



Background Literature
Technological developments and the evolution of marketing are indistinguishably intertwined, as technological advances have underpinned major milestones in marketing history. The process of this usually includes the emergence of new technology, the gaining of a firmer foothold by this technology within the market as it becomes more popular, innovative marketers jumping in to explore the ways they can exploit the power that comes with this this technology to connect with their target audience, and the technology finally migrating to the mainstream and being adopted into standard marketing practice. This process has been repeating itself repeatedly, including with major breakthroughs in technology such as the printing press, radio, television, and the internet (Ryan, 2021). 

Sometime between the internet becoming a commercial entity around the mid 1990s and the turn of the current century, the business world has passed what has been referred to as the ‘digital revolution’. As a result, social media has provided marketers with a new way to connect with consumers in a way that is both unprecedented and revolutionary. However, the newness of this medium is as challenging as it is exciting, especially to individuals who may not be ‘digital natives’ (Charlesworth, 2015).

It is estimated that a staggering 3.78 billion individuals now use social media worldwide, with this figure expecting to grow to 4.41 billion by the year 2025 (Statista, 2017). Due to these growing numbers, many brands are now choosing to use social media platforms as a tool for engaging with consumers. 

In August 2021, TikTok was named as the most downloaded app of 2020, being the only video-sharing platform not owned by Facebook to make the global top five of downloads (BBC News, 2021). Many brands are now using TikTok to grow brand audience and encourage sales, some of which include Crocs, Gymshark, and Chipotle. One brand that has reaped the benefits of using TikTok as a marketing tool is Ryanair, who made their first TikTok video in May 2020 and has since accumulated 124.3k followers and 2.2 million likes (Burke, 2021).

Although there is modern research into the digitalisation of modern marketing, and the different tools available, this project sets out to fill a gap within this research, which is the analysis of social media specifically as a marketing tool. As social media is still a fairly new development in the world of business, many companies and brands still do not know how to fully derive the benefits it can provide. This research project will also provide an interesting insight to the everchanging world of marketing, making it both topical and interesting, thus outlining the rationale for the topic of this project. 

Aim & Objectives
The primary aim of this project is to identify the ways in which both consumers and businesses utilise social media and examine these in order to assemble a set of recommendations that will allow business to better exploit social media as a tool within their existing marketing strategies. This will be done through the implementation of the following objectives:

1. Compose an inclusive literature review articulating the increasing digitalisation of marketing within the business world and the growing use of social media as a marketing tool
2. Develop and carry out questionnaires in order to identify the ways in which the target audience use social media on a regular basis
3. Develop a better understanding on how businesses use social media through research and the compiling and implementation of interviews on small and/or accessible businesses
4. Utilise the information collected to distinguish a relationship between how the consumer and business use social media in order to recognise any gaps and formulate a set of recommendations on how businesses can better apply social media as a primary marketing tool
Research Methods
This project will implement a combination of both qualitative and quantitative research methods.
Qualitative research may be defined a method which provides understanding and insight of the problem setting and is an unstructured, exploratory method used to analyse phenomena that are difficult to elucidate using quantitative research (Surbhi, 2016). This method of research can be described as an umbrella model that covers interviews (group or individual), participant observation (in person or online), and textual analysis (paper or electronic) (Tracy, 2019). 

Quantitative research can be described as a method of quantifying and analysing variables to obtain results, it can include the utilisation and analysis of numerical data using techniques to answer questions such as who, what, where, when, how much, how many and how (Apuke, 2017).
Both qualitative and quantitative research are needed if one is to properly understand marketing communications as a distinct phenomenon and discipline, and its role in society (Daymon and Holloway, 2011).

Interviews will be carried out as part of this project in order to provide qualitative information regarding ways in which social media is currently used by businesses as a marketing tool, this allows for a more in-depth analysis on the use of social media in marketing. By using open ended questions, detailed responses can be recorded considering the thoughts and feelings of the business relating to social media and the digitalisation of marketing also.

The use of open-ended questions in research can often be criticised due to the possibility of a bias response. In research, bias occurs when systematic error is presented into testing and/ or sampling by encouraging a specific outcome or answer over another (Pannucci and Wilkins, 2010). However the research in this project will be carefully conducted and questionnaires and interviews will be compiled making sure that any and all questions are balanced in order to avoid any unbiased results. A balanced question can be described as a question that provides the respondent with all sides of an issue (Lavrakas, 2008).

This project will also gather quantitative research through the use of questionnaires completed by businesses and a target audience. The target demographic for these questionnaires will be individuals who are 18-30 years of age. This is due to the fact that according to a survey conducted by Ofcom in the UK in 2020, the two largest groups of respondents who had used social media in the week prior were 16-24-year-olds and 25-34-year-olds (Statista, 2020). Therefore, it would benefit this project to utilise a group of individuals who are within these age ranges, as this will likely produce the best results. This target audience has also been chosen as it is accessible to the researcher. This project will utilise quantitative data as it is often easier to analyse due to the numerical nature of it and the ability to quantify results. This allows for any patterns between the use of social media amongst businesses and consumers to be identified, further allowing for any connections to be drawn and examined.


Resources & Planning
In order for this research project to be carried out, a number of resources will be required. Access to computers and/ or laptops will be necessary to complete the project, at least one of which is accessible only by the researcher in order to store data whilst maintaining anonymity and confidentiality when carrying out primary research. Internet access will also be needed in order to be able to carry out secondary research to compile a comprehensive literature review surrounding the topic of the research. Similarly, access to basic computer programmes such as Microsoft Office will be required in order to materialise the project and also analyse and record the information collected, this includes visualising the data in a way that is easy for the reader to understand.
Access to the library services within University of Wales Trinity Saint David will also be required in order to benefit from materials such as books, journals and other academic resources.

A timescale of this project is outlined in a Gantt chart, refer to Appendix A1.
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Appendix

A1 – Gantt Chart
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