or club on Facebook and 44% on Twitter which empahsises on the connection of brands with customers on social media.” (McLaren, 2014) 







The table below demonstrates the amount of audience that a football club is generating through social media platforms that include; Facebook, Twitter, Instagram and YouTube followers. The total figure of followers across the four social media sites are extortionate with Real Madrid accumulating 210 Million followed by fellow Spanish club Barcelona and Manchester United in third with 111 Million reach as a McMullan states the reach for of football clubs through social media is increasing fans awareness and gathering sponsors for the teams “The ability to reach millions of people all over the world is clearly a draw for any advertiser or sponsor, as well as for clubs looking to increase fans’ awareness of themselves or their leagues.” (McMullan,2017)
[image: ]
(KMPG Football benchmark, 2018)

An interesting source (Cormack, 2017) describes that fans now find out more from their followed team through social media than the stands or even having to watch them on television, allowing a new way for fans to engage with their supported clubs “Social media has become a huge outlet for football supporters, who now follow their teams on Twitter and Instagram more than they do from the stands, and fans are now used to engaging with the content their team provides. This allows fans to feel closer to their teams and the players.” (Cormack, 2017)
Manchester United promoted this strategy with an American singer ‘Desiigner’ and the launch of their new football kit with Adidas all collaborating to promote the club, singer and brand in each other’s audience reach “The Outlet video is the latest reward for adidas' strategy of targeting leading influencers in both music and football, including Pogba, Desiigner and Stormzy, that all have a direct line to those millennials that marketers are so keen to reach. In short, adidas Football are building the world's most popular sport into the most stylish, and have naturally and cleverly ensured they're always where the cool is, on and off pitch.” (Soccerbible, 2017)
2.6   Social media marketing’s impact in football 
As mentioned before, `Cristiano Ronaldo the most influential footballer on social media boasts a total of over 300 million followers to engage with “That is evidenced in Ronaldo's incredible social-media presence, where he boasts a total follower count across Facebook, Twitter and Instagram of over 313 million.” (Goal.com, 2018) One footballer accessing millions of fans resulting in customers is an asset to any organisation, before social media this reach would have been near impossible to have the attention of this audience size. Clubs also benefitted and have nearly as wide an audience to reach, allowing for an easier approach to marketing their products through various opportunities, campaigns being a large part of the engagement. According to Pyhtila (Personal branding of elite football players through social media’ 2015) footballers and football clubs can being involved in a sports fans life can be the factor they earn the trust and engage in the product or brand as Pyhtila express “The biggest benefit of sports marketing is that the marketer will earn the trust and attachment of a sports fan though their favorite sports team or athlete. If a person has ad- mired a team since youth, the marketer is oftentimes instantly considered trustworthy in the fan’s mind.” (Phytila, 2015) 
Sports fans are different to regular customers; they are invested emotionally in the product from the club or player as it is their choice to support and follow a certain club, player and brand. Greenberg (2016) suggests that sports teams have ready-made customers in their fans and need to learn how to keep them engaged rather than most companies who have to find their customers before doing so, Greenberg emphasises on how sports fans (customers) are different to regular customers “Sure, sports fans are passionate advocates that you didn't struggle to create, but they still have to remain engaged - and their expectations are higher than the norm, because they are advocates and their devotion is expected to be met with some devotion back. Your assignment, if you should accept it, is to find out what that "some" means.” (Greenberg, 2016)
Social media has become a powerful tool to companies without having to always provide the content, what this means is that social media is a place where customer to customer promotion takes place massively. C2C marketing, which can be described as “C2C businesses are a new type of model that has emerged with ecommerce technology and the sharing economy. The advantage for customers is that they benefit from the competition for products and they can often find items that are difficult to find elsewhere” (Investopedia, 2018) C2C is purely based on the customer’s word of mouth, football clubs create a large amount of customer to customer content (C2C) as the fans share their opinions with one another about the club, brand or product. Gillian (2007) from the book ‘The New Influencers’ expresses that ‘‘Conventional marketing wisdom has long held that a dissatisfied customer tells ten people. But that is out of date. In the new age of social media, he or she has the tools to tell 10 million’’ (Gillian, 2007)
Football has seen a beneficial impact from social media also impacting the fans of the clubs brand as Smith (2016) expresses “Typically done with airing people’s opinions on television as well as asking questions to their millions of followers on popular site Twitter, social media has given plenty of benefits to the business and fans alike.” (Smith, 2016) Social media airs opinions of fans who are also customers of the football club, he is adding that the reach from fan engagement is vital to the impact of social media on the football industry and allowing for growth of both the club as a business and creating a better engagement with fans to understand their needs to provide with the right product and message.
Catherine Rigby, head of planning for increasing fan engagement within businesses on social media, especially football clubs describes fan engagement from social media “engagement in football is about building deeper connections with fans.” (Rigby, 2018) Rigby (2018) is emphasising fan engagement has increased a vital part of a football club more than ever with social media as a platform to market now. 
[image: ]
(IMGConsulting, 2014)
The image above gives a further insight into the number of users on social media following football brands and clubs considering the age of 16-29 year olds being the most engaged generation. This survey conducted by 2100 fans of football ages between 16 – 64. Showing the reasons why they would most likely unfollow a brand or club, showing posting too often is the main reason why with the top 3 reasons for following being; 48% say It’s their supported team or brand, 47% aspire to win a prize through competitions and most importantly to football as a business, 43% state they follow due to the interest they have in the promotion of the club or brand as a product. Fan engagement has increased with the rise of social media in football in recent times thus becoming an important aspect of ensuring marketing is promoted through the customers due to their power to influence new fans/customers in the new social media marketing era, even more so than before social media marketing came into place. Smith (2016) raises awareness that football club’s business in social media has benefitted both the club and the fans due to their power on the digital media platforms “receive a large profile of user attention on a daily basis as well as the fans having the chance to publicly air their opinion on a current matter in football that can be viewed across the country, the investment into social media has proven to have strong benefits for everyone associated with football.” (Smith, 2016)

Summary 
Social media has become a new form of digitalised media that is changing how we interact in our daily lives from personal use to business use. Social media has emerged as a new marketing tool for many industries and many studies are examining the effectiveness it is having within these different industries. Social media is being utilised in the football industry which has a much potential to use social media in a unique method in comparison to any other industry. At this current time, social media marketing within the football industry is a recent study to undertake due to the existence of social media only being just over a decade old thus it results in few academic studies in the thesis subject area. This results in this dissertation study to contribute and explore the areas of social media marketing within the football industry, examining if it has had some sort of impact based on the findings from research even with the limited academic research in the subject area. 
Chapter 3: Methodology
3.1   Research aims and objectives
This study aims to contribute by investigating professional how football teams have been impacted by social media as a marketing method to promote their brand (club) to their already fans who are also customers. Investigating how the teams have embraced social media marketing as a tool to promote their club in a business environment. 
It is also intended that this study provides an insight into the growth of social media and marketing through it, researching the strategies professional football teams have adopted to market their club brand to the customers in the digital era. 
1. Explain the rise of the digital era and how it aided social media.
2. Expand on the definition of social media. 
3. Explore the impact social media marketing has had on the football industry.
4. Provide evidence how football clubs are engaging with fans.
5. Describe the strategies used by professional football teams.
6. Obtain primary data for (SMM) impact on football teams.
7. Compare primary data against secondary data.
8. Present findings.
9. Provide recommendations.
3.2    Planning 
This study was introduced with a dissertation proposal to outline the further research that will be carried out in this project. The proposal of the dissertation study entailed a timeline to help plan the study. Suitable literature, research strategies and methodology were reviewed to ensure the study was relevant to carry out. There have been a few changes in regards to the title being an investigation rather of social media’s impact due to the researcher feeling it suits the study thesis. The method of mixed approach method was proposed however, the researcher decided against and adopted quantitative in the form of a questionnaire instead.
3.3   Research Overview 
The study will explore how football teams have had to change their place of market to social media from original media marketing techniques, how football clubs are utilising social media for its own marketing techniques. Which leads to the importance of social media in the football industry, examining in the study the importance of it now to stay a competitive and highly engaged business. Leading to the effectiveness the social media platforms have on football clubs within the industry and reviewing how this growth has been impacted to the football industry. 
Allowing for the primary aim of the study to conclude with the impact that social media has had on the football industry and how it is being utilised by the clubs to market their brand, assessing the effectiveness of social media to the football industry. The data acquired through primary research is to be compared to the data that already in existence in the topic of research. 
3.4   Research design
A study must contain questions that are looking to be answered. It is important that the researcher of the study goes about collecting data in the most appropriate method to suit the study. To ensure that the process of collecting data is effective then it is vital that there is a plan to the data collection process.
The Process that is undertaken is vital in ensuring that the right methodology is chosen to suit the study. There are many research steps out there to help in processing what type of data to collect and what strategy to adopt, the chosen process is the ‘research Onion’ (Saunders et al, 2009) This research model represents the similarities of an onion, where each layer represents different steps the researcher will progress with in their study thus aiding them to ensure they are taking the correct steps to progressing with their research methodology in relation to the study. 
The chosen model will enable the researcher to develop a strategy that can be used effectively in their study. This study will adopt positivism research method. 
The first of the six layers is the outer layer represents the philosophical process. For this study, it will adopt a ‘Positivism’. Smith (2017) emphasis the positivism approach as focusing on quantitative results and lead to a statistical analysis of the data collected. Positivism comes under the ‘Epistemology’ approach of philosophical approaches “Positivism, critical realism and interpretivism are the philosophical positions relate with epistemology. You can learn it to get an in-depth idea of the epistemology.” (Smith, 2017)
The second layer examines the approaches used either deductive or inductive method. For this layer, it is concerned with the influence of the previous layer as deductive will be utilised for this study due to the ‘positivism’ philosophical process. Deductive approach leads to gathering further data, looking in to the theories and coming up with a yes or no answer which suits this study as it is examining whether social media has impacted football as a business in terms of marketing.
The third layer examines the methods that will be utilised within this research. The correct choice of method is critical to the study as the title must comply with the research method to provide a valid case. The third layer is concerned with whether it will be a quantitative or qualitative, determining if the data collected and analysed is statistical or narrative. 
The fourth layer of the research onion focuses on the strategy used for the chosen method in the previous layer. Smith describes a survey as the correct strategy to accompany a deductive approach as this study will be “Survey strategy of the research onion is often linked with the deductive approach. It is one of the finest and economical research strategy. It allows you to gather huge data to answers the who, what, where, when and how of your research. You can collect rich and reliable data through this method. (Smith, 2017) 
‘Time Horizon’ is the fifth layer, concerning with the period it will take to do the research. The questionnaire for this study does not have a specific time zone to for the data to be collected through the strategy. 
The sixth and final layer of the research onion is the collection and analysis of the data. This layer is focusing on the types of content included in the questionnaire, ensuring that everything relates to each layer to suit the study to ensure results are accurate and represent the study thesis correctly.
3.5   Primary Research – Questionnaire
“A primary data source is an original data source, that is, one in which the data are collected firsthand by the researcher for a specific research purpose or project. Primary data can be collected in a number of ways.” (Salkind, 2010). Primary data is the data collected by the researcher themselves, for this study it will use a quantitative method for the primary data and a questionnaire as the strategy for this approach (see Appendix A). Statistical data proved to be the suited approach for the study. The questionnaire was produced on ‘Survey Monkey’ which as decided the best platform to use for the design of the questionnaire as stated in the proposal. The questionnaire consists of 10 questions which were the best to reflect the topic of study to gather valuable data to analyse and compared against secondary data. There are a mixture questions, most are closed questions with a mix of single and multiple choice questions, the questionnaire included a thank you for taking the time of the participants and made sure they knew it was appreciated that it contributed towards a dissertation study. The questionnaire collected 68 responses (Appendix B) and was posted on social media sites (see Appendix C) such as Facebook, Snapchat, Twitter and WhatsApp which included a sports group chat. 
3.6   Secondary Research 
There are multiple explanations as to what social media be. The researcher must be careful which research to discuss upon. The secondary data collected was undertaken through academic books, journals and websites on the topic of the study, along with research in specialists in the field of social media, marketing and football to assure that the relevant data was being collected. Also, some previous studies on the topic were reviewed as a process. The data was accessed through reliable sources, the academic papers through google scholar and the UWTSD online library website. 
3.7   Limitations
As with any research there are limitations to the research methods being carried out. The researcher must understand this and allow for tackling these limitations. The chosen primary data method is that of quantitative research. Quantitative research has its downsides such as it does not give a deep exploration into the subject, just gives numerical statistics mostly to work with. There can be views that data from this method presents unreliable data and is dependent on the quality of questions asked and answers received. The researcher is aware that there can be biased answers due to a question not expressed correctly to fit the data needed to be gathered for the study. The questionnaire was designed and produced on ‘Survey Monkey’ which did prove to have some limitations with the fact that the questionnaire was limited to 10 questions on the basic plan also restrictions with being able to extract the data directly from the website which led to having to use excel to produce the data in the form of a chart which was more time consuming but only proved a small limitation. 




3.8   Logistical and Ethical considerations
There are logistical considerations to be aware of within a study. The cost of the questionnaire to print was not an issue due to the questionnaire being designed and produced online on ‘Survey Monkey’. The researcher chose the basic plan on ‘Survey Monkey’ which was free to produce a 10-question questionnaire and gather the data.
The primary research of the questionnaire had to consider ethical issues such as protecting data of the participants ensuring privacy of their data when taking the questionnaire, ensuring that it is completely anonymous. This was done carried out on ‘Survey Monkey’ with an option to not include the IP address of the participants (see appendix E). The questionnaire stated at the top that all data remains confidential by the data protection law act (1998) and if they had any problems with the questionnaire or did not want their data to be included at any time after completing the questionnaire they could contact the researcher.(see appendix D). 










Chapter 4: Data analysis
This section of the study will examine the data gathered from the primary source, the questionnaire. Expressing in the form of graphs, tables and charts with the results received back and a brief description of each figure. The questionnaire was issued to social media and aimed to gather responses from 60 participants and ended up closing the questionnaire with 68 completed questionnaires. 
4.1 Results: 
4.2 - Figure 2.1 – Chart – Age of participants






4.3 - Figure 2.2 – Pie chart – Number of participants use social media 










4.4 - Figure 2.3 – Chart – Platforms used 











4.5 - Figure 2.4 – Chart – Reason for using social media to follow football 


4.6 - Figure 2.5 – Chart – Do you think social media has impacted on marketing strategies used by football brands?

4.7 - Figure 2.6 – Chart – How do you think social media marketing has impacted football as a business?

4.8 - Figure 2.7 – Chart – do you feel more influenced to purchase from football club/brands due to social media?


4.9 - Figure 2.8 – Chart – Would you be more influenced to purchase products from football clubs if they used players to promote the brand? 

4.10-Figure 2.9 – Chart – Do you feel marketing strategies used on social media from clubs/brands are better than traditional strategies? 

4.11 - Figure 2.10 – Chart – Do you feel social media marketing allows for football clubs and brands to value their customers/fans more?

An in-depth analysis of the data will be constructed throughout the next section – main findings on the next page. These all directly link to each corresponding figure number which is labelled.







4.2.1 Main findings
The data was collected by the method that was discussed in the methodology section of this study. The data was further analysed by the method described earlier in the study with the use of Microsoft Excel to extract the data from ‘`Survey Monkey’ where the questionnaire was produced and gathered the data together. Excel interpreted the data in the forms of graphs and charts. 
The participants of the questionnaire responded through social media which contained a link to the questionnaire. 
There were 68 respondents to the questionnaire from the web link that was put onto social media sites such as Facebook, Twitter, WhatsApp and Instagram. From the respondents, there were a lot of trends that could be noticed as explained above from the data extracted from the questionnaire produced on ‘Survey Monkey’.
Figure 2.1:
Out of the 68 respondents to the questionnaire 59% were aged between 18-24. This is a clear higher percentage than all other age groups represented. With the other age groups having near identical percentages at 19% for ages 25-34, 13% for ages 35-49 and 9% for the oldest respondents between 50-65 years old. This demonstrates that the majority of the participants from the social media sites where the web link was distributed were of the young adult age group (18-24). 
Figure 2.2:
There were no surprises to the researcher that of the 68 respondents 66 which was 97% stated they use social media, with just 3% not using social media. For one, the vast majority of the respondents came from social media links thus resulting in a high percentage of respondents using the platform. Although, it just goes to show how fast social media is rising within our daily lives, over a decade ago the result would have seen a much different response.
Figure 2.3:
The researcher did come to some surprising results when examining the results of the forms of social media used by the respondents. To much surprise it was not Facebook which was the most used social media application, Instagram was with 81% just pipping Facebook which was used by 79% if the participants. The third most used social media application was Snapchat at 65% which also like Instagram is mainly photo based content, this is a relatively new social media platform that is seeing a rise in organisations jump on the success of the application and aiming towards its target audience on there. Twitter came in at 59% which was surprising to see as it ranks up alongside Facebook as one of the most popular social media platforms for users, it even had a lower percentage of users in this questionnaire than YouTube 62% which surprised the researcher due to YouTube being mainly video content based. Fan forums came in at 3% and one user suggested their own platforms that were not included which contained Pinterest and twitch at 1%.
Figure 2.4:
It was intriguing to discover the views of why the participants would use social media for football purposes. The highest percentage came in at 81% which was checking football clubs such as general updates about the team either on a match day to what they are doing next as a squad. Many of the participants 65% next chose to use social media to inform themselves on what their favourite teams or players are up to in their daily lives, understanding the going on of clubs, brands or players. 38% choose to follow a professional football club, sports brand or player to have a better engagement allowing them to contact or share the thoughts of the offering from the football related account. Interestingly, participants chose to follow due to an interest in promotions from the football related account was 21% and discount on products came in very close with 19%. This does show that marketing strategies on football social media accounts is becoming a sole factor to following due to the products on offer easily accessed on social media. Also, the incentive of a discount on products from the football account on social media is a marginal reason as to why people will follow the activity of an account. There were other reasons specified by 3%, specifying social media gives a more ‘behind the scene’ view to a club or brand. 
Figure 2.5:
Participants were asked if they agreed or disagreed with the question of social media is impacting on the marketing strategies used by football clubs and sports brands. Of the 68 participants 94% stated that they agreed with this theory, whereas a much smaller percentage at 6% disagree that social media marketing has not had an influence on marketing strategies incorporated with football clubs and sports brands. 
Figure 2.6:
Participants were asked the reasons that they thought social media has contributed to the marketing of a football club and sports brand on social media. The highest percentage from participants 65% feel that customer engagement has benefitted most with social media marketing strategies, with a close 59% believe that social media marketing has impacted football as a business on the media platforms by being able to understand their target audience. The third most important factor, 49% feel social media marketing has contributed to faster response to customer needs with real time activity being accessible through the social media. 37% see that products are improved as a result of social media marketing’s impact on football clubs performance in the market to their customers. While the lowest 1% said that they didn’t know what was the leading contributor to the impact of social media marketing on football as a business.



Figure 2.7:
The questionnaire then expanded on the participant view on if they would feel more influenced to purchase products from a football club or sports brand with social media being the influencer for this decision. Thus, 59% agreed and said yes they are influenced by social media to purchase products from a football club or sports brand because of social media marketing being used in the promotion. On the other hand, interestingly 37% stated that they would not be influenced by such promotions through social media marketing. Just 4% said that they didn’t know whether they are more inclined to purchase a product because of social media marketing being the influence. 
Figure 2.8:
One of the more interesting discussions in the questionnaire was whether the participants feel that they would be more inclined to purchase a product if a football club or sports brand used a professional player as the face of the marketing of the product on social media. 57% stated that they would be more influenced to purchase due to the social media marketing strategy from a known player in the industry of football. Only slightly lower to surprise 32% believe that a professional football player of the product on social media would not influence them to purchase. There were a few more that couldn’t decide whether they were more influenced 10% said that they weren’t sure whether they would be influenced more or not by the status of a professional player promoting the product through social media marketing.
Figure 2.9:
Much to the interest of the researcher the results from the participants when asked if they feel that social media marketing strategies are much beneficial to the football industry over more traditional strategies. An interestingly 79% believe that social media marketing is a better place for football clubs and sports brands to promote and market their products and all the club or brand must offer through the form of social media. A much smaller 12% said that they preferred marketing from football clubs and sports brands in the football industry through traditional (pre-social media) strategies. 9% couldn’t decide whether one place to market was more beneficial than the other. 
Figure 2.10:
Finally, the participants were asked if they felt social media marketing allows football teams and sports brands of the football industry to value their market such as the customers who are also fans, so they are not just financially invested in the marketing on social media, but the purpose behind it. Of the participants asked the majority 74% agreed that social media marketing contributes to clubs and sports brands in the football industry to be able to understand their customers/fans leading to them learning and valuing their customers greater. With 16% disagreeing that social media allows for them to value their customers more from the marketing through the platforms. 10% we’re not sure.
Summary
To summarise the primary data collected, it has highlighted many interesting results for the researcher to explore. The primary data collected through the form of the questionnaire has shown up some points that could bring much improvement to the questionnaire such as the questions asked. There were one or two questions that could have been worded in a better method with clearer answers choices. An additional step to skip the third question for the low percentage (%) who stated they do not use social media. Also, there were issue faced with survey monkey due to the fact it only being 10 questions maximum allowed for a basic questionnaire without any of the premiums added which would have added a lot of cost to the questionnaire as you could only have an annual subscription. 



Chapter 5: Discussion
The research has now been collected and analysed which was required to complete this study to explore the topic question in-depth, done so by the methods described beforehand in the study in the methodology section. This study will now examine whether the primary data collected through the questionnaire produced on ‘Survey Monkey’ compares against the secondary data. 
There were a few prime objectives of this study to assess and gather further information about. One was to examine how the rapid growth of social media has forced professional football clubs to change their place in the market. A study by Suzy Bashford of ‘Campaign live’ (Bashford, 2017) suggests that ‘younger viewers’ are the drivers behind the change of marketplace for sports brands and clubs to market with the classic ways to view sports and its marketing products through a TV are in decline and social markets are where the target audience of these young adult viewers are to be found “A major driver of change is how consumers, particularly younger viewers, watch sport today.” (Bashford, 2017) 
When viewing the statistics of the primary data, the questionnaire the researcher set out to gather information about the topic of study it discovered that of the 68 participants 59% were of the age group of 18-24. This indicates the information that Bashord (2017) moving where the younger audience was located on the market in social media platforms is key to clubs and sports brands due to their influence on the new emerging social media market which provides a wider reach than the traditional strategies that hosts an older generation that ultimately are not where football teams or brands will get the same exposure anymore. 
The change of markets for professional football clubs and brands has been brought about through the rise of social media. This is evident through the sole factor that from the primary data collected in the questionnaire 97% of the participants stated that they used social media. 
The demographic below (Statista.com, 2018) demonstrates the rise of social media from 2010 through to 2018 and beyond predicting that the rise of social media will only continue to grow into the 3 billion mark in 2021. 
[image: ]
(statista.co, 2018)

Participants were asked which social media platforms they had accounts with and used. There were some interesting results here, with Facebook which is considered the most used platform beaten by 2%, Instagram consumed 81% whereas Facebook had 79% of the votes. Snapchat 65%, YouTube 62% and Twitter 59%. As reviewed earlier in the study the graph of (Smartinsights ,2017) showed results that Snapchat and Instagram were fast emerging in the last few years “his comparison of increases in monthly active users shows that although Facebook is declining in some demographics, it and Instagram are still growing rapidly. Snapchat has also had significant growth.” (Chaffey, 2018) The primary and secondary data here show that football clubs should be looking to market within Facebook, Snapchat and Instagram mainly, as Alex Restrepo (2016) suggests that the importance of being in real-time with the marketing through Snapchat makes fans feel more in the moment and involved allowing them to engage with the club which is marketing without the feeling of it being too formal, with the customers (fans) sharing content thus generating more promotion for the club. An example of this is Southampton FC being the first to use Snapchat at the time during a live game with the digital communications manager at Southampton F.C stating they used the Snapchat feature another platform to allow for more behind the scenes engagement for fans and they can promote these rare scenes of a club that get seen “social strategy is in alignment with this; they use Twitter and Instagram to post professional images, and Vine for professional videos, freeing up Snapchat to be used for behind-the-scenes images and videos filmed on smartphones, presenting another side to the Club and players to fans.” (Lucas, 2016)
The research produced results of why users are engaging with football clubs and brands on social media. The questionnaire from the primary research produced figures that showed the most influential reason 81% is due to checking news on football teams, 65% are interested in following more closely into a player or teams daily media posts, 38% are using social media for footballing purposes to engage with a club or player such as liking or commenting. Leaving 19% interested in discount on products and 21% influenced to follow due to promotional offers. These last two statistics are intriguing, as suggested before the research has an aim to demonstrate what the reason for growth of social media marketing is within football. However, posting too often would scare away customers who might consider it ‘spam’ if posting too often as Shcutte (2017) interprets what the global head of digital marketing for the most famous football club Real Madrid said, describing the number of posts on social media actually brought less likes and shares between consumers to other consumers (C2C) with Rafael de los santos the head of Real Madrid’s social media marketing describing to Schutte for businesses they must excel in branding through quality not quantity.
Of participants 94% agreed that social media marketing is having an impact on football as a business from the questionnaire. This statistic proves that digital media marketing is changing the viewpoints of consumers buying behaviour when it comes to social media. The majority feel that it has changed in comparison to traditional marketing strategies used by football clubs and for the better as 79% agreed from the primary data that they are much better strategies used on the media platforms. 
In 2014 the World Cup was hosted in Brazil, which is the biggest showcase sporting event I the world with 1 billion viewing the final alone. Sports brands such as Adidas used a campaign to promote their brand through a motivational expression followed by a hashtag that related to that promotion slogan and all their products, creating a lasting effect on viewers who would result in customers “The World Cup was the perfect opportunity for brands to showcase their social media marketing strategies and sports giants Adidas set-up their ‘All in or nothing’ campaign so that it was perfectly aligned with social media, asking fans if they were #allin and adding the hashtag to their promotions.” (weplay.co,2014). This example doesn’t just focus on the message but it allows the brand to understand their customers thus resulting in gathering information from their audience and generating a return for their investment in the campaign. 
The researcher believes this has become one of the greatest benefits for sports brands and football clubs in the social media marketing strategies, understanding their customers through campaigns resulting in gaining a better understand in their target audience and tailoring the promotions of products based on the data gathered. 
From the gathered information from this study it is evident that football players are becoming their own brands themselves, having the power to influence millions due to their status in the game and their personalities being exposed off the field with social media. From the primary data 59% of the participants stated that they would feel inclined to purchase a product from a club or sports brand due to the promotion of a professional player. As reviewed earlier in the study some players such as Cristiano Ronaldo have a wider reach than some countries have population with the Portuguese footballer gathering over 300M followers as of 2018. In 2016, when announced as a Manchester united player (Paul Pogba) Manchester United took to social media as a club with a marketing campaign to promote the transfer “Savvy sports brands have cottoned on to this merging of the sporting, lifestyle, fashion and music worlds already. It’s this trend that led Manchester United kit sponsor Adidas to team football star Paul Pogba up with grime singer Stormzy in a music video, which quickly went viral. Reflecting on the campaign, the brand explained that sports marketing activations which combine influential social media personalities like Stomzy with its signed players will be its focus going forward.” (Bashford, 2017)
The participants of the primary data agreed most 65% that social media has impacted the football industry by enhancing customer engagement which throughout the study has been a noticeable trend from the secondary data collected that customer engagement is increased and built upon with the presence of social media. Paul Sutton’s article ‘What a football club can teach you about social media marketing’ (Sutton, 2017) contributes his view of the questionnaires statistics emphasising how Tottenham Hotspur football club broke barriers and managed to engage with their audience “It spread news of the Facebook Live event far and wide, amplifying and adding value to it far more than the Club could have done alone. It was a great example of micro-influencer marketing done well,” (Sutton, 2017) This campaign allowed for the club to communicate with the fans creating an experience for them to remember but also promoting the organisation of the club as a business through micro-influencer marketing. 
As touched on previously, the primary data from the same question gathered a response to social media impacting football as an industry with 59% describing that they felt there was a better understanding of their needs through social media marketing. As reviewed in the study, Mangold and Faulds (2009) emphasise social media is a key factor for organisations to bring a message through a digital platform, with the ability to influence several consumer behaviours such as awareness, information acquired, opinions of them gathered on board, attitudes considered towards products but most importantly purchase behaviour and post-purchase communication. 
The study has shown from researched gathered that social media plays a vital role in organisations in the football industry understanding their target audience better to ensure customer service and products are improved which leads to the other two statistics gathered from the questionnaire of the same question; improved products 37% agreed benefitted from social media marketing with just under half 49% emphasising the response time is much faster to customer needs due to the real time of social media. The researcher discovered from the study that faster response time is a trend when social media marketing is introduced into an organisation, especially within the football industry.
As mentioned from the primary data collected through the questionnaire just under half 49% felt social media improves response time from a football club or sports brand, this is impacted from the real-time assets that social media provides the organisations with. Adam Wolf of ‘immediate future’ who are a company that help organisations improve their social media engagement, they have shared their viewpoint on how football clubs are using social media to react to fans much quicker than before social media “The times that I like this most is when a club is being pro-active – so rather than just responding to questions, they find a comment from a supporter and tweet back/respond on Facebook completely out of the blue.” (Staff I.F, 2014) 




Chapter 6: Conclusion
The literature review examined articles, journals, books, websites and previous studies leading the researcher to determine that social media marketing has impacted the football industry in various methods which led to the conclusion that professional football clubs and sports brands now have many new marketing places, engaging in new audiences through a wider exposure whilst increasing engagement with the current fans and customers of the clubs or brands. With the primary data collected by the researcher analysed alongside the secondary data of the literature review to gain a better understanding of the secondary research and backing up the research discovered. 
 Football clubs are using leverage of social advertising which allows for lower costs for the industry and a real-time analysis of performance on a promotion. Brand awareness is majorly boosted which is vital for a football club who can find their target audience, use visuals, create the content for a conversation and measure the efforts. 
Social media has allowed for organisations in the football industry to connect and engage more with fans creating a trust with the fans who are also customers as Sutton (2017) proved that Tottenham Hotspur used Twitter by creating a match day experience for fans to get engaged in, stating it was an example of micro-influencer marketing done effectively. 
One of the most fascinating emergences is the fact that professional players within the game have the power to influence many customers who are also admirers of the players as footballers to purchase a product due to their physical presence marketing the product offered. 
There were some limitations to the study being investigated, mainly due to the topic of study being a recent research field to study due to the existence of social media. The researcher found academic research sources sparse with little previous studies being conducted in this topic, this lead to difficulty knowing that other research sources gathered were accurate forms of information to aid the study.  Another limitation of the study was the questionnaire with ‘Survey Monkey’ on the basic plan only 10 questions could be constructed with restrictions on many required extras needed to produce an effective questionnaire.
The study has undertaken a relatively new field of research in social media marketing and the football industry, thus resulting in an investigation to contribute but also the researcher concluding the impact they feel the recent emerging marketing tool of social media marketing has brought to the football industry. 
The study has been undertaken and based upon the primary aims and objectives set out to discover from the start of the study. The study has examined the rapid growth and emergence of the digital and social media aspects we have seen impact our daily lives thus resulting in the impact of the football industry where football clubs have had to change where they now market from traditional to the new social media marketing strategies, leading the study to thoroughly investigate and analyse the impact social media marketing has had on the Football industry. 
The researcher is left with the view following the study that social media marketing has had an enormous impact on the industry of football, leading football clubs and sports brands within it to adapt new strategies to the social media wave and embrace the digital tool to stay competitive. Due to the nature of social media still being a new platform to market on football clubs still have a lot to learn to generate better promotion. The impact of social media marketing is beneficial and felt through the whole football industry, quickly becoming the biggest marketplace and will continue to for the clubs in the future. With more understanding of the platforms best to market on, football clubs have a lot of leverage to use through social media marketing and using it correctly will see the impact grow even greater on the clubs as a business. 

6.1   Recommendations
It is recommended that football clubs understand the need to post regularly but find the balance of when to engage otherwise they will lose followers and decrease the exposure. Learn to promote their brand through the posts with a post that shows care and consideration of the post to be tailored to the fans/customers is noticed to allow them to engage and trust the promotional strategies on social media. 
Professional football teams are unique organisations in the fact their customers are already invested into the business as they have grown up as fans and have an emotional attachment, Football teams need to build upon this through marketing strategies to improve engagement.
From the social media marketing tool, professional football teams need to ensure they are exposing themselves as much as possible by ensuring they are using all resources such as players and the customers to further reach their products and boost brand awareness. 
Professional football clubs must be aware of data protection when using social media marketing as many of their customers are a young audience such as minors who could be exposed without consent. Also, personal data of customers need to be carefully used within campaigns of marketing due to the instant reach that social media marketing possess. 
Social media marketing can be used to also benefit the customer, such as customers who follow the football team on social media or engage in a certain amount of campaigns on the platform of social media can get something in reward for their efforts such as discount or promote competitions to win tickets to a match. This will ensure the customer has an incentive to stay engaged with the football teams social media campaigns in future.  
Social media presents a much more in depth analysis of what the customers engage more with over other marketing and promotional campaigns through data analytics. The football teams can utilise the data gathered such as the engagement of customers and improve from the analysis for the next marketing strategies, improving the service and products for the customers.
6.2    Advice for further study
If this topic area was to be carried out in the future for further study, there are some changes that could be utilised to benefit from the new methods implemented. To start with more academic sources will be available in the study area in the near future with social media marketing and football becoming such a rapid partnership of marketing. The questionnaire, the researcher would recommend designing and producing it on another platform due to the restrictions of the plans on the website ‘Survey Monkey’ also with physical copies handed out rather than posted on social media due the lack of results back as the researcher was hoping for more completed questionnaires despite gathering 68. 
However, the researcher does feel that they have fulfilled their aims and objectives of the study in question that was set out to find from the beginning, which motivated the drive to conduct this study. The researcher has in fact created an even greater motivation to investigate deeper into the area with the right resources due to the passion of the area of football as a business alongside the evolution of technology such as social media. The future of social media marketing looks to grow much further into the area of football as an industry in the next few years and beyond, it shows no signs of slowing down. 
[bookmark: _Toc513567651]




7   References
[bookmark: _Toc513567652]A Study of the Use of Social Media Marketing in the Football Industry. (2014). 5th ed. [ebook] Worcester: CIS. Available at: https://pdfs.semanticscholar.org/8a6b/db6b57b74e5a789a82dd525492a013e85361.pdf [Accessed 25 Apr. 2018].

Almeida, Fernando & Faria, Daniel & Queirós, André. (2017). Strengths and Limitations of Qualitative and Quantitative Research Methods. European Journal of Education Studies. 3. 369-387. Available at: https://www.researchgate.net/publication/319852576_Strengths_and_Limitations_of_Qualitative_and_Quantitative_Research_Methods [Accessed: 02 May. 2018]
[bookmark: _Toc513567653]Bashford, S. (2017). What you need to know about sports marketing in 2017 and beyond. [online] Campaignlive.co.uk. Available at: https://www.campaignlive.co.uk/article/need-know-sports-marketing-2017-beyond/1424873 [Accessed 6 May 2018].
[bookmark: _Toc513567654]Bowler, J. (2018). 4 new ways Football teams are now Marketing because of Digital Media -. [online] Blogs2017.buprojects.uk. Available at: http://www.blogs2017.buprojects.uk/jamiebowler/2018/01/05/4-different-ways-football-teams-now-marketing-because-digital-media/ [Accessed 1 May 2018].

Chaffey, D. (2018). Global social media research summary 2018 | Smart Insights. [online] Smart Insights. Available at: https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/ [Accessed 3 May 2018].

Chaffey, D. (2018). What is Digital Marketing? A visual summary - Smart Insights. [online] Smart Insights. Available at: https://www.smartinsights.com/digital-marketing-strategy/what-is-digital-marketing/ [Accessed 25 Apr. 2018].

Cormack, J. (2017). A new phenomenon is on the rise: social media football clubs | Snack Media. [online] Snack Media. Available at: https://www.snack-media.com/2017/05/a-new-phenomenon-is-on-the-rise-social-media-football-clubs/ [Accessed 5 May 2018].
[bookmark: _Toc513567655]Culnan, M., McHugh, P. and Zubillaga, J. (2010). How Large U.S. Companies Can Use Twitter and other Social media To gain Business Value. MIS Quarterly Executive, [online] 9(4). Available at: http://www.misqe.org/ojs2/index.php/misqe/article/viewFile/342/259 [Accessed 27 Apr. 2018].
[bookmark: _Toc513567656]Cyr, D. (2016). 5 Characteristics of Great Social Media Marketing. [online] Info.cocommunications.com. Available at: http://info.cocommunications.com/blog/5-characteristics-of-great-social-media-marketing [Accessed 27 Apr. 2018].
[bookmark: _Toc513567657]Fenton, A. (2018). Sport and social media's rocky relationship is safe ... for now. [online] The Conversation. Available at: https://theconversation.com/sport-and-social-medias-rocky-relationship-is-safe-for-now-89624 [Accessed 30 Apr. 2018].

Goal.com (n.d.). Most followed footballers on Instagram. [image] Available at: http://www.goal.com/en-gb/news/ronaldo-neymar-instagram-most-followed-footballers/592mlwwuifs21srcyl30wstwz [Accessed 6 May 2018].

Gummerus, J., Liljander, V., Weman, E. and Pihlström, M. (2012). Customer engagement in a Facebook brand community. Management Research Review, 35(9), pp.857-877.

IMG consulting (2014). [image] Available at: https://cdn.digitalsport.co/wp-content/uploads/2014/05/IMG-Consulting_Infographic_Final-Version.jpg [Accessed 6 May 2018].

KPMG Football benchmark stats (2018). The world's most followed football teams. [image] Available at: https://images.theconversation.com/files/200685/original/file-20180103-26166-x4yyj6.png?ixlib=rb-1.1.0&q=45&auto=format&w=754&fit=clip [Accessed 4 May 2018].

Lucas, J. (2018). Snapchat: sport's most exciting marketing channel?. [online] Readingroom.com. Available at: https://www.readingroom.com/news-and-views/is-snapchat-becoming-sport-s-most-exciting-marketing-channel/ [Accessed 3 May 2018].
Lyfe marketing (2017). CMO's awarness and loyalty. [image] Available at: https://www.lyfemarketing.com/blog/wp-content/uploads/2017/09/Social-Media-CMO.png [Accessed 6 May 2018].

Lyfe marketing (2017). CMO's awarness and loyalty. [image] Available at: https://www.lyfemarketing.com/blog/wp-content/uploads/2017/09/Social-Media-in-Business.jpg 
[bookmark: _Toc513567658]Mangold, W. and Faulds, D. (2009). Social media: The new hybrid element of the promotion mix. Business Horizons, [online] 52(4), pp.357-365. Available at: https://www.researchgate.net/publication/222415599_Social_media_The_new_hybrid_element_of_the_promotion_mix [Accessed 26 Apr. 2018].

Marketing charts (2017). How social media increases brand accountability. [image] Available at: https://www.marketingcharts.com/wp-content/uploads/2017/08/SproutSocial-Social-Increases-Brand-Accountability-Aug2017-768x428.png [Accessed 6 May 2018].

Marketing Charts. (2017). Social Media Gives Consumers Power to Increase Brands' Accountability, Users Say - Marketing Charts. [online] Available at: https://www.marketingcharts.com/digital/social-media-79863 [Accessed 28 Apr. 2018].

Mccarthy, Jeff & Rowley, Jennifer & Jane Ashworth, Catherine & Pioch, Elke. (2014). Managing brand presence through social media: The case of UK football clubs. [Online] Available at: https://www.researchgate.net/publication/263307814_Managing_brand_presence_through_social_media_The_case_of_UK_football_clubs
[bookmark: _Toc513567659]McLaren, D. (2014). Social media use strengthens the bonds between football fans and their teams. [online] Digital Sport. Available at: https://digitalsport.co/social-media-use-strengthens-the-bonds-between-football-fans-and-their-teams/comment-page-1 [Accessed 30 Apr. 2018].

McMullan, C. (2017). KPMG Football Benchmark launch new tool for measuring social media performance for clubs and players. [online] Digital Sport. Available at: https://digitalsport.co/kpmg-football-benchmark-launch-new-tool-for-measuring-social-media-performance-for-clubs-and-players [Accessed 5 May 2018].
[bookmark: _Toc513567660]Moreno, G. (2018). Ronaldo, Neymar & the top 25 most-followed footballers on Instagram | Goal.com. [online] Goal.com. Available at: http://www.goal.com/en-gb/news/ronaldo-neymar-instagram-most-followed-footballers/592mlwwuifs21srcyl30wstwz [Accessed 6 May 2018].
[bookmark: _Toc513567661]Nations, D. (2018). What Is Social Media?. [online] Lifewire. Available at: https://www.lifewire.com/what-is-social-media-explaining-the-big-trend-3486616 [Accessed 25 Apr. 2018].

Neti, S. (2011). Social Media and it's Role in Marketing. 1st ed. [ebook] International Journal of Enterprise Computing and Business systems. Available at: https://www.ijecbs.com/July2011/13.pdf [Accessed 6 May 2018].
[bookmark: _Toc513567662]Popali, S. (2017). What is the Impact of Social Media on Your Marketing. [online] Ron Sela. Available at: https://www.ronsela.com/impact-of-social-media-marketing/ [Accessed 27 Apr. 2018].
[bookmark: _Toc513567663]Pyhtila, K. (2015). Personal Branding of Elite Football Players Through Social Media. Bachelor's Thesis. Tampere University of Applied Sciences.

Restrepo, A. (2018). Snapchat: sport's most exciting marketing channel?. [online] Readingroom.com. Available at: https://www.readingroom.com/news-and-views/is-snapchat-becoming-sport-s-most-exciting-marketing-channel/ [Accessed 3 May 2018].
[bookmark: _Toc513567664]Rigby, C. (n.d.). How can football clubs harness data to improve fan engagement?. [online] Readingroom.com. Available at: https://www.readingroom.com/news-and-views/how-can-football-clubs-harness-data-to-improve-fan-engagement/ [Accessed 2 May 2018].

Santos, R. (2017). What makes football club Real Madrid a master of branding. [online] Real Business. Available at: https://realbusiness.co.uk/sales-and-marketing/2017/06/06/what-makes-real-madrid-master-branding/ [Accessed 7 May 2018].

Schutte, S. (2017). What makes football club Real Madrid a master of branding. [online] Real Business. Available at: https://realbusiness.co.uk/sales-and-marketing/2017/06/06/what-makes-real-madrid-master-branding/ [Accessed 7 May 2018].

Smart Insights (2018). Fastest growing social media platforms. [image] Available at: https://www.smartinsights.com/wp-content/uploads/2018/02/fastest-growing-social-network-700x499.jpg [Accessed 6 May 2018].

Smith, J. (2016). The Increasing Impact of Social Media on Football - From The Stands. [online] From The Stands. Available at: http://fromthestands.co.uk/features/the-increasing-impact-of-social-media-on-football/ [Accessed 1 May 2018].
[bookmark: _Toc513567665]Smith, K. (2017). The Importance of Social Media in Business. [online] Lyfemarketing.com. Available at: https://www.lyfemarketing.com/blog/importance-social-media-business/ [Accessed 29 Apr. 2018].
[bookmark: _Toc513567666]Smith, W. (2017). Research Onion - Made easy to understand and follow. [online] AllAssignmentHelp | UK - Blog. Available at: https://www.allassignmenthelp.co.uk/blog/research-onion-made-easy-to-understand-and-follow/ [Accessed 26 Apr. 2018].

SoccerBible Staff (2017). Desiigner Shoots New Music Video at Old Trafford - SoccerBible. [online] SoccerBible. Available at: https://www.soccerbible.com/news/2017/desiigner-shoots-new-music-video-at-old-trafford/ [Accessed 5 May 2018].

Staff, I. (2014). Football clubs, social media and bridging the gap with fans | immediate future. [online] Immediatefuture.co.uk. Available at: http://immediatefuture.co.uk/blog/football-clubs-social-media-and-bridging-the-gap-with-fans/ [Accessed 5 May 2018].
[bookmark: _Toc513567667]Staff, I. (n.d.). Customer To Customer (C2C). [online] Investopedia. Available at: https://www.investopedia.com/terms/c/ctoc.asp#ixzz5DsK94ISA [Accessed 1 May 2018].
Staff, W. (2017). Social Media vs Traditional Marketing: Who Wins the Battle in Sport? • WePlay. [online] WePlay. Available at: http://weplay.co/social-media-vs-traditional-marketing-who-wins-the-battle-in-sport/ [Accessed 4 May 2018].
[bookmark: _Toc513567668]Stephen, A. (2017). How social media advertising impacts brands. [online] Sbs.ox.ac.uk. Available at: https://www.sbs.ox.ac.uk/school/news/study-shows-social-media-advertising-can-lift-brand-awareness [Accessed 29 Apr. 2018].
[bookmark: _Toc513567669]Sutton, P. (2017). What a Football Club Can Teach You About Social Media Marketing. [online] Social Media Consultant & Digital Media Trainer. Available at: https://paulsutton.co/2017/05/17/social-media-marketing-tottenham-hotspur/ [Accessed 29 Apr. 2018].

We are social (2017). Digital users in Europe. [image] Available at: https://wearesocial-net.s3.amazonaws.com/uk/wp-content/uploads/sites/2/2017/01/Slide019-500x282.png [Accessed 6 May 2018].
[bookmark: _Toc513567670]Wertz, J. (2018). 4 entrepreneurs share which social media outlet garners the most business. [online] Forbes.com. Available at: https://www.forbes.com/sites/jiawertz/2018/04/24/4-entrepreneurs-share-which-social-media-outlet-garners-the-most-business/#6690f2814a21 [Accessed 25 Apr. 2018].

Zeckman, A. (2018). Top Rank Marketing [image] Available at: http://www.toprankblog.com/wp-content/uploads/paid-social.png [Accessed 6 May 2018].






Chapter 8: Appendices
[image: ]Appendices A – Survey Monkey questionnaire 
 


[image: ]















Appendices A (continued)
[image: ]











Appendices B – collected responses to questionnaire
[image: ]

Appendices C – Facebook survey pages for questionnaire participants
[image: ]










[image: ]












[image: ]Appendices D – data protection of questionnaire












[image: ]Appendices E – Hiding IP address of participants to remain anonymous 











Appendices F - Screenshot of data from questionnaire in Excel
[image: ]















Appendices G - Ethics form
	[image: ]

	
                          E3 FORM


	
APPLICATION FOR ETHICAL APPROVAL – BA level
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	Mae'r ffurflen hon i'w chwblhau gan bob BA myfyrwyr. Rhaid i bob ffurflen gael ei ystyried gan diwtor y modiwl.
Dylai un copi o'r ffurflen yn cael ei roi ar y ffeiliau Gyfadran ac un copi cadw ar y ffeil myfyrwyr.
	This form is to be completed by all BA students conducting research, projects or productions. This form should be completed by the student. All forms must be considered by the Module tutor. A copy of the form must be kept centrally and on the student file.

	
ADRAN 1 – MANYLION MYFYRIWR
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	Enw Llawn
Full Name
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	Cydlynydd prosiect / Tiwtor
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	Enw'r Gradd
Name of Degree
	BA Business Management

	
Teitl dangosol yr Traethawd Hir:
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How has social media marketing impacted the football industry?
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	Children / legal minors
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	Participant / Audience Number and Age
Provide details of the demographics of the participants / audience.

	Nifer o Gyfranogwyr / yn y Gynulleidfa

	Participant/ Audience number
	
50-100

	Grŵp oedran y Cyfranogwyr/y  Gynulleidfa
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	1.
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	Does the project include:
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	Cyflawni unrhyw weithredoedd allai achosi embaras neu effeithio ar hunan-barch
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	Gweini unrhyw sylwedd, cyfrwng neu blasebo
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	List your method of data collection:


	
Questionnaire and secondary research.





	3.
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(corfforol, seicolegol, cyfreithiol, cymdeithasol neu economaidd)
	Potential Risk:
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	Os ydych yn delio â phlant a / neu oedolion agored i niwed, rhaid i chi gyflwyno eich tystysgrif DBS i'ch tiwtor goruchwylio i'w cymeradwyo cyn i unrhyw gysylltiad â cyfranogwyr hyn.
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	A yw eich tiwtor weld a'i gadarnhau eich tystysgrif DBS?
	Has your tutor seen and approved your DBS certificate?
	
	
N/A









	6.
	A fyddwch yn cael cydsyniad gwybodus ysgrifenedig gan eich cyfranogwyr?
	Will you obtain written informed consent from your participants?

	

	Ydw / Yes
	Na / No

	A

	Os na fyddwch, pam hynny?
	If no, why not?
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	Os byddwch, sut byddwch yn sicrhau cydsyniad gwybodus?
	If yes, how will you secure informed consent?

	
	


	Rhowch eglurhad / Please explain:



	Cynhwyswch gopi o’r ffurflen gydsynio os ydych yn defnyddio un.
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NOT SUPPORTED
	

	Datganiad
Mae'r wybodaeth a gynhwysir yma yn gywir, hyd eithaf fy ngwybodaeth a’m cred.   Rwyf wedi ceisio dynodi unrhyw risgiau a phroblemau sy’n gysylltiedig â’r prosiect / ymchwil neu gynhyrchiad ac rwyf yn cydnabod f’ymrwymiadau innau a hawliau’r cyfranogwyr.
	Declaration
The information contained herein is, to the best of my knowledge and belief, accurate.  I have attempted to identify any risks and issues related to the project/research or production and acknowledge my obligations and the rights of the participants.

	
	

	Llofnodau
Dylai'r ffurflen hon gael ei chwblhau a'i llofnodi gan y myfyriwr a'r Cydlynydd y prosiect /Twitor

	Signatures
This form should be completed and signed by the student and the Module tutor/Programme Co-ordinator.

	

	Myfyriwr / Student:


J.Morgan
	
	Dyddiad: / Date:


8th May 2018

	
	
	

	Cydlynydd y prosiect /Twitor
Project co-ordinator / Tutor

	
	Dyddiad: / Date:
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	Cyfranogwr Rhif Adnabod:
Participant Identification Number:
	

	
CWESTIYNAU CYFWELIAD SAMPL

	
SAMPLE INTERVIEW QUESTIONS


	TEITL Y PROSIECT: / PROJECT TITLE:





	1


	

	2


	

	3


	

	4


	

	5


	

	6


	

	7


	

	8


	

	9


	

	10


	




	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER
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	Cyfranogwr Rhif Adnabod:
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	TEITL Y PROSIECT: / PROJECT TITLE:



Name of Researcher:
Please initial box

1.	I confirm that I have read and understand the information sheet dated XXXX for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.

2.	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

3.  I understand that any information given by me may be used in future reports, articles or presentations by the research team.

4.  I understand that my name will not appear in any reports, articles or presentations.

5.	I agree to take part in the above study.



________________________	________________	_____________________________
Name of Participant	Date	Signature



_________________________	________________	_____________________________
Researcher	Date		Signature

You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No-one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.

When completed, please return in the envelope provided (if applicable).  One copy will be given to the participant and the original to be kept in the file of the research team at: PLACE:


	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER
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	Cyfranogwr Rhif Adnabod:
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
SAMPLE PARTICIPANT INFORMATION SHEET


	TEITL Y PROSIECT: / PROJECT TITLE:




*THIS FORM IS TO BE AMENDED AND ADAPTED AS NECESSARY


Dear Participant:

My name is XXXX and I am studying in the School of XXXX.

I would like to invite you to participate in my research project. This project will xxx and aims to xxx

*Attached to this letter is a short questionnaire developed by XXX which will assess XXXX. I believe your opinions will be extremely helpful to me.

Through your participation in the questionnaire and/or interviews, I hope to ascertain XXXX.

All questionnaires will be kept strictly confidential to the researchers involved and at NO time will individual questionnaires be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage.

Our questionnaire should take about XXX minutes to complete, but there is no time constraint. There are also no right or wrong answers. Attached to this letter along with the questionnaire is XXX (e.g. an instruction sheet / a consent form /a feedback sheet). As this is a new project, your feedback is also important to us and we would be much obliged if you could also complete the feedback sheet along with the questionnaire. We understand that your time is at a premium but your opinions are very valuable to us.

After careful and precise analysis of the data obtained from this questionnaire, I will be happy to provide you with a copy of the findings at your request. The results of this questionnaire will hopefully enhance my understanding of XXXX and will be stored on XXX. The results of the research will be fed back to XXX.

We thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience.


	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER





How old are you?	
18-24	25-34	35-49	50-65	0.59	0.19	0.13	0.09	


Do you use social media?	 [PERCENTAGE]
 [PERCENTAGE]


Yes	No	0.97	0.03	



Which forms of social media do you use?


Facebook	Twitter	Instagram	Youtube 	Snapchat	Fan forums	Other	0.79	0.59	0.81	0.63	0.65	0.03	0.01	

Why do you use social media for 
football purposes?

News on football teams	Follow teams and players	Discount on products	Engagement with football player or club	Interested in promotion	Other	0.81	0.65	0.19	0.38	0.21	0.03	



Do you think social media has impacted on marketing strategies used by football clubs and sports brands?	Agree	Disagree	0.94	0.06	



How do you think social media marketing has imapcted football as a business?	Customer engagement improved	Better understanding	Improved products	Faster response time to customers 	Other	0.65	0.59	0.37	0.49	0.01	



Do you feel more influenced to purchase from football clubs or brands due to social media marketing?	
Yes 	No	Don't know	0.59	0.37	0.04	


Would you feel more influenced to purchase from a football club or brand if they used a player to promote?	
Yes	No	Don't know	0.57	0.33	0.1	


Do you feel social media marketing strategies are better for the football industry rather than traditional marketing? 	Yes	No	Don't know	0.79	0.12	0.09	



Do you feel social media marketing allows for the football industry to value their customers and fans more?	



Yes 	No	Don't know	0.74	0.16	0.1	
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1. How old are you?
O 1824
(O 2534
(O 35-49
O 50-65

2. Do you use social media?

O Yes
O No

3. Which forms of social media do you use?
[] Facebook
[] Twitter

[] instagram
[] YouTube

[] snapchat

[] Fan forums

[] Other (please specify)
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4. Why do you use social media for football purposes?
[T] Check news on football teams

[T Follow teams and players

[] Interested in promotion

[T] Engagement with football club and player

[] piscount on products

[] Other (please specify)

5. Do you think social media has impacted on marketing
strategies used by football clubs and sports brands?

() Agree

() Disagree

6. How do you think social media marketing has impacted
football as a business?

[] customer engagement improved

[] Better understanding of the target audience

[] improved products

[] Faster response to customer needs

[] Other (please specify)
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7. Do you feel more influenced to purchase products from
football clubs or sports brands due to social media marketing’
O Yes

O No

() Don't know

8. Would you feel more influenced to purchase from a club or
sports brand if they used a player to promote the product?
O Yes

O No

() Don't know

9. Do you feel social media marketing strategies are better for
the football industry rather than traditional marketing? E.g. T
newspapers, shops etc.

O Yes

O No

() Don't know

10. Do you feel social media marketing allows the football
industry to value their customers and fans more?

O Yes

O No

() Don't know
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Hi

Could you take 2 minutes of your time to do my questionnaire for my
Business management dissertation. & it's only 10 questions!

Would be much appreciated! | need as many results as possible today!
(It's on the impact of social media marketing has had on the football
industry)
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How social media marketing has
impacted the football industry
Survey

Web survey povired by Surveyorikey.com. Create
Your own onlne survey now with SurveyMonkey's

SURVEYMONKEY.CO.UK
o Like (D Comment #> Share

0 Trine Filtenborg de Nully ¢ Done! & Would you please take
mine in retur?
https:/unibocconiqualtics.com/ife/form/SV_4JIEMBTB3553cF
‘Thesis survey
UNIBOCCONI QUALTRICS.COM
Like - Replv - 6d (+3)
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Joel Morgan shared a link.
W New member -2 May at 10:09
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Could you take 2 minutes out of your time to do my questionnaire for my
dissertation. &
I need as many results by the end of today if possible! Thank you!
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impacted the football industry
Survey g

Web survey powered by SurveyMonkey.com. Create
Your own onine survey now with SurveyMonkey's..

SURVEYMONKEY.CO.UK

o Like (D Comment #> Share

'a Sophie ¥ Hi | did it! Can you please do mine?

hitps://uvacommscience.eu.qualtrics.com/.../S}

Online Survey | Built with Qualtrics Experience
Management™
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Like - Reply - 6d o:
« @) Joel Morgan repled 1 Reply
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How social media marketing has impacted the football

Social media marketing's impact on the football
industry

Hit
The information you provide will help the research with a greater understanding of the subject

matter being analysed. This data will be used as part of a 2018 BA Hons Business Management
dissertation on the 'impact social media marketing is having within the football industry.

Please know that all information provided by yourself will remain totally confidentiat andjlCas
protected. If you have any reason for wanting to withdraw any information provided please email
-1301060@uwtsd.ac.uk

Please know you can tick more than one option on questions 3, 4, and 6.

Thank you for taking the time to complete this survey.
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world.
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