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Introduction: 

The chosen article is about social media marketing and it influence on SMEs. Social media is not only used as a communication channel where people share information but it is used by businesses as a marketing tool. Customers that use social media platforms share the experiences that they have heard with the products and services that are sold on social media (Nekatibeb, 2012). They are able to influence each other buying decision through the electronic word of mouth. Businesses regardless of their sizes have invested heavily on social media marketing. This is because of the market insights it provides business with and it is cost effective compared to the traditional marketing techniques. Businesses are able to reach a wide range of customers and these improve the performance of business. Social media marketing increase brand exposure and ensure that company brand reaches a wide range of customers. Social media marketing is used as lead generation. It is used by marketers to identify the potential customers and markets (Neti, 2011). It’s an effective marketing technique and it creates an opportunity for business to interact and share information with customers. The article has also stated the risks and challenges of the use of social media as a marketing tool. Implementing social media requires businesses to hire qualified employees and train them and this requires additional resources which may be a challenge. The other challenge is that it is complicated to determine the returns on investment from social media. A company is required to monitor the social media content and it poses risks for example it can damage the reputation of a company.
[bookmark: _Toc523685609]Review of the philosophy:
 
The research philosophy is the belief on how the researcher will collect data that is related to the study. The philosophical view of the research plays vital role in the research it influence different kind of position of the research and it defines the acceptable source of knowledge. (Silverman, 2009; Collis and Hussey, 2009). For any research there are mainly two types of research philosophy used by researchers. The first one is ontology which mainly concern with how the researcher difference between reality and the way they observe it (Silverman, 2009; Collis and Hussey, 2009). By using ontology research approach researchers can examine the impact of reality on behavior of people. In ontology research philosophy there are three different type as objectivism, constructivism and pragmatism (Cooper et al., 2006). The second research philosophy is epistemology which most of the researchers use for scientific research purpose to conclude the research by proving without any doubt. This philosophy has three positions such as positivism, realism and interpretivism. The research philosophy that is used in this article is the epistemology research philosophy and the philosophical position used is interpretivism. Interpretivism philosophy helps to understand a culture and its change because of different ideas and values. This philosophy is used because it provides the researcher with an in-depth analysis of the study and enables to come up with findings that are relevant. The researcher used this research philosophy because the data used to conduct the study mainly deal with social media marketing for SMEs challenges and opportunities. Sources of secondary data that were used in the study that were easy to get the data via internet and the existing literature in the field of marketing and social media marketing in particular area. The researcher analysed all the sources of data before using them in the study. Research strategy is the way that the researcher used to conduct the research study. The research strategy ensures that all the research activities are executed well and make sure this research fill the gap of the study and set aims and objectives (Zikmund et al., 2013). In this study the researcher used the grounded theory research strategy. This is because the researcher used inductive method by observing secondary data to carry out the study. This is data that has already been collected by other researcher. The secondary sources of data that were used in the study provided sufficient information to the researcher about the benefits and challenges of social media marketing.
[bookmark: _Toc523685610]Critique of the Methodology: 

The researcher used secondary data accessing internet and existing literature in marketing and mainly social media marketing in general. To fulfil the aim of the research, researcher analyse different opinions of authors who conduct scientific article on that field and justify those finding to match the aim. 
The qualitative approach is a method has broadly used in social science studies (Bera, 2011). It is enables us to study the phenomenon by using qualitative data expressed in words and theory. The researcher in these articles used the qualitative research approach and this is because he compared the work of different authors. Comparing the work of the different authors enables the researcher to achieve the objectives of the research study. It enabled the researcher to come up with new findings and conclusions that are related and reliable to the study. The approach provided the researcher with an opportunity to have a deeper understanding of the research topic.
The researcher of the article used secondary sources of data to complete the research study. Secondary sources of data that  already been collected by researcher to conducted their study. The secondary sources of data that were used in the study provided sufficient information to the researcher about the benefits and challenges of social media marketing (Saunders et al., 2012). The researcher was able to collect the data through the internet and by using work of other authors. Secondary sources of data saved the researcher time and costs and this is because this is data that is easily available. The challenge of this source of data is that chances of biasness are high and the researcher is not able to determine the source of data that the authors relied on (Bryman and Bell, 2015). The author sought for permission from the other author’s before using their article. He adhered to the ethical guidelines and standards of research.
The time frame used in the articles which researchers used does play an important role on the results of the research. The social media marketing been changed since last 5-6 years which data may not relative to conduct research on current issues of social media marketing.
As the researcher used mainly secondary data the results may not accurate as researcher conducted on some field using primary data. This may consider as a lacking of the research due to insufficient information and scientific analysis. 
[bookmark: _Toc523685611]Evaluation and critique of the Article:

The article relates to the use of social media marketing and its influence on SMEs. Social media is a new phenomenon in the modern business that has significantly improved the way people interact and communicate throughout the world. All the social networking sites for example Facebook, twitter have created an opportunity for people to interact and to reach each other faster. Social media is not only used as a communication channel but also as a marketing strategy by businesses regardless of their sizes (Stelzner, 2012). There has been significant increase in the use of social media networks and this shows that it is an important tool that is used in communication and marketing. Firms use social media platforms to explore their markets and advertise their products and services and this is because it is easier to share information and the information shared spread faster reaching a wide range of customers. Firms that use the social media platforms are able to get feedback from customers and they take customers feedback as their business opportunity so they knows customers demand by their feedback to improve on their products and services. Social media tool has been able to create new business opportunities and develop stronger markets as well as modified the customers buying behaviours. The article shows that social media marketing has gained popularity in both developed and developing countries. There are some emerging economies for example Kosovo and Albania that have not taking any significant advantage by using social media as a marketing channel. SMEs that are operating in these countries have not embraced the use of social media as a marketing channel (Nekatibeb, 2012). The author of this article has described the influence of social media has on SMEs, the importance of the use of the techniques and the challenges of social media as a marketing strategy. The author of the article has also described the features and the evolution of social media among SMEs. The author of the article states that one of the opportunity that social media has created is the ability to do business online. It has created tremendous opportunities for businesses across the globe to use of social media as a marketing tool. It gives opportunities for businesses to promote their brands and this creates awareness and improves the overall performance of the business. The use of internet provides opportunities to people to share information and their personal experiences with certain products and services (Palmer and Lewis, 2009). The information that customers share on social media platforms for example on certain services or products that they have tested is helpful to other customers and helps them when they are making the purchase decisions. Internet is available everywhere and big businesses have seen this is an opportunity to compete aggressively for customers that use the social media platforms. The use of social media has a marketing tools make it easier for firms to conduct research and the results are instant. The author of the article has noted that the use of social media as a marketing tool is by SMEs is lower in developing countries for example Albania, Kosovo and other neighbouring countries. In developed countries social media marketing is getting big growth by using of social media platforms because it is cheaper than the other types of marketing (Neti, 2011). The author noted that SMEs that use social media have boosted the interest of other SMEs and this is because they have understood the benefits of using social media.
The author of the article has discussed several types of social media platforms. Facebook is the leading social media platforms that are used by SMEs to market their products and services. There are over 5 billion people that use Facebook for social interactions and communication. This provides businesses with opportunities to connect with the wide range of people and share information. Facebook users share information with each other and this transforms the way they conduct business (Nekatibeb, 2012). Researcher analysed in their study that Facebook is very popular platforms for small businesses and for the small businesses has best opportunity to communicate with their customers, according to the researcher finding, Facebook has 1.71 billion active users per month. Facebook creates an opportunity where businesses can interact directly with the customers and share information with each other. The other social media platform that is used is twitter. Other medium that is used includes Google, YouTube and other platforms. The author has stated the role of the social media platforms which includes communication and sharing of information among the users. The author of the article has analysed the use of social media as a marketing tool for SMEs. SMEs that use social media to communicate and share information with each other. The advantage of the use of the social media for SMEs is cost saving and the ability of businesses to get close to customers. Social media also creates an opportunity for business to gain customers and this is through the electronic word of mouth (Pookulangara and Koesler, 2011). The author has also analysed the social media adoption factors and this includes the organisation and the management and depending on the objectives of the management resources are allocated to the adoption of technology. The benefits of the use of social media according to the article are that it leads to increased brand exposure. It creates an opportunity for a business to reach out to a wide range of customers. The use of social media also leads increased traffic and this is because as social media sites have large number of users. According to the article, hundred millions of people are using social media platforms, this makes easy target for companies based on customers and could increase their markets products or services by online (Stelzner, 2012). Social media creates an opportunity to target customers based on specific factors and this improves sales of a company. The other use of social media is that is creates an opportunity for businesses to interact with customers and understand their needs. Social media marketing provides a company with market insights and it improves market effectiveness. The author has stated that the challenge of social media and this includes depending on the organisation, the management is required to invest more resources and employ individuals that are high qualified. The other risk of social media marketing is that it can damage the reputation of a company within minutes. Social media has some negative part as well such as privacy, security and other risk possible it could impact legal risk as possible. The other challenge is measuring the return on investment on social media which is a difficult task.

[bookmark: _Toc523685612]Conclusion:
 
This paper has analysed the use of social media is not only communication platforms it is also a marketing tool. It has analysed the challenges and risks that social media marketing possess to businesses. The paper has defined different social media platforms that are used by SMEs to market their products and services. The paper has analysed in details the role of social media in marketing and this includes creating brand awareness, lead generation, providing market insights to a business and customer interaction. There are several challenges and risks of social media marketing create to a business. It is slightly difficult to measure the return on investment on social media marketing. It is also a challenge for the management of a company to ensure that social media team is trained and have the required knowledge and risk. The company is required to manage the social media content encase it may damage the reputation of the business. The limitations should not hold back firms by using social media have their marketing tool because there are measures that can be used to manage them.
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[bookmark: _Toc523814475]Abstract: 
The advancement of technologies in field of communication remarkably the rapid growth in telecommunication technologies and internet has given a new way of communication  known as Social Media. Social Media has provided a platform where billions of people around the world sharing their opinion, views and  presenting themselves. Over the past few years, social media has attracted the attention of scholars and businesses to think about how this new platform of communication can be used as a tool of marketing communication. This paper aims to present a research proposal on this area focusing on customers perception about the use of Social media in SME. As an exploratory research, research is planned to be carry out with interpretivist philosophy by using qualitative method. To check the validity of the instruments two pilot interview has been taken. The preliminary findings suggest that consumers of SME in the restaurant and grocery sector do prefer marketing communication in social media but holding various opinion about the extent of its use.  








1. Introduction: 
The easy access to the internet  has facilitated people around the globe to make effective communication with other by using various platforms such Facebook, WhatsApp, twitter, LinkedIn, Bloggs, forums and so on  developed over the past decades. Business around the world finding these social media as an attractive and effective mode of marketing communication.  Considering the importance and significance of the subject, this  paper aims to put forward  a research proposal on this area with detailed methodology. 

[bookmark: _Toc523814476]1.1 Title of the Study: 
Use of Social Media as a tool of Marketing communication: A Study on SME in London. 

1.2 [bookmark: _Toc523814477]Aim of the study: 

The aim of this study is to explore the customers perception about social media as means marketing communication. 

[bookmark: _Toc523814478]1.3 Objectives of the Study: 

1. To explore the customers attitude towards various forms of marketing communication. 
1. To explore the customer’s perception and views about social media as a marketing communication tool.
1. To analyse the impact of marketing communication via social media on customers buying behaviour. 
1. To identify the purpose and use pattern of social media by the customers. 

[bookmark: _Toc523814479]1.4 Research Question: 
Does marketing communication via social media has impact on customer’s buying behaviour? and how? 

[bookmark: _Toc523814480]1.5 Rationale and Background of the study: 

[bookmark: _Hlk523692539]The advancement of technologies in field of communication remarkably the rapid growth in telecommunication technologies and internet has given a new way of communication to the world which we never had before. People around the world regardless of their age and background, at some extent using these connectivity systems to interact with friends, families and others. Social media become an integral part in today’s social life. Billions of people around the world are connected with these social networking sites share their views, opinions, and demonstrate their life patterns (Tsukayama, 2012; Hellerd Bair and Parasni, 2011). As a result, social media got huge scholarly attention during the last decade. Researchers has covered many area such as  use of social media (Gunelius 2011;Poirier 2011);    advantages and disadvantages of using social media (Sandilands 2012;  Pitta, 2010); from the perspective of adoption of technology  (Michaelidou et al., 2011);  the way of social media (Kietzmann et al., 2011; Barker et al, 2012); Corporate perspective of Social media (Parsons, 2011); managing social media from business perspective (Weinberg and Pehlivan, 2011) and so on. 
SMEs are the major contributor in GDP around the world; SME accounted for 99.3% of all private sector business in the UK, employs 60% total employment.  The rapid growth of SME has attracted the  attention of world (FSB, 2018) . Despite of this huge scholarly attention on social media, very little attention has been given so far on how this social media cab be used in marketing communication by SME. 
This study aims to contribute on this gap by conducting a research on customer’s perception on the use of social media as an effective tool for marketing communication. The proposed research is planned to carry out on SME owned by Asian/Asian British in London. To narrow down the scope of thus research, two categories  of SME has been selected - restaurant and grocery shops within the central London area. 

2. [bookmark: _Toc523814481]Literature review:   

[bookmark: _Toc523814482]2.1 Marketing Communication and Marketing Mix Strategy: 
[bookmark: _Hlk523804015]The success of business is largely depending on the effective development and implementation of marking mix strategy, known as 4Pss products, price, place and promotion. All these components of marketing mix strategy are interrelated- the effective implantation of one depends on others. The adoption of marketing concept as opposed to the selling concept is a must in today's highly connected market place for various reasons. Marketing concept is based on the notion that  development of marketing mix strategy should start from understating the market need first- how the expectation of the customer can be fulfilled best by offering products and services with highest value. Whereas tradition selling concept emphasize on low price and attempts to sell their products by extensive promotion. Marketing concept is relied on extensive communication in designing Marketing Mix strategy known an integrated Marketing Communication (IMC) (Kotler and  Keller, 2012). Consumers behaviour is the field study which gained increased importance since business  has adopted marketing concept. There are a number of internal and external stimuli influences consumes decision to purchase, consumption and retail a product. Increased awareness among the customers about their rights, choices and social well beings has increased the expectation of customers  from businesses.  participation in social media often give an impression that business is supporting the community and customers by updating information not in the form of advertising to attract sales. (Gunelius 2011).

2.2 [bookmark: _Toc523814483]Integrated Marketing Communication: 

[bookmark: _Hlk523701241]Integrated Marketing communication (IMC) theory suggest a strategic approach  of marketing which incorporate various ways of communication to the customer to ensure maximum spread of business massages. Marketing communication simply refers the voice through which business can establish communication with customers and other stakeholders about their product offerings and their affairs.  The rapid development and growth of IT has fragmented the audiences which has drastically changed the marketing communication environment (Pitta, 2010; Safko , 2010). Due to the changes in consumers lifestyle pattern, it become a very challenging task of business to established effective communication with consumers. As a result business are forced to use vacuous marketing communication options. For this obvious reason, IMC strategy has been accepted by the business around the world.  The recent development of IMC which emphasis on building close relationship with customers is the ultimate objective of marketing communication (Michaelidou et al., 2011; Hellerd Baird and Parasnis, 2011).

2.3 [bookmark: _Toc523814484]Use of Social Media in Marketing Communication: 
2.4 
[bookmark: _Hlk523694017][bookmark: _Hlk523694730]Social media is defined as means of interaction and communication use by the people to interact with others and to be social, especially by using internet (Safko , 2010); a platform that facilitate highest level of interaction (Hermkens, Kietzmann, McCarthy and Silvestre, 2011). Reaching customer to make effective communication is one of the challenging task facing by the business especially in todays digitalised world, when other traditional means of communications often found less effective (Meerman Scott 2010). The increasing trend of social media has attracted the attention of businesses and utilising them a means to communicate their target customers  (Hellerd Baird and Parasnis 2011).
IMC is a continuous process through which business make changes in their marketing mix as the market needs changes over time to serve the need of the market best. From this perspective, Social media platforms can a effective means to established direct interact with customer to know their need, desire and expectations on a continues and live basis (Molenaar , 2012).
[bookmark: _Hlk523803166][bookmark: _Hlk523694091]The long-term sustainability and success of business is also largely depends on the extent to which  they can establish frequent communication with customer through effective interaction to understand the need, desire and perception of customers about the businesses and products. One of the biggest challenge in customer communication is the effective interaction and getting feedback (Barker et al, 2012) Various business communications fails to achieve desired objectives due to the miss-interpretation make by the customers and not getting appropriate feedback (Sandilands 2012;  Pitta, 2010).  An Increasing trend of the use of social media as marketing communication tool has been observed over the last decades for many reasons- the main reasons that attracted the businesses  and marketing scholars  is  it facilitate close interaction where businesses get opportunity to get and give response (Karahan and  Kazim Kirtis 2010; Pitta, 2010; Safko , 2010).  The main attractive features of social media is that it has the ability to establish two way communication with individual customers and as group. (Safko 2010), However it is also argued that the control of the intended massage and target group is very challenging in social media  (Pitta, 2010).
[bookmark: _Hlk523695694]Word of mouth plays important role marketing communication, business often try to use customers as means of to reach customers by spreading their massage through  word of mouth. Word of mount often go against a business in the event of poor performance, it even spread very quick in social media. However, it is also an  established fact that the spared of word of mouth in social media or any other forms is beyond the control of business in greater extent. Thus, the only option the businesses have is to use and utilise this in their favour by closely  connectivity with customers and society.  Thus, business need to identify the way they get connected to the customers best (Gunelius 2011;Molenaar , 2012). 

3. [bookmark: _Toc523814485]Research Methodology: 

[bookmark: _Toc523814486]3.1 Research Approach: 

Research Approach is an important aspect of research which refers how theoretical framework is used. There are two commonly used research approaches usually adopted by the researchers- inductive approach and deductive approach. Deductive approach is known as theory driven where as inductive approach is data drive. Under Deductive approach research is carried out based on some theatrical framework and researchers aim to test the theory. On the other hand,  researchers use inductive approach when aim of the research is explore the phenomenon and build a theoretical framework through data collection and analysis (Silverman, 2009; Collis and Hussey, 2009). The proposed study will be carried out by adopting inductive approaches for many obvious reasons. Firstly, the aim of this research is to explore customers perception about social media as a means of marketing communication.  secondly, this research is not based on any theoretical framework rather it aims to understand how and why consumers of SME use various social media and contribute to the existing theoretical framework by adding new dimensions. The overall research is designed without having  assumptions about how  and why customers of SME hold certain views about the social media. 
[bookmark: _Toc523814487]3.2 Research Philosophy: 

The philosophical position of the research plays important role in research because it influence various assumptions resechers make in conducting research. The philosophical position of the research defines the acceptable source of knowledge; type date to be used; how that data can be interpreted best and so on.  There are two  important parts of research philosophy which  are ontology and epistemology analysis (Silverman, 2009; Collis and Hussey, 2009).
Ontology is all about researchers view about nature of reality and the world. From ontological perspective researchers can take a position from subjectivism or objectivism. Subjectivism is based on the assumption that meaning of the things ate objective truth; meaning is not subject to individual interpretation. On the other hand subjectivism assumed that meaning of the things are subject to individual view and opinion which can be best interpreted by understanding phenomenon (Gill and Johnson, 2010).
The proposed study is based on subjectivism philosophy because true understating and exploration of consumers perception about Social media can be given by deriving meaning of individual opinion, views and context. How and why people use Social Media cannot be explored fully without considering the phenomenon (Silverman, 2009).
Epistemology refers the researchers position in regard to what can be considered as valid source of knowledge (Gill and Johnson, 2010). The proposed research will be conducted by adopting Interpretivism as epistemology of the research. It is because, interpretivism hold the assumption that human being are in a process of continues changes,  are influenced by many internal and external factors; thus  it is very important to understand people and their views accepting the fact that there are  number of  factors associated with their views. Customer as human being their perception about social media and how it impact in their decision making process  cannot  be explained by a generalise theory rather it need to understand from individual perspectives. Any other epistemological position such as positivism will not allow the researchers to consider individual perspectives;  to  understand their motives and process  of using social media. Moreover, Interpretivism philosophy will help this research to explore the concept of social media as tool of effective marketing communication by incorporating wide range of views and opinion which cannot be expressed in number.

[bookmark: _Toc523814488]3.3 Research Method: 

The method of research usually  tell us how the research is being carried about in terms of types of data used, the way of collecting data and the way of analysing and interpreting data. As an exploratory research, the proposed  research aims to explore the effective use of Social Media as a tool of Marketing communication  by understating the perception of customers  in detail. From methodological perspective this research will use qualitative method in both data collection and analysis. As a qualitative research, researcher will primarily relay on individuals views and opinion  as source of data with a view  to incorporate their individual opinion to provide exploration of the topic area (Gill and Johnson, 2010; Collis and Hussey, 2009).
[bookmark: _Toc523814489]3.4  Data Collection: 

Researcher will use data  from both primary and secondary sources. Secondary sources of data includes text book and journals, reports and previous researches on the topic area and so on. 
Primary data collection: 
There are huge number of SME’s operating in London, thus the scope of the propped research narrowed down to the SME’s owned and operated by ASIAN or ASAN British people in London. To provide a detail phenomenon this research will be carried on two selected SME categories – restaurants and grocery shops. Thus the population of the proposed study can be defined as the customers of SMEs owned by ASIANs origin people in central London. 
Sampling: 
It is not possible to collect data from entire population, thus sampling techniques help researchers to collect data from a group of people representative of entire population. Researcher will purposefully select participant from the below sampling frame . 
· Male and female
· Different Profession
· Customers of restaurant and grocery shops
· Ethnicity
· Age group
Data collection by semi-structured Interview: 
Primary data will be collected by using semi-structured  interview, the commonly used tool in exploratory qualitative research. Researcher assume that semi-structured interview can provide a detail phenomenon  and view about customers how and why they use social Media ; what extent they accept marketing communication via social media; how the marketing communication influence their buying behaviour(Lewis and Ritchie , 2003; Boyce and Neale ,2006)
Any other tool such as survey cannot provide such facility as they are very rigid and structured. Researcher aim to conduct 30 interviews and expected to be 20-30 minutes long. All interview will be recorded in a audio recorder and necessary notes will be taken during the interview. 
Three pilot interview has been taken  to check the validity of the instrument. 
As a part of semi-structured interview, following key questions were asked along with leading questions as the conversations proceed-  
1. What is your opinion about the use social media? 

1. Why you use social media? 

1. How do evaluate marketing communication  in social media? 

1. Does marketing communication in social media has any impact on your life?  Could you please explain? 

1. How do you expect businesses to communicate? 

[bookmark: _Toc523814490]3.5 Access to the data: 
Preliminary contact has already made with a number of restaurants and grocery shops to get their consent and permission to talk to their customers. The respondent will be approached at shop premises during their visit. During the pilot interview researcher  got confidence that responders can be recruited by approaching them at shop premises. However it will a challenging task as many respondents are reluctant to participate and give time while they come for shipping but it is not impossible (Collis and Hussey, 2009).
[bookmark: _Toc523814491]3.6 Data Analysis Method: 
Interview data will be analysed by using narrative analysis method , the widely used method in qualitative research. As part of the process, all interview recording will be played and listen very carefully to make transcript at first stage. Once the transcript is made, initial coding will be done to put together similar words, phrases and sentences. At the second stage, dominant themes will be derived from the various words, and phrases  already been put together at first stage. Then a detail analysis will be presented by interpreting the meaning of words under each dominant themes.  Data collated from the pilot interview are analysed below by following above mentioned steps (Collis and Hussey, 2009; Silverman, 2009).

[bookmark: _Toc523814492]3.7 Ethical Issue: 

There is no serious ethical issues associated with the proposed research, however the generic ethical issues are associated with thus research, which includes, confidentiality of data, safety and security of both researchers and participant, informed canescent and true interpretation of data, unauthorised access to data and so on. To address these ethical issues, the ethical guideline of UWTSD will be followed seriously. As part of the ethical policy, informed consent will be taken prior to the interview (Silverman, 2009).

4. [bookmark: _Toc523814493]Preliminary Findings: 

Following are the preliminary findings found from the pilot interviews- 


Mixed opinion about social Media as a marking communication tool: 
There is mixed opinion among the customers the extent to which they prefer marketing communication in social Media. Some customers perceive marketing communication in social media as useful  while others  often find it is  irritating. However, it is also evident that they prefer marketing communication within a certain level. For instance, they prefer to know the arrival of new products, benefits and features of certain products , often prefer to have chat with businesses before buying a product. 

Customer prefer to get marketing communication in Social media from the business they trust and know well only: 

Customers likely to prefer the marketing communications in social media from the businesses they know well and trust. They often reject posts given by businesses and tends not to share with their friends in the network when business is not known well. Thus, it could be a better option of businesses to build a relationship with customers before sharing their marketing messages.  


Customer prefer to share their bad experience with business more: 
There is a tendency amongst customer to share bad experience about businesses they have more than good experience. They often don't bother to share good experiences. This can be a serious challenges for businesses  and they should try to give positive experiences more. 


Personal contact is the key to establish communication via Social Media: 

Personal contact with customer is the key factor in establishing communication via social media. Customers feel honoured when a business address them by name or support them personally by wishing them on their success, social occasions etc. This is a good area for SME as they work within a relatively small customer base, often knows many customers and their family. It is also found that when  strong personal contact is resent , customers tend to promote business  by sharing and spreading good aspects of the business by their own effort and tends not to share bad experience in public. 


5. [bookmark: _Toc523814494]Limitations: 
There are a number of limitation associated with the proposed research, mainly the scope of the study is very narrow, scarcity of resources could limit better exploration of the topic area, the findings of the study cannot be generalised. 

6. [bookmark: _Toc523814495]Conclusion: 
Despite of the limitations, researcher assume that the proposed study would be able to answer the research question and achieve the objectives by adopting the explained methodology. The pilot study and preliminary findings of the study suggest that the proposed research can make significant contribution and exploration to the topic area and encourage further research. 
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	Participant Identification Number: 
	

	
PARTICIPATION CONSENT FORM

	
Research Title:  Use of Social Media as a tool of Marketing communication: A Study on SME in London. 


	Name of Participant:	                                                          Sex: Male……….. Female……………

	Position and organisation:                           Age Group: 18 to 30Y……… 31 to 50Y……, Over 50Y…..


									         	
               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.

	

	
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.


	
Name of Participant
	
	
Signature and Date: 

	
Researcher
	
	
Signature and Date: 
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Appendix 2:   Personal Reflection

I would like to present my personal reflection from the module Qualitative Research below- 

The work I have done during this Module:  
This module was new and very interesting for the from the very beginning. I can claim that I did hard work throughout the module from beginning to the submission of coursework. The important works I have done includes attending all lectures, seminars,  group discussions, interactive sessions with teachers, studied various text books on qualitative research methodology, selected a research topic with research questions, contacted pilot interviews, critically analysed various journals and finally prepared and research proposal with preliminary findings. 

What I have learned: 
During this module I have successfully learned  the followings- 
· I gained the skill and experience of searching journals. I did the same before while I was studying my previous modules. But during this module, the most challenging task was to select a topic for research and identifying gaps. To do so, I had to retrieve so many journals from various sources. By doing so I gained better experience of how to search journal online.  

· I learned the way of analysing research paper critically.  A number of times I had to do critical reading on journals during classes. And finally I have prepared my coursework on  a journal which involves critical analysis. 

· I gained the knowledge of qualitative research methodology. I had very little knowledge and was scare about qualitative research. A number research terminology was new to me. I still get confused on few aspects of research methodology. But I am confident that by studying more I can overcome these problems. 

· I have improved my communication skills. During this course I had to communicate with teachers, students and more importantly communicate with prospective research participants. 

· I have improved my presentation skills.  As part of the module requirement I had to give a presentation on my research proposal, through which I gained the experience and confidence. 

· I also learned to take criticism positively. Because of poor performance I got constructive criticism many times. 

The way I have learned: 
From the very beginning of this course I found it very confusing and difficult due to my poor knowledge in qualitative research method. I was bit scared as well. However, I tried my best to accommodate myself by following the instruction of the teachers, reading outside the class, discussing with friends. I was really struggling to finalise my research proposal topic, research question, aim and objectives and of course appropriate research methodology. 
To knew my weakness and tried my best to overcome from it. I was little bit nervous at the beginning to talk to the teachers  but tried to get help from my friends in the class. I closely observed others and tried to grasp something from them, that was helpful in some extent. 
I learned how to correct mistakes, I had to change my research proposal topic after my presentation. During presentation, my performance was very poor,, number of problem associated with my methodology identified by the teachers. As a result , I had to change my proposal and did pilot interviews again. 
Finally, I was able to determined a satisfactory proposal. I did at the end. 


How this learning will help me in future:  

The knowledge, skills and experiences I gained during this module will help me a lot in future. The problems I went through was necessary for me to build my confidence. The learnings from this module will help me to face problems and challenges likely to be appear during my DBA thesis. The skills of writing, critical reading and doing research has enhanced my confidence that will help me in doing my DBA thesis and rest of my life.  
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